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Introduction 
The efficiency of a company's customer service, as well as its marketing, packaging, product characteristics, service offerings, dependability, and user-friendliness, all contribute to overall customer satisfaction. As a general definition, customer satisfaction is how a customer feels about a product or service after using it. Interaction between the company and the customer is at the heart of the consumer experience. In this example, Deliveroo will serve as the featured company. As a firm, Deliveroo is based in London, the United Kingdom. The firm began operations in 2013 and has its headquarters in London. More than one million and sixty thousand food service establishments and retail outlets are partners of the company ( Deliveroo.com., 2021).  The United Kingdom, the Netherlands, France, Belgium, Ireland, Italy, Australia, Singapore, Hong Kong, Kuwait, United Arab Emirates, and United Arab Emirates are only some of the places the firm services (Tavşan and Erdem, 2018). The purpose of this case study is to analyse one IT firm's treatment of its consumers. Engagement with customers is influenced greatly by both the quality of the initial contact and subsequent interactions. This research aspires to evaluate how much an organisation benefits from an awareness of them consumer viewpoint while designing a customer's experience.
The customer experience of an Deliveroo  in the Information technology Industry
Interactions with the consumer. These are among the many occasions on which a customer comes into contact with a brand, either explicitly or implicitly. The consumer may choose to have the contact in person or online. Every interaction a firm has with a customer is a chance to wow them into being loyal patrons and even brand evangelists. A customer's interaction with a business can occur at many different points, including marketing communications, promotional items, the point of sale, recommendations from friends and family, viral marketing, in-person or over-the-phone inquiries, a business event, online purchases, congratulatory notes, subscriber registration, and so on. According to Armstrong, (2008), the buyer's journey includes three distinct consumer points of contact: pre-, during, and post-transaction. The points of contact between the firm and its customers are crucial. How well a business does financially depend on how well it understands what makes customers buy. 
In order to shape customers' experiences and opinions, Deliveroo must first learn about the many points of contact between the firm and its clientele. Deliveroo may improve its business practises with the aid of the information gained from customers' interactions with the company. This will boost the firm's return on investment (ROI) in marketing by decreasing the amount of money wasted (Adak, Pradhan,  and Shukla, 2022). Understanding consumer touchpoints boosts Deliveroo's brand recognition and allows the firm to alter customers' impressions of it for the better. The firm may maximise the value of these customer interactions by using the opportunity they present. To further interact with its clientele, Deliveroo may use the messages of appreciation in conjunction with other digital marketing content like blog posts, infographics, and promotional films. The company can also solicit feedback from customers about their meal delivery services. Customer relationship management is the name for the software that a business uses to keep track of its contacts with and information about its customers. 
Companies' interactions with customers are governed by a set of principles and practises known as customer relationship management (CRM). Deliveroo's CEM is impacted by the customer contact point in the following way: Understanding the variety of client touchpoints available to a business enables it to provide superior service. The corporation's efforts to analyse the customer experience and provide superior goods can be bolstered as a result. By analysing these interactions, Deliveroo may learn more about how its customers feel about its products and services. As a result of the company's increased brand loyalty and customer retention, these are two additional benefits of a thorough understanding of these factors. The organisation may also enhance its CRM's capacity for automated messaging by leveraging these touchpoints (Woodcock, 2021). The touchpoints may be used to improve sales and marketing activities across the firm. It is also possible to use these points of contact to aid with data forecasting for the firm. Deliveroo could use these customer touchpoints to make more people like its brand, change how people feel about it, make it more appealing, and attract inexperienced users. 
There is a strong distinction between brand and customer experiences, with the former centering on the actual customers and the latter on those who may or may not have made a purchase. Various facets of a company's offering, such as marketing, quality, goods, etc., all contribute to what is known as the customer experience. Everything that consumers encounter with a brand is a component of the brand's experience, such as the introduction of a new product, the company's direct marketing efforts, large-scale initiatives, and so on. The following are some of the ways in which the firm values the customer and brand experience: Customers are more likely to stick with a firm if they have had a pleasant experience (Callejon, 2021). A consumer's impression of a company can be altered in a negative way after just one bad encounter, and that can cost the company a lifetime of business. If Deliveroo wants to grow and keep its customer base, it needs to give its users the best possible service. Increased brand loyalty is a side effect of providing customers with a better overall experience with the brand. A satisfied customer is more valuable to a company than any other customer (Bishop, 2018). 
A significant literature review on the customer understanding
The customer experience is the measurement of the efficiency of a company or organisation from the customer's perspective. (Bolton, 2016).  This evaluation will enable any firm to adjust in their activities and processes in order to fulfil the requirements that have been set by the customer base. An improved experience for the consumer will make it easier for a company to keep the devotion of its existing customers and attract new ones. The companies' viewpoint as well as the co-creation viewpoint are both included in the customer interaction viewpoint. Deliveroo, which is a meal delivery network that serves as a link connecting consumers and restaurants, has a leading position and is one of the firms in Europe that is expanding at the quickest rate. Customers are able to evaluate the assorted options of numerous restaurants and place orders for dinners from those restaurants through the website of a particular restaurant. As little more than an innovation organisation, the organisation places a high focus on providing the greatest possible internet user engagement whenever there is engagement with a variety of consumers using digital connections across a variety of channels, including platforms (Dumitrescu and Stanciu, 2012). 
Deliveroo is hoping to foster brand recognition among its consumers in the face of intense competition by establishing a customer experience strategy that is both uniform and coordinated (Deliveroo.co.uk, 2019). The firm has had encounters with Medallia and has formed a tight working relationship with them in order to conduct customer initiatives. This creative staff operates as an expansion of the organization's corporate staff. Medallia Text Analytics has been used by the firm in order to record the feedback provided by customers. The organisation places a strong focus on customising its offerings to meet the specific requirements and requirements of each individual client, in the hopes of delivering an exceptional level of service to those clients (Satish and Yusof, 2017). 
The approach of working together with a variety of different stakeholders to direct the creative process is known as "achieving the design." The process of co-creation is a method that enables businesses to better tailor their offerings to meet the needs and requirements of their clientele in order to maintain and grow their consumer base (Chahal and Dutta, 2014). The majority of businesses choose "co-creation," which involves incorporating consumers into the procedure of creating new services and goods. The acquisition of a positive experience for the consumer is the goal of the co-creation process. It does this by investing its efforts in innovations that are in line with the demands of the market, which in turn has a beneficial influence on the lives of the company's consumers (Witell, et. al,2020). It concentrates on user-centered inventions by determining the user demands in the market and assisting in the process of developing solutions for those needs. Access to a wider pool of creativity, experience, and enthusiasm within an organisation is one of the most important benefits of co-creation.
According to Grønholdt, et. al. (2015 ), it is the fundamental practise of cooperating closely with one's peers in the creation and growth of an idea in conjunction with outside organizations. It encourages a desire to assist others and engage in the various communities that are brought together by it. Co-creation facilitates additional involvement and learning on the part of consumers, which in turn helps enterprises become more involved in the lives of their consumers and assists in the development of products that are tailored to the customers' individual preferences and requirements (Richardson, 2010). Deliveroo is a company that places a strong emphasis on the satisfaction of its customers and encourages the adoption of a variety of practises and approaches in sequence to expand its market share and obtain the kind of favourable conditions that are necessary for the success of an institution in the performance of its operations and functions.
When something comes to building and understanding the ways customer service works for a certain brand or company, it is very crucial to comprehend both the company viewpoint and the co-creation standpoint from the standpoint of the customer. Deliveroo's whole business sector, which is retailing, is entirely reliant on the quality of customer care provided by the firm because online shopping is a customer-based segment of the market. In other words, Deliveroo's success is entirely contingent upon the level of service it provides ( Kriss, 2014). Because it is founded on a system to consumer version, Deliveroo's performance in the marketplace is attributable to the company's system to customer marketing strategy, which would be reliant on the customer's perspective as well as the content that is offered to the customer (Meyer and Schwager, 2007). The food that is brought by Deliveroo with the aid of its wide supply chain is neither created nor prepared by the workers or people of Deliveroo. Instead, the meals are prepared by the restaurants that are part of Deliveroo's large supply chain (Deliveroo.co.uk., 2019). 
The finished and roasted commodity that is delivered to clients is obtained by collaborating with a range of eateries and suppliers to create a diverse range of meals and beverage market segments to cater to a broad assortment of preferences among customers in the UK. These major brands are then provided to customers. Insight into how the company obtains customer experience itself through its products and administrative workings enables the company to simplify its procedures. This consideration helps the company.
Deliveroo's meteoric rise to prominence may be traced in no small part to the business's efforts to cater to the wide-ranging culinary preferences of the people living in the United Kingdom. The company's primary value proposition is the breadth of its product offering, which consists of drink and food and may be delivered directly to the point of collection (Stigliani, and Fayard, 2010).  On the other hand, Founder is a viewpoint worth learning about, particularly for IT software solutions like Deliveroo, as it allows businesses to make substantial enhancements and provide tangible solutions that are geared at relieving consumer problem areas (Stan, et. al., 2002).  Due to its status as a large IT firm with a dedicated client base, Deliveroo needs to ensure that its smartphone application and website provide users with a wide range of alternatives in order to facilitate customer loyalty and attract online visibility in the most reliable manner. 
The massive target audience of businesses such as Deliveroo is commonly confronted with a variety of surveys and evaluation forms by the corporation, in which their responses are taken into consideration for the delivery of better services. Co-creation enables them to take advantage of this fact so that businesses can maximise their profits. Whenever it comes to marketing technology, IT firms go through a variety of shifts. This is because technological progress is being made at such a rapid pace that the processes of businesses like Deliveroo will become obsolete in a fairly brief time, if not within decades (Hirschberg, et. al., 2016). Recognizing both the company's viewpoint as well as the co-creation viewpoint of customer satisfaction would become extremely crucial now in order to recognise how to serve the public in the most beneficial manner while simultaneously maintaining the company's financial security and physical well-being over the course of the lengthy period (Tănase, 2021). One of these prominent instances is the company Deliveroo, which is growing its mobile network globally and doing experiments in places like Qatar by employing innovative forms of delivery service.

Conclusion 
The customer experience as well as the experience of the brand have a considerable influence on the customer relationship management of a firm through having an impact on the marketing, sales, digital services, and field services departments. Studying the behaviours, cultures, and journeys of their customers may help a company improve the quality of the experience they deliver for those customers. Spending attention to details at each consumer touchpoint may help the company convince buyers at crucial points in their purchasing journey. 
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