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[bookmark: _Toc129055010]Executive Summary
The report examines the customer experience of Softcat, a UK-based Information Technology company, with a focus on two key themes: customer touch-points and brand and customer experience. The report identifies the significance and relevance of these themes in relation to Softcat's operations and discusses their influence on “customer relationship management” (CRM). The report draws on a critical literature review of customer experience in the IT industry. The review explores the two major customer experience perspectives: the firm's perspective and the co-creation perspective. It discusses how consideringthese two notions can aid Softcat to develop their customer experience in a finest manner.
The report highlights the importance of effective customer touch-points, such as website design, ease of navigation, and product information, in enhancing the customer experience. It also stresses the significance of customer and brand experience, particularly in terms of building customer loyalty and trust. The report concludes that these themes are essential for Softcat to create a positive and lasting customer relationship and outlines justified recommendations for improvement.
Overall, this report provides valuable insights into Softcat's customer experience and identifies areas for improvement, supported by academic theory and relevant examples. The critical literature review on customer experience perspectives and its application to the Information Technology industry provides a useful framework for understanding the role of customer experience in CRM.
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[bookmark: _Toc129055011]Introduction
Managing the customer experience has become an essential part of modern business strategy. A customer's experience encompasses every interaction they have with a company, from browsing products or services to post-purchase follow-up (Woratschek et al., 2020). With the rise of online shopping and the ease of switching between providers, businesses are recognising the importance of creating a positive and memorable customer experience. A well-organised customer experience not only leads to increased customer loyalty and retention, but it also attracts new customers through positive word-of-mouth and online reviews (Witell et al., 2020). In contrast, a negative experience can result in lost sales, negative feedback, and damage to a company's reputation.
To manage the customer experience effectively, businesses need to understand their customers' needs and expectations. This requires gathering data and feedback through surveys, reviews, and social media. Companies must then use this information to tailor their products, services, and interactions to meet and exceed their customers' expectations. Effective customer experience management requires coordination across multiple departments, from marketing and sales to customer service and technical support. Consistency and communication are key, with all employees trained to deliver a consistent customer experience across all channels.

[bookmark: _Toc129055012]Part A: Report
[bookmark: _Toc129055013]Overview of the Chosen Company: Softcat
Softcat is a UK-based technology solutions provider that specialises in providing IT infrastructure and software licensing solutions to businesses of all sizes. Established in 1993, the company has grown to become one of the leading IT solutions providers in the UK with over 12,000 customers and more than 2,000 employees.
The company's services include IT hardware and software procurement, licensing, and installation, as well as professional services such as project management, consultancy, and training. Softcat has partnerships with leading technology vendors such as Microsoft, Dell, HP, and VMware, allowing the company to offer a broad variety of services and products to its customers.
Softcat has a customer-centric approach, with a focus on delivering high-quality solutions and exceptional customer service (Mihardjo et al., 2019). The company has won numerous awards for its customer service, including being named the CRN Reseller of the Year five times.
Softcat's success can be attributed to its strong partnerships, customer-focused approach, and commitment to innovation and excellence in the IT solutions industry.

[bookmark: _Toc129055014]Softcat`s Customer Experience Based on the Themes
[bookmark: _Toc129055015]Customer Touch-points
Softcat is an information technology (IT) solutions provider based in the United Kingdom. The company provides a vast range of IT solutions to businesses, including hardware, software, cloud solutions, and IT consultancy services (Migdadi, 2021). In examining the customer experience of Softcat, we will focus on the customer touch-points theme. Customer touch-points denotes to the different ways where customers interact with a firm throughout their journey, from initial awareness to post-purchase follow-up. These touch-points involve digital platforms, like the firm's social media presence and their website, and also their physical channels, such as customer service interactions and in-person events.
Softcat's website is a critical touch-point in the customer journey. The website provides an intuitive and user-friendly experience, with a clear layout and easy navigation. Customers can quickly find the information they need about Softcat's solutions and services, as well as pricing and ordering options (Juanamasta et al., 2019). The website also features case studies and customer testimonials, which help to build trust and confidence in Softcat's offerings. Additionally, Softcat's website provides customers with access to a range of resources, including whitepapers, webinars, and blogs, which demonstrate the company's expertise and thought leadership in the IT industry.
Another essential touch-point for Softcat is its customer service. Softcat has a devoted team of customer service that is accessible via email, phone and live chat (Juanamasta et al., 2019). Customers can get quick and responsive support for any issues they may encounter with Softcat's solutions, as well as advice and guidance on how to get the most out of their IT investments. The customer service team is knowledgeable and professional, and customers report high levels of satisfaction with their interactions.
Softcat also engages with customers through physical channels, such as events and training sessions. Softcat hosts regular events, such as conferences and seminars, where customers can learn about the latest trends and developments in the IT industry, as well as network with peers and industry experts. These events provide an opportunity for Softcat to showcase its solutions and services, as well as to build relationships with customers and prospects (Hsu et al., 2021). Softcat also offers a range of training and certification programs, which help customers to develop their IT skills and knowledge and to get the most out of Softcat's solutions.

[bookmark: _Toc129055016]Customer Experience and Brand Experience
[bookmark: _Toc129055017]Customer Experience
Softcat's customer experience is based on a customer-centric approach that prioritises the needs of the customer. The company offers a range of IT infrastructure solutions and services, including hardware and software procurement, IT support and managed services, and IT security (Hoyer et al., 2020). The customer experience starts with the initial consultation, where Softcat's team of experts works with customers to understand their business needs and requirements. This process ensures that the customer gets the right IT infrastructure solution that meets their specific needs.
Softcat's approach to customer service is concentrated on developing long-term relations with its customers. The company has a dedicated team of representatives of customer service who are accessible to answer customer queries and offer support whenever needed. Softcat also offers training and support to its customers, which ensures that they are able to get the most out of their IT infrastructure solutions.

[bookmark: _Toc129055018]Brand Experience
Softcat's brand experience is based on a strong brand identity and a reputation for delivering high-quality IT infrastructure solutions and services (Hansen, 2019). The company's brand identity is reflected in its logo and website, which are designed to convey a sense of professionalism, reliability, and expertise.
Softcat's reputation for delivering high-quality IT infrastructure solutions and services is reflected in its brand messaging. The company's marketing materials focus on the benefits of its solutions and services, such as improved efficiency and productivity, reduced costs, and enhanced security (Hoyer et al., 2020). Softcat's messaging is also focused on building long-term relationships with its customers, which reinforces the company's commitment to customer service.

[bookmark: _Toc129055019]Impact of Themes on CRM
[bookmark: _Toc129055020]Customer Touch-Points
Here are some ways customer touch-points can impact CRM:

[bookmark: _Toc129055021]Customer Satisfaction
Each touch-point provides an opportunity for a company to meet or exceed customer expectations (Hansen, 2019). Positive experiences at every touch-point can lead to increased customer satisfaction and loyalty.

[bookmark: _Toc129055022]Customer Feedback
Touch-points can also provide valuable feedback from customers about their experiences and expectations. Companies can use this feedback to improve their products and services, and to tailor their marketing and customer service efforts to better meet customer needs.

[bookmark: _Toc129055023]Customer Experience and Brand Experience
Softcat's customer experience and brand experience can have a significant impact on its customer relationship management (CRM) efforts. Here are some ways in which these experiences can affect CRM:

[bookmark: _Toc129055024]Customer Satisfaction
Softcat's customer experience and brand experience can significantly impact customer satisfaction (Gil-Gomez et al., 2020). A positive experience at every touch-point can lead to increased customer satisfaction and loyalty, while negative experiences can result in dissatisfaction and ultimately, customer churn.

[bookmark: _Toc129055025]Customer Retention
Softcat's customer experience and brand experience can also affect customer retention (Hsu et al., 2021). Customers are more possibly to continue doing business with a firm that offers a positive experience and consistently delivers on its brand promise.

[bookmark: _Toc129055026]Cross-selling and Up-selling
A positive customer experience and strong brand can also create opportunities for cross-selling and up-selling. Customers who are satisfied with their experience are more likely to consider additional products or services from the company.

[bookmark: _Toc129055027]Discussion and Findings
The company's commitment to delivering excellent customer experiences is reflected in its customer satisfaction ratings. Softcat has consistently received high ratings from its customers for the quality of its services and the level of customer support provided. Overall, Softcat's focus on customer touch-points has helped to build trust and loyalty among its customers, and has contributed to the company's success in the highly competitive IT solutions market. The company's brand experience is also reflected in its social media presence. Softcat is active on social media platforms such as Twitter and LinkedIn, where it engages with customers and shares news and insights on IT infrastructure solutions and services. The company's social media presence reinforces its brand identity and helps to build its reputation as a leading provider of IT infrastructure solutions and services. Positive experiences at every touch-point can lead to increased customer satisfaction, loyalty, and retention, as well as opportunities for cross-selling and up-selling (Hansen, 2019). Therefore, it is crucial for Softcat to prioritise customer experience and brand experience to ensure its customers have a positive experience and are more likely to continue doing business with the company.

[bookmark: _Toc129055028]Recommendations
Based on the impact of Softcat's customer touch-points and customer experience and brand experience on CRM, here are some recommendations:

[bookmark: _Toc129055029]Personalisation
Softcat should use customer data to personalise the customer experience (Migdadi, 2021). This includes personalised product recommendations and targeted marketing based on customer preferences and behavior.

[bookmark: _Toc129055030]Employee Training
Softcat should provide ongoing training for its employees to ensure they deliver a consistent customer experience and embody the company's brand values.


[bookmark: _Toc129055031]Cross-functional Collaboration
Softcat should encourage cross-functional collaboration to ensure that all departments are aligned in delivering a positive customer experience and consistent brand experience.

[bookmark: _Toc129055032]Conclusion
Softcat's customer and brand experiences are built on a customer-centric approach that prioritises the needs of the customer. The company's commitment to delivering excellent customer experiences is reflected in its customer satisfaction ratings, while its strong brand identity and reputation for delivering high-quality IT infrastructure solutions and services reinforces its brand experience. Overall, Softcat's customer and brand experiences demonstrate the importance of putting the customer at the center of everything a company does in order to build strong, long-term relationships and a positive reputation in the industry.
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[bookmark: _Toc129055034]Introduction
In the current business environment, customer experience has become one of the most important factors for companies to differentiate themselves from their competitors. It is no longer enough to offer a high-quality product or service; companies must also provide an exceptional customer experience to retain and attract customers (Gil-Gomez et al., 2020). In this literature review, we will examine the concepts of the firm's perspective and co-creation perspective in relation to customer experience. We will also explore how understanding these concepts can help shape the customer experience for Softcat Company.

[bookmark: _Toc129055035]Background
[bookmark: _Toc129055036]The Firm's Perspective
The firm's perspective on customer experience focuses on the company's internal processes and how they can be optimised to improve the customer experience. This perspective views the customer experience as a series of interactions between the customer and the company, where the company has control over the experience (Gil-Gomez et al., 2020). The firm's perspective emphasises the importance of aligning internal processes with customer needs and expectations to create a seamless and enjoyable customer experience.
One way that Softcat Company can improve its customer experience from the firm's perspective is by implementing a customer-centric culture. This involves creating a company culture that prioritises the customer's needs and experiences, with the aim of improving customer loyalty and satisfaction. Softcat can achieve this by investing in employee training and development programs, which focus on customer service and empathy (Bueno et al., 2019). By doing this, Softcat can ensure that its employees understand the importance of the customer experience and are equipped with the necessary skills to provide exceptional customer service.
Another way that Softcat can improve its customer experience from the firm's perspective is by investing in technology and automation. This can help reduce the time it takes for customers to complete transactions and improve the overall efficiency of the customer experience. For example, Softcat can implement chatbots or virtual assistants that can help customers with common inquiries, freeing up human staff to handle more complex queries.

[bookmark: _Toc129055037]Co-Creation Perspective
The co-creation perspective on customer experience focuses on the role of the customer in shaping their own experience (De Keyser et al., 2020). This perspective views the customer as an active participant in the creation of their own experience, rather than a passive receiver of a service. The co-creation perspective emphasises the importance of engaging customers and co-creating value with them to improve the customer experience.
One way that Softcat can improve its customer experience from the co-creation perspective is by involving customers in the product and service design process (Bueno et al., 2019). By soliciting feedback from customers and incorporating their suggestions into product and service design, Softcat can create offerings that are more aligned with customer needs and expectations. This approach can lead to increased customer satisfaction and loyalty.
Another way that Softcat can improve its customer experience from the co-creation perspective is by providing customers with opportunities to co-create value (Bueno et al., 2019). This can involve providing customers with tools or resources to customise their experience or allowing them to collaborate with other customers to solve common challenges. For example, Softcat can provide customers with access to an online community where they can share ideas and best practices.

[bookmark: _Toc129055038]“How Understanding These Concepts Can Help Shape Customer Experience for Softcat” Company
Understanding the concepts of a firm's perspective and co-creation perspective can help Softcat Company shape its customer experience in several ways:

[bookmark: _Toc129055039]Understanding Customer Needs
Softcat Company can use the co-creation perspective to engage with customers and gain a deeper understanding of their needs and preferences (Becker and Jaakkola, 2020). By involving customers in the product development process, Softcat can ensure that its products and services meet the specific needs of its target audience, ultimately leading to a better customer experience.

[bookmark: _Toc129055040]Building Customer Relationships
The co-creation perspective emphasises the importance of building relationships with customers. By engaging with customers in a collaborative manner, Softcat can build trust and loyalty with its customers, leading to stronger, longer-lasting relationships.

[bookmark: _Toc129055041]Offering Personalised Experiences
The co-creation perspective can also help Softcat offer more personalised experiences for its customers (Becker and Jaakkola, 2020). By involving customers in the product development process, Softcat can tailor its products and services to meet the unique needs and preferences of each customer, ultimately leading to a more personalised experience.

[bookmark: _Toc129055042]Efficient Product Development
The firm's perspective can help Softcat Company streamline its product development process, ensuring that it is efficient and cost-effective (Bueno et al., 2019). By focusing on its goals and strategies, Softcat can develop products and services that are not only customer-centric but also align with its overall business objectives.

[bookmark: _Toc129055043]Innovation
The co-creation perspective can also drive innovation within Softcat Company. By involving customers in the product development process, Softcat can gain new insights and ideas that it may not have otherwise considered, ultimately leading to more innovative products and services.

[bookmark: _Toc129055044]Findings
By understanding the firm's perspective and co-creation perspective on customer experience, Softcat can develop a more holistic approach to improving the customer experience. By focusing on the firm's perspective, Softcat can identify internal processes that can be optimised to improve the customer experience (Hoyer et al., 2020). By focusing on the co-creation perspective, Softcat can engage customers and co-create value with them to improve the customer experience.
By adopting a customer-centric culture, investing in employee training and development, and leveraging technology and automation, Softcat can improve the customer experience from the firm's perspective (Hsu et al., 2021). By involving customers in the product and service design process and providing them with opportunities to co-create value, Softcat can improve the customer experience via co-creation perspective.

[bookmark: _Toc129055045]Conclusion
The firm's perspective as well as the co-creation perspective are both crucial to shaping a successful customer experience strategy for Softcat Company. By adopting a customer-centric approach and leveraging customer feedback and insights, Softcat can develop products and services that meet the demands and preferences of its target clients. Incorporating co-creation into its strategy can also yield significant benefits by involving customers in the design and development process and building stronger relationships with them. Ultimately, a balanced approach that incorporates both perspectives is essential to creating a customer experience that drives loyalty and advocacy, ultimately leading to increased revenue and profitability for the company.
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