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[bookmark: _Toc129052649]Executive Summary
Customer touchpoints significantly influence the customer's experience and perception of the brand. Customer experience is critical for building a long-term relationship and enhancing customer satisfaction and loyalty. Brand experience is shaped by the customer experience and can impact the company's reputation, sales, and customer retention rates. Deliveroo can optimize touchpoints, improve the customer journey, and enhance customer satisfaction, loyalty, and retention rates. The critical literature review on customer experience highlights the importance of customer experience for companies like Deliveroo, as it is crucial for building customer loyalty and trust. Deliveroo heavily relies on technology to enhance the customer experience, such as GPS tracking and real-time order tracking, and actively seeks feedback from customers to improve its services. Co-creation is also recognized as a strategy for enhancing the customer experience, as involving customers in the design and delivery of products and services can lead to more personalized and engaging experiences. It has been recommended that Deliveroo should focus on providing high-quality customer service through all communication channels. It was also suggested that Deliveroo should improve delivery time estimates and notifications by providing more accurate and real-time updates to customers.
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Customer experience entails the impression that customers get throughout the customer journey while availing the products and services (Hoyer, MacInnis and Pieters, 2016). This paper will be divided in two sections: section A and B. Section A will explore the customer touchpoints, customer experience, and brand experience. On the other hand, section B will conduct a critical literature review. The selected case study company is Deliveroo, a British food delivery company. It was established in 2013 and now it operates in a number of countries, including the UK, Ireland, Singapore, France, Germany, Spain, United Arab Emirates, Qatar, etc. (Deliveroo., 2022). The company employed around 3,100 employees and earned a revenue of £1.824 billion in 2021 (Deliveroo ., 2022).
[bookmark: _Toc127390856][bookmark: _Toc129052651]Section A: Customer touchpoints, experience, and Brand experience
[bookmark: _Toc129052652]Defining the concept of touchpoints concerning Deliveroo
Touchpoints refer to the various points of contact that a customer has with the company throughout their interaction with the brand (Mathras et al., 2016). These touchpoints can include the initial search for the platform, placing an order through the website or mobile application, receiving order confirmation, delivery time estimation, real-time order tracking, delivery, and customer service. The concept can be explained in a diagram below.
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[bookmark: _Toc127390857][bookmark: _Toc129052653]Examining the customer touchpoints at Deliveroo
Effective digital marketing tactics, SEO, and email marketing to trigger customers’ need to purchase online: Customers face this touchpoint when they interact with Deliveroo's marketing channels such as emails, social media ads, or online advertisements (Cohen, Pham and Andrade, 2018). Effective digital marketing tactics help the company to reach out to more potential customers, increase brand recall, and generate interest in their service.
User-friendly website, menu design, variation of offers on the website and mobile app: Customers encounter this touchpoint when they visit Deliveroo's website or mobile app (Hoyer, MacInnis and Pieters, 2016). The importance of this touchpoint is critical for Deliveroo's success. Customers expect a seamless user experience while placing orders and browsing menus, and a poorly designed website or mobile app can lead to frustration, increased cart abandonment rates and lower customer satisfaction.
Availability of reviews and ratings of restaurants and delivery experience: Customers encounter this touchpoint when they browse the restaurants and read the reviews and ratings on Deliveroo's website or mobile app (Mathras et al., 2016). The importance of this touchpoint lies in the fact that it helps to build trust with the customers and improve their experience.
Quality of customer service via phone, email or chat support: Customers experience this touchpoint when they need assistance from Deliveroo's customer service team (Hoyer, MacInnis and Pieters, 2016). This touchpoint is crucial for Deliveroo, as customers expect prompt and efficient customer service to resolve their issues.
Ease in placing orders, online secured payment options, cash on delivery options: Customers encounter this touchpoint when they place orders on Deliveroo's website or mobile app. This touchpoint is vital for Deliveroo, as a seamless and secure ordering and payment process can lead to increased sales and customer satisfaction (Cohen, Pham and Andrade, 2018).
Delivery time estimates and delivery notifications: Customers experience this touchpoint when they place an order and receive delivery time estimates and notifications (Mathras et al., 2016). This touchpoint is critical for Deliveroo because customers expect transparency and real-time updates on their order status. Failure to provide accurate delivery time estimates and notifications can lead to customer dissatisfaction, negative reviews, and lower customer retention rates (Durante and Griskevicius, 2016).
Delivery packaging and presentation of food: This touchpoint is essential for Deliveroo, as it can impact the customer's perception of the overall experience (Hoyer, MacInnis and Pieters, 2016). A poor delivery packaging or presentation of food can lead to customer dissatisfaction and negative reviews.
Availability of the customer service team for any complaints or inquiries: Customers face this touchpoint when they need to contact Deliveroo's customer service team for any complaints or inquiries (Cohen, Pham and Andrade, 2018). The importance of this touchpoint for Deliveroo is critical because customers may have queries or complaints that need to be resolved promptly.
Loyalty programs, rewards, Gift card options for frequent customers: Customers face this touchpoint when they are frequent customers of Deliveroo and are eligible for loyalty programs, rewards or gift card options (Mathras et al., 2016). The importance of this touchpoint for Deliveroo lies in the fact that it can increase customer retention rates and incentivize repeat purchases, leading to increased sales and revenue.Top of Form
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[bookmark: _Toc127390858][bookmark: _Toc129052654]Customer experience and brand experience at Deliveroo
[bookmark: _Toc127390859][bookmark: _Toc129052655]Customer Journey Map of Deliveroo
[image: ][bookmark: _Toc129052703]Figure 2: Customer Journey Map of Deliveroo (Self-designed, based on Hoyer, MacInnis and Pieters, 2016)
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Need to buy food online: To trigger the customer's need to purchase online, Deliveroo invests in effective digital marketing tactics, SEO, and email marketing. The positive feedback will lead to a good first impression of Deliveroo, enhancing the brand experience. A positive experience at this stage will make the customer more likely to continue with the purchase and recommend Deliveroo to others (Durante and Griskevicius, 2016).
Check with Deliveroo: Deliveroo invests in a user-friendly website, menu design, and variation of offers to provide a seamless user experience. The actions taken by Deliveroo include providing an easy-to-navigate website and mobile app with clear menu options, attractive offers, and a search function (Deliveroo ., 2022). Hence, the feedback was positive. A satisfied customer at this stage will be more likely to proceed with the purchase and may even return for future purchases.
Check past reviews: Deliveroo provides reviews and ratings to help customers make informed decisions while choosing restaurants (Deliver .. 2022). The actions taken by Deliveroo include providing an easy-to-use review and rating system with accurate information. Neutral feedback does not necessarily impact the customer's decision to purchase (Mothersbaugh et al., 2020). However, if the reviews and ratings are not helpful, it can lead to customer dissatisfaction, negative brand experience, and loss of trust.
Chat with Deliveroo's agents: Deliveroo invests in providing quality customer service via phone, email, or chat support (Deliveroo ., 2022). Deliveroo initiated actions, include providing a responsive and efficient customer service team to resolve queries and complaints promptly. Very dissatisfied feedback at this stage can lead to negative brand experience and loss of trust. Poor customer service can lead to customer frustration, negative reviews, and customer churn (Durante and Griskevicius, 2016).
Place orders: Deliveroo invests in providing a secure and hassle-free ordering and payment process. The jobs done by Deliveroo are providing a seamless ordering process, online secured payment options, and cash on delivery options (Deliveroo .., 2022). Neutral feedback at this stage does not necessarily impact the customer's decision to purchase.
Track delivery status: Deliveroo strives to provide real-time delivery time estimates and notifications to keep customers informed about their order status (Deliveroo ., 2022). The company took many jobs, such as providing accurate delivery time estimates and real-time updates. Dissatisfied feedback of customers can lead to negative brand experience and loss of trust (Solomon et al., 2017). Customers expect transparency and real-time updates on their order status, and any issues with the delivery process can lead to customer dissatisfaction, negative reviews, and decreased customer retention rates (Mothersbaugh et al., 2020).
Receiving delivery: Deliveroo exerts efforts to ensure that the delivery packaging is sturdy, and the presentation of food is appealing to the customer (Deliveroo ., 2022). Impressed feedback at this stage leads to positive brand experience and increased customer loyalty. A positive delivery experience can lead to customer satisfaction, positive reviews, and increased customer retention rates (Stephen, 2016).
Ease with which customers can place complaints and loyalty programs such as gifts of reward points: Deliveroo tries to provide an easy access to its customer service team through multiple channels and loyalty programs to retain loyal customers and incentivize repeat purchases (Deliveroo ., 2022). Dissatisfied feedback at this stage will lead to negative brand experience and loss of trust (Mothersbaugh et al., 2020). A complicated complaint system or ineffective loyalty programs can lead to customer frustration, negative reviews, and decreased customer retention rates.
[bookmark: _Toc127390861][bookmark: _Toc129052657]The importance and suitability of selecting the themes- customer touchpoints, customer experience and brand experience- concerning Deliveroo.
The touchpoints a customer faces with Deliveroo will significantly influence their experience and their perception of the brand (Stephen, 2016). Identifying and analyzing these touchpoints allows Deliveroo to understand the customer's journey and how it impacts their overall experience with the company.
Customer experience is shaped by the touchpoints, and it is critical for Deliveroo to deliver a positive experience at every stage of the customer journey (Mothersbaugh et al., 2020). By focusing on the customer experience, Deliveroo can identify pain points, improve the customer journey, and enhance customer satisfaction, loyalty, and retention rates.
Brand experience is the perception of the brand by the customers, and it is shaped by the customer experience (Stephen, 2016). A positive customer experience at every touchpoint enhances the overall brand experience, leading to increased customer loyalty and retention, and word-of-mouth recommendations. A negative experience at any touchpoint can lead to negative brand experience, affecting the company's reputation, sales and customer retention rates.
[bookmark: _Toc127390862][bookmark: _Toc129052658]The impact of customer touchpoints, customer experience and brand experience on customer relationship management (CRM) at Deliveroo.
Customer touchpoints provide opportunities to interact with customers, gather information, and build relationships, which are essential for effective CRM (Mothersbaugh et al., 2020). By understanding the touchpoints, Deliveroo can identify opportunities to improve interactions with customers, enhance customer engagement and loyalty, and strengthen the customer relationship (Solomon et al., 2017). For instance, by providing a seamless and user-friendly website, Deliveroo can encourage customers to return and increase customer retention rates.
Customer experience is critical for CRM because it significantly affects the customer's perception of the company and the likelihood of building a long-term relationship (Stephen, 2016). A positive customer experience at every touchpoint can enhance customer satisfaction and loyalty. Deliveroo can use customer feedback and data to identify areas where the customer experience can be improved, address any issues, and provide solutions to enhance customer satisfaction and loyalty.
Brand experience is also essential to CRM because it can impact the customer's perception of the company and the likelihood of building a long-term relationship. By delivering a consistent and high-quality brand experience at every touchpoint, Deliveroo can differentiate itself from competitors, increase customer loyalty, and create brand advocates who recommend the company to others (Mothersbaugh et al., 2020).
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Quality of customer service: Deliveroo needs to focus on providing high-quality customer service through all communication channels. Additionally, Deliveroo can improve the chatbot technology to provide accurate responses and reduce waiting times for customers.
Delivery time estimates and notifications: Deliveroo can work on improving its delivery time estimates and notifications by providing more accurate and real-time updates to customers. This can be achieved through the use of technology such as GPS tracking and real-time order tracking, providing regular updates on the delivery status to customers.
Complaints and loyalty programs: Deliveroo can improve its complaints and loyalty programs by providing customers with easy access to customer service channels and creating a more user-friendly complaints process. Deliveroo can also offer more attractive loyalty programs.


[bookmark: _Toc127390864][bookmark: _Toc129052660]Section B: A critical literature review on the customer experience
[bookmark: _Toc127390865][bookmark: _Toc129052661]A critical literature review on customer experience: Deliveroo’s perspective
The Importance of Customer Experience for Deliveroo
Several scholars have highlighted the importance of customer experience for companies like Deliveroo. Hsee and Tsai (2018) argue that the customer experience is crucial for building customer loyalty and trust. Morales, Amir and Lee (2017) note that companies must deliver exceptional customer experiences to remain competitive and succeed in the long run. Deliveroo's success is largely dependent on the quality of its customer experience, which includes the ease of placing orders, the quality of delivery, and the customer service provided.
The Role of Technology in Enhancing Customer Experience at Deliveroo
Deliveroo heavily relies on technology to enhance the customer experience. Hofacker, Malthouse and Sultan (2016) suggest that technology can help companies personalize the customer experience and build a more engaged customer base. Deliveroo uses technology such as GPS tracking and real-time order tracking to provide accurate delivery time estimates and notifications to customers (Deliveroo ., 2022). This technology helps to manage customer expectations and improves the overall delivery experience. Additionally, Chrysochou (2017) argues that technology can help companies like Deliveroo to create a seamless customer experience by providing easy-to-use websites and mobile applications.
The Importance of Feedback for Improving the Customer Experience at Deliveroo
Feedback is essential for improving the customer experience at Deliveroo. Stephens (2016) highlights the importance of feedback for companies to make data-driven decisions and continuously improve the customer experience. Deliveroo uses customer feedback to identify areas of improvement, address issues, and provide solutions to enhance customer satisfaction and loyalty (Deliveroo ., 2022). Deliveroo also provides multiple channels for customers to give feedback, such as the customer service team and online surveys. By actively seeking and responding to feedback, Deliveroo can improve the customer experience and build stronger relationships with its customers (Morales, Amir and Lee, 2017).
[bookmark: _Toc127390866][bookmark: _Toc129052662]A critical literature review on customer experience: Co-creation perspective
Co-creation as a Strategy to Enhance Customer Experience
Co-creation, or the process of involving customers in the design and delivery of products and services, is increasingly being recognized as a strategy for enhancing the customer experience. Chen and Pham (2019) argue that co-creation can lead to more personalized and relevant experiences for customers. Mandel et al. (2017) suggest that co-creation can help companies to create a deeper emotional connection with customers. By involving customers in the design and delivery of products and services, companies like Deliveroo can create more engaging and meaningful experiences for their customers.
The Role of Technology in Facilitating Co-creation at Deliveroo
Technology plays a critical role in facilitating co-creation at Deliveroo. Murphy and Dweck (2016) suggest that technology can help companies to involve customers in the design and delivery of products and services. Deliveroo uses technology such as its website and mobile application to involve customers in the delivery experience, such as providing real-time delivery updates. Zhang and Benyoucef (2016) suggest that technology can also help to gather customer feedback and ideas for co-creation. By using technology to facilitate co-creation, Deliveroo can involve its customers in the design and delivery of its services, leading to a more engaging and satisfying customer experience.
Co-creation and the Creation of Brand Advocates at Deliveroo
Deliveroo consumers may become brand ambassadors via co-creation. Co-creation may make consumers happier and more inclined to recommend the brand, according to Arora et al. (2020). Brand supporters may boost firm sales, according to Hoyer, MacInnis, and Pieters (2016). Deliveroo can enhance sales and income by integrating consumers into service design and delivery. According to Mathras et al. (2016), co-creation may generate a cycle of consumer interaction that increases loyalty and advocacy.
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Understanding Customer Experience from the Firm's Perspective
Understanding customer experience from the firm's perspective can help information technology (IT) firms like Softcat, IRIS, Cazoo, Zopa, and Darktrace to design and deliver more effective products and services. Hsee and Tsai (2018) argue that customer experience is crucial for building customer loyalty and trust. IT firms that prioritize customer experience can create a competitive advantage by delivering a superior customer experience. For example, Monzo, a UK-based mobile-only bank, has created a user-friendly and efficient mobile application, providing a seamless customer experience for its customers (Wewege, Lee and Thomsett,2020).
Co-Creation and Customer Experience in IT Firms
Mandel et al. (2017) suggest that co-creation can help companies to create a deeper emotional connection with customers. By involving customers in the design and delivery of products and services, companies can create more engaging and meaningful experiences for their customers. For example, Hopin, an online events platform, has co-created its product with customers to provide a user-friendly and customizable virtual event experience for its clients (Gao et al., 2021).
The Role of Technology in Enhancing Customer Experience for IT Firms
IT firms can leverage technology to enhance the customer experience, including co-creation efforts. Murphy and Dweck (2016) suggest that technology can help companies to involve customers in the design and delivery of products and services. For example, Darktrace, a cybersecurity firm, has leveraged machine learning and artificial intelligence to provide real-time cyber threat detection, enhancing the security and protection of its clients (Qumer and Ikrama, 2022).
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