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Introduction
Nowadays it is incredibly difficult to attract, please  and keep a consumer. Organizations that do not focus their attention to improving the customer experience are likely to lose the competition. Customer relationship management is therefore targeted at the following approaches: customer retention and relationship development.
Each person acts as a consumer every day, as he constantly buys various goods and uses services to maintain his existence. The market economy has placed the consumer at the center of the producer's interests. All participants in the market today are either suppliers or consumers of different goods. This means that the work on the market is consumer-centred.
For the manufacturer, it became essential to view the consumer from different points of view: psychological, sociological, economic or cultural. Today almost any company involves a coordinated effort to discover, create, develop and meet the requirements of people and companies. Consumption is the acquisition and use of products, services and ideas to satisfy needs. But in modern society, consumption is also conditioned by the symbolic meaning that the culture of society puts into things. All the participants in a marketplace must be able to form and satisfy consumer demand for their products, even outside the office, industry or a separate country.
The success of working with consumers is also relevant because consumers in the modern globalizing market of goods, services and ideas are not only individuals or companies, but also states, including foreign, as well as international and foreign organizations of various scales and fields of activity.
The aim of this coursework is to study the processes of customer experience, to investigate the impact of the customer experience in the frame of a certain company and to evaluate the benefits of maintaining good customer relationships.
The structure of the work is determined by the goals and objectives of the study. The following coursework consists of an introduction, 4 chapters, a conclusion, a reference list and appendix.








1. Understanding the customer experience
Bishop T. mentions that the concept of customer experience was for the first time introduced by Pine and Gilmore in their 1998 Harvard Business review article. [3, p.86] Customer experience design makes the customer experience more experienced at every stage of a person's interaction with a brand. We will go over the basic principles of customer experience and share tips that can improve your approach.
But first, it is very important to have a look at what customer experience design is and answer one of the most common questions - how it differs from user experience.
[bookmark: _Hlk80878920]According to Bishop T., customer experience is based on all experiences a customer has with a supplier of goods or services throughout their relationship with that supplier. [3, p.87]
Customer experience is a common denominator that encompasses the entire set of customer interactions with a brand. Typically, the "consumer experience" begins with the acquaintance (discovery) of the company. Further -the beginning of interaction, ordering, payment, use of a product or service, brand support. At each stage, the client comes into close contact with the company and brings out his unique experience from all this.
In any company, customer experience helps to balance the real needs of consumers. Often, specialists substitute the word "experience" with a more easy-to-understand and close in meaning word - impressions. It comes out that businesses strive to please clients by having good control over their emotional state.
What influences the customer experience:
1. Brand positioning, market awareness;
2. The level of service, communication culture of employed workers;
3. Convenience of interaction, cleanliness and availability of points of sale;
4. Unobtrusiveness of the advertising campaign, work with customer expectations, loyalty policy and more.
Knowing how to effectively deal with customer experience can help increase customer satisfaction and, accordingly, reduce customer churn.
For example, the lobby of the establishment is dirty, there are not enough places to wait in line, the air conditioner does not work in summer, and 60-70% of people say this. Even if you offer high quality services, 2/3 of the customers will have negative impressions of your company. A business owner can argue with this, but if he wants to improve the customer experience, he will have to deal with decorating the hall.
Often times, customer problems are not visible from within the business or do not seem obvious enough to executives to allocate a budget to fix them. Customer experience specialists are involved in the "autopsy" of problems. They study the company "from the outside" and find inconsistencies that hinder the growth of customer loyalty. Such inconsistencies are called “obstacles” or “gaps”. An obstacle is a barrier that prevents a client from choosing a company among competitors in the market, spoils the impression of working with it and does not allow recommending it to friends, relatives, and colleagues.
[bookmark: habracut]Customer experience professionals use an arsenal of tools to identify obstacles. This includes monitoring the reputation of a brand in offline and online space, test orders for services and goods, interviews with employees, etc. By studying customer experience, customer experience managers help the business to become better. For this, various corporate trainings, master classes with staff and managers are held. The term may seem too vague and all-encompassing, because in many ways it is. Customer experience design is responsible for improving this custom experience. Do not be confused by the word "design", it is not about pictures and graphics. 
Customer experience design is designed to improve the quality of customer interaction with the brand at all stages. For example, if a person sees an ad and wants to make a purchase, what conditions should be created for it to run as smoothly as possible? The responsibilities of the customer experience manager are to ensure that the client has only positive impressions after any stage - from clicking on the link to receiving the goods. And then the client will want to strengthen their relationship with the brand or recommend it to their friends.
1.1 Components of the customer experience
The customer experience comprises two components - the user experience and the customer service. The first element is about the area of ​​user interaction with the company's products, and the second manages the customer support and quality of service.
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Fig.1 Components of the customer experience
Accordingly, customer experience is a strategy that allows you to make better the overall impression of a client at all stages of interaction with the company. Should customer experience be managed or not? Better to answer this question statistics:
• Oracle research has confirmed: 77% of top managers are confident that positive consumer experiences are better than any advertising to develop a brand;
• American Express data show that 65% of market participants are willing to pay more if they have a positive customer experience;
• More than 75% of companies, according to Bain & Company, believe they have the best customer experience, while only 8-10% of customers agree.
What is the difference between Customer experience and User experience?
This is probably the most common question people ask when they get to know the concept of customer experience design. [3, p.86] In a nutshell, user experience works with the product, while customer experience works with the brand. A user experience designer is responsible for creating an enjoyable user experience on a mobile app, website, or whatever software the client encounters. A customer experience specialist deals with all the experience of a client's interaction with a brand, that is, his sphere is broader and is not limited only to interfaces. In general, user experience is a part of customer experience.
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Fig.2 Components of the Brand Experience

[bookmark: _Hlk80723016]1.2 Key principles of customer experience design
Every customer experience specialist should know the following points:
• It is important to understand and know the customer journey in all channels
• Customer experience is always subjective, so it must be personalized
• There is no longer such a thing as "exclusively offline customers" - be prepared for cross-channel brand interactions with the audience
• The knowledge that absolutely at any stage of interaction the client can go to the competitor should motivates you to continuously optimize the customer experience of the brand
• Customer experience is directly related to how much money a customer spends in an online application or online store
• It is useful to involve clients in collaboration, seek their opinion and feedback, draw conclusions from them and make changes - such partnerships with a client improve customer experience
• Changes in the customer experience must be made in response to financial data and observations of customer behavior — what matters is how much they spend and how they interact with the brand.
1.3 Laws of creating of customer experience design
This implies three laws of customer experience design:
[bookmark: _Hlk80723370]1. You can't create a quality customer experience without understanding the customer journey
2. Customer experience is not just another abstract term that has nothing to do with the company's income. On the contrary, sales directly depend on it, customer experience can influence it.
3. Customer experience must constantly be optimized so that you are not outdone by competitors.
1.4 Components for creating quality customer experience
So, we have learned the principles that are very important. Now let's move on to the elements that make up a quality customer experience design. Testing can help to assess the current customer experience level or prepare to create a strategy.
1. Availability. This element includes the number of channels, their quality and audience relevance. It helps a company to understand how easy is it for people to find and connect with your brand.
2. Convenience of purchase. It is very important how convenient it is for the client to purchase a product or order a service, whether this process goes smoothly. It also includes the following points:
· relevant goods and prices on the site
· enough information and how clearly it is indicated. The client should be able to easily and simply grasp all the necessary information, get additional help on making a purchase.
3. Convenience of service. How flawless is your service? Is it easy for a client to get advice, contact a manager, and get acquainted with a product or service? The site should have reference materials and an FAQ section. [14, p.184]
4. Personalization. This means that your product solves a specific customer's problem. The person to whom the product is offered feels that it is made especially for him and the product is sold on individual terms. 
5. Nice user experience.  Are your feeds mobile-optimized? How convenient is it for the client to receive information from different devices, are there technical difficulties? Is the interface overloaded?
6. Flexibility of channels. How interconnected are brand channels and how do they share information? Cana client contact you via any convenient channel without worrying that his data will be lost or they will have to be updated again? Is it easy for a client to switch from one channel to another?
2. Qualities of a true professional
5 qualities a true pros should have to create a better customer experience
1. Customer-centric approach
A customer or market-oriented company shares a set of beliefs about putting the customer first. It collects, disseminates and uses customer and competitive information to develop better value propositions for customers. A customer-centric firm is a learning firm that constantly adapts to customer requirements and competitive conditions. [4, p.5]
Don't be confused by the term "customer". For a successful customer experience manager, it is important to mean by the client not only those people who are already buying something, but also everyone who somehow interacts with the brand. Both current customers and potential customers matter. That is, it is important to focus specifically on the target audience, to put it at the forefront. A competent customer experience specialist, first of all, should think about the needs and requirements of the target audience, since all his activities are aimed at satisfying them as much as possible and leaving a pleasant impression. Therefore, he must direct his efforts and attention to the study and understanding of the client, in some moments even put himself in his place, be able to look at the process of interaction with the brand through his eyes. It is imperative to divide the audience into segments, create customer portraits and study them separately, personalizing the approach for each.
2. Ability to look beyond the product

Unlike user experience design, a customer experience designer must look beyond the simple usability of a website or mobile app. He controls all points of contact with the brand and the company, all elements of interaction - from marketing to delivery service. Therefore, knowledge in all of these areas is an added advantage.

3. Skills for solving complex and non-obvious problems. 
Working with customer experience includes problems that require a non-standard approach and high competence. You will hardly encounter simple problems with obvious solutions. All tasks will require attention, time, ability to understand and get to the truth.
4. Ability to work with data
A customer experience specialist should be good at navigating large amounts of sometimes conflicting data, be able to analyze it and draw conclusions. All your own assumptions will have to be tested and supported with reliable data. There is often no place for risk and trying to guess what the client will like best. Even small changes made at random can hurt and leave negative impressions for many people.
5. Continuously improve qualifications
You must understand that user behavior tends to change very quickly. New channels of influence on customers are emerging. Yesterday, your potential customers asked for recommendations from friends, and today they believe the reviews of anonymous users on review sites. New progressive methods of studying the buyer and his experience of using the product are emerging. You should always remember this and not hope that having studied the client's path, you will be able to work with him according to a well-known scheme for an infinitely long time.
3. Customer relationship management
Buttle F. and Maklan S. writes that customer relationship management deals with the core business strategy that integrates internal processes and functions, and external networks, to create and deliver value to targeted customers at a profit. [4, p.15] The same idea supports Bishop T., identifying it with the dynamic process of managing a customer-company relationship such that customers elect to continue mutually beneficial commercial exchanges and are dissuaded from participating in exchanges that are unprofitable to the company. [2, p.3] The aim of customer relationship management is to gather data to enable tracking and analysis of a single customer relationship, as well as the identification of more general trends, says Kalbach J. [13, p.84]

3.1 The main metrics for calculating customer experience
Three parameters are used to analyze and control the customer experience:
1. NPS - consumer activity index. This is one of the tools for assessing customers’ loyalty to the company. The index is analyzed on the basis of customer responses to NPS surveys. The standard formula of the question is: "How willing are you to recommend us to your friends and acquaintances?"
A person can choose from one to ten points and comment his choice. Customer loyalty can be quickly analyzed according to the NPS survey results. Comments can help you to understand what exactly you like or dislike.  The formula for calculating the index is as follows: NPS = the number of loyal customers (%) minus the number of ill-wishers (%).
2. CSAT is an indicator of customer satisfaction. A similar tool with NPS polls, only sharpened for a specific stage of user interaction. For example, CSAT is used to determine customer experience after contacting support or paying for an order. A person is offered three options for an answer: bad, average, excellent. Additionally, there is a field for entering a comment. To calculate the CSAT, you need to assign numerical values ​​to the answers: 2 - poor, 3 - average, 5 - excellent. Next, you need to add up all the obtained values ​​and divide by the number of users surveyed.
 3. CES is a measure of user effort. The task of this metric is to find out how easy or difficult it is for a user to perform a targeted action on a company's website or service. For example, after ordering a product or service, the client is asked to complete a small survey: “Was it easy for you to place an order?”  4-5 variants of answers are offered: “extremely difficult”, “difficult”, “average”, “easy”, “very easy”. In 90% of cases, the easier it is for a visitor to take a targeted action, the better the customer experience.
If you compare the three metrics, you can see the current state of affairs with customer impressions of your company, identify the strengths and weaknesses of the service.
How do you manage your customer experience?
Before disassembling the management algorithm, you should understand who is responsible for the customer experience in the company. This can be a separate specialist, for example, a top manager or an employee of a department. But in order to get a significant increase in customer satisfaction, it is desirable for each department and employee to use customer experience tools.
For example, the following company departments can manage the customer experience:
• Sales department - employees receive feedback from customers, provide information support to customers on further stages of cooperation with the company;
• IT department launches and configures the process of collecting information, analyzing data on consumer activity;
• Marketing, advertising - in most companies, initiatives to improve customer experience indicators come from marketers and advertisers;
• Finance department, accounting department carry out budget control for the implementation of customer experience initiatives;
• Top managers set goals and objectives of customer experience, monitor their achievement, create a clear customer-oriented model in the company. Effective companies involve all employees in managing the customer experience. Today, this approach is not a “whim” of the management, but a necessary condition for successful business development.
3.2 General plan of action
There are many strategies for improving customer experience indicators, but the standard algorithm is as follows:
1. To analyze of the customer experience situation.
At this stage, weaknesses in the customer experience are identified using metrics. In 2/3 of cases, top managers do not know about the true attitude of buyers to the service and products of the company. You can wear pink glasses for a long time, and then face the not very pleasant reality of a high churn of customers. To avoid this, check the metrics for the NPS, CSAT, and CES metrics. It won't take long, but it will help you see the real picture.
2. To connect to work with clients all employees of the company, as well as managers who are interested in the success of clients. In theory, all brand specialists should be focused on positive customer experience, but the company should also have “lighters” or success-managers, for whom customer experience is the essence of all their work.
3. Adjustment of service, products and services taking into account customer feedback. If you received not entirely happy metric values, then the problem is not with consumers, but with your company. Either the service is “lame” or the product leaves much to be desired.
4. Improve LTV indicators, reduce the bounce rate. A positive company experience increases the customer's lifetime value. That is, Lifetime Value increases customer loyalty and, accordingly, business profits. The easiest way to calculate LTV is to divide the income over a period of time by the number of customers for that period.
3.3 Customer experience control algorithm 
A customer experience design strategy will not bring instant results. Preparation for its creation, implementation and bringing to the result takes time.
As mentioned earlier, the foundation of customer experience improvement is the customer journey. Without proper study, it will be difficult to plan and implement actions to improve the customer experience. Therefore, it takes some time, enough attention have to be to collecting information, getting to know the customers and their actions in the smallest detail, as required by a quality customer experience design.
Above, we looked at the overall plan for developing a customer experience strategy. Below is the most common approach to customer experience management used by most organizations in the market:
1. Research and understand your target audience
First of all, you need to understand who your customers are, what they are. Even if you have certain ideas, do not be afraid to question them and analyze them again. No matter how trite it sounds, people are very unpredictable. The way you see your customers (or want to see them) can be very different from the real state of affairs. So get ready to study and be patient. Create 2-5 customer portraits across multiple segments of your target audience. Portraits should include demographic information (gender, age, etc.), client's motivation, pain points, needs and requirements. You should know well what your customers want and how exactly they would like to get it. An effective way to collect this information is to reach out to the target audience directly, conduct surveys and observations, and analyze all the collected information together with a team of specialists. We segment the client audience according to their needs. At this stage, they specifically find out what the buyers want, what motives are guided when choosing the goods and services of the brand. Marketers use a number of tools to segment the target audience: behavioral characteristics, user avatar, customer requests, selection criteria.
2. Formulate the customer experience vision
The "vision" probably seems too vague to you, of little practical use. However, you cannot do without it. You need some basic principles to guide your customer experience design. They can be compiled based on the values, mission and vision of the brand. Reflection of these elements should be in all communications, in all interaction of the brand with the audience. And customer experience is no exception here.
Answer the questions:
- What impression should a customer have from contact with our brand?
- What customer experience do we want to offer based on our mission and values?
 
3.Make a Customer Journey Map

We draw up a customer experience map. For each segment of the target audience, its own customer experience map is drawn up. The paths of buyers of different groups can vary greatly, given the general similarity of requests, so you need to work out each segment separately. The map will help you visualize all the stages that the client goes through when contacting your brand. Take a portrait of the client, indicate his motivation and needs, list all the paths that he will take from the first acquaintance to purchasing a product. Interaction points can be identified using a universal five-element formula:
•Attracting attention – how clients will know about you
• Interest – how does a customer develop interest in your product 
• Contact – how a potential buyer behaves when starting to interact with the brand
• Impression – what emotions, what "aftertaste" remains with the client after contact with the brand
• Engagement – how you will involve the client in further relationships, the transition to the next stage of interaction, up to the target result (transaction) or its repetition
According to the Buttle F. and Maklan S., touchpoints include websites, service centres, warehouses, contact centres, events, exhibitions, trade shows, seminars, webinars, direct mail, e-mail, advertising, sales calls and retail stores. [4, p.170] 
With the help of these elements, you can look at the process through the eyes of the client, understand what pain points he has at each stage, how to manage them. Every touch point is critical in providing service and potentially increasing customer satisfaction. [4, p.28]
Using the map, you can analyze all the points of contact between buyers and the company at all stages of interaction: from acquaintance to repeated contact.
[image: ] Fig.3  Digital Touchpoints 
Based on the developed maps, a model of the ideal customer experience is drawn up, after which it is compared with the existing state of affairs. Further, ways of improving service, products, services are outlined.
4. Create an emotional connection
People value brands that show a “human” attitude towards their customers. The customer has to be treated as a person, and not just a faceless source of profit. In this case he is happy to continue the interaction and ready to spend his money.
Now buyers prefer to be treated in right, appropriate way, and get not just good and qualitative services and goods. Therefore, it is very important to create a strong emotional connection. If you have studied your audience well, this task would be much more easier to fulfil. At this stage, the emotions of the customers are worked out in collaboration with the brand. It is important to create positive experiences, harness positive emotions, and connect with customers at all levels of interaction.
5. Track customer reviews and value their opinion
At this point you should follow what they write and say about your service or products. You don't have to wait for negative reviews, just ask your customers yourself. Place questionnaires at different stages of interaction, send questions by e-mail, ask them on social networks, or call by phone. Just do not be intrusive so that the client does not feel that you are wasting his time unnecessarily in your favor.
Ask questions from the perspective of customer care - you want to improve the service and are open to suggestions and wishes. Remember to also ask what the client likes and not just focus on the negative. Encourage customers for feedback - offer special conditions, discounts and other pleasant bonuses.
6. Analysis and improvement of the customer experience. 
Metrics NPS, CSAT, CES and VLP are used for analysis. The following approaches to measuring customer experience efficiency are also used:
• Polls of general customer satisfaction with the work of the company, service, products;
• Polls on specific events, which are conducted immediately after the events or actions taken;
• Systematic surveys of randomly selected or new customers help you to determine the perception of the brand among "cold" and "warm" customers.


4. The analysis of the customer experience in the American Red Cross
However, understanding the client alone is not enough. It is important to create such content and thus design its location on the pages of a mobile application or Internet portal, so as not to leave the visitor a chance to do otherwise than we expect.
The case study is the American Red Cross, one of the leading community organizations in the United States. Its tasks include supporting victims of natural disasters, teaching the population the skills to save lives, and providing international humanitarian assistance. The success of an organization depends entirely on the activity of volunteers, the generosity and responsiveness of citizens. Therefore, despite its non-commercial nature, the Red Cross is forced to use sales methods and tools from the arsenal of retail companies.
The American Red Cross invited specialists to update the corporate portal www.redcross.org based on the Oracle Commerce platform with the aim of solving two problems - to get more financial donations and recruit more volunteers. The company's specialists conducted a series of A / B tests, analyzed the ratio between the number of visitors, on the one hand, and the amount of donations received and the number of enrolled in the courses, on the other hand. The analysis of results helped to identify the main factors affecting conversion rates. Landing pages of the portal were updated. The most challenging task was to show what drives those involved in charity work, show what donors “buy”, convey emotion and selfless concern for the well-being of others through content and design, and make visitors feel empathic. Changing the page for registering for courses changed the emphasis from registration (which was previously considered apriority) to motivation and a longing to achieve something or become someone.
The layout of the elements on the page was changed accordingly. Relatively small changes in labor costs on the site pages allowed achieving a20% increase in conversion for material donations and 10% for enrollment in courses.
Based on the data, the company’s specialists also managed to improve the sales page for raising money. In particular, a person who wants to donate is able to select several options for the amount of donations. As a result, collection of donations increased by 12%.
In general, the implementation of the entire project enabled the American Red Cross to increase its monthly "income" by an average of 400 thousand US dollars. Namely - by creating a good customer experience, i.e. experience that brings the company material bonuses and allows you to achieve the desired success.


Summary
We have studied customer experience, which is a combination of impressions, sensations and experience of customer interaction with a company. We also learned why the professional management of customer experience is highly valued in the market. It often happens that companies talk a lot and “sweetly” about themselves in words, but in fact do not meet the expectations of their customers. An unsatisfied buyer will carry his negative customer experience to the masses - he will tell friends, colleagues, subscribers on social networks. As a result, the problem grows from a small snowball into a huge ball of negative reviews and customer disappointments. And no PR campaign alone will be able to pull a brand out of the swamp of negative customer experience. This is why the day-to-day customer experience can help connect consumer expectations with reality and to make reality exceed customer expectations.
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