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Abstract

Customer experience is delivered by all companies, but this research paper focused on Deliveroo and their way of doing business as a tech company. This paper has investigated Deliveroo’s importance in the tech industry based on their customer touchpoints, customer experience, brand experience, and their impact on Customer Relationship Management. It also discussed two different perspectives, the firm’s perspective in this case Samsung and Deliveroo also the co creation’s perspective to understand how these concepts helped shape customer experience in the IT industry. In order to answer this question, the methods used were reviews from customers from two separate websites, and Deliveroo’s Instagram social media page. The results showed that Deliveroo have a lot of negative reviews from customers because of their bad experiences with them but it also showed that they have listened to customers by inventing innovative ways to communicate with them and operate their business. This study shows that Deliveroo’s customer experience is not exceptional but it also shows their ambitiousness to be better.
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Customer experience is something that everyone has to go through throughout their day whether they are the customer or part of the company. Customer experience is any direct or indirect interactions between the customer and the company. It is usually the customer that instigates this interaction when they are seeking a product or service (Meyer and Schwager, 2007, p.118). This report will show the importance and applicability of the themes related to Deliveroo and the impact they have on customer relationship management in the tech industry. The relationship between consumer and the company is a very important one. Customer experience, customer touchpoints, brand experience and customer relationship management will be discussed. A review of the approach Samsung and Deliveroo have with their customers will be analysed to see how both tech companies handle customer experience. Samsung and Deliveroo will be researched followed by a discussion on both the firm’s perspective and the co-creation’s perspective, this is to create an understanding of the two concepts before reviewing how it will help shape the customer experience for information technology firms. This will be followed by the conclusion which will be a summary of the report before finally discussing the recommendations that would be most beneficial to Deliveroo’s company based on the theories learned during this module it should be able to improve Deliveroo’s employee efficiency.
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Customer experience is what the customer encounters when making contact with a company whether it be a positive or negative encounter. These encounters will then determine how the customer perceives that brand and what emotions they feel when it comes to mind. These thoughts will then affect how the customer will interact with the company in the future such as spending money on products and services offered or creating word of mouth about their positive experience with the company to their family and friends thereby generating more customers and increasing customer loyalty (Wioletta and Monika, 2016, p. 199). Each interaction the customer has with the company is called a touchpoint. This can be anything from people visiting their website, their social media pages, seeing the company’s ads on the TV to even coming across their logo name on a delivery van. These are all touchpoints which have made the customer or potential customer think about that brand, they affect how the customers will view their brand and determine their eagerness to buy from them (Aichner and Gruber, 2017, p. 131) Touchpoints allow potential customers to be exposed to a company which gets those people thinking about the company’s brand and considering potentially buying from them in the future.
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Deliveroo is a company that was founded in 2013 by Will Shu who is the current CEO of the company, his goal was to bring the best local food to the customer’s door. Since then, the company has grown rapidly operating in 11 countries around the world and serving millions (Deliveroo, 2023). Touchpoints have 3 stages. The first stage is before providing service to the customer such as the customer seeing an ad on TV or getting an email from the company. The second stage is service period which is when the service is being provided to them this can be interacting with employees or entering stores. Finally the last stage is the after service which is when the company keep in touch with the customer after providing the direct service such as emailing them and asking how they liked their product or service and asking for a review or uploading a picture on the company social media page (Rosenbaum and Otalora and Ramírez, 2017, p. 144). Deliveroo is a company that has a lot of interactions with their customers. Deliveroo have many touchpoints which they have listed on their website which is a touchpoint itself, on their website Deliveroo have their phone number listed on their ‘Contact us’ page they also have an email where customers can contact them. They have their app where customers can order their food and then leave reviews, they have TV ads and social media pages too where they also interact with their customers.
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For customer experience the focus is on how the company make the customer feel, how they treat the customer and how satisfied the customer is by the end of the interaction. Once the customers have one interaction with the company, they will have set expectations for future interactions regardless of if it was positive or otherwise (Schwager and Meyer, 2007). Deliveroo’s customer experience based on Trust Pilot is quite negative currently sitting at 1.2 stars with 17,983 reviews. Many customers have complained about how the riders have failed to deliver their food and how Deliveroo had refused to give refunds and in some cases closed their accounts some stating in order for other customers to not see their bad review (Trust Pilot, 2023). These reviews seem to show Deliveroo in a bad light by making them seem uncooperative with their customers even when the fault was with Deliveroo and their drivers. Trust Pilot is not the only website where Deliveroo had negative reviews they also had it on another website on Reviews.io where the rating was another 1.2 stars, but this time reviewed by 932 people. The reviews were stating very similar comments to Trust Pilot with one review saying how they were left hungry because Deliveroo did not care enough to deliver their food. (Review.io, 2023) The same seems to be the case for their social platforms such as Instagram. From the research listed it seems Deliveroo tend to ignore any negative feedback from customers or maybe they are unsure how to proceed to better the situation.
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At the end of the day customers want to know if a brand can give them an eventful experience. They want the brand to be worth their time, to provide what they are looking for and have a good message that the brand is pushing. Customers want something heartfelt and interesting enough to grab their attention, they want something real. That is what brand experience is the emotions felt when engaging with the brand (Schmitt, 2009, p. 417). The brand experience that Deliveroo have created does not paint them in a good light with customers mostly having negative reviews for them on review websites and on their social media pages. This can create distrust with possible new customers when they come across these reviews and dissuade them from doing business with Deliveroo. With the way Deliveroo are handling their current customers they are losing profit by not providing the services they are paying for and thus preventing further orders from those customers.
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Customer Relationship Management otherwise known as CRM was made in 1997. It believes all customer and company interactions should be on record. It allows customers preferences to be recorded and this allows the company to provide the best customer support for current customers and future customers too based on the data which can be viewed by the company’s teams. This in turn helps at retaining customers which is a benefit to the company. CRM lets the company know what needs to be done to achieve the desired outcome (Bergeron, 2002, pp. 2-3) It is a relationship between the customer and company it focuses on creating customer loyalty but not with sales but by creating a solid relationship with the customer. It refers to technology that allows CRM to thrive. Implementing CRM correctly can cut costs and increase profits (Northwest Missouri State University, 2019). Although CRM provides many benefits, implementing the strategy provides certain challenges. Here are some examples of challenges companies may face when starting out. Starting CRM before having a customer strategy, it is important to know who the target audience is in order to be able to market to their preference and needs. Another example is relying too much on the CRM tech this removes the personal human touch that companies have and customers love (Rigby and Reichheld and Schefter, 2002, pp. 102-106)

Deliveroo’s impact on CRM is innovative as they knew what their target market wanted, they wanted fast deliveries and to be able to eat local food without having to take a step outside. They created technology that enables them to take hundreds of thousands of orders across the world then delivers those orders in a fast manner. Deliveroo claim that knowing what their customers want now is not enough and they are anticipating what their customers in the future will want and expect from them (Deliveroo, n.d). Deliveroo’s goals are ambitious and although from reviews not all customers are satisfied with their service, they are an innovative tech company and from what they have said they have more to give in the future.
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Samsung is a leading tech company which was founded in 1969 in Korea, they started expanding globally during the late 70s and early 80s (Samsung,n.d.a). They specialise in phones, tablets, TVs and other tech items. Samsung pays close attention to their customers through a variety of methods they then analyse the information gathered, and strive to offer them the highest-quality goods and services by promoting a movement for sustained quality and innovation. They value their customers and want to make sure their voices are heard Samsung do this by interviewing specific customers, using surveys, ranking and rating products and having group meetings to review the product after a certain amount of time (Samsung, n.d.b). This is called co-creation. In order to direct the design process, co-creation is the technique of working with other stakeholders. In supervised workshops, those with various responsibilities align and provide a range of insights. As a result, designers can have more comprehensive understandings of what should be included in a good or service (Interaction Design Foundation, n.d). From Samsung, the firm’s perspective this allows them to benefit from finding out what the customers want in a more direct way and then being able to provide it to them which will increase their profits. From the co-creation’s perspective their voices are being heard and they are being delivered what they expect from the firm, so it benefits them along with the firm. Comparing Samsung’s approach to Deliveroo’s approach at how they handle their customers and their needs Samsung have a better method. Although Deliveroo do allow customers to rate them on their app if a bad review were to be given this hardly ever gives an immediate result so it would be considered more of a waste of time. Deliveroo don’t have as much collaboration between the customers and the company, so this stops them from knowing exactly what they expect, want, and need. Understanding both the firm and co-creation perspective allows growth on the businesses part fresh business data, new streams of income, reduced expenses, and reduced risks. For stakeholders these provide better experiences, better economic value (higher earnings, the development of skills, prospects for advancement), and greater psychological worth for stakeholders (more satisfaction, appreciation, higher self-esteem) (Ramaswamy and Gouillart, 2010, p.102). This helps shape customer experience for information technology firms by allowing them to see the benefits and simplicity of co-creation.
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This report started off by stating that customer experience is a very important notion, and it is a daily occurrence for most people. It also set out to discover Deliveroo’s impact on Customer Relationship Management. Now after having the literature above this report suggests that they have had an impact and a pretty big one. They have applied innovative tech that allows them to fulfil their goal of serving people restaurant food without the hassle of having to leave the comfort of their own homes, Deliveroo have changed the ways businesses now operate. Their new technology has allowed them to be able to serve hundreds of thousands of customers around the world all at the same time. This proves that they have discovered what their customers want and provided it to them by listening and giving their customers attention thus proving their needs matter. It was identified that Deliveroo have provided good Customer Relationship Management to an extent as they have provided their customers with quick orders, but they need to improve on the way they go about delivering this. This report also went over how understanding the firm’s perspective and co creation’s perspectives could help shape customer experience. It was discovered that both the firm and co creation perspectives can both benefit from working together as they both want similar things such as good products and services and new, fresh ideas. The end result of this would be that customers would be pleased as the customers know what they want best and co creation allows that.
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The best efficiency model suited for Deliveroo would be the Deming cycle. The Deming cycle was created by William Edwards Deming in the 1950s. He advocated that businesses should be evaluated to find the root of deviations that lead to products deviating from client specifications. He suggested putting corporate processes into a continuous feedback loop so that managers could spot and alter the process’s weak points. Deming developed a simple method to represent the ongoing process, which is also known as the PDCA cycle. This abbreviation stands for Plan, Do, Check, Act. This would allow the company to plan the process, do the plan whilst measuring how it is doing, check and report the data to the higher ups and act on the decisions made by changing what’s necessary to improve (Arveson, 1998). After observing how Deliveroo operates and reviewing what the customers think about their company, the above model the Deming cycle would be most beneficial to them. By repeating these steps Deliveroo will be able to monitor the issues and do what is required in order to benefit them and their customers. If Deliveroo were to implement this model they would be able to figure out where they were going wrong, assess the situation and figure out how to improve on their methods and repeat until they get the end results they hoped for.
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