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Customer experience means the thought process of customers about the company's offerings such as products and services; quality of product; packaging of product; customer care service; etc. It is very important for any company to analyse the customer experience because it helps in the growth and development of the business (Buhalis and Sinarta, 2019) . Positive customer experiences bring loyalty towards the company and also help to retain the customers. There are mainly two types of customer experience: direct customer experience and indirect customer experience. Customer experience is basically the response of customers, which helps to identify the needs and wants of the customers. Monzo Bank Ltd is a UK-based online bank. Its headquarters are situated in London. This company was founded in 2015 by Tom Blomfield. Monzo was one of the earliest app-based banks in the UK (Dewnarain, Ramkissoon and Mavondo, 2019) . This report includes the customer experience of Monzo based on two themes: customer touchpoints and customer experience and brand experience.
[bookmark: __RefHeading__5659_433439854]	Critically analyse the importance of Customer touch points and Brand experience and their impact on Customer relationship Management
[bookmark: __RefHeading__6316_433439854]Importance of Customers touchpoints in Monzo Ltd
	A customer touchpoint is basically any interaction the customer has with the company. This interaction can take place during the time of purchase, after the purchase, or before the purchase (Flavián, Ibáez-Sánchez and OR’s, 2019) . This interaction may be online or offline. This is the whole process of the entire customer journey from start to finish. It helps companies to get to know how customers feel or think about the brand and their perspective towards the company. Some examples are online advertisements, customer reviews, product ratings, etc. I refer to Monzo, which is a bank that all operates digitally. Customer touch points are important because they influence many factors, like sales of the company, customer satisfaction level, etc. The importance of customer touchpoints is discussed below.
	 Encourage customers to make early purchases: It means that customers' touch points before and during purchase with the brand influence the decision of the purchase of the customer from which company they will buy (Foroudi et al., 2018) . In this situation, companies use effective strategies to influence the customers, like advertising, quality, etc. Referring to Monzo, the company does online advertising because this company works only digitally, so it is important to stay active online to influence the customers.
	 Stimulate repeat customers: customer touchpoints during and after the purchase can influence the buying decisions of customers with the same company again. The purchase experience, ease of purchase, and quality of product and services all have an impact on the customer experience. Monzo always tries to give the best experience to all its new and existing customers who use banking services online. Along with that, it made its online working of bank services so easy, which can be easily understood by all individuals and make their tasks easy (Grewal and Roggeveen, 2020) . By this, Monzo is able to retain its customers for a long period of time.
Beneficial to enhance the customer experience: customer touchpoints provided after the purchase provide information about the customer to the company. This includes customer satisfaction and their attitude toward the product or service. In reference to Monzo company, after purchase, the company gets to know about the customer experience, which helps the company to improve their services according to the needs of the customers.

[bookmark: __RefHeading__16543_433439854]	Importance of Brand experience in Monzo Ltd. 
	"Brand experience" means how a customer feels about a product or product while interacting with the brand. Brand experience is subjective in nature because it varies from person to person according to their needs and requirements (Heinonen and Medberg, 2018) . It all depends on the individual's needs. Brand experience is very important for business in this highly competitive market. Some of the importance of brand experience is discussed below. -
	Encourage customer retention strategies: It is not an easy task to get new customers for companies and it can become a costly process also, so companies want to retain their existing customers for a long time. In this case, brand experience helps to learn about the customer's perspective towards the product (Kuehnl, Jozic, and Homburg, 2019) . Referring to Monzo brand experience, it helps to make strategies which improve the quality of products according to the customers.
	Brand experience also builds brand trust because through brand experience, companies improve their services and quality according to the needs and requirements of the customers. A positive brand experience also stimulates customers to buy the product because it builds trust in the brand among the customers.
	 Increase sales and revenue: Revenue and sales of the company will increase as customers who have positive brand experiences will buy again and again from the same brand (Lo, 2020) . When Monzo company provides a good banking experience to its customers, they will recommend it to their family and friends, which increases the sales and revenue of the company.
Enhance brand awareness: Brand experience strategies enhance the awareness of the product and service in the market. Monzo customers' experience with the services of the company will develop awareness about the brand as many people talk about the brand and Monzo is one of the newest banks to provide digital services and is popular among youths.

[bookmark: __RefHeading__25040_433439854]	Impact on customer relationship management
Customer relationship management is a technique used to manage relations with customers. In this, a large amount of data is analysed about the customers to get information about the potential customers. Customer touch points and customer's experience or brand experience create a positive impact on customer relationship management because the company is able to get more information about the customers in detail, which helps to manage relations more effectively. It also helps in the growth and development of the business.

[bookmark: __RefHeading__28232_433439854]	Recommendation for development of the Customer touch point and Brand experience
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	Customer touch points are the journey of interaction between a customer and the product or service. Each customer touch point has its own importance, which is beneficial for companies. Some of the recommendations for the development of customer touch points are:
	Improve customer retention: When companies improve the customer touchpoints, it helps to provide more knowledge about the customers, which makes customers more satisfied and retain them for a long time (Nobar and Rostamzadeh, 2018) . Monzo Company improves their customer touchpoint strategies, which helps the company retain their customers.
	 Increase sales transformation: When businesses map and tap customer touch points effectively, it assists customers in making quick decisions. company, it will boost the sales of the company.
Think about the customers and their needs: It is very important to understand the needs and demands of the customers for the successful development of a business. It is necessary to identify the customer touch point for the business which suits the business best.

[bookmark: __RefHeading__34371_433439854]	Recommendation for brand experience
	 Brand experience strategies are long-term strategies. It is a long-term plan to achieve the long-term goals of the organisation in which companies keep their preferred customers because customers are the most important thing for the organisation (Rather, 2020). A good brand experience should necessitate planning, which begins with understanding the wants and needs of the customers. Some of the recommendations for the development of brand experience are described below: 
	 For the development of brand experience, first companies need to analyse whether they are fulfilling the customers' demands or not. For a better brand experience, it is very important that customers' needs, and demands are fulfilled. Monzo needed to determine whether it should meet customer demands or be the only company capable of improving the brand experience. 
	 Analyse areas for improvement: Companies need to identify the areas where they need improvement for a better customer experience. Monzo was required to assess where the company needed to improve and work on it (Sahu, Deng, and Mollah, 2018). The company gets to know the area of improvement from customer experience and their feedback. This company is able to provide better services to its customers.
To improve the brand experience, companies should adopt the best strategy, whether their results are according to plan or not. If they are not meeting the expectations, then companies need to make changes in strategies for better development of the brand experience.

[bookmark: __RefHeading__42693_433439854]	Critical discussion about customer experience from firms’ perspective and co-creation perspective.
	According to the viewpoint of Bordeaux (2022), a favourable customer experience is significant to the success of an organisation that results in increasing the revenues of the business (Sidaoui, Jaakkola and Burton, 2020) . Customer experience refers to an impression that is possessed by the market share of the brand as a whole across all prospects of the customer's journey. The author has also stated two key touch points that create customer experience, and these include people as well as products or services. Positive customer experience is essential to sustain business growth and also fosters loyalty, encourages brand advocacy, and also facilitates customer retention. 
	 For companies, it is important to ensure favourable customer experience. To ensure this, companies need to stay organised with their work so that when customers visit the store online or offline, the company is able to present the best service and experience to its customers. Along with companies' need to stay connected with their customers to know about their needs and preferences, companies can stay connected with customers in different ways, like providing time-to-time offers to them, staying connected via call or messages, asking customers what they want new, etc. Companies require positive customer experiences in order to grow successfully. Positive customer experience comes when customers feel satisfied with the quality of products and services. Apart from this, while interacting with a brand, it becomes a memorable and enjoyable moment for them.
	Customer expectations have become an important factor for consideration by every organisation. In today's competitive market, it has become very important to retain the customers. For this, companies need to find a defect in their companies and try to solve it as soon as possible. Along with this, it is also important to stay updated with the trends in the market, so the companies are able to survive the competitive market. From just one mistake, customers' experience will be affected, and a company can lose many customers.
	As per the understanding of Schwager and Meyer (2022), firms that monitor customer experience in a systematic manner can take crucial steps towards improving it as well as their bottom line. From the firm's perspective, customer experience embraces each prospect of the offering of the business, such as quality of customer care along with effective advertising and packaging, product or service features, ease of use, and reliability. The author has identified that a successful brand shapes the experience of the customers through embedding the basic value proposition within the products or services' every feature (Ugwuanyi, Uduji, and Oraedu, 2021) . In relation to Monzo, the firm's perspective in shaping customer experience is in such a way that technology within the respective information technology organisation has brought platforms where people of the business communicate with their clients.	
	 As per the knowledge of Tatiana (2019), it unifies communication so that a request from the customer is gotten on both voice mail and mail, etc. In addition to that, organisations like Monzo, which are based on information technology, can connect their customers with the agents along with delivering the context required for solving problems in a quick manner. This made communication easier and also helped in shaping a better customer experience.
According to the viewpoint of Gardner (2022), co-creation greatly shapes customer experience in a favourable manner. From such a perspective, marketers can make use of the process of co-creation itself in order to figure out which tools and strategies speak to customers the most and which promotional actions are worth the investment. Such a kind of collaboration with the customer base permits marketers to understand what sort of content the greatest influence on the intended market-base and which activities has execute a strong emotional connection between the customer and the brand. Moreover, co-creation experience refers to the quality of experience which is felt by the consumers when involved in creative activities, which encourages them to continue as well as makes them motivated to perform their best. As per the understanding of Neufeld (2022), the co-creation perspective refers to the ability that helps in engaging directly as well as enhancing the level of customer experience. In the context of Monzo, the perspective of co-creation within the organisation shapes customer experience through making their customers feel valued as well as engaged within the initiatives of their brand through seeking their feedback and ideas, which are really being received and reviewed on technological platforms. This will assist the company in developing deep brand loyalty as well as becoming involved brand advocates by expanding the reach of its innovation efforts and increasing the likelihood of success of technological market launch.
Customer experience can be improved through co-creation by connecting different stakeholders in the design process for companies to improve the customer experience. The main purpose of co-creation is to include outsiders for growth and development. Through co-creation, companies get new and innovative ideas from outside for the development of new products. Customers are involved in the idea generation of new products in these companies, and as a result, the brand value of the company rises, because customers feel connected and evolution in the company. Co-creation activities are beneficial for organisations in many ways, such as bringing unexpected new ideas, producing products according to the requirements of the customers, improving financial performance, building trust among customers, etc.
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