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[bookmark: _Toc117944521]Introduction
Deliveroo is a British Food delivery company that provided customers with facilities for online orders and home delivery. The organisation started its journey in 2013. The founders of the organisation are Will Shu and Greg Orlowski (deliveroo, 2022). It is an international organisation that also operates in countries like Belgium, France, Netherlands, Ireland, Australia, Italy, Hong Kong, Singapore UAE etc. The organisation works with over 25000 restaurants. The organisation earns profit by charging restaurants a commission fee and charging customers an order fee. The organisation also works with self-employed delivery partners. In 2021, the organisation had 3108 employees worldwide. It was also working with 180,000 self-employed delivery partners. Deliveroo earned revenue of £1824 million in 2021. The report will analyse how the organisation uses customer touch points and customer experience and brand experience for customer relationship management. It will also focus on the two major customer experience perspectives - 1) the firm’s perspective (Berry et al, 2002; Stuart and Tax, 2004) and 2) the customer’s perspective (Schmitt 2011) or the co-creation perspective (Chandler and Lusch, 2015). The report will analyse in detail how these two concepts will shape customer experience for the chosen firm.   
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a) [bookmark: _Toc117944522]Examination of the customer experience of Deliveroo
According to Lemon and Verhoef (2006) customer experience is a multidimensional construct focusing on a customer’s cognitive, emotional, behavioural, sensorial, and social responses to a firm’s offerings during the customer’s entire purchase journey. Based on its multidimensional construct, customer experience can also be defined as the internal and subjective response customers have to any direct or indirect contact with the company (Meyer and Schwager, 2007).
Deliveroo is a UK-based food delivery company that works as an intermediary between restaurants and customers. The organisation became the fastest-growing company in the online food delivery segment between 2013 and 2016. The organisation achieved 8 million active users in the UK in 2021. The organisation used digital technologies to improve the experience of customers. It used different customer touchpoints for customer relationship management. Details about customer touchpoints and customer experience of the organisation are as follows:
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Customer touch points refer to the places where customers interact with companies. It is the point of customer contact (Bascur et al., 2018). Customer touchpoints are places where customers interact with the company from start to finish. The series of touch points that a customer experiences constitutes a corridor. Some of the common customer touchpoints are online and offline advertisements, customer reviews, brand websites, retail stores, customer service, emails or phones etc. Organisations use these customer touchpoints for customer relationship management. Lemon and Verhoef’s process model of the customer journey and customer experience can be applied in order to understand the customer touchpoints of Deliveroo (Irani et al., 2022). According to this theory, customer touchpoints can be divided into three categories - 1) pre-purchase, 2) purchase and 3) post-purchase. The pre-purchase touch points for Deliveroo are usually advertisements on different platforms. The organisation uses different platforms for pre-purchase interactions. They use traditional platforms like television, newspapers, magazines etc. for advertising their services. The organisation also uses social media platforms like Facebook, Twitter, Instagram, YouTube etc. for promoting its service. Customers can also experience pre-purchase interactions through its official website and application. Indirect pre-purchase interaction can occur in form of customer reviews. These touchpoints help the organisations to create interest among potential customers so that they buy the service of the company (De Keyser et al., 2020). Attractive advertisements on different sites and exciting seasonal offers help Deliveroo to attract new customers. Positive reviews from other customers also help the organisation gain the trust of new customers. Thus, the organisation uses pre-purchase experience to attract new customers and manage the customer relationship. 
The purchase experience of Deliveroo customers occurs in a few fixed steps. Customers visit their websites or apps and search for nearby restaurants based on their current locations. Then they view the menu of the menu and available dishes on the menu of the selected restaurants. They can also view the ratings and experiences of other customers and make purchase decisions based on that. Then the customer can place an order and choose one of the multiple payment methods. After the customer has placed an order, he can track the progress of the order in real time. The application will show messages like “The order is being prepared”, “The order has been handed over to the delivery partner” etc. It will also show the expected time of delivery. The delivery partne3rs are also a part of the purchase experience. Their sincerity, behaviour etc. can cause customer satisfaction. These factors can also cause customer dissatisfaction. The delivery partners of Deliveroo are trained and polite and sincere in behaviour which helps the organisation to attract new customers. 
The post-purchase interactions are equally essential for customer relationship management. Post purchase interactions are mainly caused by two reasons - 1) customer service and 2) advertisement. Customers can face many technical difficulties during the purchase stage. A common problem that the customers of Deliveroo face are the cancellation of orders after the payment. In such cases, the customer service operators interact with customers and help them to get their money back. Post-purchase supports like this help win the trust of customers. Deliveroo also creates post-purchase interactions with customers for pushing more sales. They use the phone numbers or e-mails of customers to inform them about different seasonal offers and remind them of their previous experience in order to push sales. Thus, Deliveroo uses post-purchase interactions to improve customer experience. 
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[bookmark: _Toc117944524]Customer experience and Brand experience
Deliveroo is a UK-based food delivery company that delivers food to customers based on their choice. Customers can buy food of their choice from nearby restaurants through this application. The organisation work in collaboration with over 25000 restaurants and 180,000 self-employed delivery partners. The delivery partners deliver the orders to the doorstep of customers (Anshari, et al., 2019). Customer relationship management is a set of practices and technologies that organisations use to analyse the interactions with customers and improve their services to achieve customer satisfaction. The main aim of customer relationship management is to improve customer retention rate and achieve lifetime customers. Customer experience or brand experience is directly related to customer relationship management. The basic components of customer relationship management are a database and software for collecting customer-related data (Alokla, et al., 2019). These days, many new features have been added to CRM systems such as marketing automation, sales force automation, contact centre automation, geolocation technology, artificial intelligence etc. Deliveroo uses these technologies to improve customer experience. The organisation uses these technologies to collect relevant information about potential customers like their choices of food, location, favourite restaurants, search history, purchase history etc. and use these data for personalised advertisements. The organisation uses social media marketing to reach new customers and promote the brand. It also uses processes like one-to-one communication, email marketing etc. to interact with customers. The organisation stores all interaction-related information in its database and use that for future interactions. Thus, the organisation improve customer experience. It also uses AI technologies. This technology can learn about the preferences and demands of customers by analysing all interactions at all customer touchpoints and then it creates personalised advertisements for different customers. Thus, the organisation improve customer experience. The organisation uses an advanced application which allows customers to place orders from their favourite restaurants. The application is user-friendly and customers can track the progress of their orders in real-time. The use of advanced technologies to provide customers with the best solution enhances customer experience. Deliveroo also provides post-purchase support to clients. In case of any inconvenience, the customer service team of the organisation helps the customers through the whole process. Thus, the organisation improves the experience of customers at all touch points from the beginning to the end of the interactions. Improving the experience of customers at all touchpoints enhances customer experience and brand image. Thus, the organisation achieves its sales goals through Customer relationship management (Juanamasta et al., 2019). 

Even though Deliveroo has a good and effective CRM system, it can still improve customer experience through some changes. As a part of the recommendation, it can be said that the organisation can use influencer marketing to attract more new customers and create a brand image. This is a popular method to attract new musses. It can also use social media sites to create some new challenges and advertise some limited time offers to improve customer engagement. Offers like free delivery service on the first purchase or buy one get one offer can attract new customers. The organisation can also improve its post-purchase experience through e-marketing and m-marketing. For example, it can send personalised messages and offers to its loyal clients on special occasions of their lives like birthdays or anniversaries. This will help the organisation to achieve a personal level relationship with customers. It will also help the organisation to drive its sales. The delivery partners are a big part of the customer experience as they are the ones who interact directly with customers. Hence, Deliveroo should train its delivery partners on how to improve customer experience. Timely delivery, polite behaviour, listening to the requirements of customers etc. can improve customer experience. Post-purchase support is another method to gain the trust of customers. Many customers can face difficulties during the purchase. This can be caused because of technical faults. Post-purchase support helps customers to recover their money or change their delivery address or change their orders etc. Thus, Deliveroo can improve the customer experience at all touchpoints and drive its sales up through the CRM system. 


[bookmark: _Toc117944525]b) A critical literature review on the customer experience
Customers experience is a multidimensional construct and can be viewed from two major perspectives: the firm’s perspective (Berry et al, 2002; Stuart and Tax 2004) and the customer’s perspective (Schmitt 2001) or the co-creation perspective (Chandler and Lusch, 2015).
[bookmark: _Toc117944526]The firm perspective in shaping customer experiences 
According to the perspective of the organisation (softcat, 2020), the main areas of evaluating the experience of the customer in the process of understanding information technology relate to the process of providing easing accession and support. The company has the perspective of understanding and ensuring Swift and easy customer service to look for the mandatory area of contact resolution. According to the perspective of Deliveroo, it can be said that digital experiences have been significantly effective for bridging the gap in this pandemic time. The perspective of providing amazing results to the heavy demand deals with adjusting the single steps.
The perspective of Block chain technology in the way of customer experience deals with the changes of the current business paradigm by improving the process of custom interaction. The perspective of the farm is to provide transparency, trust and security to the customers to simplify the purchase process along with the purpose of trustworthiness. This process relates to the purpose of resulting in the increasing customer loyalty that maintains different areas of claims and warranties. The consumer centric perspective of the organisation also deals with the substantially transformed customer relationship that gets done through the enhancing process of data and information transparency. The allowing purpose of innovative forms also influence the area of different kinds of consumer loyalty programs that also helps the organisation in creating additional value for managing the customer experience in a proper way (Mohammadi et al., 2020).

According to the perspective of the firm, for Softcat, the measurement of customer experience gets done by walking a mile in a customer's shoes to feel the problems and also the solutions practically. The proper level of customer satisfaction also gets figured out at a single point that also relates to the leading provision of cyber security solutions. The company focuses on not being complacent around the needs of the customers and they also spoke proof of concept to provide proper support in negotiation. The fundamental belief of developing a unique culture for experience in the customer journey properly also deals with the proper values and breaths. The accountability of the organisation and the process of making decisions and also inclusive and embracing different diversified points to view all kinds of environmental responsibility. The study also helps in finding the commitment of delivering different exceptional performance by striving the proper way of judgement to deliver the outcomes of the needs of the customers. 

[bookmark: _Toc117944527]The co-creation perspective in shaping customer experiences 
According to Kim et al., (2018) the co creating purpose of customer experience, the main perspective is inviting the customers to participate in a problem-solving process to look into the process of producing a mutually valued outcome. This approach mainly includes the purpose of business processing that aids the overall area of development process along with the collaboration of the organisation. The example of Deliveroo deals with the process of outside collaboration that gathers different types of fresh ideas and also impacts the area of breaking the status quo. The company allows the consumers to compare offerings and order meals from a group of restaurants through a single website or app. This technological advancement is significantly effective for understanding and evaluating the segmentation of logistics and the restaurant market properly. The customers are also allowed to provide different types of suggestions for logistics and also to design the overall purpose of delivering betterment econsultancy. 
The growing importance of the customer success team of soft cat gets followed with the cooperation of customer success manager’s team that encompasses both members from the organisation and also from the customers. The process of maximizing experience by value in all the stages of customer journey are followed in this management system where the voices of the customers are highly prioritised. The co-creation of customer experience in block chain technology refers to the application of different types of transaction performance for securing the network in a proper way. The customers are allowed to use block chain and ledger technology in different ways to execute the purpose of Consortium block chain. The joint process of creating relationships is also valued with the outcome of stimulating products and services of innovation to gain competitive advantage in a proper way. The example of the cooperative product innovation is LEGO ideas that deal with the submitting purpose of regular co-creation for estimating different kinds of betterment (De Keyser et al., 2020).

The critical analysis of the two perspectives of customer experience helps to understand the idea of shaping the desired level of customer satisfaction. The perspective of the organisations always tries to fulfil the satisfaction level of the customers by providing them with optimum level of services in a hassle free manner. Different organisation examples like Deliveroo, Block chain technology, Softcat etc. helps in figuring out the perspective of the organisation about developing and reaching customer experience. The purchasing experience of the customers also helps in understanding the tracking progress of services that also focuses on the concept of keeping close connection. Different kinds of operative services and also the organisation and perspective in developing customer experience strategy refers to the proper understanding of technology advancement in the firm'. The strategies are also significantly effective for covering all the touch points of customer journey and it eventually measures the experience of measurement. 
Another perspective of cooperation helps in understanding the purpose of creating relationships for stimulating the production services of innovation for gaining the competitive advantage. 

[bookmark: _Toc117944528]Conclusion
All the purpose is directly associated with the mandatory term of maintaining customer experience in a proper way where the customers themselves play a major role. The significant concept of empowering good employees and also engaging beneficial customers become highly effective in the maintenance of a proper customer base fulfilling the entire area of ownership. The success story of Softcat, the journey of Deliveroo and also the mandatory purpose of Block chain technology is showing the examples of co-creation in the success of completing and evolving customer experience in a different way. 
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