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Supplementary Task
Customer experience is generally the accumulated perception of customers in purchasing and utilising the service or product of a provider to satisfy own needs. When this expectations are met accurately, it instils in them a great sense of comfort and satisfactions which usually translates to the business again trust and positive brand valuation. Additionally, customers experience if exceeds their expectations positively can contribute to greater strength of the business. 
In the recent situations of CVOID-19 pandemic, customer purchasing behaviours has been greatly influenced and depends a lot more on trust and brand value of the organisations they associate to. It is expected to play a vital role in the future in the post-pandemic timeline as well. In this situations where consumer perception and needs from business has been changing rapidly, the needs for understanding and weighing in on better customer relationship management is much more essential.
The aim of writing this report was to discuss on the recent challenges for customer relationship and customer experience management in the Manor House Hotel. The Manor House Hotel in London has been chosen as the organisation because of tis high dependability on customer experience to sustain the business. Also, the hotel pride itself on its exceptional performance on delivering positive customer service in the pre-pandemic era that makes it an excellent subject to study the same situations during and conceptualising on the post-pandemic season with different consumer outlook and perceptions.
In the recent changing dynamic of the COVID-19 pandemic, where customer needs and requirements have changed and can change overnight. So, understanding the motivators of customer expectations remains key to delivering exceptional service in the hotel and tourism sector and gain profitably in the process for the long run.
Additionally, being able to navigate these issues earlier and working on it with proper customer relationship management can allow for the businesses to grow as a result of customer loyalty and improved brand perceptions for the organisation that is expected to be the new focus of the future business scenario.
This report will discuss on the various marketing theories such as the marketing mix to provide service to customer for the utmost positive experience with the hotel’s services and customer relationship management (CRM) related theories such as Maslow’s Hierarchy of Needs, Total quality management (TQM), Benchmarking, SERVQUAL and 4L’s of Customer Engagement and their applicability in the chosen organisation of Manor House Hotel so that the changing customer perceptions and requirements from the hospitality organisational in this current scenario can be determined and assessed at great length for their long term implications on the business’s  performance in the future. 
Also, the relation between the customer service delivery in managing customer expectations and relationships will be explored for this pandemic scenario and predicted for the future after pandemic influencing consumer behaviours of purchasing services from the business to create a successful CRM function around it to maximise the hotel’s business potential.




