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Part-1
[bookmark: _Toc117582236](a) Examine the customer experience of an organisation in the Information technology Industry.
Customer experience, often known as CX, refers to a customer's perception of a brand as its whole during their journey. It influences their perception of the brand and aspects of the bottom line, such as revenue (Gentile et al., 2007). Every business needs to make sure its customers have a great experience. The better a company's customer service, the more repeat customers and good reviews it will get, while the number of complaints and returns will decrease (Barbu et al., 2021). Here are some of the benefits of giving an excellent CX:
· It has improved customer retention.
· Customer satisfaction has gone up because of it.
· It contributes to improved word-of-mouth marketing, positive evaluations, and referrals.
The British financial services provider Zopa provides credit cards and deposit accounts. In 2020, it received a full banking licence. Zopa, a website that promoted peer-to-peer lending by connecting investors and borrowers, was introduced in March 2005 in the UK (Barnes et al., 2015). It is the most popular P2P Digital lending platform in the UK and the first of its kind on the planet. With over 45,000 active savers and 71,000 active borrowers, their goal is to help individuals avoid banks and their excessive fees while rewarding responsible savers and borrowers with lower-rate loans and better interest on saves (Kupp and Anderson, 2018). As the business grew, Zopa sought to guarantee that the standard of the facilities it provided would not suffer by becoming a more data-driven organisation. In 2016, Zopa implemented Service Cloud for its frontline workers with the goal of better meeting the needs of its lending and borrowing customers.
[bookmark: _Toc117582237]Impact of Customer Touch Points on Zopa
Customer touchpoints happen every time a customer talks to a company or a representative from the company. Sometimes, product or service deliveries are not enough to create a good impression with the customer. Experience always matters (Stein and Ramaseshan, 2016). As Zopa interacts with its customers online and offline, customer touch points significantly impact customer relationship management. Some of the impacts of customer touch points are given below:
· Social media is the most influential touch point regarding customer acquisition. Zopa uses social media like Facebook, Instagram, etcetera, to cost-effectively reach a significant portion of its target customers.
· The website of Zopa traffic can also be increased through digital marketing strategies. Digital ads attract new potential customers to the website (Polaine et al., 2016). In addition to advertisements, resources like promotional video clips, infographics, or interesting blog articles are also classified as digital marketing content.
· Interactions between consumers and Zopa staff in person provide the most straightforward way to interact with Zopa's clientele. These exchanges can potentially have a noticeable effect on the customer.
· Zopa offers a website and software to give their services to customers. These touch points have a noteworthy impact on Zopa as it can be regarded as a SaaS (Software as a Service)
· In today's world of instantaneous online information, giving customer service evaluations is no longer a necessary step after making a final purchase decision. While receiving service from Zopa, customers using smart devices can access service reviews.
· Following delivering service, consumers receive feedback forms that assess their experience with Zopa. 
· Any platform that customer care representatives use to engage with clients is a customer support channel. In the case of Zopa, ServiceCloud is the platform. It gives a very positive image to the customers of Zopa.
· [bookmark: _Hlk117557343][bookmark: _Hlk117556724]When a customer success department identifies a possible issue, it reaches out to customers to inform them of the situation or provide a remedy (Stein and Ramaseshan, 2016). This service illustrates a dedication to the client's objectives, gradually strengthening the relationship (Barnes et al., 2015). There are many different customer touch points included in these success programmes. The Zopa consumer support team performs some outstanding work in its field.
Recommendations:
· Peer Referral: As Zopa is a financial services company, it should provide the option of peer referral to its customers. This touch point will help Zopa to attract new customers to its financial services.
· Point of Sale Customers will only come into contact with this before buying the service (Barbu et al., 2021). At this stage, Zopa personnel will argue why the client requires the service.
· Customer Loyalty Programs: Loyalty programmes are another crucial contact point Zopa should be aware of. These initiatives foster client connection and cultivate devoted patrons (Kupp and Anderson, 2018). People will be more willing to promote Zopa if offered unique benefits and discounts.
· [bookmark: _Hlk117557393]Self-Service Resources: Customers do not want to wait twenty minutes for a Zopa representative when they are in a hurry or have a brief question. In its place, Zopa may provide customers with tools for self-service and autonomous diagnostic procedures (Polaine et al., 2016). Thus, they are not reliant on the service crew for responses and may independently locate solutions.
[bookmark: _Toc117582238]Impacts of Customer Experience and Brand Experience
One aspect of experiential marketing is a brand experience that combines a firm's comprehensive set of settings to impact clients' sentiments about a product or company name (Polaine et al., 2016). Customer experience, on the other hand, is the total of customers' perceptions and emotions from encounters with a brand's products and services. Brand and customer both make an impactful contribution to customer relationship management (CRM). 
Impact of Customer Experience:
There is no question that a customer who is happy with their service and feels like they have been treated individually and according to their needs has more buying options than a customer who feels ignored or had a bad experience (Stein and Ramaseshan, 2016). Thus, customer experience increases the sales and customer loyalty of Zopa.
· The customer experience of Zopa makes a positive impact by increasing the number of customers
· New clients will learn about Zopa's excellent services due to its social media presence and impact. As a result, Zopa cuts its marketing expenses as well.
· A positive customer experience makes consumers less likely to switch from Zopa to other service providers.
· The probability that a worker will have to deal with disgruntled customers and the ensuing stress and weariness decreases when delighted customers result from a superior user experience (Polaine et al., 2016). How successfully all departments or personnel that deal with customers collaborate to provide them with a positive experience as a whole is one of the components of a good customer experience. This shared objective helps staff members identify more with Zopa and its purposes.
Impact of Brand Experience: 
· Ads intended for a particular or broad audience have helped to extend the ambience and character of Zopa.
· The Zopa design team chose hues for their print ads, online content, and other promotional materials that, at different stages, stimulate favourable consumer sentiments.
· To blend in with its community, Zopa incorporates political viewpoints, holidays, and critical life events into its branding.
· Customers with a pleasant experience with Zopa are more likely to purchase or come back as a client because of the company's well-resourced customer care department.
· With a strong internet presence, Zopa hopes to be remembered whenever a potential client needs the business can fill. Through its sites, social media platforms, blogs, and mobile applications, Zopa creates a presence for its brand online.
· Promotions like sales, coupons, and loyalty programmes attract new clients and give Zopa's consumers satisfying experiences.
· Making memorable jingles or phrases may help brands stick in consumers' minds.
· Creating logos, branding, shop layouts, and signs to evoke desirable feelings like dependability, enthusiasm, or reliability is possible.
· In addition to news about the company, Zopa often publishes newsletters or press releases with fascinating information for its target audience.
· To entice customers to adopt their brand, Zopa may engage in sponsored content or use spokespeople to have their items appear in films, advertisements, or the same shot as well-known endorsers.
Recommendations: 
i. Engaging the senses: The five senses should come together in Zopa's customer and brand experiences, with digital contact as the best medium. On this, Zopa should focus.
ii. Participating in events: Through sensory appeal and sustained exposure, events are one of the most acceptable methods for businesses to create experiences that enthral audiences and encourage loyalty (Alt and Puschmann, 2019). To improve its customer and brand experiences, Zopa could involve its consumers by hosting more events.
iii. Participating in popular culture: Pop culture trends provide countless chances for businesses looking to engage with their customers through the brand experience (Barnes et al., 2015). Timing is essential, and Zopa must also pay close attention to the details. When done well, it has a powerful punch.
iv. Personalisation: Brands must share their story and discover a way to participate in the individualised narratives of their customers. Marketers prioritising personalization in their brand interactions can accomplish both objectives and win customers' confidence.
The customer experience of Zopa increases the sales and customer loyalty of Zopa, as well as increasing the number of customers it gets. Brand and customer experience both make an impactful contribution to customer relationship management (CRM). The Zopa brand experience should be crafted to evoke particular, desirable feelings, such as reliability, enthusiasm, and trust. To ensure that their commodities appear in films, advertisements, and other advertising, Zopa should pay for commercial advertising or employ spokespeople.


[bookmark: _Toc117582239](b) A critical literature review on the customer experience.
[bookmark: _Toc117582240]Introduction
Customer behaviour and the landscape of corporate rivalry in numerous industries have altered due to the development of increasingly customer-oriented (customer-oriented products) technology. The emergence of the omnichannel process significantly impacts the technology sector (Roese and Meyer, 2017). Customers' experience while connecting with a business via all its integrated communication channels is known as an "omnichannel customer experience" (Nysveen et al., 2018). It's challenging to provide clients with an omnichannel service experience; it calls for significant technological investment as well as organisational, cultural, and operational changes inside Zopa. Zopa pursues an omnichannel customer experience approach that provides a seamless environment through a linked and innovative platform where customers may purchase at their physical store, the internet, or any of Zopa's other marketing channels without experiencing any difference (Pollari, 2016). In-store technology must be used in Zopa's physical stores to provide a distinctive consumer experience and the benefits of online buying.
Emotion and pleasure are two ways that consumers' emotive and cognitive reactions to all inputs throughout their use of Zopa are captured (Nysveen et al., 2018). The description of the customer experience of Zopa is analysed through the dimensions of the customer life cycle. 
[bookmark: _Toc117582241]Background of the Study
[bookmark: _Hlk117558072]Zopa uses omnichannel customer experiences for their customers. An omnichannel customer experience comprises individual customer touchpoints over various channels seamlessly connecting, enabling clients to continue their experience from where they left off on one channel to another (Alt and Puschmann, 2019). Because it includes both online and physical channels, omnichannel customer experience differs from traditional customer experience and is thus given additional consideration when evaluating its effectiveness (Owyang et al., 2015). This study aims to discuss two major customer experience perspectives: Zopa's perspective and the co-creation perspective. To discuss the customer experience of Zopa, a literature review of the customer experience will be conducted. Considering the previous information on Zopa's customer experience, this answer will conduct an in-depth study of Zopa's customer experience by customer life cycle.
[bookmark: _Toc117582242]Customer Experience of Zopa
When seeking to maintain a position of economic pre-eminence in the contemporary economy, one of the most significant considerations is the quality of the experience a firm gives its clients. That is one of the most crucial things to consider (Lee et al., 2018). Here, the Zopa customer experience is explored from two angles and during several customer life cycle stages. The extended customer life cycle has eight phases. They are-
Awareness: At this point, customers have just learned about Zopa for the first time. That may have happened due to marketing or advertising initiatives, word-of-mouth marketing, or referrals from friends—all of which are priceless resources for enhancing the client experience.
Consideration: Now that the customers are familiar with Zopa, it is one of the brands they will consider purchasing in the future. That means they will research and investigate Zopa's services and other competitors in the market.
Selection/Purchase: Customers who have performed adequate research are prepared to choose among your offerings and make a purchase.
Experience: During this process phase, customers receive instructions on using Zopa's various services, such as training and support. By the conclusion of the day, if the user thinks that Zopa has met their primary needs and expectations, the experience will have been successful, and they can advance.
Loyalty: Customers experience the brand with comfort throughout this lifecycle stage (Gavieiro Besteiro, 2022). Consequently, people continue to use Zopa's services and extend their shopping to include purchasing additional benefits they have not before utilised.
Advocacy: If the clients reach this stage, Zopa begins to venture into the fascinating realm. Customers then act as an extension of the sales team by recommending Zopa's services to their friends and co-workers (Nicoletti et al., 2017). So far, they have only encountered extraordinary things.
Engagement: While engagement creates that emotional connection in the customer experience, Zopa has already achieved a substantial level in the relationship when consumers reach advocacy.
Raving Fans: Last but not least, the ideal customer experience results in Raving Fans. These clients have transcended the emotional connection and engagement. Think about the customers who express their love for Zopa in public and have a sense of belonging through Zopa.


[bookmark: _Toc117582243]Conclusion
According to the findings of this systematic literature review, academics and practitioners agree that the relevance of customer experience cannot be ignored (Fish and McKnight, 2019). Customers become salespeople when they refer Zopa to friends and co-workers. According to the study's findings, the many phases of the customer life cycle may be used to describe the various elements that make up the customer experience.
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