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[bookmark: _Toc118538587]Executive summary

This report is organised as fallow, Part A is focusing on the customer experience which can be defined as how the customer perceive the company after they have contact with the product or the employees of the company, on the importance of the customer touch points for Deliveroo, on the suitability of brand and the customer experience for Deliveroo, and on the importance of the customer touch points on customer relationship management. 
Part B is focusing on the importance of the two major perspectives of customer experience, the firm’s perspective, and the customer perspective. These two perspectives are playing a crucial role by engaging customer, retaining them and the most important maintaining customer relationship management. This report is focusing on how Deliveroo perspective shapes customer experience and on how co-creation perspective shape customer experience for information technology business
After analysing these aspects, this report comes up with some recommendations for the improvement of the customer touch points that will enhance customers and brand experience of the company. 
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[bookmark: _Toc118538588]Introduction 

Customer touch points can be explained as points of a brand or an organisation that links or establishes communication between a brand and its consumers (Yakhlef and Nordin, 2021). For example, customers may find a business through online advertisement and visit the webpage through reviews and ratings or contact customer service. Hence, the customer touch point is an online advertisement. On the other hand, customer experience is based on the products and services a company is offering, such as quality of customer care, advertising, packaging and as well as ease of use, and reliability of products and services (AbedRabbo et al., 2022). Together, customer touch points and customer and brand experience play a crucial role in the CRM of a brand. 
This report analyses in Part A, the importance of customer touchpoints and customers and brand experience for Deliveroo and critically discusses their impact on Deliveroo, which is a British online food delivery company founded in 2013 by Wil Shu and Greg Orlowski in London, England (Deliveroo, 2019). 
A firm or business perspective can be explained as the business operation and activities that work internally to provide services and products to the target audience. A co-creation perspective can be explained as a collaborative process of developing new value together with other stakeholders and external experts (Yeniyurt et al., 2019). The critical discussion is based on how firm perspective and co-creation perspective shape customer experience for information technology businesses in the UK.

[bookmark: _Toc118538589]Part A
1. [bookmark: _Toc118538590]Importance and suitability of customer touch points for Deliveroo 

In 1996 Reichheld proposed customer retention theory stating that businesses identify customers' needs and demands and provide them with products and services as per their expectations. It helps in encourage repetitive buying processes from the customers' end; hence customers will be less likely to seek services from its competitors (Soltani et al., 2018). 
The customer touch points of Deliveroo are social media and the website. As per Bascur et al. (2018), social media is considered to be highly effective in the customer acquisition stage. It helps a brand to reach the maximum number of the target audience. Social media also reduces the acquisition costs of a brand to compete effectively in the operating industry as compared to paid channels. In addition, Ieva and Ziliani (2018) also stated that social media also develops an authentic interaction between a brand and customers that positively influence customers' trust and loyalty. 
Deliveroo uses social media to promote its services to customers in the UK. The management of the company uses social media to take customers' feedback and analyse the quality of their services and improve it to reach customers' expectations (Ovitz, 2020). In addition, social media also establishes direct communication between the brand and customers, hence enabling Deliveroo to build and enhance its relationship with customers and maintain its overall brand reputation in the food delivery industry of the UK (Deliveroo, 2019). 
According to Cesareo and Canessa (2021), the UK has the most advanced e-commerce market in Europe, having more than 60 million online e-commerce buyers, which leaves only a minority of the population who are not online buyers. An E-commerce website marks the online presence of a brand which attracts customers to explore the brand's products and services (Pang et al., 2022). A brand makes its e-commerce website conversion-optimised to maintain sustainable revenue by engaging customers, providing them with the required information related to products and services, and influencing their buying decision. The e-commerce website can be accessed globally, and it has proved to be an effective way to acquire customers not only from one specific region but across the world (Rahi et al., 2020). 
Considering the growing trend of e-commerce websites in the UK, it is one of the most important customer touch points for Deliveroo (Pang et al., 2022). The company has made it the epicentre of its marketing efforts. Deliveroo uses e-commerce websites to engage its customers throughout their buying and purchasing decisions (Todolí-Signes, 2018). The company provides all the information related to restaurants and food options as well as discounts and promotional offers that customers can avail from the restaurants that are in the vicinity and can be delivered in the least possible time (Deliveroo, 2019). Deliveroo has provided clear and concise information on its e-commerce website to attract customers. 
2. [bookmark: _Toc118538591]Importance and suitability of brand and customer experience for Deliveroo 

Brand experience plays a crucial role in facilitating a deeper connection with customers and inspiring the target market (Gavuroa et al., 2018). Positive brand experience influences customers' buying decisions with one positive experience. A highly satisfied customer is more likely to contribute 2.6 times to the sales and revenue of a brand as compared to an average satisfied customer (Batat, 2019). A remarkable customer experience can advocate the brand reputation of a company in the market. It promotes customer loyalty and helps in retaining customers to maintain the brand's competitive position (Kuppelwieser and Klaus, 2021). 
In the UK, customers have many options, such as Just Eat and Uber Eat as a substitute for Deliveroo. However, the concerned company maintains its customers' experience to engage customers and gain their trust and loyalty (Akgün and Latham, 2020). It helps Deliveroo to increase its brand awareness and attract new customers, hence, expanding its customer base in the industry. 


3. [bookmark: _Toc118538592]Impact of the customer touch point on CRM

Role of social media and website in customer relationship management
[bookmark: _Hlk118278844]Social media is now considered to be vital for customer relationship management for a brand or an organisation (Dewnarain et al., 2019). As per the study of Soltani et al. (2018), customers share their experiences about a brand's products and services on their social network and e-commerce website. Positive social media reviews and website reviews, and feedback attract more target audiences, hence expanding the customer base of a brand (Gil-Gomez et al., 2020). Additionally, customers can also refer to the products and services of specific brands by sharing information on social media networks, resembling word-of-mouth (Batat, 2019). 
Deliveroo has 8 million active users on its social network, which has significantly increased the sales and revenue of the company by 12% in a year (Richardson, 2020). With social media engagement, Deliveroo has progressively increased customer retention rates by providing them with satisfactory food delivery services across the UK, which in return, encouraged customers to share positive word-of-mouth (Pang et al., 2022). 
In addition, social media interaction has served as a source of information for Deliveroo’s customers. It provides them with information related to food delivery options in their vicinity which influence their choices and buying decisions (Lord et al., 2022). This information sharing is encouraged by the company by actively interacting with its customers, such as taking their feedback, posting social media advertisements, and using Ad Sense of social networking (Deliveroo, 2019). Such frequent social media interaction influences the buying behaviour and spending attitude of customers, hence, making them more accessible to prospective customers. 
Role of customer experience and brand experience in customer relationship management
Highlighting the effect of customer experience and brand experience in a business, Juanamasta et al. (2019) stated that customers expect their interaction with businesses to be effective and fluent. Customers prefer to buy products and services from brands that provide timely responses related to customers' queries and questions. Prentice et al. (2019) also stated that timely responses engage customers and influence their buying behaviour. In addition, Ieva and Ziliani (2018) stated that when companies or brands are successfully able to implement customer experience strategies, they are more likely to gain a higher rate of customer satisfaction, reduce the turnover rate of customers, and increase sales and revenue in the operating industry. 
Gil-Gomez et al. (2020) stated that a positive user experience facilitates a positive brand image. If a brand can retain its customers by providing them with timely responses and high-quality products and services, then it impacts the brand's reputation and how they perceive the brand. Brands improve customer experience and brand experience by analysing the areas where they need to improve (Batat, 2019). They take customers' feedback and reviews into consideration to bring changes in their business operations that reach customers' expectations. Bascur et al. (2018) also stated when a brand could provide a quality experience to its customers, it inspires customers and connects the brand with individuals. With positive experience, a brand can connect with its customers and form long-term relationships. 
To enhance customer experience, Deliveroo uses chatbots on its e-commerce website to communicate effectively with customers and provide them with options related to food products and restaurants present in the vicinity of customers (Ovetz, 2020). In addition, the company also uses social media platforms such as Facebook and Instagram to increase the brand experience of customers. Deliveroo communicates with its customers through social media platforms in private chat as well as through online advertisement and marketing campaigns (Pang et al., 2022). It helps the company gain customers' views and feedback related to Deliveroo services. 

[bookmark: _Toc118538593]Part B

1. [bookmark: _Toc118538594]How firm perspective shapes customer experience for information technology business

As per the study by Yudhanto (2019), the firm perspective is based on internal business operations and activities to provide services and products to customers that can meet their needs and demands. Businesses need to maintain communication with customers to provide the required information related to products and services on time. According to Pereira and Díaz (2018), Deliveroo uses Chatbots on its e-commerce website to maintain communication with customers from the time they order till customers receive their food. In addition, chatbots also help the company to provide the required information to customers 24/7, which is not humanly possible (Moore, 2019). With the presence of chatbots, Deliveroo can engage customers and gain their loyalty, hence providing a better customer experience. 
Soltani et al. (2018) highlighted in a study that for retaining customers, organizations provide customer support by communicating with them through emails, social media as well as e-commerce websites. Customer support enables an organization to resolve customer queries related to products and services. On e-commerce websites, organizations highlight the most trending products that can attract customers (Anshari et al., 2019). For example, Deliveroo provides all the information related to restaurants' products and services that can engage and retain customers (Pereira and Díaz, 2018). 
Guha et al. (2018) also stated that companies use social media platforms such as Facebook and Instagram to maintain their communication with customers. Through social media platforms, information technology businesses can gain valuable feedback from customers and analyse where they are lagging. 
Deliveroo also communicates with other businesses and provides them with information related to products and services through automated messages. Through automated messages, the company can anticipate common questions of its customers and provide them with a timely response (Softcar solutions, n.d). It helps the company to reduce bottlenecks in customer communication and enables the team to provide knowledge and helpful information to customers, which retains them effectively and influences their buying behaviour (Softcat, 2022).
Surendro (2019) also highlighted that customer behaviour analysis also provides an opportunity to maintain and manage customer relationships. Sharma et al. (2022) stated that customer behaviour analysis helps an organization segment the customers according to their needs and demands and provide them with products and services accordingly. For example, IRIS is a software house that segments its customers as per their needs and demands and provides them with tailored software solutions that can facilitate business growth (Faily, 2018). Customer segmentation helps in attracting and retaining its customers and turns them into the most valuable and loyal customers eventually (Faily, 2018). 
2. [bookmark: _Toc118538595]How co-creation perspective shape customer experience for information technology business

Woratschek et al. (2020) highlighted in a study that the co-creation perspective promotes and encourages the active involvement of customers in information technology-based businesses by encouraging the active exchange of dialogues and opinions between a brand and its customers on different platforms. It results in the development of new products and services that meet consumers' needs and demands effectively in the market (Tian et al., 2021). Anshari et al. (2019) stated in a study that the co-creation perspective promotes and encourages the active involvement of customers in information technology businesses. 
Woratschek et al. (2020) also highlighted that the co-creation perspective enables IT businesses to create on-demands and made-to-order products and services, such as software that can be tailored to businesses' needs and demands. Including a co-creation perspective enabled form to provide customers with exactly what they need (Haki et al., 2019). For example, IRIS has maintained its e-commerce website user-friendly by providing better information related to software features and better visuals to attract customers (Faily, 2018). It helps in engaging and retaining customers and influences their purchasing decision to increase the sales and growth of the company. 
Considering the co-creation perspective in an e-commerce setting enables an organization to engage customers and provide them with satisfactory products and services (Jiang et al., 2022). It has proved to be beneficial to Softcat businesses by reducing software production inefficiency and failures in Softcat, as now the company is able to develop software considering consumer demand which enhances customer satisfaction (Softcar solutions, n.d). 
[bookmark: _Hlk118536307]Considering the co-creating perspective helps an organization to analyse the changing trends and needs and demands of consumers. Anshari et al. (2019) co-creation perspective is beneficial for an organization to diversify its products that can meet consumers' needs and provide them with a satisfactory experience. It helps in managing customer and brand relationships in the industry and increases its competitive position in the market (Haki et al., 2019). With a co-creation perspective, Deliveroo can be more connected with its customers through social media platforms and e-commerce websites and ensure its customers are well-informed (Yeniyurt et al., 2019). With co-creation, Deliveroo can make its customers more active with the company and interested in being part of them.
[bookmark: _Toc118538596]Conclusion 

Customer touch points and experiences play a crucial role in retaining customers and gaining their trust and loyalty. Customer touch points help in developing effective communication with customers and provide an opportunity for the brand to meet their expectations. When a brand can communicate effectively with customers, it gains customer trust and loyalty and increases customers' rate of retention. In addition, customer experience and brand experience also play a vital role in managing the competitive advantage of an organisation in the operating industry. Providing consistent yet, high-quality customer experience retains customers and increases brand awareness in the operating industry.
[bookmark: _Int_c8lgZDVF]Firm perspective and customer perspective play a crucial role in engaging and retaining customers and maintaining customer relationship management. These two perspectives helps an organization to increase its sales and revenue by providing satisfactory services and products that can meet the changing trends, buying behaviour, and needs and demands of consumers. With customer collaboration and co-creation and a firm perspective, an organization gets an opportunity to learn about market needs and provide optimal solutions based on their requests which engage and retain customers. Hence it improves consumer experience and consumption, which also increases sales and revenue of the market.



[bookmark: _Toc118538597]Recommendation 

For Deliveroo, it is essential that the company should include emails as a customer's touch point in its business strategy. It will enable the company and management to provide a prompt reply to customers’ feedback and complaints. It will help the company to improve its food delivery process and meet customers' needs successfully. In addition, the company can also engage its customers through online feedback and reviews videos of customers to develop constant communication with customers. Video reviews can attract more target audiences as they will work as word-of-mouth and enhance customers and brand experience of the company. 
With co-creation, Deliveroo can make its customers more active true social media platforms and e-commerce websites and also interested of being part of them.
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