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Company background
Softcat is a UK-based IT infrastructure provider which was founded in the year 1993 by Peter Kelly. The company is listed on FTSE 250 Index and the current stock price of the company is GBX 1128.53. As per the annual report of the company, in 2021 the recorded revenue of the company was GBP115.67 billion and the number of employees currently work is 1681 (About Us Softcat, 2021). Softcat is known as one of the leading providers which offer a wide range of cyber security solutions. The commitment towards the customers, highly experienced consultants, well-equipped teams and designers, and expert analysts are some exclusive aspects that make the company different by delivering unique service experiences. The company’s goal is to create some opportunities to obtain growth and present the brand as a leading voice in IT solutions. The company has a 94% customer satisfaction ratio with a long-standing customer base of 12500 (About Us Softcat, 2021).
i. Customer touchpoints 
According to Barann (2018), a customer touchpoint is defined as a relationship that tends to build the interaction process between a customer and a product or service where the customers can provide valuable feedback. The interaction between the customer's point of view and the product or service can be documented both physically or digitally. With the help of analysing the customer touchpoint of a particular brand, it can proceed with discussing each phase for helping out the management ascertain the customer journey or experience.
The company has recently launched its Customer Experience Survey which has been undertaken each year to gain the benefits which bring the business new customers and people. It has been observed that the customer's experience generates the business culture for which it plays an essential role in the path of business growth (Chylinski, M. and Heller, J., 2022). Softcat Technology private limited customer excellence is considered a part of the business culture that is embedded to keep the level of service high. With the help of a customer experience survey, the company can not only listen to customers' perceptions about the service and products but also establish trust among the people about the brand. For any company, the customer survey costs a huge value however, if it has been conducted in the right manner then will return double. The company has reached out to more than 8000 customers in this financial year which covers all of the UK and Ireland (Constant culture - fluent insight, 2020). The company has not only invested money but also a great deal of time by design the survey to grab information about users’ experience which helps to maximize the quality and quantity of responses. Moreover, this survey helps to provide a brief snapshot regarding the current landscape of the IT industry and where the market future is heading. By doing this the company can ensure the best of its service with current market requirements and relevance. With the help of accessing the great and valuable data from customers survey, the company has negotiated and modified its strategic orientation in every aspect of business operation which benefits all the stakeholders, customers, and employees. The company has recently employed a dedicated customer experience team and their motive is to put the customers at the front and centre before everything the company has decided to do.
ii. Customer Experience and Brand Experience 
It has been observed that customer experience and brand experience are the two things that go synonymously and can be used interchangeably. Softcat has followed the contrast culture and it's quite difficult to maintain the concept in practice as the company needs to follow the whole journey of the customer. Softcat has maintained both of these aspects by contracting a team who are responsible for each of the areas. The company has intended the customer experience along with brand experience by obtaining cross-departmental coordination and alignment. By comprising exclusive thoughts, building trust, and continuous interaction with people, products, and related touchpoints. Customer satisfaction and excellence to serve the best service are considered the main things in the DNA of Softcat (Constant culture - fluent insight, 2020). As both the brand experience and customer experience inherently focus on one common thing which is ‘customers’ however there is a difference. Brand experience helps to cater to the customer even when they have not become a customer while customer experience defines the whole customer journey and continues till after service facilities.
Marketing mix of Softcat Technology
Product: in the case of Softcat Technology the strategic marketing orientation and its related elements are highly reflected in the customer experience. The company has constantly interacted with its customers before taking any movement (Godovykh and Tasci, 2020). During the design of the unique product, deciding the name of the product segment and useful features in terms of not only being apt for the current competitive market but also trying to satisfy the customers with something new. The company has a high focus on some factors like quality, variety, unique features, quality of packaging, deciding a brand name, and providing augmented service.
Price: In the case of analysing the strategic orientation to evaluate the value of certain products or services for capturing the target audience the company has made its decisions regarding pricing strategy. Softcat PLC has highly forecast to set their price list payment methods discounting offers and credit terms after analysing the market. In this regard, it can be stated that the company has implemented the price penetration strategy which is the company to maintain a lower price range as compared to the other market competitors. In this manner, the company can easily capture the customer's attention by catering the same quality for a cheaper price range and gain to maximize the market share (Hoyer et al., 2020). With the help of providing a great discounting deal to its customers, however, it can be also stated that the managers of the company need to understand the potential retaliation so that the company can easily avoid the unwanted price war.
Promotion: Advertisement, marketing, and promotions are considered the most important and vital elements for Softcat Plc to achieve all its marketing goals and objectives. The company has followed both traditional and contemporary promotional options. By deciding the clear and precise USP the company has understood the customer requirements and after deciding this they are trying to find out the product design which needs to be unique from other alternatives in the market. The company has highly considered the concept of AIDA (awareness, interest, desire, and action) in terms of crafting a clear image of the products and service in the customer’s mind for the long run (Nobar and Rostamzadeh, 2018).
Place: To discuss recording the distribution orientation on the network the company has undertaken a marketing strategy that made by company one of the most unique distribution channels up to the industry benchmark. The company has highly followed the pattern of the modern customer segment to have a high demand for convenience and easy access to product and service availability. the company has thoroughly decided to select the right distribution network by considering the product or service characteristics. with the help of analysing the overall dynamics of the current market trend along with the availability of their resources and capabilities and most importantly e customer requirements the company customizes its services and modified them to make its product or services preferred among other options. The company has both retail outlets and online channels which makes the company more power to maintain its distribution network in strategic management according.
Recommendation 
After analysing the overall aspects, it has been recommended to the company maintain the cost base competitiveness to grab the advantage that will be best suited for Softcat. By implementing the cost leadership strategy, the company can maintain cost-effectiveness below the industry benchmark and can serve the customer its products and services in way lesser price range as compared to its competitors. Along with that, the company needs to enhance its collaboration perspective to negotiate with all its fictional areas of operations. Developing the most constructive and effective distribution network help to access the company to implement the latest technologies for which the company can be always upgraded and one step further in the marketplace. By bridging the latest technologies by analysing the production procurement, and focusing on lean production methods the company can obtain its cost leadership management. By implementing the differentiation strategy, the company can also make it very clear to maintain brand loyalty by serving the customers both premium and low-range products. By promoting the various product or service segments the company can capture every type of customer segment and focus on reliability, durability, and distinctive features which tend to obtain strong brand value.
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Customer experience perspectives
The customer always wants to get easy accessibility, speed of convenience, responsiveness, and after-service commitment from their service providers. Through the help of digital orientation, the online interaction interface creates unprecedented pressure on the company’s team to provide high-quality, fast, seamless digital experience to its customers. The customer experience is always continuing to new evolvement and thus companies in a new age of business emergence have to prioritize the digital platform as one of the most effective interactions and communication networks (Roggeveen and Rosengren, 2022). In this manner, all the companies are putting their footstep in a new genre where everyone is in a race that requires the customer experience much more fast, effective, and efficient by supporting reliable processes and infrastructure. In this contemporary age of business, most Enterprises are modifying their priorities by setting up their efficient gold management. those goals are as follows:
· Prioritise the customer's experience by continuous improvement
· Enhance the insights of data stability e along with business intelligence
· Develop the agility of IT orientation
· Maintain proper customer retention strategy
· Generate high-quality security of digital infrastructure and capabilities (Kranzbühler et al., 2018)
Firm's perspective
In terms of discussing the palms perspective it has been fundamentally rooted that the empathy towards the customer is considered as one of the new currencies which helps to build the brand equity. from several studies, it has been suggested that the company e needs to prioritize what the customer really wants. it has been observed that most of the potential customers are expecting a seamless interaction with the companies which can clear their understanding regarding the quality and high degree of personalized features speed convenience (De Keyser et al., 2020). In terms of reviewing all the things consumers are putting their efforts to understand brands' promises and commitments and by making the connection with them online they can choose their products or services and when the multiple alternatives available in the market. As per the primitive orientation, the customers are highly observed empathy which defines the same that the business is providing genuinely to understand individual requirements and try to solve their problems by delivering exclusive service and solutions. According to several surveys done by IT enterprises, it has been stated that empathy creates an immense impact on customer involvement in the long run. For example, Amazon is creating brand loyalty by focusing on their customers’ needs by providing AI service so that customers can directly communicate about any kind of quarries 24*7 which makes them rely on this brand. However, there is a number of companies that are still struggling to deal with providing customer empathy.
Moreover, the help of developing a customer experience platform tends to provide the company with more stability and showcase their concern about customers which is beyond the customer-centric mindset that defines the success rate by allowing the business to develop. Studies project that there are a lot of business enterprises that have built a single application within the website by implementing artificial intelligence which shelves customers to interact with the voice assistants (Bolton et al., 2018). It is very important to create a platform where the company can constantly measure the customer experience and their journey map as sometimes the companies are getting and she was for coping with the customer demands which are constantly shifted. companies who are able to quickly execute no implementations according to the customer needs can create the dynamic of the business success according to the Rapid change of markets in areas. with the help of designing and well-equipped customer experience platforms companies can create the standard tool kit which can be drawn by the shift in customer demands. With the help of redesigning the platform, the company can also additionally add on some other services like more payment options, and a recommendation engine that attracts the customer's attention to the efforts put by the companies in terms to prioritise the customers.
Co-creation perspective
The co-creation towards the customer is an instrument that is considered the ultimate plan to involve the customers by creating the drivers which attract the customer's mindset throughout their transactions journey. The term co-creation is defining the concept which involves the customers in order to the ideation process and allowed them to raise their voices in order to provide their feedback about products and services. this is a very much effective process that easily engages the customers as they can feel that they are also a part of the business process. For instance, Facebook is one such platform that highly prioritizes its audiences in terms of listening to their voice before anything the company serves on this big platform after implementation the company has also done a survey to collect customer feedback. Technology is such a platform that needs to be evolved according to the customer’s requirements and future needs (Chen et al., 2018). Therefore, co-creation not only helps the customer to participate in this process to innovate any innovation and ideas but also makes the customer a co-creator which has obtained the customer involvement much more stringer.
1. One of the most important things is innovation and for doing this a company can drive the customer ko creation factor in terms to enhance the brand's ability to innovate. in this manner, the company can easily attract customers to perceive the brand image as being innovative and growth-oriented for which they can easily involved and attach to the brand. The customer can get a sense of security and trust regarding the brands' ability which makes them listen to the company's ideas and future commitments (Schiavone et al., 2020).
2. The other important element is to build community with the help of customer engagement as the customers can easily able to forming in communities around the brands all over the world. with the help of engaging and collaborating with the brand with those communities, it can help to provide the space for connecting people overseas and foster a fast connection between the brand and the customers which me the customers passionate about the brand.
3. By implementing the strategy of co-creation with the customers can help the company to get personal investment for which in some cases customers are showing interest to invest in those brands as per loyalty and trust.
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