	LCLM4002_BIRM Digital Skills Task 3
Website Evaluation  


	Student Number
	2524771
	Student Name
	Tetiana Kryvoruchko

	

	Website Chosen 
	The Cooking Academy

	Insert hyperlink to website
	· https://www.thecookingacademy.co.uk


	

	Evaluation
Respond to each question 

	
Section 1 – Usability

(75 words maximum for each answer)

	Question 1a - How quickly and easily does the website load? 


	Answer: The website loads quickly and efficiently on both desktop and mobile devices. The homepage opens within a few seconds and images appear clearly without noticeable delay. Navigation between pages is smooth, which creates a positive user experience. Website speed is important because slow-loading pages can cause users to leave the site. This can negatively affect engagement and reduce the number of potential bookings.


	Question 1b - Does the website contain many sub-pages? How does a prospective customer navigate these? 


	Answer: Yes, the website contains several sub-pages including courses, events, information about the academy and contact details. Users can navigate through these pages using the main menu located at the top of the site. The menu is clearly structured and easy to understand. This type of navigation helps customers quickly find relevant information, which improves usability and encourages them to explore the services offered.

	Question 1c - Can a customer make a booking via the webpage? 
 

	Answer: Yes, customers can book cooking classes directly through the website. The online booking system allows users to select a course, check availability and reserve a place. This makes the process simple and convenient. Easy booking systems are important because they reduce barriers for customers and increase conversion rates, making it more likely that visitors will complete a booking.


	Question 1d - What improvements could be made to the usability of the website?


	Answer: One improvement would be adding more visible call-to-action buttons such as “Book Now” on the homepage. This would guide users directly to the booking section. Another improvement could be adding a search function or filters to help users find specific courses more easily. These changes would reduce user effort and improve the overall experience, making the website more effective.


	Section 2 – Pleasure – Customer Experience

(75 words maximum for each answer)

	Question 2a – How pleasant does the webpage look?  Are there any differences in appearance on a mobile phone versus a computer? 


	Answer: The website has a clean and professional design with high-quality images that create a welcoming atmosphere. The colour scheme is simple and appropriate for a cooking school. On mobile devices the website adapts well and remains easy to use. The layout becomes more vertical, which improves readability and navigation. A consistent design across devices is important for maintaining a positive customer experience.


	Question 2b - How does the website use imagery, video and colour? 


	Answer: The website uses images effectively to show cooking classes, food preparation and the learning environment. These visuals help visitors understand the experience and make the website more engaging. The colour palette is simple and supports readability. Visual content is important because it communicates information quickly and creates emotional interest. However, adding short videos could further improve engagement and provide a more realistic view of the classes.


	Question 2c – Has the website made use of an online chat tool on the website? How effective is this to enquire about the product or service? 
 

	Answer: The website does not appear to include a live chat feature. Instead, users can contact the company via a contact form or email. While this allows communication, a live chat option could improve customer support. Instant responses help users make quicker decisions and reduce uncertainty, which can increase the likelihood of booking.


	Question 2d – How effective are the social media links on the website?


	Answer: The website includes links to social media platforms, allowing users to connect with the company outside the website. Social media helps businesses share updates, images and customer experiences. This can increase engagement and brand awareness. It also supports customer relationships and encourages repeat interaction. However, these links could be more visible to attract more followers.


	
Section 3 – Perceived Value

(75 words maximum for each answer)

	Question 3a - How are the services offered by the company made clear to customers?


	Answer: The services are clearly explained through separate pages describing cooking courses, workshops and events. Each course includes details about skills learned, duration and overall experience. This helps customers understand what they will gain from the service. Clear information reduces confusion and allows users to compare options, which supports better decision-making.


	Question 3b - How are customer reviews made available? Are these up to date? 


	Answer: Customer reviews are available through testimonials and external platforms. These reviews provide feedback from previous participants and help build trust. Positive reviews influence potential customers and reduce perceived risk. However, adding more recent reviews directly on the homepage could further strengthen credibility and encourage more bookings.


	Question 3c – How is the service presented as high quality? For what reasons would you use the company’s service or recommend to a friend or family member? 


	Answer: The service is presented as high quality through professional images, detailed descriptions and information about experienced instructors. The website highlights hands-on learning, which adds value for customers. This creates a strong impression of professionalism. I would recommend this service because it offers practical skills and an engaging learning experience, which makes it valuable for customers.


	Question 3d -   Are prices made clear to customers? If yes, do the prices reflect the quality of service shown? If no, why do you think the company has chosen not to include prices? 


	Answer: Yes, the prices are clearly displayed on the website. This allows customers to understand the cost before booking. The pricing appears consistent with similar services in the UK. Clear pricing is important because it increases transparency and helps customers make quicker decisions. It also builds trust in the business.


	Section 4 – Searchability


	Question 4a - What three words would you type into Google to find this type of service? 
	1. Cooking classes

	
	2. Cooking school

	
	3. Cooking courses

	Question 4b - When you type these words into Google, does the company’s website appear in the top ten websites? 


	Answer: When searching for terms such as “cooking classes” or “cooking school”, the website may not always appear in the top results depending on location. This suggests that the company could improve its search engine optimisation. Strong SEO is important because it helps attract more visitors without paid advertising. Adding relevant keywords and useful content could improve visibility and increase traffic.


	Section 5 – Reflection and conclusion

(120 words maximum for each answer)

	Question 5a - Do you feel that websites still have relevance in modern UK business? Explain your answer. 

	Answer: Yes, websites remain very important for modern UK businesses. They provide essential information about services, pricing and contact details. Many customers research online before making decisions. A professional website builds trust and credibility. It also supports online booking and allows businesses to communicate with customers at any time. Websites are also an important part of digital marketing and customer acquisition strategies.


	Question 5b - If you were to make one recommendation about how to improve the website of your chosen company, what would it be? Why have you suggested this improvement? 


	Answer: One key improvement would be adding a more visible “Book Now” button on the homepage. This would allow users to quickly access the booking system without searching through multiple pages. Clear call-to-action elements guide users and improve usability. This change could increase conversion rates and make the website more effective for generating bookings.
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