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This report is depicted from my workplace, where I worked for the last fourteen years as a passenger screening officer for Eurostar. Eurostar is a high-speed train that directly links the UK to Europe via the channel tunnel. They have been providing services to passengers since nineteen ninety-four, Originally from London Waterloo, however, relocated in Saint Pancras International in 2007 where the journey from, London to Paris reduced to two hours and fifteen minutes and London to Brussels, one hour and fifty minutes. Similary, Eurostar`s aim to support their passengers with all of their bookings and answering questions to after sales and guidance on travelling with them. 
As a result, I have chosen Eurostar as I have not only got experience, based upon what I have learnt in term two I have discovered that there is a kinship between Eurostar and customer relationship management (CRM). In addition, Eurostar understands the importance of quality processes and CRM benefits of exuberant customer experience.
Furthermore, in the light of the pandemic (Covid-19), Customer Experience (CX), has changed tremendously as customer behaviour, had begun to change in the way in which they travelled and under which restrictions and conditions that they were able to do so. Similarly, CRM has become an important factor, as Eurostar needed to proprose a strategic plan in order to facilitate and improve passengers the engagement and experience. Moreover, the pandemic begun to shift relationships as communications begun to be entirely online focused. Passengers were unable to speak to anyone at any given time, which developed a reposition for Eurostar but also for its customers.  
Comparasively, the final report will elaborate and expand on the impact of the Pandemic within Eurostar, and their customer relationship management. In addition, this report will define while critically assessing fundamental theories such as the customer experience, product marketing, consumer behaviours and CRM. Similarly, the report will identify the strengths and weaknesses for each model by analysing the factors which influences Eurostar quality systems during the pandemic. As a result, an analytical application of CRM to the potential findings within Eurostar. In addition, suggest recommendations
Finally, this report will evaluate the interests and objections of producing excellent customer relationships by suggesting recommendations which could potentially influence and enhance Eurostar`s customer values. 
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