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Executive Summary

The report is based on information gathered from professional literature and customer reviews on the company’s website. Deliveroo.co.uk is the organization chosen for this paper's purpose on customer service. The research shows fewer gaps within customer service at Deliveroo.co.uk. These gaps are in various aspects, but all influence consumer feeling. Thus, for improvement, McKinsey’s seven S management model has been suggested. The findings also show that this organization knows how to build the brand, the relationship with customers, and by using innovative technology maximize growth. However, Deliveroo has not achieved profitability over the 13 years of operations. 














TABLE OF CONTENT 
PART A: Examination of the customer experience at Deliveroo.co.uk.
1. Introduction …........................................................................................... 4
2. Background …........................................................................................... 5
3. Customer Experience ….......................................................................... 5
4. Customer Touch Point …......................................................................... 6
5. Brand Experience …................................................................................. 7
6. Discussion and Findings .......................................................................... 8
7. Conclusion …............................................................................................. 9
8. Recommendations …................................................................................ 9
9. References ….............................................................................................10
10.  Appendices ….......................................................................................... 12 
PART B: A critical literature review on the customer experience from two perspectives.
     11. Introduction ….......................................................................................... 14
     12. Background ….......................................................................................... 15
     13.  Customer experience from the firm’s perspective …........................ 16
     14.  Customer experience from the co-creation perspective …............. 17
     15. Findings …................................................................................................ 18
     16. Summary ….............................................................................................. 19
     17. References …........................................................................................... 20




Part A. Examination of the customer experience at Deliveroo.co.uk 

1. Introduction 
Customer experience “it is the internal and subjective response customers have to any direct or indirect contact with a company” (Meyer and Schwager 2007, p. 2). According to Schmitt, Brakus and Zarantonello (2015) every single service exchange is linked with client experience, regardless of its nature and shape. This report, as much adopted few of major definitions, will focus on multidimensional view due to the business nature of the company chosen in a background. 
[bookmark: _Int_nRzJqPQ5]This paper first supplies the main theme definitions of Customer Experience, Touch Points, Brand Experience and CRM (Customer Relationship Management). Next, the discussion highlights the challenges that companies as Deliveroo face in the aspect of customer experience in today’s highly competitive market. The conclusion with recommendations is supplied in the final part of this report. 







2. Background: Deliveroo.co.uk 
[bookmark: _Int_dp8WMVmI][bookmark: _Int_IHBYoJnU][bookmark: _Int_TQhNH1Us]Delivero.co.uk was created in London 2013 by its CEO-founder Will Shu and Greg Orlowski. Will straightaway finds a huge gap in the dining industry. Many of Will’s favorite restaurants did not offer delivery services. Mr. Shu started delivering food to customers in person. Today, Deliveroo operates in 11 markets worldwide and serving millions of its customers. Clients can make, track and manage their orders online by using an app on their mobile phones (https://deliveroo.co.uk/about-us). Deliveroo is a global company and works in two areas: as “business-to-customer" (b-c) and “business-to-business" (b-b). In a subject of “b-b”, Deliveroo charge the restaurants 30-35% commissions of sale. This report focuses on the business-customer relationship due to the company’s mission to deliver food to its customers in under 30 minutes.
3. Customer Experience (CE) 
[bookmark: _Int_m41MiXxJ]In the 60’s, Abbott (1955) and Alderson (1957) pointed out that “what people really desire are not products but satisfying experiences” (Abbott 1955, p.40). Later, new researchers have argued for a wider view of customer experience. Following this expanded aspect recent theorists suggest that customer experience captures all perspectives offered by the company to its consumers (quality of customer care, design, marketing, packaging, ease of use, product and service future, advertising and reliability). Looking at customer experience from the retail context, Verhoef et al. (2009, p.32) declares that the multidimensional construct is holistic in nature and involves the customer’s cognitive, emotional, affective, social and physical responses to the company. 




4. Customer Touch Point 
[bookmark: _Int_v2UGaIAi][bookmark: _Int_zktmidGF][bookmark: _Int_aJsPJ8P5][bookmark: _Int_LkXdrit8][bookmark: _Int_Nt6LB4Ye][bookmark: _Int_13x4q9h8][bookmark: _Int_teCLhBx9][bookmark: _Int_ye2hqsvJ][bookmark: _Int_NpqcuFux][bookmark: _Int_i5wSplqc][bookmark: _Int_rEFX9tAn]Customer Touch Point is understood when an individual contact between the firm and customer at distinct points in the experience happened (Homburg et al. 2015; Schmitt 2003). However, everything what influence specific touch points changes over the customer’s lifetime due to changing needs. The series of touch points which clients experience is called the “Customer Corridor”. According to Faulds et al (2018) in areas of creating value and mobile technologies, the customer decision process is more interactive. The interreacting can be captured in three stages: pre-purchase, purchase and post-purchase touch points (Bueno et al., 2019; Tynan & McKechnie, 2009). All these stages have the same perspectives: brand-owned, partner-owned, customer-owned and social/external. The last stage example is “word of mouth”, where one happy customer recommended the company to its friends or family. Deliveroo offer to its customers online services. In this type of setting customer journey is more complex thanks to digitalization of very activities. Researchers who studied the evaluation, including Vakulenko et al. (2019) find that digital innovation increases the types of touch points. E-customer's touch points evolved from the basic four types (brand-owned, partner-owned, customer-owned, and social/external) to more complex, which involve new actors, I.e., retailers or coordination services. At Deliveroo the new actors are restaurants and supermarkets, I.e., Aldi or Sainsbury. These “actors” handle the products ordered by customers by using Deliveroo’s rides. They are key touch points, where Deliveroo’s control is limited. The Deliveroo’s other touch points are advertising in tv, social media (Instagram, &Facebook); Direct emails to customers, I.e., with exclusive offers or promotions of a new product, or communication about complaints; Phone, which it is dedicated to customer service only but as a “human touch” play a vital role with customer’s issues. 



[bookmark: _Int_SR53tHce][bookmark: _Int_BfZsqsOD]Next touch points are the company’s website and the mobile app. The app is design for customers to make the orders easier and faster, also with a tracking function of their orders and invoices. Finally, the riders – people who deliver the food in person to clients, are also human touch points. It is important for all organizations to map and manage customer’s journey at critical events to deliver a positive experience (Duncan & Hollenberg, 2019). Tracking client's reactions and behavior after sale by implementing Customer Relationship Management (CRM) is also important. CRM is the management of detailed information about individual customers, witch carefully managing customer’s touch points to maximize client's loyalty (Amstrong, 2017). 















5. Brand Experience (BE)
[bookmark: _Int_WhIETrxK][bookmark: _Int_gO7d6R1A]Brakus, Schmitt, and Zarantonello (2009, p.53) conclude brand experience as subjective, internal and behavioral consumer responses to the product/service stimulated by its brand and design. Their concept suggests that brand experience is based on four individual but related dimensions: sensory, affective, intellectual and behavioral. Despite fast growth, Deliveroo’s biggest competitors Just Eat and Uber Eats are more likely knowns by consumers in UK as a brand. The change came in 2018. Deliveroo came with a new strategy and new brand purpose: delivering food happiness. Emily Kraftman, Deliveroo UK & Irland’s marketing director summarized customer’s feedbacks and came with the conclusion of new campaign based on the sensation of “food happiness”. In her interview with marketingweek.com hosted by Molly Fleming (marketingweek.com, 2019) she said “[The idea] that the takeaway is this moment of joy – the anticipation of getting your favorite food or trying something new – and that coupled with trust and reliability give us the best version of our brand.” This conceptualizes Deliveroo’s new strategy: focus on “switchers” - consumers, who order food from competitors; strike a balance between being a global brand but running on local ground and using selection to offer the best quality food. That has led to a fresh marketing strategy “Eat more amazing”, which increased consumers’ knowledge of the brand with its awareness score from 3.1% to 6.6% in UK (YouGov BrandIndex). Kraftman was satisfied with this outcome, however soon after realized that this global campaign was very functional. She also admitted that this helps the company to win the “switchers”, but in a long-term new campaign is needed to aim people’s love for the brand. Building a brand is not an easy task due to the subjective customer's feeling. Every individual is different and therefore their reactions to the product, packaging, or advertising will vary. 



6. Discussion and Finding
The reviews from customers on Deliveroo’s website captured disappointed customers in regards what the company promised. Mostly unsatisfied are those who have issues with the delivery time, missing\wrong items, and cold food. The two other key issues are language barriers with riders and refunds. The management team needs to create a strategy, which will lead to taking control of the service delivery network for improvement in management of e-customers (Lemon & Verhoef, 2016; Vakulenko et al., 2019). It is crucial for firms like Deliveroo to understand their business in this perspective. Regarding the complexity of the company’s issues within customer service the suggestion of solution cannot be simple. Therefore, the report suggests McKinsey’s Seven S framework to be looked at as a helping tool to achieve improvement for this organization. This model helps companies analyze performance gaps. Applying this management model will lead to show the gap between how Deliveroo are currently doing and where they want to be in a future. With this model the company can map out what needs to be done to achieve the business strategy. The model has seven key elements – Structure, Strategy, System, Skills, Shared Values, Style, and Staff. 
In terms of Style, Staff, Structure, and Skills and the issue with language barrier of riders, Deliveroo could employed enough riders to keep up with the demand of busiest time by create a Human Research team. All successful companies have well established HRM departments because they know the value of the benefits HR brings as the efficiency of performance.





The missing/wrong items in orders are beyond the control of Deliveroo due to their delivery service they provide. In this regard the picture taken before the order left the restaurant may be a better solution than doing nothing. Customers also could have a way to confirm/cancel the order or any substitutes before the wrong item arrives. That will help with the reduction of the company’s costs and complaints.
In terms of Strategy and System, the issue of current refunds practices must be addressed at once. In the UK consumer law states that a refund should be made in the same form as the payment has been made. If a customer pays by cash using a debit card the refund should come back to its card in the same amount. Clients who have their issues with Deliveroo about refunds claims that instead of cash they receive a voucher with a limited time of use. It is not ethical to void the law and consumer’s rights by using this practice. Deliveroo should follow the law in this matter. This way the company can reduce the complaints, time and money spent on customer service. The most important thing for organizations is to know how to deal with dissatisfied customers and win their loyalty.


 











7. Conclusion
There are no doubts that Deliveroo’s strategy has been change over the years, and not always was customer focus centered. The findings also show that this organization knows how to build the brand, the relationship with customers, and by using innovative technology maximize growth. The way the Deliveroo succeed in some respects is based on knowledge and challenging work of skilled teams, who understand the complexity of the customer experience process. However, the report concludes room for improvement in strategy, timing and communication. The point is that without happy consumers any organization will survive.
 
8. Recommendations 
The management team needs to create a strategy, which will lead to taking control of the service delivery network for improvement in management of e-customers (Lemon & Verhoef, 2016; Vakulenko et al., 2019). It is crucial for firms like Deliveroo to understand their business in this perspective. This paper suggests that the company can achieve this by implementing McKinsey’s Seven S model. To be successful in creating positive feelings for consumers, organizations must also pay much attention to the brand-building process. They can achieve that by using CRM as a control vehicle and by implementing the right strategy in all aspects of the business.
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Part B
Customer Experience can be divided into two general perspectives: the firm’s perspective (Berry et al, 2002; Stuart and Tax 2004); the customer’s perspective (Schmitt, 2011); or the co-creation perspective (Chandler and Lusch, 2015). 
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