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            Abstract:


                    This report will present and examine the customer experience,customer touch points,brand experience from the point of view of the Deliveroo organization,furthermore the report will also present a critical literature review on the customer experience.
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                  Customer experience can be characterised as a multidimensional concept that focuses on a customer's cognitive, emotional, behavioural, emotional, and social responses to a firm's offering throughout the customer's entire purchase journey(Lemon and Verhoef, 2016).Customer experience can also be defined as a mix of feelings and reactions wich appear in the buying process of a product or a service.
           No business, regardless of industry, can afford to provide a poor customer experience. For a variety of reasons, providing excellent customer service is critical to business success. The way customers are treated,has a great impact on the business,on the financial results and on the company’s targets and objectives.
           The following are the major factors that influence customer service experience:
.               Consistent support-Customers benefit from the best multichannel messaging experience when businesses adhere to a simple mantra and provide consistent support across all online and offline channels such as websites or stores.
             Response time - When customers contact the company and receive real-time assistance, their level of satisfaction rises. Delivering an immediate response to customers sets a great example for other businesses to follow.
            Service etiquette-Entails training the support team to be courteous and disciplined in terms of using positive language, active listening, empathy, and making customers feel valued. It provides a one-of-a-kind customer experience.
           Options for self-service - When the company creates comprehensive support content in the form of tutorials, product videos, surveys and FAQ pages, customers can find solutions without having to contact the support team.
            Collect customer feedback- Listening assists in understanding the needs and concerns of   the customers,it supports in trying to align the companys services with the clients expectations.
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             In 2013, Will Shu and Greg Orlowski established Deliveroo in London with the purpose of developing a meal delivery platform that would function as an intermediary between customers and restaurants. Deliveroo has branched out into new international markets. Between 2013 and 2016, Deliveroo had the highest percentage sales growth of any European company (Mathayomchan and Taecharungroj, 2020). They have cornered 15% of the UK market for meals delivered online. As of the month of September 2017, the total number of restaurants working with Deliveroo has reached 25,000. Deliveroo is a relatively young company that offers delivery services in the fast-growing food delivery market.
            Deliveroo lets users compare the offerings of many restaurants and make delivery orders via a centralised website or mobile app. But Deliveroo also provides the back-end infrastructure for eateries to expand into the home delivery market (Kottakki, 2020).
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             In order to deliver,the best customer experience to its clients,Deliveroo is using a series of customer experience touch points.The interaction between the company and the client at various stages in the purchase process of a product or a service,can be defined as a customer experience touch point(Homburg et al. 2015; Schmitt 2003).
             Deliveroo's website and mobile app are the primary lines of contact with the company for customers. However, social media and advertising are crucial for Deliveroo to reach more people, build relationships with existing customers, and attract new ones. The website and the mobile app work together to ensure that customers may always use different channels to place orders. ).                  
             According to the available data, there are often many touchpoints or funnel stages required prior to a purchase, and each of these touchpoints has a distinct effect on the likelihood of a purchase being made (Woodcock, 2020). Broad insights about the services and products are gathered from the social media touchpoints, and then combined with detailed information (price, quality rating, unique qualities, and availability) provided on the mobile app and website. 
            In instance, Deliveroo uses professional-grade photographs of appetising food to highlight the aesthetic qualities of their offerings. If the information provided meets the customers' prior needs and experiences, as suggested by the Howard-Sheth Model of Buyer Behavior (Kindblom and Renström, 2018), then the consumers may build a perceptual bias toward the advertised food or restaurant. In the latter stages of the decision-making process, it influences customers' final choices through interactions with their assessments of other alternatives, knowledge about restaurants, attitudes, preferences, and intentions to buy.  
                Deliveroo, for example, has recently launched a new campaign dubbed "Here to Deliver" across all of its social media channels and website Deliveroo's dual-partnership model with restaurants allows the company's name and information to be shown on partner-owned touchpoints, increasing the likelihood that consumers will be exposed to the brand (Belleri, 2020).
         





              Similar to how the persuasive impact highlighted how firm-created content can persuade customers of the benefits of Deliveroo and encourage them to place orders via the website and mobile app, the informative impact highlighted how firm-created content can inform customers of the benefits of Deliveroo.
               Customers' satisfaction with their whole online experience is a major element in their preference for the Internet channel while using Deliveroo. However, unfavourable comments made on review sites, are increasing in both quantity and intensity. The review sites users have complained about the app's misleading content (King, 2022). No alerts for location changes, which might result in the incorrect or no delivery; no deliveries without a formal cancellation notice, etc., are only some of the common complaints. 
              A number of customers have also complained that getting a refund through email is a hassle. It is not possible for consumers to provide feedback or make requests for automatic refunds between the moment a purchase is cancelled and the time that money is returned to them. Using the cloud-based communications platform Twilio, Deliveroo is able to send and receive programmable SMS messages (Cant, 2019). Notices of orders, messages to drivers, promotional messages, contact with restaurants and drivers, and assistance with technical issues are all part of these services.
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            Deliveroo's presence on social media occurs both before and after a consumer makes a purchase, as part of the customer experience (Belleri, 2020). In addition to its primary Twitter account, Deliveroo created DeliverooHelp in order to improve its customer service by actively reacting to comments provided by customers, particularly after a transaction has been made (Cant, 2019). Within a month's time,the results started to show,with the significant changes that had occurred,as a result of Deliveroo increasing the rate at which it responded to customer inquiries. This will, in the long run, improve the company's presence on social media, boost connectivity with customers, and result in an improved digital customer experience.
           Deliveroo's consumers, the restaurants it partners with, and the cyclists it employs all fall inside the company's sphere of influence. Deliveroo's Operations Manager, Jude Kriwald, is in charge of managing one of these groups, known as the riders, to ensuring that deliveries go off without a hitch and without any complications. In order to accomplish this goal, the riders need a simple method by which they may get in touch with the operations team in the event that they come into an issue when they are out on the road or are a few minutes behind time (Timko and van Melik, 2021). 
           Deliveroo's customer experience research programme is an important tool, and tens of thousands of clients tell us what they think every single month. Not only is effective internal brand management essential for the development and upkeep of powerful brands, but it is also the essential first step in providing a branded experience to the company's customers (Mathayomchan and Taecharungroj, 2020). Brands who have been successful in the past are discovering that the competitive marketspace is moving from beneath their feet. This is something that is recognised as a major competitive distinction by marketers across all segments and industries.
    

               Today's consumers are more price sensitive and less loyal than ever before. They take an active role in locating the brands they want, and if their first experience is subpar, they are eager to go elsewhere (Kottakki, 2020). 
              When it originally launched in 2013, delivery service Deliveroo was at the front of a burgeoning industry. Over the course of the last several years, tech-enabled enterprises like Just Eat and Uber Eats have emerged to operate the takeout service on behalf of small eateries and big chains. This change is the outcome of widespread practise throughout the sector as a whole. As a result, the market is growing rapidly (Poncin and Walter-Malcurat, 2021).
              In only ten years, the takeout delivery industry in the United Kingdom has grown from £2.4 billion to £4.2 billion (as of February 2018), and it is expected to increase by nearly a fifth further by the year 2020, according to predictions published by the NPD Group. However, with expanding possibilities comes increasing rivalry among restaurants for customers' attention and their hard-earned cash (Woodcock, 2020). As competition grows, Deliveroo has had to reevaluate its marketing strategy. With a new brand purpose centred on the persistent quest of offering gastronomic satisfaction, it has established a strategy based on three pillars to reach this objective.
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Two major perspectives can be used to analyse customer experience:
        The firm’s perspective (Berry et al, 2002; Stuart and Tax, 2004)  From the firm’s point of view: In essence, the company is in charge of planning  and creating an experience for the client.
        The co-creation perspective (Chandler and Lusch, 2015). This viewpoint acknowledges the customer's role in the co-construction of the experience and views the customer experience as the result of their interactions with other actors within a larger ecosystem.
         When customers engage with the website of a company, it generates potential for pleasant experiences that may lead to the establishment of long-term relationships (Kindblom and Renström, 2018). As a result, taking into account the pain issues, the following are some significant ideas for improving the website experience of users, particularly for post-delivery assistance For instance, adding missing filtering options to the website in order to boost user functionality; adding sounds or movies to the website in order to provide more information, hence exciting the senses and leading to a greater level of engagement with the website; During the COVID-19 crisis, the addition of the chat live capability enables users to get replies in a more timely manner and improves the quality of the online customer support (Belleri, 2020).
         To be more specific, Deliveroo does not provide any further post-purchase support options other than email, Twitter, and telephone calls at this time (Cant, 2019). On both the website and the mobile app, customers may only leave star ratings rather than thorough evaluations, which results in a deluge of critical remarks about the customer service being available to the public on social media. Even though communication is one of the most important aspects of digital marketing, evidence suggests that post-sale interactions with clients are lacking.
          Deliveroo launched a wide range of social media marketing and engagement initiatives. Throughout these initiatives, Deliveroo's digital marketing isn't just about the messages themselves; rather, it's about the connections with consumers, and those connections are a powerful tool for growing and preserving the company's brand (King, 2022). 



           Deliveroo's online promotions focus on the principle that food should be delivered quickly and effectively. Social media is a great way for customers to interact with brands, but Deliveroo currently only offers a few ways to do so. It limits social media's ability to increase overall website traffic and affects the way in which consumers go straight from social media to a company's online properties (website or app) (Kottakki, 2020).
            The ability for consumers to actively engage with Deliveroo's brand message through social media platforms suggests that these sites should be seen as a promotional tool that has influenced user behaviour and improved the service for its patrons. Deliveroo Help, for instance, facilitates direct interaction between the company and the client, which greatly improves data and review gathering. People may now easily find the opinions of others on a variety of topics (Poncin and Walter-Malcurat, 2021
            Consumers who make purchases online are more likely to feel disappointed and need reassurance because of cognitive dissonance between pre-purchase expectations and post-purchase service. This is particularly the case when the client cannot examine the item in person before buying it (Woodcock, 2020).Companies may improve their e-satisfaction ratings by supplying consumers with convincing post-purchase reasons (highlighting the most valuable features and advantages of the products (GALOPPI, 2019). Marketers have some leeway in determining how much influence they have on the aspects that contribute to the customers pleasure after a purchase has been made. The convenience of online ordering has prompted a rise in the number of meal delivery websites, even if there is no guarantee that this would result in a proportional decrease in customer complaints.
           Communicating with consumers after a transaction may boost the likelihood of a repurchase and favourable word-of-mouth marketing. By utilising services like Deliveroo, which act as marketplaces for consumers to research and choose eating alternatives, users will have access to a wide selection of restaurants and cafes from which to place their food orders (GALOPPI, 2019).
         





             When compared to JustEat's home page, Deliveroo's is similarly organised to facilitate exploration of the company's many offerings, including riders, restaurants, jobs, and partnerships. Consequently, the website is designed for anybody interested in partnering with Deliveroo, not only customers who want to place food orders. The "Partner with us" section of this main website links to the "Partner with us" section of the sub-websites for riders, restaurants, careers, and companies, respectively (Belleri, 2020). Nonetheless, the site's principal function is to facilitate meal orders.
             The industry leaders in the field of food delivery often have a robust online presence, which helps drive customers and business to their mobile applications (Timko and van Melik, 2021). Despite the fact that JustEat only displays a brief picture montage of meals. The layout of a static site is often relatively straightforward, with bold colours serving to attract the eye in an obvious manner. The Deliveroo website, on the other hand, is not distinguishable from the JustEat website due to the absence of any dynamic transitions or movement. The use of high-dimension photographs with warm-hot tones to introduce the food category in a way that is somehow comparable to the other introduces visitors to an overpowering feeling. On the other hand, the advantage of this doubling is that it gives clients more opportunities to eat at local eateries and businesses, which improves their initial impression of the variety of available options.
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           Deliveroo operates in a fiercely competitive environment, with global and local players,who are fighting for a share of the food delivery market. Deliveroo must provide its customers with the best customer experience possible in order to outperform its rivals 
           Due to its focus on technology,focusing mostly on the official website and the app, Deliveroo has always prioritised creating the greatest possible online user experience. This is particularly true when clients have many digital touchpoints with the organisation across different channels, which makes the customer journey more intricate. Through this process, the company will be able to increase client pleasure, which in turn,increases loyalty.
.
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