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Task 1 
[bookmark: _Toc128129062]Introduction to the Report
The report has been divided into two parts, with the first part focusing on the examination of the customer experience of an organisation. The company selected for this purpose is Deliveroo, which is operating in the IT industry of the UK. The emphasis is on analysing the importance and suitability of the organisation based on the themes of customer touchpoints, customer experience and brand experience. The second part includes a critical literature review on customer experience by the firm and co-creation perspective.  

[bookmark: _Toc128129063]Part A
[bookmark: _Toc128129064]Introduction to the Selected Company 
Deliveroo was launched in London in 2013 with the motto of offering proper food and delivery. The company is headquartered in London and is striving to make the best online food as well as delivery experience for customers. The IT Company is aimed at connecting restaurants, consumers and grocers and focuses on fulfilling the mission of making an emotional and critical purchase within 30 minutes. The company has grown rapidly and has been successful in building an emotional connection with its customers (Deliveroo, 2023). 
[bookmark: _Toc128129065]Theme 1 – Importance of Customer Touchpoints and Impact on CRM 
According to Stein and Ramaseshan (2020), customer touchpoints shape the ways consumers view a brand, and therefore, the touchpoint journey is of great importance to the customers. In other words, a customer touchpoint is any time a consumer interacts with the brand, whether using an app, an advertisement or through an employee. Weber and Chatzopoulos (2019) have argued that customer touchpoints go beyond customer service and, therefore, differentiate by the products or services offered, along with the medium used. Deliveroo has considered food delivery as a hyper-local business and, therefore, has emphasised establishing a proposition that can appeal to every consumer and neighbourhood, including students, families and even professionals. Deliveroo has strived to ensure the provision of the best availability, selection, experience and value (Adak et al., 2022). Kokins et al. (2021) have also postulated that customer touchpoints shape the ways consumers view a company based on either direct or indirect contact with the brand. This, in turn, facilitates better optimisation of customer relationship management (CRM). The pioneering technology of Deliveroo has been built on machine learning, which, in turn, is also improving the company's knowledge-learning capabilities, thereby making service more efficient. Besides this, Deliveroo has also been passionate about bringing food and people together, and a network of delivery on-site has been introduced to fulfil the demand for grocery service and improve customer relationships at the same time (Ray et al., 2019). 
Li et al. (2022) have postulated that customers seek to satisfy their consumption goals, following the marketing funnel stages of awareness, consideration, purchase intent and satisfaction. However, it is undeniable that consumption goals are also achieved by the channels that are experienced by consumers to obtain products and services. By the information processing theory, marketing communication has an informative and persuasive effect on consumers. 
Deliveroo has also emphasised making the most of the digital touchpoints to support marketing communications. Consumers have been made aware of the Deliveroo brand's existence through firm-generated content using digital media. From Instagram to Facebook, YouTube and Twitter, digital mediums have been considered to provide general inputs about products and services. On the other hand, additional and detailed information, such as price, features, availability and quality, is further displayed on the app or website. Besides this, Deliveroo also emphasises using paid media, such as TV, radio advertising, SEO and PPC advertising (Briziarelli, 2019). Weber and Chatzopoulos (2019) have further added that the information input stimuli create a certain perceptual bias towards a company if the information fits the needs and experiences of customers.. Deliveroo has focused on the utilisation of high-quality images of food for communicating visual product characteristics. Furthermore, the company has also partnered with well-known restaurants to remain visible to consumers (Adak et al., 2022). McColl-Kennedy et al. (2019) have also explained that for companies operating online, customer reviews are of great importance. Any negative review could result in decreasing the frequency of orders, thereby, resulting in adversely impacting the overall brand image and relationship management with the customers. The mentioned touchpoints, preferred by Deliveroo, have proved to be beneficial for creating a positive impact on CRM. Interactions between the business and customers are a major reason for Deliveroo’s success in the UK. 

[bookmark: _Toc128129066]Theme 2 – Importance of Customer Experience and Brand Experience and their Impact on CRM 
According to Roy et al. (2022), positive customer experience serves as an important way of standing out from the competition, as well as maximising value through personalised and dynamic experiences. A remarkable customer experience is not only critical to sustained growth and also promotes customer loyalty. In this manner, offering an exceptional customer experience improves the overall CRM process, further resulting in improved customer satisfaction. Deliveroo is a technology-driven business, and therefore, the company has always strived to offer the best online user experience. The company is operating in a fiercely competitive environment, and for this reason, Deliveroo has always been more inclined towards enhancing customer loyalty based on a fully aligned and consistent experience. The company not only has its own riders and drs, skilled enough to provide an exceptional experience but also driven by technology. Deliveroo has claimed to deploy technology for finding the best way of connecting riders with customers and for delivering the best logistics service (Briziarelli, 2019). Prentice and Nguyen (2020) have argued that improved customer experience, based on communication, behaviour and business practices, allows companies to serve customers in a better way, thereby improving customer relationships. 
Pina and Dias (2021) are of the view that brand experience is important as it inspires the audience and connects companies with customers to deliver desired results. Positive experiences of customers facilitate connections between brands, which could result in developing long-term relationships or lifetime value for customers. Deliveroo has always emphasised determining whether customers will remain loyal or switch to a competitor. Therefore, the company has focused on offering a positive brand experience based on the provision of personalised experiences and addressing their needs, thereby enhancing customer satisfaction and increasing brand loyalty. By leveraging CRM data, the company has further considered tailoring brand experiences that resonate with customers and foster stronger relationships (Briziarelli, 2019). Khan and Fatma (2019) are of the view that creating a positive brand experience is crucial for online companies as customers are interacting with them exclusively through digital channels, which means that the experience should be seamless, engaging, and memorable. Deliveroo has focused on creating a better brand experience for its customers through its user-friendly app that has an intuitive interface, thereby allowing customers to order food easily. Furthermore, fast and reliable delivery and personalised recommendations based on their past orders and preferences further add to the company's efforts in improving the experience, thereby resulting in the development of trusted relations (Deliveroo, 2023). 
[bookmark: _Toc128129067]
Recommendations 
The following recommendations can further be considered for creating a positive customer experience resulting in positively impacting CRM. 
· The focus could be on the creation of a positive brand experience through the creation of a user-friendly website, thereby personalising the customer journey. 
· The emphasis should remain on leveraging the application to engage with customers. In this regard, the company should consider providing clear and concise information about items and prices and offering easy checkout and payment options.
· Loyalty programmes should be introduced for the customers in terms of offering discounts. In this manner, a strong web presence and connection with customers would further drive the business and traffic to the website and app. 
· Collection and correct interpretation of feedback is also crucial she emphasis should be on asking for reviews, even though the platform customers are using as an attempt to keep them engaged.

[bookmark: _Toc128129068]Part B 
[bookmark: _Toc128129069]Critical Literature Review on the Customer Experience 
[bookmark: _Toc128129070]Firm’s Perspective 
From a firm's perspective, customer experience can be considered as an overall emotional and rational connection of customers with an organisation based on its offerings and interaction. Culture, touchpoints, quality and customer satisfaction, serve as important four components of customer experience (Flavian et al., 2019). A customer-centric approach to positive experience involves understanding customer needs, preferences, and behaviours and further ensuring better alignment of business processes, people, and technology for delivering value and meeting value and meeting customer expectations. Prioritisation of customer experience helps firms better differentiate themselves from competitors and increase customer loyalty and retention. This, in turn, further helps in driving revenue growth and profitability (Pina and Dias, 2021). 
[bookmark: _Toc128129071]Firm’s Perspective Shaping Customer Experience of IT Firms
Chylinski et al. (2020) have defined customer experience as the way a company emphasise designing and managing its interactions with customers across different touchpoints. The aim, in this regard, is to create positive emotions, satisfaction, and loyalty. Hoyer et al. (2020) are of the view that IT firms have a unique perspective on shaping the customer experience. This is concerned with the fact that such companies are often responsible for developing and implementing digital platforms that serve as the main source of customer interaction with businesses. Shaping customer experience in this manner involves developing an understanding of the customer journey and designing intuitive and user-friendly interfaces accordingly by leveraging data to personalise the experience Chen et al. (2021). Flavian et al. (2019) have stated that IT firms also emphasise providing excellent customer support while staying up-to-date with emerging technologies and trends. 
Softcat is an IT company that has focused on providing its customers with a single point of contact aimed at gathering feedback to provide bespoke services and to remain innovative and competitive. In this manner, by prioritising customer experience, the firm is enhancing its brand reputation and driving business growth with customer satisfaction (Softcat, 2021). On the other hand, Zopa, another UK-based IT platform, is enhancing customer satisfaction based on the adoption of customer-centric design, processes and strategies. Some of these include offering personalised recommendations by customer data, responsive customer support, as well as a user-friendly website and mobile app. In addition, the company has also focused on continuously gathering and analysing customer feedback to ensure process improvements. From the perspective of an IT firm, the company has also considered it essential to invessentialgital security measures to protect customer data and build trust (Vizard, 2020). Chen et al. (2021) have also discussed that by prioritising customer satisfaction, IT firms have been able to develop a reputation in the industry, thereby resulting in increased customer loyalty and retention.
[bookmark: _Toc128129072]Co-creation Perspective
As per Buhalis et al. (2022), co-creation involves transforming the customer experience in such a manner that it makes them feel involved and valued in the initiatives taken by the brands. Customers prefer brands when their ideas and feedback are received and reviewed, which further has a profound influence on product innovation or improvement. Li et al. (2021) have further stated that customers usually have little expectation for compensation; however, when received, they feel psychologically and emotionally involved and respected. This, in turn, further acts as an opportunity for brands to solve issues and leave a positive and long-lasting experience to the customers. In other words, co-creation can also be considered in terms of the perspective of innovation, which brings more and more customers to the brands.
[bookmark: _Toc128129073]Co-creation Perspective Shaping Customer Experience of IT Firms 
According to Kim and Baker (2020), co-creation serves as the process of inviting stakeholders, including customers, to participate in the design as well as a problem-solving process to produce a valued outcome. When it comes to IT firms, co-creation has not only proved to be beneficial in product development but also in determining and adopting promotional activities that could be worth investment. 
Li et al. (2021) have discussed that IT firms either emphasise user-centred innovation or manufacturer-centred innovation, which involves driving the innovation process while looking at and identifying users' needs through market research. Customers get some emotional benefits that arise from participating in the innovation process, and, on the other hand, firms get their results when they consider participation as an important component of the process. Buhalis et al. (2022) have further added that customers have witnessed their ideas moving from conception to the development and production stages. Apart from this, co-creators also gain the necessary prestige and recognition for their contribution, with the professional advantage added to their successful participation. Revolut is a company that is well-known for its convenience, security and speed. However, at the same time, the company has also encouraged adopting a human approach while being approachable and respectful to offer and accept constructive feedback. The development of such a culture has made the company create a better experience for the customers (Cassidy, 2023). Besides this, Monzo is another company that has positioned itself as a digital alternative to traditional customer brands. In this regard, the company has further emphasised using technology for offering convenience and transparency at the minimum cost, thereby offering a good user experience. Direct contact with the customers through the app and welcoming their feedback has always been helpful for the company to strive to make the experience further better based on the adoption of customer engagement strategies (Gallacher, 2022). 
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