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[bookmark: _Toc118303219]Introduction

Customer relationship management is critical for the competitiveness of business units regardless of industry or size. Various criteria can be used to differentiate strategies and specific technological means for automating business processes and turning data into useful tactical and strategic information. The importance of customer relationship management (CRM) systems in business cannot be overstated (Boneva, 2021).
The purpose of this report is to investigate the Cazoo.uk.co organization's customer experience (CX), brand experience, and touch points. Identifying the significance and suitability of a company operating in the tech domain. Also, critically discuss the impact of CRM and a literature review on the firm's and co-creation perspective.

[bookmark: _Toc118303220]Background
Cazoo is a British online car dealer based in London. The company was founded by Alex Chesterman in 2018, with its primary business being to provide an online marketplace for cars (Cazoo.co.uk, 2021). Cazoo seeks to transform how people buy cars. The founder believes that buying a car should be as easy as buying any other product today. Essentially, one should seamlessly finance or buy a car online at their convenience and from the comfort of their home. The company’s mission is to transform the car buying experience across Europe and the UK through online ordering and financing opportunities (Cazoo.co.uk, 2021).
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                                                                                                                   (Cazoo.co.uk, 2021)
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[bookmark: _Toc118303222]Customer Touchpoints

A customer touchpoint is a customer’s interaction with a brand, whether it is through an advertisement, an employee, an app, or a website. The experiences that customers have with a touchpoint can shape how they view the company. Businesses strive to ensure that every interaction their customers have with the product, marketing materials, sales staff, and customer service, among other touchpoints, is positive. Every touchpoint represents a chance for a brand dazzle a customer with an unforgettable experience that will convert them into potential and loyal customers. Cazoo has used a variety of customer touchpoints since its inception in 2018, with some success and some failure. Most of Cazoo’s customer touchpoints are brand-owned, meaning that they are designed and managed by the firm. This includes advertising, website, and social media platforms. After its establishment, the company becomes one of the fastest-growing brands in Europe, raising more than $1.4 billion of capital investment shortly after. The company began its international expansion in 2021, launching in France and Germany, and acquiring a competitor in Spain in 2022. The company also launched in Italy in 2022 (Cazoo.co.uk, 2021). The New York Stock Exchange valued it at $7 billion at the time. The brand’s acceleration is interesting, seeing that it is not the only company 
The company rapid growth is attributable to its numerous customer touchpoints. Cazoo’s popularity began when it adopted huge sponsorship advertising deals, particularly in the sports industry. Cazoo sponsored events and teams in soccer, snooker, horse racing, rugby, golf, football, darts, and cricket
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All these are significant deals that are in the multi-million range annually. Sponsoring teams such as Valencia, Marseille, and Aston Villa providing exposure, not just from the team’s shirt, but from numerous other touchpoints. The brand’s messaging and logo appear throughout the team’s social media, website, stadium, and other sponsors’ collateral such as the shirt’s manufacturer (Cazoo.co.uk, 2021). This exposure increase brand awareness among fans of the sponsored team and the general public that saw the messaging. This brand awareness lead to preferential decisions, such that these people would think of Cazoo anytime they wanted to buy a car.



In addition to partnership deals, Cazoo depend on other forms of publicity to create more brand awareness. The company’s website is easily accessible from any device and is the first interface for the customer. Cazoo’s website is transparent, which is a key factor for a company selling used cars (Cazoo.co.uk, 2021). People tread carefully when buying second-hand cars, especially when they have not seen the car yet. The web designers that built Cazoo’s website develop a 3D turntable that highlights all the flaws and scratches on a car. The team of professional photographers also ensures that customers get clear photos of the cars to enhance decision-making.
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[bookmark: _Toc118301760]Figure 4. Cazoo quality standard

The business utilizes its online platform to explain the benefits of its complex products in an engaging, clear, and simple way and promote confidence among its customers. The company has collaborated with a creative company, Be The Fox, to develop explainers to reflect the brand and make its products stand out. The explainers provide visual narratives that show (as opposed to telling) customers the product benefits in a clear, relevant, and simple way. Some of the videos posted recently include CazooGuard, a video explaining the need for a one-time protective coating that enables the car to look younger (Be The Fox, 2022). Another video, CazooCover, explains the comprehensive protection provided to the customer after their 


warranty has ended (Be The Fox, 2022). Cazoo Car Finance explains the differences between PCP and HP, the two online financing options offered by the company (Be The Fox. 2022). These touchpoints enhance the car-buying journey by providing a modern approach to understanding the cars without seeing them.
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Customer experience refers to the subjective feeling that lasts after a customer purchases a service or product brands seek to reinforce these subjective feelings as they play a key role in influencing future purchasing behaviour. When a brand sells an experience, the customer enjoys it as much as they would in a play performed in a theatre (Tran and Nguyen, 2022). Equally, branding is a fundamental aspect of success. A brand represents a promise, a trustful relationship, and a guarantee towards the customers. Brand experience is similar to experiential marketing as it comprises activities that enhance deeper brand affinity and a deeper emotional connection (Tran and Nguyen, 2022). A good brand experience means that customers feel good during, before, and after experiencing your brand. Customers should remember a brand for how good it made them feel. For example, a company that has the best-tasting cookies remains memorable to the customer for that fact.
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Cazoo utilizes different strategies to enhance a positive customer experience and brand experience. First, the company eliminates the need for customers to wander around used car, lots to compare cars. It also excludes the need for a salesman as it offers a wide range of used vehicles on its website with clear descriptions of the make and model. The descriptions of the website are comprehensive and exhaustive, making them sufficient to make a purchase decision. Customers can also compare prices and features of the vehicles and access the vehicle’s service history before deciding what car to buy (Cazoo.co.uk, 2021). The website is complete with videos and photos of all the available cars. The website also has search filters, enabling the customer to limit their search based on the model, year, emissions, etc. The entire car-buying process is online.
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Once the customer spots the car they want to buy, they pick a slot to have the car delivered within 72 hours (Cazoo.co.uk, 2021). Before delivery, the company ensures that all their cars pass a 150-point internal inspection test, except for the newer vehicles. Cazoo delivers the car to the customer’s door free of charge. Free delivery is a money-saving bonus for customers, since buying privately means translates into petrol or train fare costs when viewing potential cars and pickup costs upon purchase. When purchasing from a dealer, the customer must also pay delivery fees. Cazoo has been successful in promoting positive customer and brand experiences for its customers. By providing an online marketplace for cars and ensuring that the entire buying process can be completed online, the company has leveraged technology to improve the experience. Equally, the company caters to product experience by allowing customers to test drive the car for seven days before deciding whether to keep it or return it for a refund. This strategy sends a message to customers that the brand is keen on providing them with the best possible experience and their satisfaction is the most important part of the transaction (Martínez-Cañas et al., 2016). Moreover, free delivery to the doorstep eliminates the hassle of driving the car back after purchase and enables customers to save 


money. The end-to-end experience encourages customers to continue purchasing from Cazoo and recommend it to others. Figure 5 depicts a positive customer experience.
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[bookmark: _Toc118303224]Recommendations
 
One of the most important takeaways from Cazoo's story is that increasing customer touchpoints does not have to be prohibitively expensive. Cazoo's sponsorship deals have contributed to its declining profits, forcing the company to withdraw from the EU and focus on the UK market. As previously stated, the sports sponsorship deals cost the company several million pounds, causing the company's meteoric rise to come to a halt. The market turmoil in 2022 forces Cazoo to leave the European Union entirely, forcing it to close numerous offices and lay off a large number of employees. The company bet on sponsorship deals as the most reliable way to boost sales and promote global dominance. Sponsorships, on the other hand, are a long-term solution for increasing brand awareness and sales. It is illogical to invest heavily in a touchpoint and expect results in a few months. As a result, this was not a sustainable approach because the company was unprepared for the future. Brands must 


prioritise creating lifetime value over short-term profits. Furthermore, the company must improve their understanding of customer motivation, needs and desires (Pathak, Ashok and Leng, 2022), and develop an omnichannel strategy in order to improve customer experience (Martínez-Cañas et al., 2016). This strategy is critical because it allows businesses to gain critical insights into customer behaviours and interactions throughout the life cycle. Cazoo should use a variety of channels for sales, marketing, and customer service. Customers expect a consistent experience with a company across all communication channels. An omnichannel strategy provides a holistic and consistent customer service experience, allowing customers to connect with the brand via their preferred channels and allowing the company to comprehend the customer journey (Martínez-Cañas et al., 2016).
[bookmark: _Toc118303225]Critical Literature Review

[bookmark: _Toc118303226] The Firm’s Perspective 
Creating a strong, positive customer experience is currently a leading management objective. Enhancing the customer experience has been found to be one of the high-ranking priorities for top executives (Lemon and Verhoef, 2016). The increasing focus on customer experience is attributable to customers’ ability to interact with firms through numerous touchpoints in various media and channels, creating more complex customer journeys. Businesses are facing an increased need to accelerate channel and media fragmentation, making omnichannel management the new reality. Customers can also interact with each other on social media, creating new challenges and opportunities for firms (Lemon and Verhoef, 2016). Firms also have minimal control over the customer journey and experience, forcing them to integrate numerous business functions, including marketing, logistics, service operations, information technology, external partners, and human resources in creating and providing positive customer experiences. Customer experience is crucial in enhancing customer retention. Firms invest in customer experience to benefit from the reciprocity principle (Cambra-Fierro et al., 2021). Upon receiving the benefits offered by a firm, customers respond and compensate for this effort, translating into loyalty as the relationship grows (Cambra-Fierro et al., 2021). This reciprocity enables the firm to achieve positive financial returns, which justify expenditure on providing a strong customer experience. Long-term profitability, customer retention, and growth are beneficial to a firm’s sustainability and are the motivation behind enhancing the customer experience (Cambra-Fierro et al., 2021). The business case for 


customer experience is straightforward. Happy customers often remain loyal. The happier a customer is with a brand, the longer they are likely to stay with them. Thus, poor customer treatment such as ignoring calls and late deliveries causes them to consider other businesses for the same service. Thus, companies with a superior customer experience outperform their competitors (Lemke et al., 2011). Customer experiences are rising fast in today’s society, with customers expecting every interaction they have with a brand to be the best they have had with another company. Cazoo has succeeded in creating a positive customer experience. Some of the best strategies used include quick delivery times, free delivery, and an easily navigable website that is loaded with helpful information about cars. The firm can control the factors surrounding the search, purchase, and after-sales phases of the consumer journey (Lemke et al., 2011).
[bookmark: _Toc118303227]The Co-Creation Perspective 
[bookmark: _Hlk118111248]The practise of developing systems, products, or services in collaboration with customers, managers, employees, and other company stakeholders is known as co-creation. (Pathak, Ashok and Leng, 2022). Co-creation involves harnessing customers’ competencies by involving them in the firm’s activities to create value (Pathak, Ashok and Leng, 2022). It goes beyond having dialogues with customers. Since customers’ perceptions about a brand determine its success, customers are among the most important stakeholders and resources to a brand. Customers are co-producers in the provision of goods and services and their involvement enables the firm to fit their needs better (Shrivastava, 2016). Value co-creation is an important tool that shifts the responsibility of value creation from inside the firm to external collaborative relationships outside the firm’s boundaries. The process involves combining knowledge exchange and enhancement, organizational learning, and skill acquisition to ascribe a sense of ownership to customers due to their contribution to the value development process (Ertemel et al., 2021). High-quality co-creation interaction creates a unique experience that provides a competitive advantage for the firm. Customers are likely to develop emotional connections to products when they are involved in the product development process. Co-creation gives the customer a more proactive role in product development while offering the firm a better understanding of customers’ definitions of value and customer needs (Ertemel et al., 2021). Therefore, co-creation becomes the basis of value and customer experience. The firm should initiate the value co-creation process with the aim of engaging customers in discussions and reconfiguring its functions and resources to ensure they are 


within the customer’s space (Solakis et al., 2022). This process combines techniques such as idea planning, testing, and prototyping, opportunity review, implementing solutions, process realignment, developing assessment metrics, and dealing with customer encounters (Solakis et al., 2022). By recognizing customer processes within the firm’s processes, the firm will acquire a better understanding of how to position its resources and strategies for maximum utility (Solakis et al., 2022). Co-creation also enables the customers to advertise products on behalf of a brand. Once customers are fully immersed in co-creating the customer experience, they develop loyalty and positive attitudes toward the brand. As a result, they become active sharers of product information, particularly on social media, which enables the brand to appeal to a higher number of potential customers. With the ever-increasing number of social media users, the social currency generated is essential in achieving a firm’s bottom line (Pathak, Ashok and Leng, 2022). Firms such as Cazoo can also involve their customers in the co-production process, which enables the firms to develop services and products with improved features and functionalities (Chatterjee et al., 2021). For instance, Cazoo can involve customers in deciding the car models and specifications they would prefer. This involvement would solve challenges, such as the failure of Cazoo to sell certain cars that are in high demand. This participation also improves customer satisfaction. Consequently, there would be a win-win situation for the firm and its customers as the firm would enjoy improved business. Co-creation and co-production enhance creativity, relationship, equitableness, cognition, and intention for future participation. Customers feel empowered by their involvement in the process, which informs future participation decisions (Chatterjee et al., 2021). They realize that they are part of the process and are responsible for making the journey successful. 
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See your car inside & out online

Our 360-degree photos allow you to see all our cars inside
and out. You can view any car in our image gallery on the
car's details page and inspect it from every angle.

We also highlight imperfections, if there are any, in line with
our quality standards.
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