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Part 1 Report
[bookmark: _Toc128914714]Introduction
[bookmark: _Hlk128913589]Customer experience is the way that customers feel or view the entire chain of interactions that take place when they interact with a business or purchase goods or services. If they have a positive image or view of the vendor, brand, or good/service, they are more inclined to come back.
The report will highlight the company Revolut, which is a financial technology and British Lithuanian bank company that offers the services of banking. Nikolay Storonsky and Vlad Yatsenko created it in 2015, with its main office in London. It provides accounts with currency exchange, virtual and debit cards, Apple Pay, interest-bearing "vaults," stock trading, cryptocurrency, commodities, and other services.
The report will discuss the company's customer touchpoints, it is referred to as the Revolut customer contact brand point, from beginning to end. The impact of CRM (customer Relationship management) on the Revolut customer touch point along with the explanation of the four stages of the customer touchpoint. 
The report will also discuss the customer and brand experience, According to Revolut customers deserve furthermore from their expenditures, more visibility, more freedom, and more control. The brand experience is crucial, it delivers results, inspire the audience, and connects various organisations with individuals.  Lastly, the report will discuss the two major experiences from the customer's perspective, and how they shape the experience of the customer for the firms of IT.


[bookmark: _Toc128914715]Section A 
Examine the customer experience of Revolut in the information technology industry based on:
“Customer touchpoints”
The touch point it is contact between the firm and customer at distinct points.
The touchpoint of the customers is referred to as the Revolut customer contact brand point, from beginning to end. That is, customers might find the Revolut business in advertisements or online, look for reviews and ratings, visit the company website, contact the company customer service,ce or purchase at the company retail store (Yegin and Ikram, 2022). The company interacts with customers on several levels and fronts, and all of these customer interactions are a crucial part of sales marketing and branding for Revolut. Studying the journey of the customer and how the customers will interact with the product of Revolut is an essential part of acknowledging how the company product can influence the decision of the customer purchasing and how Revolut can gain customers' attention towards the company offers. The software of customer relation management contributes to the company keeping track of their customers and managing the company sales pipeline, because of which the company's sales have become more effective and easier. On the other hand, while the continuous development of technology has made processes easier, there is no way to automate the human touch fully which is essential for sales effectively (Janssens, 2021). In every step of the company process of sales, Revolut must be making contact directly to educate their customer, inform customers about the company product, and build trust.  
The company views financial services as society's backbone and its objective is to create finances management more user-friendly for as many businesses and individuals as possible. The company began as a solution for people who were facing critical problems. The people were being charged a providential for the exchange of currency. For this reason, Revolut launched as an application that included low exchange fees and also started adding quickly other various services of mobile banking which Revolut customers have been desired (Horn, 2020). The company's mission is to ‘unlock the borderless economic power for each and everyone’ which leads to a platform of holistic finance that contributes to users managing and simplifying their finances. While the company was streamlining the process of financing of million users, to help streamline the asynchronous and remote work processes of the company growing quickly Revolut required a solution, which was the time the company met Slack. 
Salesforce, the customer relationship management global leader announced that they are working with the company, “global financial super app” to help the business growth of Revolut. The business of Revolut was launched in 2017 to provide organisations with the exchange services of multi-currency, acquiring merchant and debit cards corporate to provide them control fully across their finance. The company is now supporting more than 500,000 customers to consume less time on administrative work and focused more time on important tasks (Kunz and Wirtz, 2023). The company will use the technology of salesforce including marketing cloud engagement, sales cloud Einstein, high-velocity sales, sales Enablement, and sales cloud to optimise the business operation of Revolut (Borges et al., 2020). The company is harnessing already the slack power to connect its tools, partners, customers, teams, and greater collaboration unlocking a task from anywhere world. Several technologies together will allow Revolut to grow its organisation sales and streamline processes.  

“Customer experience and brand experience”
Customer experience is the way that customers feel or view the entire chain of interactions that take place when they interact with a business or purchase goods or services .
The customer experience is referred to as all the customer interactions have with Revolut at every stage of the journey the customer. According to Revolut customers deserve furthermore from their expenditures, more visibility, more freedom, and more control (Barbu et al., 2021. Since 2015 the company has been on a mission to meet customer needs. With an armory of amazing products which span spending, transfer, travel, investing, exchanging, saving, and more, the company supper applications have contributed over 20 million customers to gain more from their expenditure, and the company is not yet done. As Revolut continues its lightning-fast growth, they believe that culture and customers are crucial things to continuing the company's success. So far the company has around more than 4000 people within 20 offices, working on the company mission and they are looking for more. The company needs brilliant individuals that love establishing great products, love complexity turning, and love success redefining a disordered world into a beautiful solution of simplicity. 
Revolut team of customer support is the company's public face and provides frontline first-class support to the company's millions of customers. Revolut is also the champion of internal customers, working with the team of products to make sure users remain at the frontline of everything the company does (Singh et al., 2022). Revolut is looking for a skilled manager for customer success to make sure the company is developing products and listening to customers and services based on what the company will hear somebody working with the Revolut team over the business to provide interactions and experiences which drive the excitement of the customer. An individual who will take the experience of the customer to the higher and next level.  
Revolut experience of the brand is referred to as the type of marketing experiential which assimilates an integrated set of circumstances established by the company to influence the customer feeling about a specific product or name of the company (Ramaswamy, 2020). The brand experience is crucial, it delivers results, inspire the audience, and connects various organisations with individuals. Revolut brand begins with solid preparation and a clear strategy. The company is rolling out its first utmost brand campaign, as it pursues its aim to be at the top of global service digital banking. The brand of fintech teased the campaign launch earlier, as the plan portion to expand its marketing investment. All of these plans also involve the further 45 marketers’ recruitment, local marketing teams’ investment, improved expertise of in-house creative, and heavily investing in marketing performance insight and analytics (Chhabra et al., 2021). The company’s biggest yet is a new campaign, which is led to the advertisement on TV, “Your Way In” ambition is to reach a huge amount of UK consumers online, outdoors, or in their homes. As per the Integrated media Global Head Quentin Luce, the company wanted to challenge finance with stereotypes and forecast to consumers how Revolut can shatter into “previously closed-off worlds of money”, that is investing, cryptocurrencies, stocks trading, and making foreign currency payments. Since the company also launched in the United States in 2020, the super app of financing has doubled Revolut's efforts of expansion to establish a platform that provides customers with a single application to handle every finance. 
[bookmark: _Toc128914716]Section B
[bookmark: _Toc127549233][bookmark: _Toc127549294][bookmark: _Toc128914717]Literature review
Information regarding the customer experience
According to Becker and Jaakkola, 2020, Customer experience is regarded as the sum of all interactions that the customer indulges with an organisation over their life with the related company or the brand. It refers to the relationship between the customer and the business or company. Customer experience is the area where lots of fintech companies fail to serve the customer. Revolut and Zopa only operate via the messaging channel for customer support. While other small fintech companies have non-existent customer support. While Monzo has a delighted approach to customer support. The company emphasises great customer experience. Having pathetic customer support generates transparency and helps customers understand the problem they are facing and how to solve them.  
As per Godovykh and Tasci, 2020,Fintech companies can give greater control over their money and financial transactions. Customers like to take matters into their own hands and especially regarding their financial matters. By providing information to the customer, they can gain trust as the customer prefers to have a sense of control over their hard-earned money. Customer feedback is important for an enhanced customer experience. Knowing what the customers think about the company and their services is important for a fintech startup. As a startup, it is important to understand the customer’s sentiments about the services provided by the company (Hoyer et al., 2020). Reducing the use of chatbots as people prefer human touch in their financial matters. Engaging the human touch in fintech is essential for customer expectation as well as customer retention, especially for banks without physical branches. 
Critical discussion on the customer experience perspectives: the firm’s perspective and co-creation perspective 
According to Ameen et al.( 2021), fintech companies are SaaS-based the firm needs to understand their perspective as well.  It is crucial to understand that people worry about their finances. To enhance the experience, good customer service is required for the firm to follow.  Relationship marketing is a way that benefits the customer experience according to the firm's perspective. It emphasises customer retention, customer satisfaction, and lifetime customer support. The critical areas of customer support are to be discussed and sorted out by the firm to retain customers. 
As mentioned by Lee and Lee, 2020, co-creation is a collaborative activity between the firm and their customer preparing a joint design of customer experience services. It involves the customer and firm working together in order to solve the problem. Customer experience is not good in fintech companies. It is generally advised to start the customer experience service involving the customer. As co-creation brings out new viewpoints to help firms find the problems the customers are facing while transacting or sending money. It gives birth to newer ideas to help customers and increase the customer experience. This is profitable for the firm as it enables the firm to retain their old customers. It is said that customer retention is less expensive than customer acquisition. It also saves time and money on research and development as they are getting data directly from their customers. In co-creation customers feel valued as their problems are being heard and they are a part of the creation, enhancing customer experience (Keiningham et al. 2020). The downside of co-creation is that the stakeholder involved in the process of customer experience services would not participate in the process unless it produces something valuable for them. There is a gap between the firm and their customer, so the interaction between them is limited. This gap creates a hindrance for the customer as their problems involving the customer experience will not be heard.

Impacts on the customer experience on information technology firms, whilst relying on the use of these two concepts 
As per Chen et al. 2021, Co-creation impacts the customer experience in a positive way. There are two types of innovation involved in co-creation: user-centered innovation and firm-centered innovation. The user-centered innovations’ benefits are they provide satisfaction to the customer as they are able to work on customer experience and solve the problem that they are facing. For IT companies it is useful as companies are generally worried about feedback and having a good customer experience can be helpful for the customers as well as for the company. Customers are generally awarded cash prizes or royalties if their ideas are useful. It brings a sense of belongingness towards the firm. This engagement is the key factor for a strengthened customer experience with the brand. This creates trust between the customer and the firm, as the customer wants a pleasurable customer experience, and getting it right can help build loyalty. Co-creation brings the customer and firm in a group and this feeling of being in a group can build a stronger customer experience (McColl et al. 2019). Consequently, the design of co-creation provides a sensation that stimulates the customer experience. Customer brand engagement has a positive impact on the experience of the customer with that company. The firm-centered satisfaction generally relies on the firm for their verdict on the ideas. In this innovation firm does what they feel is the right idea for the company, thus it hurts customer experience. 
As mentioned by Shi et al. 2020, firms can have a huge impact on the customer experience. They can have positive as well as negative impacts on the customer experience. Positive impacts are that they can implement many ideas that are useful for the customer. They have a huge amount of money and they can invest in research and development to enhance the experience for the customer.  Information technology firms rely on the customer to develop software’s. Customer feedback is a must in an IT firm. If the customer experience is not up to the mark, then it will be an obstacle for the firm. This creates a bad impact on the firm as they have total authority, and they might create an environment not suited for customers. Hence breaking down the trust of customers and it ruins the reputation of the firm amongst its potential clients.

Recommendations for Revolut 
1. They can achieve this by making sure that their website, app, and other platforms are simple to use and feature messaging that is clear and succinct.
2. Revolut can use consumer information to personalise communications sent to customers, adjusting them to each person's interests and requirements.
3. By being open and truthful with its clients about its goods, services, and costs, Revolut should try to earn their trust. Companies can also take precautions to secure customer data and let their clients know about them. 
[bookmark: _Toc128914718]Ultimately, Revolut can enhance its customer touchpoints and produce a more engaging and rewarding customer experience by concentrating on increasing user experience, customization, boosting customer support, creating trust, and innovating. 

Conclusion 
The report has highlighted the company Revolut customer touch point, That is, customers might find the Revolut business in advertisements or online, look for reviews and ratings, visit the company website, contact the company customer service, or purchase at the company retail store. The report has also highlighted the various customer touchpoints, to help Revolut refine its effort, they have outlined some vital touchpoints. The report has also discussed the Revolut customer experience, which is referred to as all the customer interactions with Revolut at every stage of the journey of the customer along with the brand experience of the company. The brand experience is crucial, it delivers results, inspire the audience, and connects various organisations with individuals. Lastly, the report has displayed information related to customer experience and also the experience of the customer perspective critical discussion with the perspective of firms and co-creation.
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