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Introduction 
Customer experience includes various aspects of a firm's customer care quality, packaging, advertising, service and product features, reliability, and ease of use (Meyer and Schwager, 2007). The customer experience can be defined as the impression of the consumer's buying journey on the brand or company. The customer experience is focused on the relationship between the consumer and the business. The organisation chosen for this case study is REVOLUT. Revolute is a financial technology organisation that offers the service of banking to most people all over the world. It was founded in 2015 and has its headquarters in London, United Kingdom. It is a privately held company that renders baking services in order to attain success, goals, and profitability for the company. (revolut.com/ 2021). This case study aims to examine the customer experience of a company in the information technology industry. and the importance of customer touch experience and customer experience and their impact on customer relationship management. This research will also look at how understanding the customer experience perspective can help a company shape their customer experience.

The customer experience of an REVOLUT  in the Information technology Industry
"Customer touch points  These are the points where a consumer directly or indirectly interacts or contacts a brand. The interaction can be offline or online by the consumer. The consumer touchpoints are opportunities for the company to satisfy the consumers, making them repeat customers and turning them into advocates for the company. Marketing messages, promotional tools, point of purchase, word of mouth, viral marketing, walk-in to store or telephonic inquiry, company event, E-commerce, thank you letters, subscription renewals, and so on. (Polley and Dagli, 2021) Also, on the basis of the buyer's journey, there are three types of customer touchpoints: pre-purchase, purchase, and post-purchase. Customer touchpoints play a critical role in the company. It is essential for the company to understand the factors which can influence the consumer's buying decision and how the company can change that to the benefit of the business.
The importance and suitability of consumer touchpoints with relation to REVOLUT are as follows: by studying these, the company can influence the experience and perception of the consumers. Knowledge of consumers' interactions with the company can assist Revolut in developing better business strategies. This will also help the company to get a higher return on investment from marketing by reducing resource wastage, which in turn increases the ROI for the firm (Bosma and Dessart, 2022). The customer touchpoints knowledge also increases the brand image of the Revolut company, and the brand can change the customer perception through the touchpoints. The company can capitalise on the opportunity of these touchpoints to optimise their consumers' journey. The REVOLUT company can use the thank you letters and also digital marketing content such as blog posts, infographics, and promotional videos to engage with customers. It can also ask consumers to review its food delivery services. Customer relationship management refers to the technology that manages a company's relations and interactions with its customers. The companies follow some guidelines, practices, and principals while interacting with consumers that are known as CRM. The customer touch points impact on Revolut's customer relationship management in the following way: the knowledge of different touchpoints allows a company to enhance the consumer experience. This can also increase the company's efforts to map users' journeys and deliver better products. The REVOLUT can use these touchpoints to get an understanding of the user's interaction with a product or brand. Understanding these also helps companies to build strong relationships with consumers, which helps to increase brand loyalty and customer retention. Through these touchpoints, the company can also improve their automated messaging in CRM (Tran-Thien-Y and Chen, 2022). The company can use the touchpoints to deliver better marketing strategies and increase sales. Also, these touchpoints can help companies forecast the data The REVOLUT can use these consumer touchpoints to improve their brand image, shift customer perception in their favour, expand their customer base, and boost customer loyalty. 
Customer experience focuses on the customers, while brand experience focuses on the potential and current customers. The customer experience includes the various aspects of a company's offering like packaging, quality, product etc. And the brand experience includes every aspect, for instance, product launch, company's direct marketing efforts, big-scale campaigns etc. The customer experience and brand experience are important for the company in the following way: a positive customer experience helps the company to retain and keep its customers (Calmejane, 2021). One negative experience of a consumer can lead to a lifetime loss of that consumer, and this can also change other customers' perception too. To increase and retain customers, REVOLUT should provide the best possible customer experience. This positive consumer experience also helps the company to increase its brand loyalty. The satisfied customer provides more revenue to the business than the others (Bishop, 2018). The Revolut should focus on the satisfaction of the consumer to increase its sales and revenue. A good customer experience can be provided by the company in the quality and service of the product and also in the invitation to engage with the brand by the customers. These can generate word-of-mouth publicity for the company and result in a larger potential consumer base. The customer experience helps in driving customer satisfaction in the long term. This also turns customers into advocates for the company, which leads to a larger customer base and competitive advantage for the company. The brand experience can vary, and it is subjective to every customer. This is a bundle of perception and sensory inputs like smell, touch, hearing, taste, sight, etc. The brand experience is essential for the company in the following way: it inspires consumers to purchase the product or services. The REVOLUT can work on improving their brand experience and converting potential customers into customers. This also helps the company connect with the customers and deliver positive results. A positive brand experience can build a long-term relationship with the customer (Beccanulli, Biraghi, and Gambetti, 2022). The REVOLUT should invest in creating memorable and impressive experiences for customers. This can help a company to influence the consumer's pre-purchase behaviour and turn that to their favour. The REVOLUT company should also focus on consistency of the brand. This will help the company to increase brand recognition and create a lasting consumer relationship. The company can create a positive brand experience by engaging in the senses, participation in the events, participation in the popular cultures of the serving regions, personalisation and being responsive to the consumers. The brand experience and consumer experience impact the customer relationship in the following way: for a better consumer experience, the company has to build a robust customer experience. The consumer experience impacts the organizations' marketing, sales, digital commerce, customer service, and field service. The REVOLUT can focus on customer value and satisfaction, as well as strengthening consumer relationships, lowering transaction barriers, and lowering the cost of providing a smooth consumer experience (Smith, and Zook, 2019). The company can also study the consumer's insight, culture, journeys, and voice through feedback.

A critical literature review on the customer experience
Customer experience is the measurement of the performance of a business or entity through the eyes of customers, which will help any business to make changes in their operations and activities in order to satisfy the needs of the customers. Customer experience will help a business to retain its brand loyalty and acquire a good customer base. The customer experience perspective includes firms' perspective and co-creation perspective. With reference to REVOLUT   which is a banking service platform that serves as an intermediary between customers and banks, has a great market share and is one of the fastest growing companies in Europe. It allows customers to compare different offerings and order meals from different restaurants through a single restaurant. As a technology-driven business, creating the best online user experience is a top priority for the company (Mishra and Mukherjee, 2019). This is especially true when the company interacts with different customers through digital touchpoints in multiple channels and media.
With the rising competition  REVOLUT wants to develop loyalty among its customers by creating a consistent and aligned customer experience programme. The company has had interactions with Medallia and made a close collaborative which operates as an extension of the internal team to roll out the voice of the customer programme. The company has incorporated Medallia Text Analytics to capture the voice of consumers. The company puts a lot of effort into making sure that the services are tailored to the needs and expectations of the customers. This will help them have a wonderful experience.
Co-creation is the practise of collaborating with other stakeholders to guide the design process. Co-creation is a technique that helps the organisation improvise its services as per the needs and expectations of the customers. Companies mostly opt for co-creation by involving customers in the new products and service development process. The objective of co-creation is to acquire good customer experience. It impacts the behaviour of customers in a positive way by putting its resources into innovations in accordance with the demand in the marketplace. It focuses on user-centered innovations by identifying the user needs in the market and helping to develop them. The importance of co-creation is access to greater creativity, expertise, and passion within an enterprise . It is the basic practise of collaborating directly with peers in the design and development of an innovation with external groups (Adisaputra, 2019) . It promotes willingness to help and participate in different communities together. Co-creation helps in further engagement and learning of the customers, which will help to increase the role of companies towards their customers and help develop the services as per their needs and preferences. An organisation that is customer-centered and promotes different acts and strategies in order to attain a good marketplace and share that will help an organisation succeed in their activities and functions.
It is particularly important to understand both the company and co-creation perspective when it comes to developing and understanding the way customer experience works for a particular brand or company. When it comes to REVOLUT  its entire market segment, which is retail, is thoroughly dependent upon the quality of customer service initiated by the company as retail is a customer-dependent market segment (Beka and Cenko, 2019). The business model of REVOLUT, which it has used to achieve major market success, is dependent upon customer outlook and the value provided to them as it is based on a platform to consumer model. The food that is delivered by REVOLUT with the help of its extensive delivery network is not manufactured or cooked by the employees or personnel of REVOLUT . The finished, cooked product that is sent to customers is made by working with different restaurants and food suppliers to create different lines of food and drinks that appeal to a wide range of tastes in the UK.Understanding how the company gets customer feedback through its products and operations helps the company make its processes more efficient.
One of the major reasons why REVOLUT has become massively successful in the market is through its ability to successfully meet the diverse demand of the taste buds of the UK’s population, as the firm delivers food ranging from all sorts of diverse cuisines. The major customer experience that the firm provides to its target audience is the sheer variety of food and beverages that can be obtained from the comfort of their homes. On the other hand, co-creation is also a perspective that is worth understanding, especially for IT solution companies such as REVOLUT  as with the help of co-creation, a firm can make major improvements and deliver concrete solutions aimed to alleviate customer pain points in the market. Since REVOLUT is a major IT company with a big and loyal fan base, it has to make diverse options available on the mobile application along with the company website to make the process of customer retention and attain organic traffic in the most consistent way possible (Ramos, and Matos, 2019). Co-Creation helps take advantage of this fact as the large target audience of companies like REVOLUT frequently gets subjected to various surveys and feedback forms by the company where their feedback is considered for service delivery improvement. IT companies undergo various changes when it comes to market technology as the advancement in technology is being registered at such a rate that business operations of companies like REVOLUT get outdated just in a matter of a few months, if not years. It is here that understanding of both the firm’s perspective and the co-creation perspective of customer experience becomes particularly important in order to understand how to service the community in the best way possible while keeping the company financially stable and healthy for the long term (Suppatvech, Godsell, and Day, 2019). One such major example is REVOLUT  expanding its mobile service internationally and experimenting in locations like Qatar using advanced service delivery.




CONCLUSION
From the above case study, it can be concluded that understanding the customer experience is essential for the company in order to enhance the customer experience. The customer touchpoints provide the opportunity for the company to enhance their customer experience. The company can use these touch points to influence the behaviour of the consumer and make them purchase the products. Brand experience and customer experience help companies to create new and potential customers. This also increases brand loyalty for the company. The positive consumer and brand experience also leads to word-of-mouth publicity for the brand. The customer touchpoints impact the customer relationship management in mapping the user's buying journey. Also, these points help companies build strong relationships with their customers. The customer experience and brand experience impact customer relationship management heavily by influencing the marketing, sales, digital services, and field services of the company. The company can enhance their brand experience by studying consumers' behaviours, culture, and consumer journeys and making strategies accordingly in order to provide a better brand experience. Also, it has been decided that understanding the company's point of view and the co-creation point of view helped the company shape how its customers saw it.
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