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[bookmark: _Toc128812046]Introduction
Customer experience in the Information technology Industry is a multidimensional concept that encompasses various touchpoints, including digital interactions, customer service, and brand perception. According to van de Sand et al. (2020), customer experience is the sum of all interactions and perceptions a customer has with a company or its products and services. It includes user experience, which refers to the usability and design of digital products, as well as customer experience, which covers the customer's entire journey with a company, and brand experience, which pertains to the emotional connection a customer has with a brand. A comprehensive approach that considers all three dimensions can enhance customer satisfaction and loyalty. This report will examine the customer experience of Monzo Organisation in the Information technology Industry based on Customer touchpoints and Customer Experience and Brand Experience. The report will identify the importance and suitability of these touchpoints and experiences in relation to Monzo organisation operating within the tech domain, and critically discuss their impact on customer relationship management (CRM). Additionally, based on development points highlighted within the findings, the report will provide clearly justified recommendations required to improve Monzo's customer experience.

[bookmark: _Toc128812047]Importance of Customer Experience in the Information technology Industry of Monzo
Customer experience is increasingly becoming the key differentiator for businesses, especially in the technology industry where competition is intense. According to Sammour and Chen (2019), customer service is a critical factor for success in the banking industry, and it can be enhanced by the use of artificial intelligence (AI) technologies. Monzo has been at the forefront of leveraging AI in its customer experience strategy. The bank uses chatbots and conversational AI agents to provide personalized and seamless customer service. This not only enhances the customer experience but also helps Monzo reduce operational costs. Moreover, Johnson (2021) argues that challenger banks like Monzo have disrupted the traditional banking model by prioritizing customer experience over other factors such as profitability. This customer-centric approach has allowed challenger banks to attract a new generation of customers who prioritize convenience and digital-first experiences over traditional banking services. Therefore, customer experience has become a key driver of growth and competitiveness in the information technology industry of Monzo. Finally, Blümel and Jha (2023) propose a framework for designing conversational AI agents that combine customer experience management, personalization, and AI in service techniques. This framework emphasizes the importance of understanding customer needs and preferences and tailoring AI services to meet those needs. By applying such a framework, Monzo can create AI-powered customer experiences that not only meet but exceed customer expectations.
[bookmark: _Toc128812048]Customer touchpoints of Monzo
Customer touchpoints are a critical aspect of customer experience in the information technology industry, particularly in the banking sector. Monzo has leveraged digital touchpoints to provide a seamless and personalized banking experience to its customers. As noted by Blümel and Jha (2023), conversational AI agents are an effective way to enhance customer touchpoints in the banking industry. Monzo has been at the forefront of using such technology to provide personalized and efficient customer service. For instance, the bank's chatbot, which uses conversational AI, is designed to assist customers with a range of inquiries, from account balance queries to transaction disputes.
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Picture 1. The Interaction Design Foundation (2016)
Moreover, Dieter and Tkacz (2020) argue that challenger banks such as Monzo have developed a unique set of design principles that prioritize the user experience, particularly with regards to touchpoints. These design principles involve creating an intuitive and user-friendly interface that guides customers through the banking process. Monzo's user interface is designed to be simple and transparent, allowing customers to easily access their account information, make transactions, and manage their finances. Finally, Ramdani, Rothwell, and Boukrami (2020) argue that open banking, which involves sharing customer data between different financial institutions, has the potential to enhance customer touchpoints even further. By integrating with third-party apps and services, Monzo can provide customers with a range of value-added services, such as budgeting tools and investment advice, all within the Monzo app. Customer touchpoints are a crucial aspect of customer experience in the information technology industry, particularly in the banking sector. Monzo has leveraged new technologies and design principles to provide customers with a seamless and personalized banking experience that has helped the bank attract a new generation of customers.
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Monzo, a UK-based challenger bank, has become renowned for its exceptional customer experience and brand experience. As noted by Matthew (2013), Monzo's customer experience is cantered around providing a user-friendly and personalized banking experience to its customers. This is achieved through a range of initiatives, such as a simple and intuitive mobile app, 24/7 customer support, and transparent fee structures. Monzo's customer experience is designed to be seamless and stress-free, providing customers with a hassle-free banking experience. In addition to providing excellent customer experience, Monzo has also built a strong brand experience that has helped the bank stand out in a crowded market. As noted by Sophie (2020), Monzo's marketing strategy is cantered around building a strong community of loyal customers who identify with the bank's brand values. Monzo's brand values include transparency, simplicity, and innovation, which are communicated through a range of marketing initiatives, such as social media campaigns and influencer partnerships.
Furthermore, Monzo's brand experience is enhanced through its unique visual identity, which features a distinctive coral-coloured debit card and mobile app interface. This visual identity has become synonymous with the Monzo brand and has helped the bank build a strong and recognizable brand image. Overall, Monzo has succeeded in providing both excellent customer experience and brand experience. By focusing on creating a user-friendly and personalized banking experience and building a strong brand identity that resonates with customers, Monzo has positioned itself as a leading player in the UK banking market.
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Customer touchpoints are the various points of interaction that customers have with a company, including advertising, sales, customer service, and after-sales support. Jain et al. (2017) argues that managing customer touchpoints is crucial for providing a seamless and consistent customer experience across all channels. By identifying and optimizing the most important touchpoints, companies can enhance customer satisfaction, loyalty, and retention. Schmitt and Zarantonello (2013) highlight the importance of customer experience and experiential marketing in creating memorable and positive customer experiences that can enhance brand loyalty and brand experience. Companies need to design marketing campaigns that focus on creating meaningful experiences for customers that engage all five senses. This can help companies to differentiate themselves from their competitors and build a strong emotional connection with their customers. Fatma (2014) reviews the literature on customer experience management and suggests that companies need to focus on managing customer experiences to enhance customer satisfaction, loyalty, and retention. This can be achieved by understanding the antecedents and consequences of customer experience management, including the impact of customer experience on business performance. By managing customer touchpoints and designing experiential marketing campaigns, companies can create positive customer experiences that enhance brand experience and improve business performance.
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In recent years, Monzo organization has increasingly recognized the importance of customer relationship management (CRM) in the banking industry. The company can use online consumer loyalty to gain a competitive advantage, as loyal customers are more likely to make repeat purchases and recommend the company to others (Roger-Monzó et al., 2015). This loyalty can be built by providing useful services and building trust with customers, as customers are more likely to be loyal if they perceive e-service quality as high (Luo & Lee, 2011). Measuring e-service quality is also important for improving customer perceptions and loyalty (Fu Tsang et al., 2010). Furthermore, providing e-service quality is essential for building e-loyalty, as customers who are loyal to online travel intermediaries are more likely to return and make purchases again (Dunn et al., 2009). Monzo organization should focus on building customer loyalty by providing high-quality e-services, building trust, and measuring e-service quality. This will enhance customer retention and satisfaction, ultimately leading to a positive impact on the company's bottom line. Therefore, Monzo organization should continue to invest in CRM strategies to improve its customer relationships and stay competitive in the travel industry.

[bookmark: _Toc128812052]Recommendation
In the information technology industry, customer experience and brand experience are crucial for building a loyal customer base and staying competitive in the market. Monzo Organization has recognized the importance of managing customer touchpoints and enhancing customer experiences to provide a seamless and personalized banking experience to its customers. Monzo has leveraged digital touchpoints such as conversational AI agents to enhance customer service, providing personalized and efficient customer service to its customers. The bank's user interface is designed to be simple and transparent, allowing customers to easily access their account information, make transactions, and manage their finances. Open banking, which involves sharing customer data between different financial institutions, has the potential to enhance customer touchpoints even further. Monzo has also built a strong brand experience that resonates with its customers through transparency, simplicity, and innovation. Monzo's unique visual identity has become synonymous with the Monzo brand, enhancing its brand experience. By managing customer touchpoints and designing experiential marketing campaigns, Monzo can create positive customer experiences that enhance brand experience and improve business performance. Therefore, Monzo should continue to invest in CRM strategies to improve its customer relationships and stay competitive in the banking industry.
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The firm's perspective, which views corporations as entities whose primary objective is to maximize profits and shareholder value, is a dominant business perspective in UK tech companies. As Scherer and Palazzo (2011) note, this perspective emphasizes financial performance and competitive advantage, often at the expense of social and environmental concerns. For instance, Amazon UK's tax avoidance practices reflect the firm's perspective on maximizing profits. While legal, these practices have been criticized for their ethical implications. As Tyteca (1996) notes, such practices may prioritize financial performance over social welfare. Similarly, Facebook UK's data centre’s consume significant amounts of energy and contribute to greenhouse gas emissions, reflecting the firm's perspective on the necessary trade-offs between growth and profitability and environmental impact.
However, some UK tech companies have made commitments to ethical and sustainable practices. For example, Google UK has committed to reducing its carbon footprint and using renewable energy, demonstrating a broader stakeholder perspective that considers the impact on the environment and future generations. Likewise, companies like Bulb and OVO Energy have made commitments to ethical and sustainable practices as a way to address climate change and contribute to social welfare. Corporate social responsibility (CSR) is also viewed differently from the firm's and broader stakeholder perspectives. According to Scherer and Palazzo (2011), from the firm's perspective, CSR is viewed as a way to enhance brand reputation and mitigate risks to financial performance. UK tech companies such as Apple and Microsoft have made commitments to ethical and sustainable practices in their supply chains as a way to protect their brand reputation. From a broader stakeholder perspective, CSR is viewed as a way to address social and environmental concerns beyond financial performance.
The co-creation perspective 
The co-creation perspective is a business perspective that views value creation as a collaborative process between firms and customers. The theory of value co-creation emphasizes the importance of mutual interaction and knowledge sharing between customers and firms to create value (Galvagno & Dalli, 2014).
However, the success of co-creation processes depends on effective management and governance to ensure positive outcomes for both customers and firms. Ranjan and Read (2021) argue that firms must take an ecosystem perspective to fully understand and leverage the potential of co-creation. This involves considering the multiple actors and stakeholders involved in co-creation processes and the dynamic interactions between them. Siddique et al. (2021) note that co-creation can result in positive outcomes such as increased customer satisfaction and loyalty, but it can also lead to negative outcomes such as customer dissatisfaction and brand damage if not managed effectively. The valence of online customer engagement in co-creation processes can be either positive or negative, depending on factors such as the type of engagement and the nature of the product or service being co-created.
To ensure positive outcomes from co-creation, firms must carefully manage and govern the co-creation process. This involves identifying the appropriate actors and stakeholders, defining the objectives of co-creation, and establishing effective communication channels (Galvagno & Dalli, 2014). Effective governance and management also require a collaborative and inclusive approach that actively seeks out and engages with diverse stakeholders (Ranjan & Read, 2021). The co-creation perspective is a business perspective that emphasizes collaborative processes between firms and customers to create value. However, the success of co-creation processes depends on effective management and governance to ensure positive outcomes for both customers and firms. Firms must adopt an ecosystem perspective that considers the multiple actors and stakeholders involved in co-creation processes and the dynamic interactions between them. By doing so, they can leverage the potential of co-creation to enhance customer satisfaction, loyalty, and advocacy while avoiding negative outcomes such as customer dissatisfaction and brand damage.
Top of Form

Bottom of Form
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Use organizational examples from the UK tech companies listed above. 
Understanding the firm's perspective and the co-creation perspective is critical in shaping customer experience for Information Technology (IT) firms. The firm's perspective is a business perspective that emphasizes profitability and competitive advantage, whereas the co-creation perspective emphasizes collaborative interactions between firms and customers to create value. By adopting these two perspectives, IT firms can create a customer-centric culture, gain customer loyalty, and stay competitive in the market.
UK tech companies have embraced co-creation to enhance customer experience. Amazon UK has implemented a co-creation platform called "Amazon Launchpad" that allows start-ups to showcase and sell their products to Amazon customers. This platform enables Amazon to co-create new products and services with start-ups while enhancing the customer experience by offering unique and innovative products. Similarly, Google UK has embraced the co-creation perspective by involving users in the development of new products and services. Google UK has a program called "Google User Research" that allows users to provide feedback on new and existing Google products and services. By engaging users in the co-creation process, Google UK can enhance the customer experience by designing products and services that meet customer needs and preferences.
Effective co-creation processes require effective management and governance to ensure positive outcomes for both customers and firms. Chathoth et al. (2013) distinguish between co-production and co-creation in the hotel service context, with co-production referring to customer participation in the delivery of service and co-creation referring to customer participation in the design of service. IT firms must effectively manage co-creation processes to ensure that customers have a positive experience and that the firm achieves its goals.
Moreover, Solakis et al. (2022) note that factors such as customer engagement, trust, and transparency can facilitate or hinder the co-creation process. These factors are essential to building and sustaining a co-creation culture. Involving customers in the co-creation process enhances customer engagement, builds trust, and fosters transparency, which ultimately enhances customer experience.
In conclusion, understanding the firm's perspective and the co-creation perspective is essential for IT firms to shape customer experience. UK tech companies such as Amazon and Google have successfully implemented co-creation platforms that enable them to co-create new products and services while enhancing customer experience. Effective management and governance of co-creation processes are critical to ensuring positive outcomes for both customers and firms. By adopting a co-creation perspective and effectively managing co-creation processes, IT firms can build customer loyalty and stay competitive in the market.
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