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[bookmark: _Toc128587603]Introduction 
The customer experience management is a discipline that is preferred by an organisation to build effective understanding about customer and used to deploy strategic planning and enable to frae cross functional efforts with concern of customer-centric culture and it resulted to improvise level of satisfaction, advocacy and loyalty (Mansoor, Awan and Alobidyeen, 2020). In this the organisation assure to make successful strategy to enhance customer experience and thus build better understanding, create customer vision, capture feedback of customers and develops an emotional connection by targeting three component such as discovery, delivery and engagement. The report below is based on Deliveroo and it is a British online food delivery organisation that operates in UK, Ireland, Belgium, France, Singapore, Italy, Hong Kong, UAE, Qatar and Kuwait. The report provides suitable understanding about customer experience with an organisation along with literature review. 
[bookmark: _Toc128587604](a) Examine the customer experience of an organisation 
Deliveroo was founded in 2013 by Will Shu and he discovered a city that is full of restaurant and get amazed that few of them delivered food and it made it as a mission and thus goal of organisation is to bring best local restaurant as directly to door step of people. The organisation operates in a marketplace that is hyper local three sided and connect local customers, grocers and restaurants and the riders so as to fulfil a critical and emotional mission with a purchase in 30 minutes. Deliveroo offers fast and reliable food delivery and consumers are able to track the same at online and thus the business get grown so rapidly and now they operate in 11 market in worldwide and work with thousands of grocer and restaurant, thousand of rider and millions of consumers (Gerea, Gonzalez-Lopez and Herskovic, 2021). The organisation always think about customers on neighbourhood-by-neighbourhood level and spend years to build better understanding about customers and  thus able to establish certain proposition as from city centre to suburbs or commuter belt to small town. The proposition of Deliveroo to consumers works with an aim to provide best selection, availability, value and experience whilst building emotional connection with brand. 
The organisation established as restaurant food delivery service and work with national dining chain as independent and local favourite. The business seeks to unlock the delivery about 90% of patterns on platform and the model get dramatically expand number of restaurant and offer delivery that resulted to open food options for consumers in all across the world. Deliveroo build technology and enable to complete simultaneous hundreds of thousands order in all across globe and it is a way that is reliable and intuitive for grocer, rider and restaurants (Becker and Jaakkola, 2020). The management pioneer 	logistics technology and it is based on intelligent machine learning and it allows Deliveroo to make continuous improvement and nuances to deliver neighbourhood to neighbourhood. Deliveroo is also passionate when it comes to food and brings people through choice and innovation assist the business to expand to new areas at lower risk with lower cost. 
Deliveroo transferred the feedback to revenue and loyalty as it is an online food company operates in food competitive surround with local and global players those are fighting hard for market share and to takeaway consumer’s wallet. The organisation assures to develop a loyalty of customers and thus create fully aligned and programme that is for consistent customer experience. Deliveroo joined Medallia and two forced team thus able to form close collaborative relationship and in this Medallia operates with extension of internal team and roll out to “Roo Voices” of customer programme. In this, Deliveroo implemented text analytics capability of Medallia so as to capture voice of customers. In this every aspect of feedback is tagged as per basis of taxonomy and allows the team to make quick identification and be focused to improvise area through which operation efficiency and experience of customers get increases. 
The challenge is faced by organisation as it is a competitor’s brand that devote big budget to margin, market and are higher tight in all across the sector. It is needed for Deliveroo to attract and maintain distinct set of customers, restaurant partner, consumer takeaway food and delivery rider who transport the order as from restaurant to consumers (Rahimian and et. al., 2020). The business assures to develop loyalty with three groups and attain competitive advantage and create consistent experience for consumer programme. The organisation develop centralised programme for measurement and have team piloted to work with biggest group such as consumers. 
The voice of customer data is readily available on single platform and transformed the feedback to action and form powerful programme through survey types. In this the aim of Deliveroo is to reduce churn and Roo Voice Programme is a key aspect to reduce churn and with support of Medallia alert capability and support care team of Deliveroo and prioritise those call back with course of action and take with customers.  The website get changes every day and thus management of Deliveroo is able to make continuous evolvement and it is difficult to make exact pinpoint and cause difficulties for customers and assure to prevent from purchasing. The organisation is having frustrated users and may leave or never return thus management enhance ability to locate and fix issues as quickly and it is crucial to convert and retain customers (Hoyer and et. al., 2020). In support of new technology the marketers is having an ability to manage and optimise about quality prospect and thus business is able enhance quality experience to customers in real time. The management of Deliveroo assure to enhance customer experience analytics by locating bumps of digital journey and it resulted to increase conversion and keep customers as time again and back again.    
Moreover, Deliveroo make use of Zendesk so as to support and serve to distinct customer group and thus business is able to share and provide great service to riders and thus they furthermore provide great support and service to hungry customers. Deliveroo serve many people as customers, restaurant those work with and fleet with cyclist. The organisation ensures to deliver smooth and problem free surround thus they are able to achieve need of rider with an easy way to connect with operational team.  The support is implemented by Deliveroo as all across rider, customers and support team of restaurant and make quick realisation about the powerful tool. The operational team make support through efficient email load and offer insight that assists the colleague to allocate workload across staff (Witell and et. al., 2020). It basically allows the business to forecast need of staff and offer great experience as well. Deliveroo offer best customer experience with effective service solution and make use of Zendesk that not only makes things easy for customers but also seeks the success of team and keeps the business in sync and thus a powerful package is reflect. The accessibility and convenience is an aspect through which organisation is able to make the online delivery simple and management take care of every part as quality is an aspect that matters the most. 
AIDA model: The model basically attains aim towards usage of strategic planning by tracing journey of customers through awareness, interest, desire and actions. It is also known as best known marketing model as it assists to plan about communication marketing strategy. In this, Deliveroo is able to nurture potential customer base and take efficient decision making. The model is related to cognitive stages that are used as purchasing funnel and buyer is able to go for and fro at respective stage and it often support to make decision about final purchase. 
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Figure 1https://www.smartinsights.com/traffic-building-strategy/offer-and-message-development/aida-model/
Awareness: It is an initial stage at where organisation assures to make customers aware about respective offerings and the marketer also fulfil the need to catch respective attention and take a notice through visual media. The organisation makes use of different approach and it is implemented to take attention about potential customers and for this personalised message is used with concern of one-to-one marketing (Roggeveen and Rosengren, 2022). The value advertising is used by business and thus graphic images are used to garner attention and provoke emotional reactions. 
Interest: It is related to interest of customer and thus organisation assure to piqued and help enough of information about adequate goods and services., The organisations follows an approach to maintain certain interest to present concise and well-placed information and thus suitable or interesting delivery is processed with  relevance. 
Desire: It is often built to sell adequate feature of offered goods and services and thus business assure to show superiority about smaller products and thus demonstrate versatility. It is essential for an organisation to present adequate goods and services and thus target value proposition while compelling benefits and select particular offering and attain lead to make adequate decision while purchase. 
Action: The business believes that if a customer came so far then there is an interest and thus the final stage is to close the sale and convince the customers as per basis of act or interest and it is involved with overwhelmed objectives and make CTA such as call to action. Thus, in  this organisation assure that even if the cost of product is higher that will get lowered and might offer two-for-one or free shipping and it all resulted to improvise the perceived value so that customer get motivated. It is a step at which organisation assure to performed well and induce last and positive impression on product as if customer didn’t make a purchase. 
[bookmark: _Toc128587605](b) A critical literature review on the customer experience 
The food delivery is basically a hyperlocal business and thus Deliveroo think that offer to customer is based on level of neighbourhood by neighbourhood. The value proposition of Deliveroo is availability, selection, experience, price and brand love. The organisation works to unlock the choice of consumers and provide reliable and fast delivery from most loved restaurant and assist them to discover new favourites (Chevalier and Gutsatz, 2020). In this ever increasing selection is targeted and business is able to attain target towards wide range of cuisine and offer option at price along with this have access of more than 160000 numbers of partners site at global level and partner sites of grocery are about 13000. The organisation attain focus to improvise range of consumer experience through in-application search, ordering, tracking, delivery, discovery and responsive customer care and along with this subscription programme is used to make further enhancement on value and it assist consumers to have additional rewards with free delivery. 
Plus is a monthly subscription programme that is used by business to create habit and members are needed to pay fixed monthly fee and in return get unlimited free delivery option from all the grocery and restaurant partners. It is also processed to meet minimum spend requirement and thus positive and real value is created for consumers and it furthermore increase the frequency of transaction with business. The platform drive effective and efficient value for consumers and in this business is able to increase loyalty by advancing affordability and value with delivery experience and it also assist to unlock online meal occasions. 
The delivery for local community’s added value and business always assure to keep in mind that consumer choose to order and build connection thus it is needed to stand for same. The rider of Deliveroo and famous for teal backpacks and have recognised logo and thus they become a part of fabric of local community (Makudza, 2020). As a recognised brand is not more than enough as business is needed to be a part of community. In order to achieve the same, Deliveroo target three side of marketplace to live in and it is based on local communities. The riders of Deliveroo have physical presence that is recognisable in cities and towns in which business operates thusm management assure to stand out with convenience. Deliveroo works with partners to deliver adequate meal to vulnerable families, healthcare workers even in pandemic and along with this get partnered with leading charities so as to tackle homelessness and hunger. Moreover, different initiatives are used by Deliveroo to support clear up the space for local community such as beaches and parks and thus make use of presence of road and raise awareness about the cause such as missing individual. 	
Deliveroo is food delivery platform and serve intermediary in between restaurant and customers and then expand its working at global level and the organisation is a fastest growing business with having 15% market share at online segment of food delivery in UK. Deliveroo is delivery player in market of food delivery and allows the customer to compare the offering and order meal from range of restaurant through single application and website (Holmlund and et. al., 2020). The organisation provide appropriate logistics for restaurant so as to open new segment and thus able to target higher end restaurant that didn’t deliver traditionally. The three main users of its products such as riders, restaurants and customers and the experience of every party are different.  In order to enhance the experience and service, Deliveroo allows every user to compare offering and charges fee so as to deliver food from restaurant to home through website or mobile application. It is a technology-driven business that basically works to create best online experience of user and it is always a priority of business especially when it comes to interact with customers through digital touch points through multiple media and channel.  The working preference is resulted to complex journey of customers and it somehow resulted to affect satisfaction level of customers. 
Deliveroo attain aim towards online customer journey and then process the model to develop experience and expectation of customers. The organisation attain target towards pre-purchase, purchase, and postpurchase and thus target the touch points and be supportive throughout the process of service. Moreover, social media platform is used to promote and advertise and to make effective interaction and thus business is able to socially engage and raise more awareness about the brand. The mobile application and website both is actively supported to each other and business ensure to available with alternative aspects for customers so that they are able to place order at specific period of time (Tom Dieck and Han, 2022). The informative effect is used by business with supposes marketing communication and thus digital activities are used and it is owned through digital media such as Facebook, Twitter, Youtube, Instagram etc, user generated content is used and thus Deliveroo is able to make awareness about brand existence and its characteristics. 
The organisation is having dual partnership with restaurant and it allows Deliveroo to feature on partner-owned touch points those are visible to consumers. The persuasive model is used by organisation to generate content and thus management is able to convince customers to persuade the order placement through website and application. However, adequate control is taken by purchase decision and thus internet experience is preferred by organisation to influence preference of customers. 
[bookmark: _Toc128587606]Conclusion 
It has been concluded that customer satisfaction and its experience is developed effectively when organisation assure to identify about need of customers, qualify touch points of customers, data collection and analysis, refine and repeat and build customer centric culture for brand. Moreover, organisation is able to improvise overall experience of customer and able to change perception and gauge loyalty of customers and actions are taken to improvise the same. 
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