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Summary
The report examines customer experience among two organizations. Monzo and Revolut offer financial and banking services in the field of Information technology. The first part evaluates Monzo and the customer touchpoints including mobile application design, customer service, and quality assurance. The customer and brand experience are also examined for Monzo and relevant recommendations are made based on evidence. The second part critically evaluates the existing literature drawing a discussion on the customer experience theme from the firm’s and co-creation’s perceptive. Revolut has been integrated into the discussion while relevant insights and recommendations have been identified.  
Part 1 (a)
Monzo is a UK-based digital bank that offers its customers banking services through a mobile app; after being founded in 2015. The organization has gained popularity by providing appealing financial services to young customers who prefer a modern and user-friendly banking experience. The organization utilizes debit cards that can be easily managed from the app alongside other financial services including loans, insurance, and investment options. This report will examine Monzo’s customer experience, especially the customer touchpoints and the overall brand experience.


 Customer Touchpoints
Customer touchpoints refer to all interactions that any business and customers carry on throughout the business journey. It begins with the post-purchase experience. Monzo serves as the primary mediator between customers and interactions with the bank.
The online app has been well designed to adapt customers from young to less technology-savvy people. There is a range of services that are offered by the banking institution on how customers can best manage their finances. The user-friendly app has cooperated with instant notifications about transactions that allow customers to get real-time information on how they are spending their finances and the available account balances. The feature of real-time information and updates regarding the account and finances of customers is a crucial touchpoint and has been particularly useful for clients who wish to keep track of their expenses effectively and efficiently.
Another customer touchpoint displayed by Monzo is the use of budgeting features and tools that allow customers to manage their finances. The application has been integrated with a feature that groups transactions automatically for the customers to ensure they can easily track their expenses and budgets on how they are spending their money. The categorization feature is also important because it has assisted users to point out areas of strength and weaknesses by offering the ability for the customers to identify where they can cut back on expenses and save money.
Account management by the financial organization has allowed customers to make transactions such as withdrawals, deposits, and necessary payments from the accounts through the Monzo app. In case of any suspicious activity, customers can freeze their cards directly from their mobile to prevent fraudulent activities. This customer touchpoint allowed customers to gain total control over their accounts increasing their sense of satisfaction and security.
Customer support has been facilitated with an in-app chat feature that allows customers to get in touch with a support agent at any time. The organization has prompt and quick responses to queries and complaints from customers to ensure they get quick help whenever they need it improving the overall experience with the bank. Monzo has therefore established customer touchpoints in developing user-friendly and accessible features while customers are interacting with the banking institution. There is a greater priority on customer control and transparency to help build his overall loyalty and trust.
The online banking institution also provides customer touch points such as social media, personalized emails, and phone calls. Monzo is committed to making customers feel as if they are a part of the organization because of the consistency in the personalized marketing messages and campaigns including newsletters.
 The physical debit card of the bank has been essential to provide an established brand image to customers despite lacking actual headquarters. The functionality and design of the card have been developed to have a positive impact on the customer's perception of the brand. The colors used are bright and bold making it easily identifiable and iconic which develops a visual representation of the brand.
Partnerships and collaborations with other brands and institutions that offer financial and banking services are a customer touchpoint because Monzo aligns its values to enhance customer experience (Lemon, 2016). An example of a crucial partnership for Monzo is his collaboration with TransferWise company to provide international money transfers at lower rates compared to traditional markets. Customers do not have a hard time managing or accessing the funds creating an important touchpoint that has encouraged the company in establishing its brand.
 Customer experience and brand experience
Customer experience focuses on the overall impression clients have towards a particular brand of business. It is built on interactions and touchpoints through the journey between the organization and its customers. Brand experience concentrates on the psychological and emotional response which clients have towards a particular business or brand.
Monzo has built a customer experience with true simplicity, user-friendliness, and transparency. The banking institution focuses on a profound customer experience to improve overall satisfaction towards managing their banking experience with minimal barriers and impediments. The bank has devoted itself to being a trustworthy institution with its commitment to transparency(Lemon, 2016). Customers are not charged for ATM withdrawals within the UK and the organization tries its best to ensure any other fees that a customer might experience are explained upfront. Customers, therefore, feel valued and celebrated as a part of the growing organization building their trust and confidence in the banking institution. Offering some discounts has improved the overall customer experience especially because it saves unnecessary costs for the customers and offers value. The bank has also focused on emotional connections with the customers by personalizing campaign messages and sharing touching stories of how customers have used the organization’s banking services to achieve their objectives and goals. The sense of community has allowed many customers to desire to relate with Monzo, in the banking community, getting inspiration to use more of the bank services.
The brand experience surrounding Monzo is founded on the unique brand identity characterized by the tone of communication utilized by management and leadership together with the coral debit card that sets the company unique with its brand identity. The branding experience of discomfort was improved by the engagement of Monzo among the customer community which has been essential in building a sense of belonging with the customers and promoting the bank services (Nambisan, 2007). There is an online community where customers can freely share their experience, provide feedback and ask questions to the bank. Any queries and complaints are promptly responded to by the management team, making the customers feel valued and engaged throughout the organization's journey, growth, and development. It has been important for the bank to establish a sense of trust with customers by being transparent about security measures, policies, and fees that are expected to be paid by the customers with clear and concise communication. The brand experience that has been improved by the company is called Focus on building and establishing long-term relationships with the customers through their brand loyalty program. The use of customer feedback, data, and Analytics of the brand performance has been integrated to customize services and recommendations that have been tailored to each customer's unique preferences and needs.
Recommendations
The themes of customer touchpoints and brand experience are crucial to the success of Monzo bank. The digital bank will rely heavily on mobile applications as the fundamental touchpoint for customers. It is therefore important for the company to develop an effective functionality within the app, and increase the user-friendliness for purposes of delivering an excellent customer experience.
Customer relationship management theory suggests how customer experience plays a vital role overall. According to the theory, ensuring positive customer experiences is directly proportional to loyalty and advocacy by the customer’s potential prospects (Zeithaml, 2018). Monzo should therefore focus on establishing an organizational culture that promotes customer satisfaction when minimizing the negative experiences that customers experience. The organization needs to focus on establishing long-term relationships with its customers through the CRM strategy.
Customer touch points can be easily used by the banking institution to establish an effective CRM because it is through the online applications that Monzo will engage with its customers and build relationships. Deposits, withdrawals, and other financial transactions are supposed to be effectively managed with the utmost security and transparency to improve the bank's customer service and relationship management efforts. Monzo would set more emphasis on simplicity and transparency as it builds trust and confidence among customers to improve general satisfaction and loyalty. The brand identity of the bank is supposed to create a unique sense of belonging and engagement among customers and enhance the experience and relationship with the brand.
Customer and brand experiences for the banking institution will be improvised to tailor more personalized financial and banking services for all its customers. Personalization is a key component for demonstrating an effective CRM. It facilitates building different decisions and connections with customers through a profound understanding of their preferences and originality. Monzo could therefore integrate the use of data analytics to gain better insights into the customer's behavior and preferences. Data will also provide opportunities for the bank to identify trends and patterns in customer behavior and make necessary adjustments to improve the experience of customers.
Part (b) Critical literature review of customer experience
The phenomenon of customer experience has been vital for many firms in recent years, especially businesses that have been established around the information technology industry. Companies need to improve the overall experience and impression to customers based on interactions across all touch points (Meyer, 2007). Therefore, Customer experience can be understood from two perspectives which are the firm’s perspective and the co-creation perspective which will guide in shaping the overall customer experience for information technology firms such as Monzo Bank Limited and Revolut.
 Revolut is a digital banking and financial services company based in the UK. It provides a range of financial products and services, including currency exchange, cryptocurrency trading, budgeting tools, savings accounts, insurance, and more. As of early 2023, Revolut has over 20 million customers worldwide and has raised over $1.5 billion in funding.
Firms’ perspective
The firm's perspective lay its Foundation on creating and managing the customer experience to achieve the desired outcome for the household. From this standpoint, customer experience is viewed as something that is designed by the organization and delivered to customers at various touch points. Customer service, marketing, and sales are essential touch points that a firm can emphasize to create consistency and a positive experience for customers. From this perspective, Monzo might consider creating a customer-centered approach, especially in designing experiences based on customer interactions with the mobile application that facilitates banking services (Lemon, 2016). Gaining customer feedback to understand their preferences and needs will help the organization in trying to meet expectations. By creating an intuitive and consistent user experience across all touchpoints, Monzo bank will build a strong image and improve customer loyalty. Revolt should focus on designing experiences based on customer interactions with the online applications that facilitated banking services.
According to a study by Pine and Gilmore (2011), businesses should entirely focus on creating experiences that are meaningful, memorable, and engaging with their customers. It is also important for an organization to emphasize creating consistent experiences across all touchpoints in pre-purchase and post-purchase interactions. The recommendation by the study towards businesses is to provide customers with a sense of theatre or entertainment where they are engaged in a world designed to meet their expectations and needs with a further emphasis on designing experiences that are meaningful and authentic rather than superficial. Revolut should provide customers with a connotation of enjoyment where they are immersed in a world designed to meet their anticipations and demands.
Lemon and Verhoef (2016) conducted a study on customer experience designed with Focus and deliberate experience of two customers that align in the branch causing violence. The study suggests that businesses should focus on developing and understanding their customer's expectations and needs by responding, and designing touchpoints and interactions that meet or exceed their preferences and expectations. Businesses need to use customer data and analytics when looking to identify areas of priority, opportunity, and weakness. Customer experience is supposed to be tested continuously to innovate and improve satisfaction levels. Revolut should involve customers in the design process through feedback mechanisms
Co-creation perspective
The co-creation perspective provides more emphasis on the role of customers in shaping their own experiences. Business organizations need to realize that customers are active participants and recognizing the value at present is foundational to achieving success (Gupta, 2006). The co-creation perspective emphasizes that importance of understanding customer needs and expectations including involving them in the delivery of service experience is vital for success. Dwelling on the co-creation perspective, the bank needs to involve customers in the design process through feedback mechanisms such as surveys, social media polls, and focus groups to help the organization gain insights into the preferences in expectations of customers.
Payne et al. (2008) studying on how co-creation in service ecosystems should focus on the role of customers when creating value. The study emphasizes the importance of businesses viewing customers as active participants in the value creation process who are supposed to be engaged back and forth in the design process and service delivery. Engaging customers in co-creation activities such as problem-solving, idea generation, and feedback will lead to increased customer satisfaction and loyalty and particularly the overall business performance.
Vargo and Lusch (2008) developed an article on the service dominant logic of marketing. According to the study, marketing is focused on the idea that all economic activities are fundamental in a service exchange. Businesses should focus on creating value for their customers rather than simply producing and delivering products or services. Recommendations by the study indicate that businesses should also identify the customer as a co-creator who is supposed to be engaged in dialogue, feedback, and value creation process to understand more about their preferences and needs.
Understanding the concept of customer experience from a firm's perspective and co-creation perspective is essential for information technology firms such as Monzo to shape the customer experience in several ways. Information technology firms such as our case study organization bank can easily identify and analyze the various touch present interactions that customers have with the company and make necessary adjustments to improve the overall customer experience. Information collected from customers is supposed to be optimized through interactions and touch points to improve their loyalty and satisfaction. Leadership and management within any organization in the information technology industry play a key role from a fan's perspective on how they should handle customer expectations. Therefore, shaping customer experience from a management perspective should lay a foundation for building trust and transparency, especially for financial institutions.
An understanding from the co-creation perspective will improve the recognition by the organization's management towards customers as active participants in the value creation process. Involving customers in the designing and development process of products and services within the organization improves overall customer satisfaction because the various needs and preferences are identified prior to releasing the end product. The co-creation perspective will also shape the success of an organization because it emphasizes building relationships and trust with customers. Privacy and confidentiality are controversial aspects within the information technology industry making trust and security and major concern (Grewal, 2019). However, integrating the use of the co-creation process and listening to the feedback provided by customers will build strong relationships and improve the advocacy of the brand Anastasia stick customer. The co-creation perspective is entirely focused on producing value that boosts overall organizational performance. Active engagement of customers in the co-creation activities develops a sense of belonging and ownership of the company's success among the customers which is an entirely sustainable business model in the long term.
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