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Deliveroo service is a food courier service working as an intermediary from customers to restaurants. It was founded on 2013 in London City by (Will Shu and Greg Orlowsk) and now it has gone global. Deliveroo, a fastest growing company in Europe between 2013 and 2016, has a 15% online meal delivery market share in the UK. The total number of Deliveroo partner restaurants worldwide as of September 2017 is estimated at 25,000 (Deliveroo, 2022).
Deliveroo is a new up-and-comer in the food and grocery deliver sector. Deliveroo, like other organisers, allows customers to compare offers and order meals from multiple restaurants through a one app or web. However, Deliveroo additionally provides restaurant logistics to unlock new part of the partner delivery industry: upscale non-delivery restaurants.
As a result, Deliveroo's website design differs from that of other meal delivery players such as Uber Eat and Just Eat.
Its product is used primarily by three groups of people: customers, restaurants, and riders. Each of these parties has a totally distinct experience.
[bookmark: _Toc118627008]Deliveroo, on the other hand, allows specific consumers to make comparison choices and fees a service fee for bringing their food from the local restaurant to your door via cell phone app or Web site.
Deliveroo, as a business focused on technology, strives to provide the best possible online user experience, especially when customers engage with the company through a number of visits via various communication methods, which will likely result in a more multifaceted consumer experience that affects customer contentment and provides customer loyalism (Pullman & Gross, 2004).
Deliveroo's online client journey and digital interaction points.

We opted to use the clients journey and customer experiences process model established by (Lemon & Verhoef), 2016 to analyse Deliveroo's online customer journey.
Presenting a generic Deliveroo (customer journey and customer experiences model), passing via three steps based on this model:
· pre-acquisition, acquisition, and post-acquisition.
Keeping in mind that delivery hubs are rapidly getting to be major touchpoints, and the technology for food to get online already exists (Marrone & Finotto, 2019), Deliveroo's consumer experience demonstrated the progression through the major points of contact indicated in the model.
The phone application and web site provide the most essential points of contact found across the Deliveroo process, around which social platforms and advertising are key to communicating with Deliveroo clients, social engagement and raising awareness among customers.
The site and Mobile Application work in tandem to ensure customers get more choice to place orders every time.
Based on the marketing funnel, which consists of four steps: aware, deliberation, buying behavior, and fulfilment (Colicev et al., 2019), a personalized Deliveroo customer journey from a positive customer experience is depicted into a good image.
[bookmark: _Toc118627009]According to research, consumers strive to meet certain spending goals by picking an offering that can do so, given the configuration of features it provides. Consumption goals, on the other hand, can be met through the channels through which customers receive these products/services (Gensler et al.). Evidence suggests that multiple touchpoints or phases of the funnel are usually required before a transaction is made and that these touchpoints have different effects on the likelihood of purchase.
Stage of pre-purchase.

Marketing communications have two impacts on customers, according to consumer information processing theory: an informational effect and a powerful effect.
In the instance of Deliveroo, the informative impact assumes that marketing messages, such as:
Company-generated cost-effective content: through owned digital media (Facebook, Instagram, Youtube and Twitter), paid the media (TV/radio/online advertising, search engine advertising - one of the most common types of pay-per-click advertising) (Sentance, 2018).
Earned publicity from user defined content (word-of-mouth).
· Makes a person realize presence and features of the Deliveroo brand
Social marketing points of contact provide generic information about services/products, which are linked eventually to targeted information (price, quality rating, distinctive features, availability) displayed on a mobile app/website. Deliveroo, in particular, uses high quality photos of delicious looking food to inform customers of the product's visual attributes. If the incoming information matches established consumer needs and experiences, the input stimuli can build perceptual biases for foods/restaurants. It then integrates with consumers' evaluations of other options, restaurant information, attitudes, preferences and buying intentions before they make final judgments.
Deliveroo's dual approach of partnering with collaborating restaurants makes Deliveroo information/branding available to consumers at partner-owned touchpoints.
Similarly, the persuasive impact indicated that Firm provided content may persuade customers of the benefits of Deliveroo and urge them to place orders through the Deliveroo website and mobile app. Consumers, on the other hand, take control of their purchasing decisions by searching out useful information on their own. Customers' selection for the Online channel is influenced by their internet experience, according to Deliveroo customers. (Frambach, et al., 2007).
[bookmark: _Toc118627010]However, the number and hostility of ratings on independent third-part outlets, such as Review.io and Trustpilot, are increasing. Some unfavorable reviews on Review.io and Trustpilot mention: erroneous information provided in the app (Favell, 2016), such as: lack of alerts for location changes resulting in wrong delivery or no delivery, no deliveries without an official cancellation notice, and so on. Customers also face a complicated email refund process: from cancelled purchase to refund, customers cannot comment or request an immediate refund. Deliveroo uses Twilio, a cloud-based communications platform, for messaging services such as order alerts, driver alerts, marketing messages, restaurant and driver re-engagement, and customer support services via programmatic messaging to provide seamless communication for both customers using the web app and those using the app during purchases (Twilio, 2019). However, customer-customer-business interaction is not as expected.
Stage of acquisition.

The usual customer journey on Deliveroo's phone application and website consists of the following main phases (Abajo 2018):
· Filter your selection by entering your postal code, and neighbouring eateries will be listed. Then, look at restaurant menus and meal descriptions.
· Choose and place orders at any moment and using any of the available payment options. If a promotion code is available, enter it. The order is submitted to the restaurant for preparation, after which one of our couriers collects it and deliver it.
· You can track the status of your order in real time. To alert, notifications can be enabled.

The ease of ordering food online has accelerated the growth of food delivery websites (Carsten Hirschberg, 2016).Customers will be able to explore numerous eateries and cafes and order their meals using websites such as Deliveroo.
In compared with (JustEat), Deliveroo's main portal is also designed to allow users to navigate to Deliveroo riders, restaurants, careers, and businesses. The site is therefore not only for customers who order food, but also for all partners interested in working with Deliveroo. By clicking on the "Partner with us" category on this main site, online visitors can be guided to sub-sites for riders, restaurants, professions and businesses, although the clear highlight message for web visitors is still about placing food orders.
With the help of a high-quality photo collection, a clear brief description of each service/offer, and a vibrant trademark colour scheme of Deliveroo, this sub-website allows clients to view all current information about offers, policies, procedure, reasons to become a partner, and business support.
Furthermore, industry leaders in the food delivery area typically have a strong web presence, which aids in driving revenue and traffic to their applications (Favell, 2016). While (JustEat) displays a brief montage of food photographs, A static homepage's design is relatively straightforward, with bold colours that quickly capture attention. However, the website's lack of dynamic transition/movement renders Deliveroo's site uninteresting (JustEat). Visitors are overwhelmed by a twofold, rather identical, presentation of the food category employing high-resolution photographs in warm-hot colours. However, the advantage of this combination is that it captures the consumers' initial image of a good option diversity by providing them with opportunities to utilise local food/restaurants.
Wed by a large block triggering web visitors to download the app immediately on its website, Deliveroo's only navigates web visitors to the normal app download section with a plain inviting question if they scroll down nearly to the bottom of the website; Deliveroo appears not to attempt to invite web costumers to download app.
According to a recent Similar Web (2020) analysis, traffic to Deliveroo's website increased by 14% in March 2020 considering the (COVID-19) crisis.
Considering these numbers, we chose to concentrate on analysing website customer experience. This is an analysis based on a first-hand customer journey during which a member of my team placed a meal order on the Deliveroo website.
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Deliveroo's social media presence occurs at the pre-purchase and post-purchase stages of the consumer journey.
As previously said, social media channels are critical for communicating with, socially engaging with, and raising customer knowledge of Deliveroo. Because social media may drive buyers to a website during the pre-purchase stage, complete social media marketing is essential for every organisation. In the case of Deliveroo, social media accounts for 2% of website traffic (Web, 2022).
Deliveroo performed several social media strategies. Deliveroo's digital marketing extends beyond the substance of the message and is a potent instrument for creating, consolidating, and retaining brand recognition across these operations. However, the quantity of participatory activities on Deliveroo's social media is still limited, and practically all posts/tweets do not include a link to the website; It reduces the effects of social media on the amount of website visitors and has an influence on the direct consumer journey from social media to website or mobile app.
The present use of images on (Facebook and Twitter) is beneficial when the image material adds informative, aesthetic, or self-enhancement value independent of the text content and so increases the overall attractiveness of the post.
As users can speak more proactively, social media channels may be viewed as a promotional tool for Deliveroo, shaping surfing behaviour and improving customer benefits (Tiago & Verissimo, 2014). The availability of Deliveroo Help, for example, allows for direct communication with the consumer, which increases information and feedback collecting. It enables people to find out what other people think about certain items. In doing so, it has been demonstrated that consumers value peer judgements more than corporate promotions, suggesting a shift in the locus of persuasive power. Deliveroo, on the other hand, does not respond to consumers in the comment area on (Facebook and Instagram) and has a sluggish dynamic response.
[bookmark: _Toc118627012]Suggestion.
We discovered several possible difficulties and possibilities when analysing customer journeys and experiences with Deliveroo, as well as Deliveroo’s social media marketing strategies throughout the consumer's journey. We developed some proposals for optimising the online customer journey and customer experience strategies based on (Fulgoni's, 2014) goals for making the greatest use of digital media.
· Development platforms experiences for customers all the way from awareness to consideration to purchase intent and satisfaction.
· Increase chances for digital interactions with consumers for both informational and persuasive purposes.
· Improve social media communication, which may affect impressions of companies, goods, and suppliers.
Online food ordering platforms that tailor the ordering experience by keeping relevant consumer data, according to McKinsey study (2016), are persistent. Customers that sign up never or rarely depart for another platform. We want to improve our performance to boost brand image and brand stickiness.
[bookmark: _Toc118627013]Tactic (Strategy).

Our strategic planning creation emphasises the importance of integrating digital media, analytics, and technology with conventional channels to meet audience interaction goals.
Product performance excellence, pricing performance excellence, transactional excellence, and relationship excellence are the four strategic emphasis possibilities for positioning a firm. We aim to employ online tools to focus on product performance excellence and relationship excellence in our positioning (Chaston, 2000). We intend to strengthen our online value opposition by utilising marketing communication methods and platforms, as well as successfully presenting our offer to site/app users.
There are three recommended techniques for improvement to satisfy the new objectives and fulfil the (Segmentation, Targeting, Positioning) strategic strategy:
· Increase the number of digital touchpoints available to optimise cross-channel navigation and encourage customers to engage online.
· Enhance the Review and Rating system.
· Social Media Viral Campaigns.
According to (Chaffey, 2019), direct term suggestions can help our business by informing audiences about business propositions and improving customer experience; thus, the new Review & Rating function is expected to generate interaction between Deliveroo and customers as well as more owned media, particularly user-generated content. Furthermore, based on Deliveroo's marketing funnel, we anticipate that introducing the Review & Rating tool will increase the awareness stage. Individualisation of email responses to clients may assist to increase retention in the post-purchase experience.
As previously said, social media networks may be viewed as a promotional tool for Deliveroo, shaping surfing behaviour and improving customer benefits by allowing customers to engage more proactively (Tiago & Verissimo, 2014), particularly during the post-purchase period. Through social media initiatives, we want to increase consumer involvement and brand exposure.
[bookmark: _Toc118627014]Conclusion.

According to Deliveroo's client journey data, Deliveroo needs a more robust online footprint to help grow business and boost traffic to their preorder apps.
Also, i believe Deliveroo could increase multi-channel browsing, the appeal of media on their website and phone app, and the use of social media. Stronger two-way interaction would improve the post-purchase experience.
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