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[bookmark: _Toc118581077]Abstract

[bookmark: _Int_S7NVDCeF]This report is about the chosen company named Revolut and will examine the customer experience and brand experience, the customer touch points and will identify the importance and suitability of these themes in my organization. It will also include a discussion about the importance of the IT-based industry, the impact on customer relationship management and provide some recommendation. Lastly, it will discuss the difference between Revolut’s point of view and their customers co-creation value and how will the understanding of these components will shape the customer experience.

[bookmark: _Toc118581078]Introduction

This report is about the Customer Relationship Management and Customer Experience all around the journey about the company known as Revolut. It starts with the company overwiev, the customer touchpoints where the firm is connecting with the customers. Following, we will talk about customer and brand experience of the above company, the importance of CRM concept. Moreover, we will continue to understand if we can find any challenges in the company regarding the management and customer experience and if it is enough what they are currently doing and, we can try to discover what they can improve in CRM to the closing recommendations. And not at last, a critically discussion into major customer experiences, organisational perspective and customer perspective.

[bookmark: _Toc118581079]Overview of Revolut

[bookmark: _Int_VwoyJkj3][bookmark: _Int_tz6NxHPS][bookmark: _Int_ny3g6el1][bookmark: _Int_YTmhLtUC][bookmark: _Int_PwefIm8S][bookmark: _Int_VmM7f7ey][bookmark: _Int_HoJH3UUx][bookmark: _Int_rFxoEN6C][bookmark: _Int_4avQBT0A][bookmark: _Int_Oqqni4qA][bookmark: _Int_Efdu3GvM][bookmark: _Int_xSrAH9HH]Revolut is a fast-growing fintech start-up which was founded in 2015 and is providing banking and payment services, The owners of the company are Nikolay Storonsky and Vlad Yatsenko and the headquarter of the company is in London and the chairperson of the company is Martin Gilbert. More than 3400 employees are working under this company. In 2019 the company launched a commission-free stock trading service which is provided by Revolut Trading LTD. It is also known as the global super financial application that allows customers to manage their monetary needs and requirements.They aim to provide their customers with better services and data security creating a strong financial stability in the future for the company. The application that they provide offer a detailed and proper understanding of how can be used, a clarity of the transactions and a smooth transfer of the money.They provide a various range of services like prepaid debit cards, fee-free currency exchange and EUR bank accounts . Their services are only available in Europe, but Revolut has already reached 4.5 million customers,1.6 million of which are in the U.K. and in 2018 it had been granted an EU banking licence.
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The touchpoints of Revolut and the ways to connect with the customers

A customer touchpoint is anytime a consumer interact with a brand whether that’s through an employee, a website, an advertisement or an app. A customer touchpoint is like a new relationship: you want to make sure that the customer has a great experience with your company, so they want to see you again. Each customer touchpoint is an opportunity for a company to create an outstanding impression to the customer through a great customer experience.
[bookmark: _Toc118581081]Types of customer touchpoints:

	Pre-Purchase
	Purchase
	Post Purchase

	Social Media Platforms
	E-mail marketing
	Customer service channels

	Digital Advertising
	Direct mailers
	Surveys

	Company platform
	Website check-out flow
	Customer on-boarding

	Customer Reviews
	Conversation with sales and support team
	Surveys



Pre-purchase stage includes all the aspects of customer interaction with the brand. It’s about the customer experience from the beginning of the need/goal/impulse recognition to consideration of satisfying these with a purchase. For example, Revolut’s first customer impact is the advertising by images and colours.
Purchase stage includes all the customer interactions with a brand and its environment during the purchase. For example, online banking and customer service.
Post-purchase stage includes all customer interactions with the brand and its environment following the purchase. This stage includes behaviours such as usage and consumptions, post-purchase engagement and service request. For example, in Revolut you can ask another type of card, change your options and have benefits being a loyal customer.
In the third stage the product itself becomes a critical touchpoint. (Lemon, K. N., & Verhoef, P. C. 2016).
[bookmark: _Toc118581082]Revolut touch points includes.also:

Website – where the customers can find proper information about all the services and products and motivations in using your app for their financial services and transactions.
An alert app – to inform the customers of huge and unexpected negotiations or transactions
A borderless customer-centric platform which feels personal to everyone and will serve as their trusted companion to manage and grow their money (Revolut, www.revolut.com)
Every use of your app or interaction with your website is a digital touchpoint. With the right customer touchpoint and a good system of data collection and sharing you can use touchpoints to have complete picture of your customers.
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Customer experience includes numerous variables, which incorporates a subjective response, following the customer’s interaction with the company, the brand, services and/or products. From a managerial perspective, customer experience can be enhanced by enriching and very attractively presenting a product or a brand. Although companies cannot control customer experience, they can only influence it in a certain measure with the help of various stimuli like visual presentation, adverts on social-media and others that can offer and “sell” the image of the company,

In their study on Brand Experience Brakus, Schmitt and Zarantanello (2009, p.53) conceptualise brand experience as subjective internal responses (sensations, feelings and cognitions) and behavioural responses evoked by brand related stimuli that are part of a brand design. They conceptualise and show that brand experience consists of 4 separate, though related dimensions: sensory, affective, intellectual and behavioural.
Brand experience describes a global effect that the interaction with a brand has on each one individually. Brand experience is mostly subjective and can be extremely different between individuals. For example, at the basic level, a brand experience can be positive for one person and negative for another. It can also take shape in most specific ways, typically in terms of the impression the individual takes from the sum of the brand experience e.g., “passionate”, “environmentally responsible”. Brand experience can be influenced by many interactions, touchpoints, communications and content streams instigated by brands and consumed by people. Eventually, building products and experiences at the intersection of the costumer and business ecosystems will unlock seamless value for both.
Brand owned touchpoints are customer interaction during the experience that are designed and managed by the firm and under the firms’ control (advertising, websites, loyalty programs) such as their motto ‘’One app, all things money’’,and any brand – controlled elements of the marketing mix (review, price convenience, sales) for example in Revolut the fee for transferring international currency is 0.
Recent studies by (Baxendale et al. 2015) and (Hanssens et al. 2014), has shown that advertising and promotion continue to influence customer attitudes and preferences. Moreover. Revolut have changed their promotions and offerings adapting them to the needs of the customers and market requirements, for example their efforts towards the credentials of a bank, the launching of Revolut Chat-an instant messaging feature, Revolut Reader-its first hardware device, a powerful card reader that allow the payments anywhere and they are in a permanent transformation trying to tackle every needs of the customers.

[bookmark: _Toc118581084]Customer relationship management and importance of suitability

CRM is a tool used for sales management, agent productivity and more. The goal of the system is to improve business relationship. The CMR tools will help the user manage the relationship with the customer through the entire lifecycle and at any event.
Creating a good relationship and keeping a track of prospects and new customers is essential in retention, as this represents the main goal of CRM.
A business can benefit from the system as mentioned below in some cases:
For sales, to understand the sale pipelines better. For managers to access information about team members or targets. 
For marketing purposes to run accurate forecasts so they can map the new customers journey from beginning to the end.
Access to public media activity and a record of it, record of conversations made by customer service, any other customer type complains or requests through social media.
All the above are an asset in a company due to their common platform and the lack of that could become an unsatisfactory response for the customer.
As to HR purposes, the CRM platform enhances their ability to recruit and track performance (to speed up registration processes, automatization of candidate management, resource analysing and skill gap identification, all to pursuit the customers success)
The above program required indeed a large team to monitor, guide and adjust implementations accordingly. As any other program, it comes with challenges as stated below:
Lack of required team members – would create a gap in the strategic focus function for the program
Application management – as re-aligning staff to work around people’s culture through day-to-day activities not as an option, but by default.

[bookmark: _Toc118581085]Conclusion

The above raised concerns are those frequently faced by business in the CRM operations. Minor challenged are faced much easier and don’t have a great impact on results. CMR issues should be expected and forecasted to ensure that the solution put in place will deal with them.
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Managing the customer experience also affects the firm. Homburg et al. (2015) specifically mentions the need for firms to develop a customer experience response orientation. Within the marketing literature, there has been extensive attention on customer-centric orientations within firms (e.g., Shah et al. 2006). In a CRM context, Ramani and Kumar (2008) develop a scale for the measurement of a firm’s interactive customer orientation and show that this is positively related to business performance.

The design, delivery and management of the customer experience can be viewed from multiple perspectives : from the firm’s point of view with the firm essential designing and crafting an experience for the customer to receive (Carbone, and Haeckel 2002; Stuart and Tax 2004); from the customer’s point of view or from a cocreation perspective, in which the customer experience is deemed a culmination of a customer’s interaction with other actors in a broader ecosystem, while recognizing the customer’s role in the coconstruction of the experience (Chandler and Lusch 2015; De Keyser et al. 2015; Prahalad and Ramaswamy 2003 ).

The first concern of a company should be the quality of the customer’s experience and as example we can use that Revolut used a bundle of reduced fees to discourage comparison with other online banking companies. In the second stage, the company introduced percentages of bought goods back to the customers. As a final decision, they reduced their card prices and added more benefits along what was already provided. As providing the above benefits, they have managed to retain their current customers and stop the new ones from searching elsewhere.

A customer and cocreation experience could begin with what it is in the provided advert, seen on the website. A successful brand shaped customer experience by embedding the fundamental value proposition in offering every feature (tracking and shipping, 24/7 support online and by phone).
Customers perspective is set in part by their previous experience with other company offerings. Instinctively, the customer will compare the experiences adding their expectations from what the company must provide.
Where customer experience is deemed a culmination of a customer’s interaction with other users in the ecosystem, a cocreation view takes place.
The client has the possibility through the application to shape his needs in brand new ideas that Revolut might consider and futural implement if those are deemed reliable.
The firm’s perspective is a concept that states the overall nature of the company is to maximize profits thus increasing the gap between revenue and cost and surpassing other competitors.
Revolut created value for individuals and businesses by operating a pre-designed approach to customers. They provide a ‘’one size fits all ‘’ service. They redefine the currency exchange and money transfer with more convenience for the customer and lower costs than other currency exchange dealers. It also allows real-time goods and services purchase using the application.
Due to their willing to expand globally and disrupt financial services, Revolut has made an agreement with a partner to reach their goal of the first global financial super app that will enable people to control their finances from the palm of their hand. As a strategic partner, they have successfully helped Revolut in overcoming various strategic and practical challenges, from ecosystem payment to operational reliability and rapid implementations of multiple solutions was critical to Revolut’s success.
[bookmark: _Toc118581087]Recomandations

Thus, Revolut is a growing company, there are aspects that can be improved like the goal to become a physical bank and, they are trying to start the crypto-currency market with lowered fees for users.
From the customer point of view as a Revolut customer, maybe a enhancement of customer service would be desirable helping to create a stronger bond between Revolut and their clients.
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