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Customer experience (CE) has evolved from a growing notion to a widely acknowledged reality in terms of both study and practise over the previous three decades. This document will describe how Customer relationship management (CRM) is managing relationships with current and potential customers with the goal of providing better customer service and how CRM can help online companies, such as Revolut, which is a neo bank and financial technology business based in the United Kingdom and Lithuania that provides banking services, to understand customer needs and preferences better, leading to improved customer experience. In turn, customers will benefit from the organization, because of improved customer service, better product offerings, and more efficient and effective responses to their needs.
[bookmark: _Toc129304130]Introduction

The success of a company's offering is more influenced these days by the experience aspect. Meyer (2007) defines customer experience as the internal and subjective reaction that customers have to any direct or indirect contact with a business or company. Although customer experience is a crucial marketing term, there is a lot of fragmentation and theoretical ambiguity due to the increasing number of studies on the subject (Verhoef et al. 2009).
	Customer loyalty has become increasingly crucial in today's service industry. Maintaining high service quality is regarded as vital in the financial services business for achieving client happiness, value generation, and growth (D’Aveni et al. 2010). Understanding the consumer's wants in relation to the product or service is critical for determining the level of consumer satisfaction. Every corporate organisation strives to satisfy its consumers to the greatest extent possible, as customer happiness is the foundation for a company's success.
	In the financial sector, digital transformation has resulted in the rethinking of business models and retail services. The rise of challenger banks has been seen as one symptom of this transition and an example of financial innovation. 'Challenger banks' are banks or FinTech, non-banking start-ups whose operations are based on digital technologies, and which compete with large, traditional banks.

1.1 [bookmark: _Toc129304131]Company background

Revolut Ltd (Revolut) is a provider of banking and payment services. The company provides multi-currency cards and a mobile app with options for peer-to-peer payments, bank transfers, and currency exchange (Revolut, 2020). Moreover, it provides commercial and personal financial services. Also, the business offers services for investment, security, foreign transfers, insurance, and cryptocurrency exchange (Deloitte, 2020). It operates in North America, Europe, and the Asia-Pacific region. Revolut's headquarters are in London, United Kingdom.
Revolut was founded by Nikolay Storonsky from Russia and Vlad Yatsenko from Ukraine, on July 1st, 2015. Revolut was developed to help users avoid transaction costs while travelling abroad. The company tapped into a rising customer need in the connected world of today, where more money is spent annually by foreign travellers. Since then, the company's objective of improving the consumer experience has placed the mobile app at the forefront. It became profitable in time and in November 2020 and had a valuation of £4.2 billion, making it the most valuable fintech company in the UK. (Revolut, 2020).
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Figure 1. Revolut valuation 2017-2021. Source: Sifted, CNBC, CB Insights, PitchBook
Recording to the valuation, in 1 year, the company gained $27.5 billion in value from 2020 to 2021.
1.2 [bookmark: _Toc129304132]Customer Experience

Nowadays, bank customers are becoming more and more concerned about transactional ease and speed. Good customer experience is one of the characteristic elements of the functioning of challenger banks. Customer experience management, or CEM, is the practise of organisations reviewing customer comments and data analysis to evaluate and enhance customer experience and loyalty (King and Johnson, 2023). CEM enables companies to develop goods and services that better satisfy consumer needs by assisting them in understanding the customer experience. Customer experience has gotten a lot of attention in marketing research and practise during the last ten years. Business leaders consider that the customer experience is crucial to a company's competitiveness (McCall 2015), and marketing academics refer to it as the fundamental foundation for marketing management (Homburg et al. 2015; Lemon and Verhoef 2016). According to several studies, a company's offers are reflected in the customer experience (Pine and Gilmore 1998), however, some describe it as client reactions to business-related interactions (Homburg et al. 2015; Lemon and Verhoef 2016; Meyer and Schwager 2007). In contrast to some researchers who confine the scope of customer experience to certain contexts like service interactions or retail settings (Kumar et al. 2014; Verhoef et al. 2009), others see it as expanding into all aspects of customers' lives (Chandler and Lusch 2015; Heinonen et al. 2010). The "experience" construct was developed because of subsequent contributions to client purchasing behaviour (Howard & Sheth, 1969). Revolut company strives to provide the best customers experience despites of highly competitive market. 
The first step toward managing the customer experience in an organization, is recognizing the clues it is sending the customer. The company use customer input to enhance the customer experience in a variety of ways, from better customer service to product redesigns that better suit consumers' demands (Revolut, 2021). In addition, they analyse consumer data to spot patterns and create plans that increase client pleasure and loyalty. The company brought the innovation in this line, using the power of gamification, the app focus to optimise the customer experience. Gamification is the deliberate practise of adding game-like elements to any digital experience to increase user engagement, drive loyalty, and increase user activity. It transforms user, client, fan, and employee data into usable behaviour that advances corporate objectives. A recent study shows that majority of users are young consumers, between the ages 25 and 34 (see Fig.2), and this strategy helps to maintain the consumers and attract new customers, as involves contemporary methods of applying them, like sign-up videos on Instagram stories, or leader boards that motivates students to complete onboarding, also lotteries and rewards with points, which help to enter in a raffle to win huge prizes. Vishaal Vadher, senior product owner at Revolut says: “We want our customers to be rewarded for choosing Revolut as their everyday financial partner and to have the chance to win great prizes while they already benefit from many other innovative features.” 
[image: ]
Figure 2. Revolut user’s age distribution. Sourse: Similar Web
Customer relationship management (CRM) is a widely used term in the business world that refers to a system of strategies and techniques that businesses use to manage interactions with current and potential customers. As Bill Gates famously said, “Your most unhappy customers are your greatest source of learning.” CRM is important as it helps businesses understand their customers’ needs, preferences, and behaviors to create better experiences.
Revolut's customer relationship management platform is revolutionising how customers interact with their money, empowering them to manage their banking experiences and make wiser financial decisions. "We are devoted to putting our users first and creating solutions that are simple, transparent, and easy-to-use, so that anyone can manage their finances with confidence," said Nikolay Storonsky, founder and CEO of Revolut.

1.3 [bookmark: _Toc129304133]Customer Touchpoints

Touchpoints are considerate all customer’s interactions or experiences with a brand or product, from their initial contact through their after-purchase behaviours (Thomas and Sullivan 2005). A customer journey map, which illustrates the customer's trip and the processes taken to remedy an issue, is generally used to quantify them (Neslin et al 2006). Touchpoints give us a means to gauge consumer loyalty and satisfaction. As Dhebar (2013) sustains “Every company gets in touch with customers in different ways at different touchpoints. In the same time Lemon and Verhoef (2016) define touchpoints as “distinct points in the experience of contact between the company and the customer, including cognitive, emotional, behavioural, sensorial and social components”. Companies like Revolut interact with their customers through a multitude of channels and media, which make the contacts even more complex. Revolut interacts with customers using a variety of customer touchpoints, including customer service agents, evaluations of customer opinion, data analysis of client information, product redesign, and more. Revolut can better understand its consumers' demands across all of these customer touchpoints, which leads to higher customer happiness and loyalty and eventually better products and services. The analytics show that Revolut is interacting with consumers 0.8% through social and 99.2% through internet, results that their way of connections with customers is by using different channels of communication, such as mails, social media by distributing their paid commercials through the most popular platforms as LinkedIn, YouTube, Facebook and others, direct messaging, and live chats. 
1.4 [bookmark: _Toc129304134]Brand experience

“A promise that is honoured constitutes a brand”, based on Keller's theory of brand equity. A brand needs to stand out, show that it is relevant, inspire trust in its ability to deliver, and finally please the customer. Brakus et all (2009) sustain that “Brand experience is conceptualized as sensations, feelings, cognitions, and behavioural responses evoked by brand-related stimuli that are part of a brand's design and identity, packaging, communications, and environments.”
Revolut's brand experience is all about making finance simpler, more transparent, and more accessible (Revolut, 2021). Their mission is to help people around the world use their finances in smarter and more straightforward ways, while making sure they are always in control. Revolut's customer experience is focused on providing a secure and user-friendly platform, as well as easy-to-use tools that provide customers with more control and visibility over their finances such as an intuitive sign-up, they are going straight talking about how secure their app is, because security is the top factor that determines the digital trust, also a clear and motivating onboarding process, easy payments, and rewards with points, history of transactions, which  is essential and give the customers a sense of control, personalized push alerts, such a brief greeting when you return from vacation or a business trip, strengthen client relationships. Makes sense for the user base of Revolut!
1.5 [bookmark: _Toc129304135]Discussion and Findings

Digitalization and technological innovations in the financial services market made it possible not only to save resources, accelerate processes, reduce costs and reduce process irregularities_ but  above  all  to  build  competitive  advantages (Bataev et al., 2019; Gomber et al., 2018). Revolut is a modern, transformative bank that is transforming the banking industry with innovative services and technology. For example, their simple and intuitive payment solutions allow customers to manage their finances in real time, making it easier to save, transfer, and spend money with greater control and convenience. As Revolut's co-founder and CEO, Nikolay Storonsky, said, “Our mission is to change the way that people think about and use financial services – we are working tirelessly to make banking better for everyone.” Customers are quite happy with Revolut's simplicity, accessibility, and affordability. Their goal is to improve banking, and we work hard to give each of our clients a wonderful experience so they may succeed in reaching their financial objectives.
Challenger banks' operations, and Revolut in particular, help to lower the barrier to accessing a variety of financial services. Retail clients with tiny amounts of money, typically youthful, less educated, and low-income customers, had few options for diversifying their investments up until this point (Goetzmann & Kumar, 2008).
1.6 [bookmark: _Toc129304136]Conclusion and Recommendations

Considering that Revolut offers their customers a modern, innovative way to manage their finances and their intuitive payment solutions, cutting-edge customer relationship management technology, and effortless customer-centric touchpoints make it easier to save, transfer, and spend money with greater control and convenience. Anyone looking for a easy way to do financials, are advised to take advantage of Revolut's services to simplify their financial experience.
2.1 [bookmark: _Toc129304137]Critical literature review on the customer experience

Customers' experiences have become the one factor that matters the most in helping businesses succeed across all industries (Peppers and Rogers 2005). Then, customers are viewed as engaged users who combine resources from many players to co-create their experiences (Helkkula & Kelleher 2010; Sandström et al. 2008; Vargo & Lusch 2008). (Borowski, 2015) said “Customer experience can  be noted as  ―the  quality  of  all  of  a  consumer‘s encounters  with  a  company‘s  products,  services, and  brand”. Building outstanding consumer experiences, according to Jeananne Rae, is a complicated enterprise that involves strategy, technology integration, organising business models, brand management, and CEO commitment (2006). According to Tamas Jonas and Janos Kovesi (2010), any firm that offers services must recognise the importance of listening to its clients. According to (Lund, 2018), 75% of customers say they are more likely to buy from a company that knows their purchase history and recommends products based on their previous purchases. Thus, CE might be viewed as a subjective phenomenon that the company cannot fully control (Verhoef et al. 2009). In IT industry, Vargo (2004) claim that technology aids in value co-creation "by enabling the sharing of information within and across service systems”. Also, it has been stated that value co-creation is a crucial component in providing better services, as providing services, as opposed to producing items, is the basis of economic exchange.
Researchers have traditionally approached CE from two different angles: organizational and consumer perspectives.
2.2 [bookmark: _Toc129304138]The firm’s perspective

The fundamental tenet of the organisational perspective is that businesses can plan experiences for customers, and as a result, control those experiences (Eid R. 2013). This theory is a business organization approach which is obliged by competitive conditions to adopt a philosophy of marketing or customer-oriented management (Foxall, 1999, 2018). Therefore, McColl et al 2015, sustain that understanding customer demands and preferences is often a firm's first step in creating services or solutions that will best help customers achieve their goals. It investigates the types of connections that hold the company to its stakeholders (Foxall 1999). Comparably, interactions between the firm's consumers and consumer communities play a crucial role in the co-creation process (Prahalad & Ramaswamy, 2004). By having broad understanding of the economic behaviours of important stakeholders, this strategy enables corporate organisations to build and maintain their competitive advantage (e.g., customers)
According to Revolut's website, "Our mission is to make money work for everyone, everywhere. We’re using the latest technology to provide the best financial services to everyone in Europe, empowering our customers to own their lives and gain financial freedom. We are building a global financial platform to fulfil our mission and make sure everyone can access the best financial services they need – regardless of their location, income, or lifestyle" (Revolut, 2021).
[bookmark: _Toc129304139]          2.3 The co-creation perspective
	
Prahalad and Ramaswamy (2004) describe co-creation as: “co-creation is about joint creation of value by the company and the customer. It is not the firm trying to please the customer, and co-creation is creating an experience environment in which consumers can be active dialogue and co-construct personalized experiences; product may be the same, but customers can construct different experiences”. The consequence for the firm is that the customers become a new source of competence, consisting of the knowledge and skills they possess, the willingness to learn and experiment and the ability to engage in active dialog (Prahalad and Ramaswamy (2004). According to Galvagno and Dalli (2014) and Mustak, Jaakkola, and Halinen (2013), co-creation is frequently described as a contextual phenomenon involving multiple actors in both horizontal (between customers and/or other stakeholders) and vertical (between providers and customers) co-creation relationships.
A customer-centric view of the customer experience moves away from the goals that customers have for their lives and sheds light on other factors that influence the customer experience, such as customer-owned touchpoints, social touchpoints, multiple actors, institutions, and institutional arrangements (e.g., Akaka et al. 2015; Lemon & Verhoef 2016). As a result, an empirical research of customer experience from a customer-centric viewpoint ought to be able to capture how customers interact with these components in their daily lives.
The co-creation viewpoint emphasises a collaborative approach to the customer experience by involving customers in the design, production, and delivery of goods and services.
According to Revolut, “We strive to create the most beautiful, intuitive, and sophisticated customer experience… We look for the perfect balance between convenience and customer trust and rely heavily on user feedback to improve our products” (Revolut, 2021). This emphasis on user feedback as part of their customer experience suggests a customer co-creation approach.
Conclusion

In conclusion, understanding the firm's perspective and the customer co-creation approach will help an Information Technology firm better understand and serve their customer's needs. Such an understanding would promote an exchange of information between customer and company, helping the firm create customer-oriented products and services. It would also help the company incorporate customer feedback in the development cycle, leading to improved customer experience. The user experience can be greatly enhanced by co-creating value, particularly in online banking. 
Effective customer experience can benefit both customers and IT firms in various ways. Customers may benefit from improved satisfaction and loyalty, as well as better products and services that meet their needs. IT firms, on the other hand, may benefit from better customer loyalty and satisfaction, increased brand awareness, increased sales, and higher profits. For example, Microsoft Corp. has been able to improve customer satisfaction and loyalty through effective customer experiences, such as providing technical support, instructional videos, and customer feedback features (Buttler et al., 2020).
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