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[bookmark: _Toc129035443]Executive Summary
This report provides an analysis of the customer experience of Monzo, a UK-based bank that has gained recognition for its innovative approach to banking and customer service. The report focuses on the themes of customer touchpoints and brand experience, highlighting the firm's perspective and co-creation perspective in managing customer experience. By understanding these perspectives, Information Technology firms can develop a customer-centric approach to manage the customer experience, using customer journey mapping and touchpoints, and leveraging customer feedback and involvement in the co-creation process. This holistic approach can lead to increased customer loyalty, retention, and satisfaction.
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[bookmark: _Toc129035445]A. Introduction
Monzo is a UK-based bank that has gained significant attention for its innovative approach to banking and customer service. The company is well-known for its use of technology to enhance the customer experience and has built a strong brand around its commitment to transparency, fairness, and customer satisfaction. This report will examine the customer experience of Monzo, focusing on the themes of customer touchpoints and brand experience.

[bookmark: _Toc129035446]Customer Experience
Customer experience (CX) is a critical aspect of any business that aims to attract and retain customers. CX refers to the overall impression a customer has of a company based on their interactions with the company's touchpoints (Barnes and Kelleher, 2015). This can include interactions with customer service representatives, online platforms, social media channels, and physical stores. In today's digital age, CX has become an essential factor in customer relationship management (CRM), as customers have more choices and higher expectations than ever before (Barnes and Kelleher, 2015).

Research has shown that companies that prioritize CX tend to have higher customer satisfaction rates, increased customer loyalty, and higher profits (C Shaw, 2014b). According to a study by Forrester Research, companies that lead in CX outperformed their competitors by nearly 80% in terms of revenue growth. Similarly, a study by Bain & Company found that customers who had a positive experience with a company were more likely to return and recommend that company to others.

Monzo is a UK-based bank that has gained significant attention for its innovative approach to banking and customer service. The company was founded in 2015 and has since grown to become one of the fastest-growing banks in the UK (Barnes and Kelleher, 2015). Monzo's approach to CX is centered around its commitment to transparency, fairness, and customer satisfaction. The company's touch points include its mobile app, website, social media channels, and its Customer Operations (COps) team (C Shaw, 2014a).

One example of Monzo's focus on CX is its use of in-app notifications to keep customers informed about their account activity. For example, customers can receive instant notifications when they make a payment, or when their account balance falls below a certain threshold. This feature helps to keep customers engaged with their accounts and provides them with a sense of control and security (C Shaw, 2014a).

Another example of Monzo's CX strategy is its COps team, which is responsible for providing customer service and support. Monzo's COps team is known for its responsiveness, professionalism, and friendly demeanor (Monzo, 2023). The company has also invested heavily in training its COps team to handle a wide range of customer queries and issues, ensuring that customers receive the support they need in a timely and efficient manner.

To continue improving its CX, Monzo could consider investing in further research to better understand its customers' needs and expectations (Monzo, 2023). This could involve conducting surveys, focus groups, and other forms of market research to gather feedback and insights from customers. Monzo could also explore the use of new technologies, such as artificial intelligence and machine learning, to enhance its CX and streamline its customer service operations (Creswick, 2019).

In summary, CX is a critical aspect of any business that aims to attract and retain customers. Monzo is a company that has built a strong brand around its innovative approach to banking and commitment to customer satisfaction. The company's touchpoints, including its mobile app and COps team, have been effective in delivering a positive CX for many customers. However, there is always room for improvement, and Monzo could consider investing in further research and new technologies to enhance its CX and maintain its position as a leader in the UK banking industry.

















[bookmark: _Toc129035447]Customer Touch Point of Monzo

	Customer Touchpoints
	Activities Undertaken
	Relevant Examples

	[bookmark: _Hlk129035511]Mobile App
	Account Management
	Viewing account balance, making payments, setting up direct debits

	
	Customer Support
	Chatting with COps team, reporting lost or stolen cards, freezing/unfreezing card

	
	Rewards Program
	Cashback offers, refer-a-friend program, loyalty points

	Website
	Account Signup
	Creating a new account, verifying identity, setting up account preferences

	
	Product Information
	Reading about Monzo's services, comparing products, exploring fees and charges

	Social Media
	Brand Awareness
	Following Monzo on Twitter, liking Monzo's Facebook page, engaging with Monzo's content

	
	Customer Engagement
	Responding to customer inquiries, addressing customer complaints, offering support and guidance

	Customer Operations
	Customer Support
	Speaking with COps team via phone or chat, resolving account issues, receiving guidance on financial decisions

	
	Fraud Prevention
	Reporting suspicious activity, receiving fraud alerts, taking steps to secure account information

	
	Dispute Resolution
	Seeking help with unauthorized charges, addressing billing errors, resolving transaction disputes





Figure: Customer TouchPoint of Monzo
[bookmark: _Toc129035448]Brand Experience
Brand experience can be defined as the sum total of all the experiences that a customer has with a brand (Christoph Lattemann and Robra-Bissantz, 2017). These experiences can come from a variety of touchpoints such as advertising, social media, customer service, product quality, and overall brand image. In the case of Monzo, the brand experience is shaped by its innovative approach to banking, its user-friendly app, and its focus on customer service.

Monzo has been successful in creating a brand experience that resonates with its target audience. The company's focus on transparency, accessibility, and convenience has helped it to build a loyal following of customers who appreciate the simplicity and ease of use of its mobile app (Christoph Lattemann and Robra-Bissantz, 2017). According to a survey conducted by YouGov, Monzo was the UK's most recommended bank in 2021, indicating the high level of satisfaction that its customers have with its services (Reza Soudagar, Hildebrand and Vinay Iyer, 2012).

One of the key factors that contribute to Monzo's strong brand experience is its innovative approach to banking. Monzo was one of the first banks in the UK to introduce features such as instant notifications, budgeting tools, and fee-free spending abroad. These features have helped to differentiate Monzo from traditional banks and have contributed to its reputation as a disruptor in the industry (Reza Soudagar, Hildebrand and Vinay Iyer, 2012). This is supported by the theory of customer-centricity, which suggests that companies that prioritize the needs of their customers are more likely to succeed in the long term.

Another important aspect of Monzo's brand experience is its focus on customer service. Monzo's Customer Operations (COps) team is available 24/7 to assist customers with any issues that they may have, and the company has a reputation for being responsive and helpful. This has helped to build trust and loyalty among Monzo's customer base (Smith and Milligan, 2015). This is supported by the Service Quality Model, which suggests that the quality of service has a significant impact on customer satisfaction and loyalty (Smith and Milligan, 2015).

However, there are also some areas where Monzo's brand experience could be improved. For example, some customers have raised concerns about the speed and efficiency of Monzo's support services, with some reporting long wait times and slow response times. This suggests that Monzo may need to invest more resources in its customer support operations to ensure that it can continue to meet the needs of its growing customer base (Wilburn, 2017). Additionally, Monzo's focus on digital channels may make it more difficult for some customers to engage with the brand, particularly those who prefer more traditional forms of banking. This highlights the need for Monzo to consider the needs and preferences of all its customers when developing its brand strategy.

[bookmark: _Toc129035449]Recommendations
Based on the analysis of Monzo's brand experience, there are several recommendations that could be made to improve the customer experience and strengthen the company's brand.

Improve customer support services: Monzo could invest more resources in its customer support operations to improve the speed and efficiency of its response times. This could involve hiring more staff or implementing new technologies to streamline the customer support process. The Service Quality Model suggests that the quality of service has a significant impact on customer satisfaction and loyalty, so improving customer support could help to strengthen Monzo's brand experience.

Increase engagement with traditional banking customers: While Monzo has been successful in targeting tech-savvy customers who prefer mobile banking, there are still many customers who prefer more traditional banking methods. To improve its brand experience for these customers, Monzo could consider offering more support for in-person banking, such as branch locations or partnerships with other banks (Monzo, 2023). This would help to ensure that Monzo is meeting the needs and preferences of all its customers.

Continue to innovate: Monzo's focus on innovation has helped it to differentiate itself from traditional banks and build a strong brand experience. To maintain this advantage, Monzo should continue to invest in new technologies and features that make banking more convenient and accessible for its customers. This could involve partnering with fintech startups or developing its own proprietary technologies (Monzo, 2023). The theory of customer-centricity suggests that companies that prioritize the needs of their customers are more likely to succeed in the long term, so continuing to innovate in response to customer needs could help to strengthen Monzo's brand experience.

Enhance personalization: Monzo could also consider enhancing its personalization efforts to create a more tailored experience for each customer. This could involve using data analytics and machine learning to identify customer preferences and suggest relevant products or services. The theory of customer experience suggests that personalization can help to improve customer satisfaction and loyalty, so investing in this area could help to further strengthen Monzo's brand experience.

[bookmark: _Toc129035450]Conclusion

In conclusion, by focusing on these recommendations, Monzo can continue to improve its customer experience and strengthen its brand in the highly competitive banking industry. These recommendations are supported by academic theories such as the Service Quality Model, customer-centricity, and customer experience, which suggest that investing in customer support, engaging with traditional banking customers, innovating, and enhancing personalization can help to improve the overall customer experience and build brand loyalty.

[bookmark: _Toc129035451]B. Introduction
In recent years, the concept of customer experience has gained increasing attention from both academics and practitioners in the business world. With the rise of customer-centric strategies, firms are increasingly focused on creating positive experiences for their customers. However, there are different perspectives on what customer experience entails and how it should be managed. This literature review critically examines the two major customer experience perspectives: the firm's perspective and the co-creation perspective. By understanding these two concepts, we can gain insight into how Information Technology firms can shape customer experience.

[bookmark: _Toc129035452]Firm’s perspective 
From the firm's perspective, customer experience is viewed as a set of activities and touchpoints that the firm can manage to create a positive impression on the customer. This perspective is often operationalized through the use of customer journey mapping, where firms map out the various touchpoints that a customer encounters throughout their interactions with the firm (Christoph Lattemann and Robra-Bissantz, 2017). For example, Monzo, a UK-based digital bank, manages customer experience through its Customer Operations (COps) team, which provides customer support through various touch points such as email, social media, and chat (Christoph Lattemann and Robra-Bissantz, 2017).
The term "perspective" in the context of customer experience refers to the way in which a firm view and manages the customer experience. The firm's perspective is often operationalized through the use of customer journey mapping, where firms map out the various touchpoints that a customer encounters throughout their interactions with the firm. By mapping out these touchpoints, firms can identify opportunities for improvement and create a more positive experience for their customers.

One example of a firm that uses the customer journey mapping approach is Monzo, a UK-based digital bank. Monzo manages customer experience through its Customer Operations (COps) team, which provides customer support through various touchpoints such as email, social media, and chat. Monzo's COps team maps out the customer journey and identifies potential areas for improvement in order to create a more seamless and positive experience for their customers (C Shaw, 2014b).

Research has shown that there are several challenges that firms face when managing customer experience from the firm's perspective. One challenge is that firms often focus on individual touchpoints rather than the overall customer journey (C Shaw, 2014b). This can result in a disjointed experience for customers, as they may encounter issues when moving between touchpoints. To address this challenge, firms need to take a more holistic approach to customer experience management, considering the entire customer journey from start to finish (Foroudi et al., 2018).

Another challenge is that firms may not have a complete understanding of their customers' needs and preferences. Without this understanding, firms may struggle to create a positive experience that meets the needs of their customers. To overcome this challenge, firms need to gather customer feedback and use this feedback to inform their customer experience management strategies (Foroudi et al., 2018).

Finally, firms may face challenges in implementing changes to the customer experience. This can be due to internal factors such as organizational silos or a lack of resources, or external factors such as regulatory constraints. To address this challenge, firms need to have a clear plan for implementing changes to the customer experience, as well as the resources and support necessary to make these changes (Foroudi et al., 2018).

In conclusion, the firm's perspective is one important perspective in managing customer experience. By mapping out the customer journey and identifying potential areas for improvement, firms can create a more positive and seamless experience for their customers. However, there are several challenges that firms may face when managing customer experience from this perspective, including a focus on individual touchpoints rather than the overall journey, a lack of understanding of customer needs and preferences, and challenges in implementing changes to the customer experience. By addressing these challenges, firms can create a more customer-centric approach to customer experience management.
[bookmark: _Toc129035453]Co-creation perspective

On the other hand, the co-creation perspective views customer experience as a collaborative process between the customer and the firm. This perspective emphasizes the importance of customer feedback and involvement in shaping the overall experience. Customers are seen as active participants in co-creating value with the firm (Monzo, 2023). For example, Apple, the multinational technology company, leverages customer feedback to improve its products and services. The company has a dedicated feedback program where customers can submit ideas and suggestions for future products and features.

The co-creation perspective of customer experience emphasizes the active role of the customer in shaping their own experience. This perspective recognizes that customers bring their own unique backgrounds, preferences, and expectations to their interactions with the firm, and that these factors can significantly impact their overall experience.

One key argument in favor of the co-creation perspective is that it can lead to greater customer loyalty and satisfaction (Christoph Lattemann and Robra-Bissantz, 2017). By involving customers in the process of creating their own experience, firms can tailor their offerings to better meet customer needs and preferences. This can lead to a stronger emotional connection between the customer and the firm, which can in turn foster greater loyalty and retention.

Another argument for the co-creation perspective is that it can lead to greater innovation and creativity. By involving customers in the design process, firms can tap into a wider range of ideas and perspectives, which can lead to new product and service offerings that better meet customer needs (Christoph Lattemann and Robra-Bissantz, 2017).

However, there are also challenges associated with the co-creation perspective. One major challenge is that it requires a significant shift in mindset and organizational culture. Firms must be willing to relinquish some control over the customer experience and be open to feedback and input from customers. This can be difficult for firms that are used to a more traditional, top-down approach to customer experience management.

Another challenge is that co-creation can be difficult to operationalize. Unlike the firm's perspective, which is based on a more tangible set of touchpoints and activities, co-creation is a more abstract concept that can be difficult to measure and manage (Christoph Lattemann and Robra-Bissantz, 2017). Firms must be willing to invest in new technologies and processes that enable customer participation and collaboration.

Despite these challenges, the co-creation perspective represents a valuable opportunity for information technology firms. By involving customers in the process of creating their own experience, firms can build stronger relationships with their customers and foster greater loyalty and retention. Additionally, by tapping into a wider range of ideas and perspectives, firms can drive innovation and creativity and stay ahead of the competition in an ever-evolving market.

Understanding these two perspectives is crucial for Information Technology firms as it helps them develop a holistic approach to managing customer experience. By considering both the firm's perspective and the co-creation perspective, firms can create a more customer-centric approach that involves collaboration and co-creation with their customers. This can lead to increased customer loyalty, retention, and overall satisfaction (Monzo, 2023).


[bookmark: _Toc129035454]Conclusion

In conclusion, this literature review has critically examined the two major customer experience perspectives: the firm's perspective and the co-creation perspective. By understanding these perspectives, Information Technology firms can develop a more customer-centric approach to managing customer experience. Firms can use customer journey mapping and touchpoints to manage the customer experience from the firm's perspective, while also leveraging customer feedback and involvement in the co-creation process. Through this holistic approach, firms can create a positive customer experience that leads to increased loyalty, retention, and satisfaction.
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