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[bookmark: _Toc118548441]Executive summary


This report was structured in two parts. In the first part is explained the importance of customer experience, which can be defined as the impression that the customer has after using a product or a service that a company provides. This report will focus on the company Deliveroo, will analyse the customer touch points with their importance and suitability, and their impact on customer relationship management. 
In Part B, this report will focus on the two distinct perspectives, the firms' perspective and the co-creation(customer) perspective, and how these two perspectives help in shaping customer experience.
For the improvement of the customer experience, this report provides some recommendation such increasing customer engagement and improving the post-purchase communication.
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[bookmark: _Toc118548442]Introduction 

This report is based on collecting relevant information and examining appropriate data that assists in the development of accurate data easily accessible to the organisation (Birt et al., 2020). For this purpose, the company that is opted for is Deliveroo, based on which customer experiences of the firms will be assessed. Deliveroo is operating a hyper-local three-sided marketplace enabling the connection among local consumers, restaurants and grocers, and riders to fulfil the purchase in 30 minutes (Deliveroo, 2022). The company is operated in 11 markets globally. These report will be split in two parts, Part A  is based on describing the customer touch points along with determining customer experiences and brand experiences. Customers are of great importance to the organisation. They have the ability to rise or decline the organisation through the experiences they obtain. 
Part B is based on conducting a critical literature review where the purpose is to compare and contrast two different perspectives on the basis of different literature to develop a better understanding of the concepts. It will further determine how these two concepts assist in shaping customer experience for Information technology firms using examples related to UK tech companies. Information Technology is important in the current environment, although, they are creating challenges for several organisations.

1. [bookmark: _Toc118548443]Customer Touch Points 

Customer touch points are referred to as the brand's points of consumer contact from beginning to end (Aichner and Gruber, 2017). It is when customers start engaging with the brand, product and service. The customer touch points that have been identified in the firm are the social media touch points that provide insights related to products and services the company offers, which in the future will be implemented with detailed information such as price, quality rating, and different features displayed on mobile app and website. The other touch point is of digital touch point for enhancing cross-channel navigation that improves customer involvement (Deliveroo, 2022). Deliveroo being a technology-driven company, is possessed towards creating the best online user experience, especially when the consumers connect with the organisation through digital touch points in various channels and media that results in a more complicated journey for customers that impacts customer satisfaction and is possessed towards delivering customer loyalty. 

A. [bookmark: _Toc118548444]Importance and suitability of customer touchpoints 

The importance of suitability of customer touchpoints is that it significantly impacts the customers' perceptions and thinking of both the brand and their experiences with the brand (Wagner, Schramm-Klein and Steinmann, 2020). However, Deliveroo considers each touch point as an opportunity for enhancing the customer journey. The study conducted by Cant (2019) provides similar views, demonstrating that Deliveroo's dual partnership model with restaurant partners permits Deliveroo's data name to be featured on partner-owned touch points that are visible to consumers. In this regard, consumers also take control of their purchase decision by seeking helpful information. Cognitive dissonance theory determines that an underlying psychological tension develops when there is inconsistent behaviour with their thoughts and beliefs (Vaidis and Bran, 2019). In this regard, implementing dissonance theory at Deliveroo will help hold an inner drive for managing consumer attitudes and behaviours (Harmon-Jones and Mills, 2019). To Deliveroo customers, the internet experience is one of the significant drivers of consumers' preference for the internet channel (Deliveroo, 2022). Thus, there is a substantial effect of suitability on customer touch points. 

B. [bookmark: _Toc118548445]Impact of Customer Touch Points on customer relationship management (CRM)

Customer touch points significantly impact CRM as customer touch points are where customers connect with the brand, product, and services (Siqueira et al., 2020). Customer touch points are of different types, such as reference management, field service intelligence, workflow management, etc. Developing comprehension of each touch point means designing better user and effective customer experience that would help manage customer experience. It is argued by De Keyser et al. (2020) that enhancing touch points within the company's control possess towards enhancing that lay down control. Every touch point impacts how customers feel regarding the brand and how each participates in developing a positive and negative customer experience (Graham and Woodcock, 2018). In this regard, the integration of modern CRM theory within the organisation assists in the development of the concept of customer integration (Kiseleva et al., 2016). This theory provides a new way of looking at the business, which involves customer integration in all the business aspects and deals with the implementation of CRM programs through operational activities in sales, marketing and customer service (Shukla and Pattnaik, 2019). Therefore, the journey of customers across various channels and interacting with them assists in comprehending customers and their needs effectively (Deliveroo, 2022). Optimising the touch points tends towards obtaining more customers and further emphasise more on word of mouth marketing. Hence, customer touch points contribute towards the development of positive and negative customer experiences.
 
2. [bookmark: _Toc118548446]Customer Experience and Brand Experience

Customer experience is the one where each factor of the firm’s offering. It is a cognitive effect of consumers during the consumption of products or services (Becker and Jaakkola, 2020). To analyse customer experiences at Deliveroo, the process model of the customer journey has been applied. It is the procedure of forming a customer journey map, a visual story of customer engagements with the brand. It is significant because it is a strategic approach for better comprehending the expectations of customers and is complicated for optimising customer experiences (Lemon and Verhoef, 2016). It is found that Deliveroo's customer experiences or journey go through three phases which include pre-purchase, purchase, and post-purchase. It is evident that delivery platforms and online deliveries are becoming significant touch points of any business (Li, Mirosa and Bremer, 2020). Cognitive theory is a psychological approach that encompasses human behaviour by comprehending the thought process. From the cognitive theory perspective, it is identified that the mobile app and website are found as the most significant touch points that are presented supportively throughout Deliveroo's process of service. In contrast, social networking sites and advertising are the critical aspects of communicating with and socially engaging customers for increased awareness (Deliveroo, 2022). Similar views have been obtained through Ngelyaratan, and Soediantono (2022), the online company's website and mobile application work collaboratively to ensure the availability of their customer for order placement. Gao et al. (2021) evident that various touch points or funnel touch points have distinct impacts on the likelihood of purchase. Thus, mobile apps and websites possess improved communication.
The marketing funnel comprises four phases, including awareness, consideration, purchase intent, and satisfaction, a personalised Deliveroo's journey of customers from an efficient customer experience (Deliveroo, 2022). In light of the study conducted by Ansari et al. (2019), consumers take control of their purchase decisions by seeking help for themselves. In this regard, the convenience of ordering online fetched an emission in the development of food delivery websites. However, it is identified that the Deliveroo website acts as a platform for customers to peruse numerous restaurants and cafes for ordering meals (Lord, et al., 2022). Thus, the website is not only for customers that place food orders but for all partners who are interested in collaborating with Deliveroo as well (Deliveroo, 2022). In this regard, the market leaders in the food delivery segment tend towards having a powerful web existence that aids in driving the business and traffic to their apps. Hence, Deliveroo’s customer journey tends towards enhancing customer experience. 

A. [bookmark: _Toc118548447]Importance and Suitability of customer experiences 

Customer interactions with the firm's websites develop an opportunity for positive experiences that tends toward long-term relationship building based on their suitability (Vakulenko, et al., 2019). Another author identified that Ngelyaratan and Soediantono (2022) in consideration of pain points, there are certain key proposals such as developing user experience strategy for developing users' website experience, particularly for post-delivery support that helps the firm to enhance customer experiences ensuring their suitability and importance. Deliveroo provides basic support by phone call, Twitter, and email (Deliveroo, 2022). Customers can only share their experiences by giving star ratings without detailed reviews on both websites as well as mobile apps which tends towards a lot of adverse comments from the customers on social media (Deliveroo, 2022). Hence, it shows that weak post-purchase communication with the customers is identified.

B. [bookmark: _Toc118548448]Impact of Customer Experience on customer relationship management (CRM)

There is a significant impact of customer experience on customer relationship management as CRM assists the firms to comprehend customers by providing data on what customer looks like to the firm (Cavaliere, et al., 2021). The integration of CRM has a great effect on customer satisfaction. It is recognised that due to the Covid-19 pandemic Deliveroo's played a great part in connecting customers with local restaurants, takeaways, and grocery retailers, which expanded greatly during this period (Lord, et al., 2022). It was observed that Covid-19 has accelerated the adoption of online food delivery apps. There was a significant positive impact of Covid-19 on the restaurant which increases the number of new customers signing up, and the order size and frequency increased from present users to new consumers. In contrast to it, it was determined that the growth of Deliveroo was not restricted to its customers only instead they onboarded thousands of new restaurant partners during this pandemic (Pang, Shang and Song, 2022). Moreover, to further improve customer experiences, Deliveroo is focusing on launching Einstein Bots that aids to free-up agents from responding to daily queries and enabling more self-service options (Manusama, LeBlanc and Harrison, 2019). For this purpose, the implementation of CRM theory will enable towards gaining effective customer experience that tends towards effective performance. As this theory will be beneficial for the company to generate more profits. In addition, the company is planning to implement other digital involvement channels with Service Cloud to offer restaurant collaborators effective choices and convenience (Deliveroo, 2022). Hence, it results in a positive influence on its customer by providing them with a richer support experience. 

3. [bookmark: _Toc118548449]Customer Relationship Management (CRM)

According to Juanamasta et al. (2019) CRM is a technology that is used for the management of relationships with customers as well as potential consumers. CRM system assists firms to develop customer interactions and restructuring procedure to increase their sales, enhance customer service and maximise profitability (Ngelyaratan and Soediantono, 2022). Customer 360, is the world's first real-time CRM that enables connecting marketing, sales, commerce, service, and IT teams with each customer (Deliveroo, 2022). Whereas, with the help of Genie, a company that produces work lifts and platforms that is used in the construction, maintenance, and installation of equipment (Genie, 2022). It led to Deliveroo’s customer data platform which makes each interaction automated, intelligent, and rapid (Deliveroo, 2022). Thus, it indicates that CRM plays a major role in Deliveroo and is important for the firm for increasing customer interactions. 

[bookmark: _Toc118548450]PART B – Critical Literature Review
 
1. [bookmark: _Toc118548451]Firm’s Perspectives on Customer Experience 

According to Becker and Jaakkola (2020) in the previous era, customer experience gained noteworthy devotion in both marketing research as well as practices. It is believed by business leaders that customer experience is at the centre of a firm's competitiveness. There is no mutual understanding regarding the customer experience that exists. Instead, there are certain studies that determines that customer experience mainly reflects on the offerings that are managed by firms whereas, other authors state it as the customer responses to organisational contacts (Well, et al., 2020; Bueno, et al., 2019). Lemon and Verhoef (2016) reveal that comprehending customer experiences and customer journeys at present is crucial for organisations. As currently, customers now connect with organisations with the help of different touch points through various channels and media as customer experiences are found to be more social. These changes led the firms to implement various business functions and even external partners in their development and delivering positive customer experiences. 
The study conducted by Cambra-Fierro et al. (2021) has similar views, which indicated that the firms invest in customer experience in the anticipation of the fact that these investments will result in providing positive monetary returns. But it is determined that customers are rapidly uncovered by the changes occurring in their surroundings as well as personal perceptions of customer experience (McColl-Kennedy, et al., 2015). Customer experiences are comprehended as the subjective response to the holistic direct and indirect challenge of the organisation. From an organisational perspective, customer experience is identified as a crucial aspect for the purpose of customer retention. However, the management of customer experience for gaining long-term customer loyalty and hence long-term firm growth is found as the driving objective for the organisations (Cambra-Fierro et al. 2021). Hence, it is identified that in firms' perspectives, customer experience is considered as an asset for the organisation that assists in customer retention and increased customer engagement. 

2. [bookmark: _Toc118548452]Co-Creation Perspective of Customer Experience  

As per the study of Verleye (2015), it is identified that the firms increasingly are more emphasised selecting co-creation by involving customers in inventive processes of product and service development. From a theoretical point of view, the platform exemplifies how past studies on co-creation, multi-sided (engagement) platforms, and retail communities could supplement one another to constitute online-offline experiences for customers (Vandana, et al., 2019). Hamidi, Shams Gharneh and Khajeheian (2019) provided an inclusive description of co-creation by collaborating, facilitating, and developing value roles. However, it is found that co-creation activities possess towards increasing customer involvement, co-design, problem-solving, and customer experience. It has been argued by Buhalis and Sinatra (2019), that the integration of customer heterogeneity with regard to probable advantages of co-creation is based on designing co-creation environments, thereby, it tends towards providing support to managers to produce more rewarding co-creation experiences for their consumers. The study of Verleye (2015) determines that social exchange theory upholds the fact that individuals who put more effort into work in terms of co-creating customers are encouraged by the expected outcomes. However, with regards to customer motives to co-create value ensures that customers expect distinct advantages in return for co-creation. It is determined that co-creation situations with high digitisation examine the hedonic experience more favourably as compared to co-creation situations with lower digitisation. For example, Deliveroo focuses on developing co-creation customer experience through its social media platforms and also through their website, maintaining their customer informed all the time and providing them an amazing customer experience (Deliveroo, 2022). Hence, it is found that there is a significant impact of the co-creation environment on consumer experiences. 

3. [bookmark: _Toc118548453]How do these two concepts help in shaping customer experience for Information Technology Firms

According to Chatterjee, Rana and Dwivedi (2022) the emergence of technology has made the work feasible from customer connections to service delivery that has minimised the complexities in engaging with the customers.
However, Technologies enable quality services and products to customers that have helped in shaping the customer experience. In accordance with co-creation perspective, it has completely transformed the customer experience as the customers attached to that brand ensure that they are connected and valued in each of the initiatives taken by the brand (Peña-García, et al., 2021). When the customers are satisfied knowing that their feedback and opinions are being valued and reviewed further improves customer experience and helps in shaping the overall experience of a customer for an information technology organisation. For example, Deliveroo is always focused on providing excellent customer service to satisfy their customers for developing effective customer experiences (Deliveroo, 2022). Deliveroo, continuously focuses on identifying customers' desires, once the desired outcomes are obtained, it needs to be continually examined and monitored throughout the process for the solution to fulfil customer success. The continual process of enhancement and improvements in the business organisation tends towards shaping customer experience for information technology firms. The company enables appropriate channels for the organisation to create value for customers for a better customer experience. 

[bookmark: _Toc118548454]Conclusion 

This report has examined Deliveroo which encompasses 140,000 restaurants and grocery partners having more than 100,000 riders worldwide. Conclusively, it shows that the company is operated in 11 markets globally. The customers' touch points identified at Deliveroo are the mobile app, website, and digital touch point. Optimising the touch points tends towards obtaining more customers. Whereas the discussion on the company's CRM practices has been made. It is concluded that different touch points or funnel touch points have varied impacts on the likelihood of purchase.
It is concluded that from a firm's perspective, understanding customer experiences and customer journeys nowadays is becoming crucial for organisations. Whilst, from the perspective of co-creation customer experiences the integration of customer heterogeneity with regards to probable benefits of co-creation is relied on designing a co-creation environment. Thus, it concludes that developing effective customer experience and providing value to the customers should be the key purpose of organisations in order to succeed in a competitive environment.

[bookmark: _Toc118548455]Recommendations 

There are several recommendations that should be adopted by Deliveroo to improve their performance and the company's productivity. The first recommendation is that it is identified through the above findings that there is weak post-purchase communication between Deliveroo with its customers which leads to negative outcomes (Deliveroo, 2022). Although communication is a fundamental element in digital marketing, therefore, other than star ratings, the firm should emphasise providing a chance for the consumers to give feedback and share their experiences. The other recommendation is that through the above findings it is observed that the firm is likely to adopt Einstein bots, therefore, the firm should further emphasis on adopting other platforms that could help them to increase customer engagement and improve customer experiences (Manusama, LeBlanc and Harrison, 2019). 
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