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Customer relationship management refers to managing the technology systems of the company and interactions to build a good relationship with the customer. IRIS builds software and products that help to increase productivity while scanning and converting the documents. The report will discuss the customer touch points, Customer Experience, Brand Experience and their impact on relationship management. These factors have a negative and positive impact on the company will be discussed. The report will be based on customer relationship management, the strategy process of business of technology and the culture that authorizes the organisation. Developing and increasing the value through understanding and satisfying the needs of the customer will be discussed below. The report will also discuss the critical literature review on the customer experience which includes a discussion of the two major customer experience perspectives: the firm's perspective and the co-creation perspective”. The last theme will discuss the implication of the perspectives of customer experience upon information technology in the UK. 
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The customer touch points are the point of the customer that includes from start to finish. Customers may find the business online and see ratings, and reviews, or contact customer service. CRM involves the single and combined measures of members of the organisation, including customer-facing support from staff and management. CRM is not only a technology but is another way of doing business (Dewnarain et al., 2019). The proper meaning of CRM is the strategy process of business of technology and culture that authorises the organisation to develop and increase the value through understanding and satisfying the needs of the customer. Online management influences us to follow and respond to negative comments and reviews successfully. Every time it is unexpected that the customer leaves bad reviews, online including in the first place (Al-Weshah et al., 2019). In the field of marketing online feedback usually creates a bad encounter and harms the good reputation of the company. In the present world of social influence and viral marketing, the online review has the ability to break a small business of the IRIS technology company in the UK. over 1,000 Europeans and North Americans leave bad comments and reviews, how good experiences inspire them to give instant feedback. 

The kinds of reactions the customer sometimes expects to receive as a result of their evaluation. The various bad comments by both men and women reveal the business simply as the warming to the online community of the IRIS company. 54 per cent of the report is in progress to help the customer in order to make a better decision. While some customers want to help the IRIS company to improve its services and want to share the overall experiences. A few customers seemed to have malicious purposes. The touch point of customers is typically recorded in the map of the customer journey. The touch points of the customer arrive in different places such as it might be through mail, or through any online site. In an aim to improve the interactions between the customer, it is important to understand those interactions. To improve the touchpoints of the customer it is better to understand the needs of the customer. The effect of customer touchpoints is powerful to engage the customer and influence the decision while purchasing (Witell et al., 2020). In aiming to build a good relationship with customers sometimes those ambitions will fail due to bad reviews and feedback through social media. The majority of the customers made an effort to leave a bad review of the IRIS company. The services generally do not expect a response to their comments. In some cases, people even expect the re-payment in the form to promote credit to make up for the poor experience towards the company.  
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Customer experience is the interactions with the organisation over the relationship with the company or with their brands. It is necessary to have meaningful communication with them to make sure their satisfaction and support build a strong relationship with the customers. 
The customer experience has a direct and positive effect on loyalty. The impact of the customer experience of the IRIS company has affected the current and future needs of the customers (Gil-Gomez et al., 2020). While determining the bad experience affects every contact that has with the customer. This influences the decision as to whether they will come back or not. Keeping touch with the customer while managing a good relationship with customers and unexpected feedback as the poor experience will produce a big loss to the company. The customer contacts through a variety of channels which includes a website, email, and so on. The experienced customer of the IRIS company contacts through the various departments such as marketing, sales and service of the customer. The poor feedback and negatives hate comments about the company instantly affect the good customer of the company. Loyalty and support handle everything that has to do with the programs of loyalty to build the storing relationship with customers (Sheehan et al., 2020). Improves the cross-selling and upselling in the sales online and in the stores.   
 
The customer experience will support the company will be a loyal customer in the future as well. The management of the good experiences of the customer leads to a good way in the organisation. Whereas, people judge based on the experience of the company as the highest and the lowest points at the end. Rather than as the average the experience is judged by nobody. The technology of the IRIS has played a vital role and brought choice in different fields such as s shopping, marketing and so on. For example, the UK servicing of the car Kwit fit promise that customer cannot get a quick than a fit fitter of Kwik. The experiences of the customer with Kwik turn out slow and heavy, and then the customer looks to another field of the UK (Teng, 2019). This presents a major feedback in the technology product of the company.  
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The brand experience is experiential marketing that includes a set of holistic conditions created by the company to control the feelings of the customer about the particular product or the name of the company. When customers are attracted to the experience with the brands, they connect emotionally with the product and service equality of the company. While buying the product of the IRIS takes the active process to learn the customer its brand, which shapes the expectation of the company. This business directs the customer to connect, permit and be active to impact the feelings of the customer (Kumar et al., 2022). The attachment of the customer includes positive and negative feelings. Customer relationship management affects the sales of the process. The brand experience anticipates the needs of the customer, which help to gain instant access to the data such as information on the contact history, purchase history and so on. While sometimes if the data excess will work slowly then the brand experience of the IRIS company impact on customer relationship management. The brand's experience of the company helps to improve the products and services but, due to the feedback from the customer, data and integrating of the customer relationship management give a better understanding of expectations from the customer in relation to offering the best product services of the company (Dewnarain et al., 2019).
 Identifying and managing the leads affects the sales process of the IRIS company. For example, the salesforce of the company allows the creation of a new guide in the salesforce that follows the active actions which are based on the sales lead of the data. The major effect of the brand experience is due to feedback by the customer in the salesforce of the IRIS company. The slow access to the data affects the attention and decreases the attention of the customer. The customer starts commenting on online platforms such as email, google and various website of the IRIS company. These factors will effect directly to the brand experience and as well the reputation on online platforms. Thus, the brand experience plays a vital role to make easy in the system of data excess (Wibowo et al., 2020). The feedback and poor comments affect the band experience of the IRIS company.              
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According to Becker and Jaakkola (2020), Customer experience can be simply understood as the collection of the different interactions which are done in between the customer and the employees of an organisation which shows the interrelationship between the customers and the company. Customer experience is considered to be very important for an organisation as it helps the organisation in impressing customers and helps in impacting the different aspects of the customers through their buying journey. Customer experience is considered to be very important for any organisation but there are different aspects of it as well as customer experience varies from organisational type. There are mainly two perspectives of customer experience as per the nature of the firms which are the firm’s perspective and the other is the co-creation perspective. A firm's perspective of customer experience can be understood as that interaction can be understood as the relationship which is created by the organisation. Thai simply related to the different marketing activities and efforts which are put forward by the organisation to be able to connect to the customers and serve them (Xu, 2022). There are many different activities which are carried out by an organisation for ensuring effective and better customer experience which are like external media coverage, word of mouth communication, different advertisements and many more. These are carried out by the organisation for ensuring a better customer experience towards the customers. For example, Bonobos is a subsidiary of Walmart which is an e-commerce giant which sells clothing and accessories (Kushwahai et al., 2021. The organisation enhances its customer experience using the firm’s perspectives through which the organisation introduced glossy and luxurious catalogues for the customers for more attraction and to specifically target their unique audience which is all old school styles.   
As per the thoughts of Roy et al (2022), the Co-creation perspective can be understood as a process where the customers are interested in interacting with the company. This simply includes the different activities like the purchasing lifecycle, the product and services and their experience and the interaction process which are carried in between the customers and the organisation. This type of customer experience is initiated by the customers where the customer came to know about the product and the services with the help of word recommendations, advertising, reviews, social media and many more. Co-creation perspectives of customer experience include all the different factors which are impactful upon the customers and their impression towards the business of the organisation. For example, Netflix is one of the leading video streaming platforms. The number of subscribers of the company increased rapidly over time and it was found that in the year 2011, there were 21.5 million paid subscribers on the other hand it reached 158 million paid memberships around the world in year 2019 (Radu, 2020). The reason behind the success of the organisation was simply word-of-mouth publicity, the quality of the content and the effective customer services presented by the organisation. These are the reasons why the customers were so much interested and attracted towards the subscription of Netflix. This is how the organisation applied the Co-creation perspective of customer experience. 
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According to Rather (2020), Customer experience within IT firms simply looks to be different from other companies and to enhance its value proposition from the other competitors which are within the industry. Customer experience within the information technology firm is considered to be very important as it helps in enhancing customer loyalty and simply makes the work of the employee much easier. The two practices of customer experiences namely the firm’s perspectives and the co-creation perspectives can adversely help the different information technology firms within the UK in many different manners. The firm’s perspective of customer experience can help the organisations in setting a good brand image amongst the customer through the help of different effective customer attraction activities for attracting the customers effectively. There are many different activities which can be carried out by the organisation for getting better customer attraction so that the organisations can provide a better customer experience to the customers. 
Implementing or using the firm’s perspective of providing customer effective experience can help the organisation in showing its efforts towards providing better customer services and experience. This will help the different information technology firms be able to show their efforts to provide effective services to the customers. For example, Blockchain. Com is one of the most popular ways to buy bitcoin, Ethereum and many more services related to information technology. Since the start of the organisation, the company has been using the best possible ways to enhance its customer reach. First of all the organisation improved its quality which has made the organisation one of the safest organisations within the information technology industry. For effective customer service, the organisation uses different strategies like increasing transparency regarding their operations. Also by increasing the results of the marketing campaigns and simply preventing fraud. This increased the customer's loyalty and trust towards the organisation. This is how the organisation has become so successful (Wong, 2022). Implementing the firm's perspective of customer experience can help the organisation in building good fame and position amongst the other competitors. 
As per the thoughts of Pekovic and Rolland (2020), by the implementation of the co-creation perspective, the organisation's value is increased by the customers themselves. This can be understood as the most effective strategy for increasing the customer experiences of the organisation. For example, Darktrace is one of the leading IT forms in the UK. The organisation to be able to provide effective customer experiences simply identifies the weakness of the competitors and then develops the loopholes so the companies and simply being able to provide the exact needs of the customers. This is why the organisation does not focus much on the strategic development of marketing strategies. The organisation focuses on upgrading its services so the customer can be able to be attracted towards the operations and services of the organisation without any issues or development of strategies (Vizlologi, 2022). This is how the use of the co-creation perspective of customer service simply helps the organisation in creating value and also helps in providing effective customer services without any marketing strategies. 



[bookmark: _Toc127629052]Conclusion 
The report has discussed the customer touch points, Customer Experience, Brand Experience and their impact on relationship management. These factors have a negative and positive impact on the company have been discussed. Thus, the three brands' experience plays a vital role in the industry of the organisation. The report has discussed customer relationship management the strategy process of business of technology and the culture that authorizes the organisation. Developing and increasing the value through understanding and satisfying the needs of the customer has been discussed. The report has discussed the critical literature review on the customer experience which includes a discussion on the two major customer experience perspectives: the firm's perspective and the co-creation perspective”. The last theme has discussed the implication of the perspectives of customer experience upon the information technology from in the UK helps in providing effective customer services without any marketing strategies. 
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