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Introduction
The phrase “costumer production” refers to a person’s overall impression and sentiment after using the products and services offered by a certain firm (CX). A costumer’s journey begins before the actual transaction of purchasing a product or service and continues throughout the client’s use of the product, as well as any subsequent or purchases. Whether they are aware of it, all companies that sell products or services to consumers generate customer experience. The concentration on the perspectives and adjustments of consumers is what is meant by the phrase “consumer experience”. No mater how firmly a corporation asserts that it provides superior products or services, the client is the ultimate judge of what constitutes a good or service. In the case of Cazoo, the fact can be observed that the use of effective strategies has enhanced the company’s costumer experience. Therefore, the report aims o analyse the approaches to costumer experience and brand experience within Cazoo. 


















a) Examine the costumer experience of an organisation in the information technology
i. Customer touch points
Cazoo, a European online vehicle retailer that intends to make buying and selling automobiles as simple as ordering any other product online, has partnered with Zetes to improve inventory management, traceability, and visibility as the company expands. Cazoo is one of the businesses in Europe that is expanding at the quickest rate. Since it was established two years ago, the company has sold more than 45,000 automobiles online. Cazoo, an early industry leader in this space, pioneered the practice of purchasing and selling cars online. Cazoo always has thousands of autos available for sale, all company-owned and refurbished, before being listed for sales online, for delivery or collection in as little as three days. Cazoo’s revenue increased by 267% during the third quarter of as the demand for previously used automobiles continued to skyrocket.
Consequently, Cazoo is working with Zetes, a company specializing in supply chain management, to design a flexible and adaptable traceability system to monitor and track cars. At the same time, they are being stored and prepared. Using RFID technology, Cazoo will be able to monitor its inventory as well as the movement of its products in real-time. This will make it possible to locate and safeguard its assets. The company’s offer to costumer’s centres on quick delivery times, open communication, and dependable service; by enhancing the visibility of assets across the supply chain, the company can more simply and swiftly track down vehicles and deliver them to costumers. The technology will improve operational precision and efficiency by enabling operatives to do the precise inventory counts in minutes and connecting fluidly with the system already in place (Murray, 2020). Cazoo can safeguard and fortify its existing solid customer promise while simultaneously realising immediate benefits if they implement the robust solution Zetes offer. Cazoo, the most popular online dealer of vehicles in the United Kingdom, makes buying automobiles as simple as shopping for anything else. Customers should be able to shop with full confidence while using Cazoo’s premium service because it makes purchasing and financing automobiles online simple, uncomplicated, and stress-free for them.
Cazoo is the owner of each vehicle, which is all reconditioned to a like-new condition before being delivered to the buyer or made available for them to pick up in as short as 72 hours. Each vehicle is accompanied by a money-back guarantee for the first seven days, a free warranty for the first ninety days, RAC roadside assistance, and a thorough inspection that covers 300 points. The car is the most important purchase, but Cazoo also sells product called CazooCover and CazooGuard, which provide the costumer with an additional layer of protection. Customers who place a high value on adaptability in their purchases may find that a financing option only available online is a convenient choice when it comes time to buy their next automobile. Cazoo has added three new explainers to its website to aid in the simplification of the benefits of its more complex products and to provide costumers with an increased sense of assurance when making a purchase.
Be The Fox, a creative production firm, is the one that came up with the concept for these internet videos, and they are designed to be fast-paced, contemporary, and humorous-just like the Cazoo brand, so that they can differentiate themselves from the crowd of monotonous product explainers. The advantages of the products are illustrated (rather than described) in the visual narrative in an uncomplicated manner, readily evident, and directly related to the everyday lives of the audience members (Allan and Peters, 2020). 
In December 2019, Cazoo lunched its online service, which enables customers to order a car from the comfort of their couch and have it delivered to their driveway in as little as three days. Customers can either pick up or have their vehicle delivered to their door and always have access to live assistance throughout their search process (Fielbaum, Bai and Alonso-Mora, 2021). The customers will continue to shop with us online even though they have other shipping options to select from. Our CCCs also house our Service Centers, which are responsible for providing after-sales support, routine maintenance, and MOTs. After having recently completed the purchase of the subscription-based service Drover, Cazoo planned to announce the launch of its Cazoo Subscription Business later in 2018. From the moment a customer makes their initial contact with the company until long after they have taken delivery of their automobile, several personnel who engage with consumers will do their utmost best to meet and surpass the expectations of those customers (Lecoeuvre, Turner and Kuppelwieser, 2021). The individual who fills this position will be responsible for reporting to the Customer Experience Director and overseeing the expansion and improvement of the customer service we offer across all our teams that interact directly with our end users.    

i. Customer experience and Brand experience
Cazoo’s mission is to revolutionize the used automobile sales market by offering clients an exceptional, individualized, and one-of-a-kind shopping experience. This will allow Cazoo to become the industry standard. Cazoo was able to accomplish this by placing a strong emphasis on the journey that the client takes throughout all interactions. Several descriptors spring to mind, including “effortless,” “efficient,” and “effective.” The action was caried out in this manner. When it comes to customer service, having an easily accessible and user-friendly website that can be visited whenever and wherever it is most convenient for the consumer is often the initial point of contact. One cannot overstate the importance of being truthful. Most individuals are hesitant to invest because buying a used automobile online is a significant step without first seeing it in person. The website’s developers designed a 3D turntable that rotates around the vehicle and highlights every scratch and dent (Klein-Miloslavich, 2020). 
Cazoo established a stable, high-performing, and regulation-compliant technology stack in time for its lunch by integrating its multiple systems with the help of Twilio Segment despite having just a small number of engineers and data scientists working on the project. Cazoo has the ability, with the help of Twilio Segment, to integrate its history and future client data into a single, reliable, real-time view. Cazoo’s mission is to provide customers in the United Kingdom and Europe with a better overall car-buying experience by enhancing the availability, the quality, the transparency, the convenience of those options, their adaptability, and their sense of calm. Cazoo was established in 2019. It has completed the acquisition of four other businesses marketed more than 25,000 vehicles to clients in the United Kingdom. Cazoo has grown to become the most popular automobile subscription business in Europe with the assistance of these acquisitions. The company now has over 6,500 customers across the United Kingdom, Germany, and France. Cazoo was founded in 2018 and immediately started preparing for lunch when its founders saw a huge opportunity to improve the process of purchasing, financing, or subscribing to a vehicle for UK drivers. 
For Cazoo to make an early impression in the market, needed to immediately start from scratch and design a technological stack that is both fully compliant and high performing. And due to the nature of the company’s operations, it would be required to develop and integrate a broad variety of tools and platforms in addition to managing vast volumes of data, which would greatly complicate the company’s technological infrastructure.
Cazoo did not wish to instrument its stack of platforms and applications individually. In the first phases of the company, it was hesitant to pay for the employment of many engineers whose primary responsibility was to deliver integrations. Cazoo required a method to observe and analyse consumer behaviour to understand customers quicky. This was necessary because there was no market data on which to rely in this unique industry. Cazoo required a method that would allow for the paid collection of data from various sources to give accurate customer insights while still retaining complete control over access.
Bart Schelfhout, Director of Data Engineering at Cazoo, had favourable experiences with Twilio Segment and was aware of the product’s potential benefits in improving engineering capacity and merging multiple system into a unified customer data platform (CDP). Other top leaders had successfully utilized Twilio Segment in the company’s technical and data departments. Cazoo utilized Twilio Segment to facilitate a speedy connection and data management across all online channels. Cazoo’s data engineering and analytics team have begun using Twilio Segment to centralize their data into a single CDP.










b) A critical literature review on the costumer experience
The phrase “customer experience” (CX) refers to the aggregate a consumer’s sentiments, perceptions, and behaviours before, during, and after acquiring a product or service (Lecoeuvre, Turner and Kuppelwieser, 2021). Pine and Gilmore contend that once the commodity, good, and service economies have reached their maximum potential, the final corporate offering should be irreplaceable experience. The four primary types of experiences are aesthetic, escapist, entertaining and instructional.
The components of the costumer’s experience include the costumer’s senses, emotions, feelings, perceptions, cognitive assessments, involvement, memories, spiritual elements, and behavioural goals. The term “pre-consumption anticipation experience” refers to the degree of joy or melancholy one feels in light of one’s anticipation of future occurrences (Vichiengior, Ackermann and Palmer, 2019). In contrast, the term “recalled experience” refers to remembering past events and encounters with a counters with a product or service in the past. According to Forbes, the cumulative effect of various touch points” defines a client’s experience, which defines customer service as “customer experience.” Some companies consider online and social media interactions part of costumer care. On the other hand, some companies prioritize human engagement by utilizing channels such as in-store visits and phone help (Zwiling, 2015).
The six pillars that support a company’s strategy, customer insight, design, measurement, governance, and culture make up a customer service organisation of world-class calibre (Sasni, 2019). If customers believe that a firm has gone above and beyond to give them an amazing experience, they are likelier to buy from that company and to remain loyal to that brand. The degree to which customers are satisfied with their purchases, depends on several aspects. A business’s overall image of a consumer is influenced partly by several factors, including the level of customer service, the level of social responsibility that the brand demonstrates, and the atmosphere created within thin the store. Businesses and brands that want to be successful in today’s market, which is becoming increasingly competitive, need to understand how to appreciate the demand of their customers fully and then give a solution to those needs in a time-efficient and memorable way (Smith, Sochor and Karlsson, 2020). Many customers possess the knowledge necessary to compare and contrast two options completely. As a result, customers look for products and services that can assist them in achieving their objectives. This will give the company an advantage over its rivals in the long run. They worked hard to cultivate a culture of excellence to maintain their competitive advantage. 
After studying how visitors experience their stays at resort hotels, he concluded that providing exceptional services was not enough to win their patronage. To give consumers the greatest possible experience and offer them the best possible service, management should consider the customers’ needs. Customers who have a positive experience with a company’s product or service are more likely to become brand loyal and make additional purchases (Lysenko-Ryba and Zimon, 2021). Advocates of a brand are devoted customers who are vocal in their support of a particular company. Because of this, the client becomes and advocate for the brand, which broadens the scope of the company’s audience. The feedback of already-satisfied customers may affect the perceptions of prospective customers.
Consequently, the same company might provide dramatically different experiences to male and female customers, even though those customers are shopping fort the same brand. Regarding branded apps, male’s most love experiences are relational, behavioural, and cognitive, and effective. The marketing campaign for the app should centre on the emotional benefits that the product offers to appeal to the demographic of female users who are its target audience (Belanche et al., 2021). 
A shopping mall or an area of a city that is hospitable to the pedestrians is the traditional setting for a retail establishment in the modern area. Working in a location that is geographically isolated is an unusual occupation. The support for customers is continual and not limited to just the time of the purchase. This category encompasses everything customers encounter when interacting with a brand, including how such encounters might be influenced. Customer’s perceptions o a brand will, consequently, be influenced by the notoriety of the retail district in which the store is situated. This is an example of how physical location of a store can influence perceptions that customers form about that store. A customer’s attitude about the stores in a town centre may be positively or negatively influenced by their overall impression of the town centre. They served as a model for a town centre administration that strikes a healthy balance between the requirements of the community and those of the commercial establishments. Suppose the town square and the neighbouring businesses relocate to a historically significant location. In that case, they may be able to establish a more personal connection with the people that frequent their establishments. As a direct consequence of this change, consumer loyalty and retention rates will increase across the board and retail outlets. 
An additional fantastic method for providing exceptional service is to find a technique to include the consumer in activity. The human and the physical elements both play a significant role in experiences. Customers are considerably more likely to recall an interactive experience that allows them to participate directly than merely an observational one (Todri, Ghose and Singh, 2020). People participating in the study could more easily recall instances in which they sported a sophisticated driving posture. On the other hand, this may result in a decrease in the quality of service that is delivered to the consumer. Participatory, hands-on experiences can be beneficial not just to the process of value creation but also to the process of value destruction. This refers to a customer’s overall level of satisfaction with the product or service in its entirety. It is possible for managers to change their strategy by considering the aspects contributing to the degrees of happiness or discontent experienced by customers (Alzoubi et al., 2022). An investigation on how low-costs motels treat their patrons yielded completely unexpected conclusions. this includes aspects such us how hot or chilly the room is and how enjoyable the shower is. Budget hotel customers expect only the essential services and amenities to be provided. Everyone involved would have a terrible time if these components were subpar.   



Conclusion
It has seen that the use of effective technologies has enhanced the quality of the organisation’s services; in modern times, online digital technologies have unlocked new opportunities for the organisation. Using effective and innovative technologies has allowed Cazoo to enhance the quality of effective customer experience. In addition, it has also been seen that efficient online methods have enhanced the approaches of the company for e-commerce.  
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