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[bookmark: _Toc81512496]Executive Summary

[bookmark: _Hlk81480343][bookmark: _Hlk81480364]In the past year, we have seen the impact of coronavirus (Covid-19) pandemic in the travel and tourism industry. With undeniable government restrictions, which later were global enabled holiday makers and business owners to commute freely, while the business has decreased by 78% in 2020, with a loss of around 1.2 trillion dollars worldwide (Talisma, 2021).  As a result, customer Experience (CX) and behaviours has demanded companies to utilise their Customer Relationship Management (CRM) as a strategic plan to enhance customer engagement and experience.  Suddenly, customer values and feedback are at its highest peak to understand customer needs. However, the importance of the quality process has become paramount as CRM is a management tool which enhances long term growth and profits for companies through better understanding of customer behaviour. 
This report is an extensive study, which outlines the current challenges within Eurostar where I worked previously; this research analyses the company internally and externally, specifically in the light of Covid-19. In addition, this report road map will be discussed in various segments by initially explaining how Eurostar has used CRM to enhance their services and improve the quality, loyalty, and customers experience. Secondly, the report will be discussing customer value management models such as the value chain model, compared with the servqual model, with the aim to apply the right model to alleviate the main problem of Eurostar, which is the lost of customers due to the Covid-19, enhanced by delays, non – refundable tickets, and e-vouchers. Finally, the report will be supported by recommendations, and will be concluded followed by references. 

1. [bookmark: _Toc81512497]What is CRM 

According to Buttle, Customer Relationship Management (CRM) is the core business strategy that integrates internal processes and function, and external networks, to create and deliver value to targeted customers at a profit. It is grounded on high quality customer-related data and enabled by information technology (Buttle, 2009).
CRM has been functioning since the mid-nineties, however, has only begun to fulfil its purpose in the last decennary. CRM programs are persuasive schemes that associate data with a combination from our purchases and customers in one area. CRM collects, records, and focuses on date of birth, emails, company size, address, and much more to enable organisations to improve customer service and make a profitable income (keap, 2021). 
CRM focuses on four dominant characteristics: 
· Strategic:  this CRM is a fundamental customer focus business strategy that aims at successful and maintaining profitable customers.
· Operational: this CRM allows you to enhance the management of your business following the customer data collected. 
· Analytical: this Kind of CRM focuses on data visualisation, the intelligent meaning of customer related data for strategic or tactical purposes. 
· Collaborative: here the emphasis is on the approach used to interact with customers based on technology across the company with view to optimise the company, its partners and customer value.
2. [bookmark: _Toc81512498]Eurostar Background

Founded in the ninety-nineties, Eurostar International is the largest fastest and only high-speed train which directly connects the United Kingdom to Europe such as France and Belgium through the Channel Tunnel. Consequently, they have carried over one hundred and fifty million passengers. Moreover, they have seasonal trips for customers who appreciates it
 to the south of France and the Swiss Alps for skiing in the winter. Eurostar has changed their location from London Waterloo International, in two-thousand and seven and relocated in St Pancras International, later that year, they begun to run services from Ebbsfleet International and Ashford International which are both located in Kent (Eurostar, 2021).
[bookmark: _Toc81512499]      2.1 Importance of Quality Process and CRM
CRM focuses on helping Eurostar build a rapport with their customers, which will in return, create an atmosphere of loyalty and customer-centric relationship. Moreover, loyalty and income are two beneficial components for Eurostar`s revenue, CRM, furthermore, enhances profits for Eurostar. According to Forbes, CRM software totalled $36.3 billion in 2015 and predicted would rise in 2018 (Forbes,2021)
2.2 [bookmark: _Toc81512500]Eurostar challenges during Covid-19

Essentially, Eurostar has been a great company to work for and a great team to be part of. As a result, completing my work after a lengthy thirteen years, my experience has been of great customer service skills development, such as problems solving and decisions making. However, in the light of Covid-19, Eurostar as many other companies, have developed several problems and core challenges with customer behaviours and how they can strategically improve their customers engagement and experience. Consequently, it was essential that companies, such as Eurostar focused on maintaining the right and appropriate data systems in place to promote keeping their customers in the most productive manner. Essentially, to oversee its CRM Eurostar would need to focus on a strategic plan which good provides these benefits. 
There were three factors directed at Eurostar, one of which is internal. initially “Brexit”; the factors around Brexit itself had begun to challenge the companies CRM, secondly, the pandemic arrived and made matters worse, it was very unclear of their survival and restoration. Secondly, when the pandemic hit Europe, specifically the UK in March, Eurostar begun to lose passengers due to uncertainty and a high demand of forms to fill in, to travel. Moreover, the social distancing created an atmosphere, not only those passengers, who needed to stop traveling for leisure, but for business passengers who required to work form home. Eurostar then begun to reduce their amount of train as they suffered passengers being unable to travel due to countries restrictions such as lockdowns and curfews. Due to travel restrictions requirements, new policies had to be in place such as face covering on board the trains, Covid-19 documents. Passengers who already purchased tickets were suggested to postpone their trips if they were not essential, which created a back log for Eurostar CRM. The company decided to give vouchers to prevent consumers to go elsewhere such as airports. The company also provided a list of ongoing communications on their websites to ensure that passengers were not confused or distressed (Eurostar,2021). 
 Secondly, emphasising on the internal aspects of Eurostar, the company has a loyalty program which focuses on customer relationships, depending on frequency of travellers and aimed at business passengers. According to Eurostar`s membership policy, such passengers were entitled to an exclusive service. In the business lounge, business corner, and on board the train, and free tickets eventually; these tickets come with no charges and no taxes. Another group of passengers aimed at the leisure passengers were offered train gift vouchers. As a result, there were various internal problems. firstly, business passengers were unhappy due to the fact the regular passengers had equal access to the business lounge. As more leisure passengers begun to purchase tickets frequently, the company begun to offer them the same luxury of being part of the business lounge. However, the company ensure business passengers of its new development plans for the business passengers which were short -lived due to Brexit and Covid-19 and more importantly the company was running out of money.  Consequently, this study will focus more towards non refunds on tickets substituted with an e-Voucher, lack of IT skills from various customers. According to the article Diginomica focusing on the travelling industry, Eurostar seems to be on track in its journey to put passengers first however, the problems with passengers, refund are still present, and this study aims to find a solution by recommendation ().
In the next segment, the report with compare two models focusing on which is the most suitable for the CRM within Eurostar. 
[bookmark: _Toc81512501]3.Models Review 
According to Bergeron, depicted from the book Essential of CRM a CEO is the individual who is constantly challenged to implement CRM initiatives and who also needs to come to terms with those challenges. For this purpose, one these are how to evaluate a software, developers, and vendors in an unsettled environment specifically in a spontaneous time such as a pandemic (Bergeron, 2002). There is an extensive to CRM models which have been developed, however this report will introduce two of these models which are the Value chain Model and Servqual model, while critically reviewing which of the two is most suitable to Eurostar through analysing their strengths and weaknesses.
[bookmark: _Toc81512502]3.1. Value Chain Model
It was Michael Porter who developed this strategic management tool in the early ninety eighties. The focus of Porter`s model is customer related through a value chain system which segmented in five primary processes and secondary processes; however, the study directions are leaning towards the initial processes, which are the inbound logistics, operations, outbound logistics, marketing and sales and finally, services. see figure 1
· Inbound logistics – these are all the processes linked to collecting, accumulating, and dispense inputs internally. Your vendor relationships are a vital factor in creating value.
· Operations – these are metamorphosis, that diversify inputs into outputs that are sold to customers. 
· Outbound logistics – these are activities deliver to your product or services to your customer; these are such as collection, storage and dispenses systems, and they may be internal or external to your organisation. 
· Marketing sales - these are the processes you use to persuade clients to purchase from you instead of your competitor. The benefit you offer and how well you relay and communicate with them are a source of value.
· Services - there are activities focused on maintaining the value of the product or service to the customers, once it has been purchased (Mindtools, 2021).
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[bookmark: _Toc81512503]3.2. Servqual 
Service Quality Gap Model (SERVQUAL) was developed and implemented by an American Valerie Zeithaml, A, Parasuraman and Leonard Berry in 1988. This method focuses on capturing and measuring the service quality experienced by customers. The aim of this model is to essentially, identify the gaps between customers expectation and the existing services provide at different stages of service delivery (Laws, 2004). See figure 2
Vanessa Liverpool

There are five dimensions of service quality measured by SERVQUAL model; these five dimensions are: 
· Tangibility – considering services are tangible, customers focus on the perception on service quality by contrasting it them with the actual service provided, such as personnel and facilities.
· Reliability - performing the promised services, as accurately as advertised.
· Assurance – Knowledge, trust and courtesy of employees and their ability to inspire trust and confidence.
· Empathy – providing attention, the company gives to the customers.
· Responsiveness – the willingness to help and support customers by providing a prompt service.
However, to identify the gaps between the customer expectations and the actual services provided at several stages of delivery there is an assessment formed on judgement on outcomes qualities, interaction qualities, and physical environment qualities.
Gap 1 – the gap between the consumer expectation and management perceptions; manager does not always perceive what customers want.
Gap 2- the Gap between management perception and service-quality specification perception and service-quality specification; managers may accurately perceive customer want however, not the accurate quality of performance.
Gap 3- the gap between serve quality specification and service delivery 
Gap 4- the gap between serve delivery and communication; affected by ads and company statements.
Gap 5 – the gap between perceived and expected services.

[bookmark: _Toc81512504]Strengths and Weakness 

Focusing on the value chain model the quality of service is challenging for Eurostar and will  not be applying it to this report , as there are no gaps  within the company, as customers do essentially get the services they have originally paid for as even if there are trains cancellations and restrictions and cannot guarantee services and within an accurate time frame, which in theory  may cause Eurostar to lose customers and may cause further disruptions to the company financial strains, however, the prices displayed on the websites for example remain the same, within the time frame which Eurostar initially agreed. For example, if a ticket is bought on Monday and passengers are told that this price will remain for a week or two, if passengers return to make such observation the prices will be the same as previously stated.

[bookmark: _Toc81512505]4.Servqual CRM applied to Eurostar 

Consequently, this report will be selecting the SERVQUAL model to solve the CRM problems within Eurostar. This study has found that this is the only model which is able to solve the problems by maintaining the old passengers and by creating new ones. Eurostar, at the present are currently using a system parallel to servqual; this a cloud service which includes salesforce.com for CRM, box file storage and collaboration, okta for identity management, Microsoft 365 for productivity applications, and increasingly amazon web services and Microsoft Azure for back-end infrastructure (Diginomica.com, 2021).
Focusing on gap one as previously mentioned there are no lack of communication with the company; according to an article by Jessica Twentyman, Eurostar has a its focus on their relationship with their passengers by putting them first as they ensure that all the information is adequately displayed on their websites and communicated via email any additional message.
The gap two between manager perceptions and the service quality specification are good, the presence of customer service standard is there. Based upon recent reviews on the Eurostar website found on Eurostar.com, I can confirm that passengers are pleased with Eurostar’s performances (Eurostar.com, 2021).
Gap three, essentially, between serve quality specification and service delivery are none-existent, staff member is frequently trained, according to questionnaire and reviews located on the company’s websites (Eurostar .com, 2021).
Similarly, with gap four, the gap between service delivery and external communications, there are no finding to show that Eurostar lacks in anyway relating to marketing communications for example.
Finally, here is where the problems lie, the gap between perceived and expected services; Eurostar has been going through a turmoil since Brexit while covid-19 added to its financial strain, the company, has been giving passengers e-vouchers oppose a refund. As a result, passengers have made several complaints and have threatened in some cases, not to use Eurostar services; the company has found themselves, looking for ways keep their consumers happy without having to make a lost, as CRM is initially created to make a profit for organisations. However, there must be an element of compromise if Eurostar want to remain in business.
 Admittedly, this is in essence a problem for Eurostar, as there are many passengers would like their refund as this was not the original contract that both parties had regarding their transactions. Passengers would possibly like to have another option such as the airport with less hassle and more assurance.  Certainly, there might have who may not know how to use an e-voucher, such as the elderly passengers? These passengers might not have access to a phone or access to a printer. Another example, where some passengers might have purchased their tickets through another company who might have good communication skills or are closed due to the pandemic. Above all there are many factors why these problems would be to be solved. Eurostar failed at this stage to understand their customer needs.
The customer perception of service quality is very critical to improving the customer experience.  The process, operational flow of activities flexibility versus standards and technology versus humans. The people such as the employees, the customer and other customers, and finally, the physical evidence such as tangible communication, guarantees, technology and websites (Buttle, 2009).
[bookmark: _Toc81512506]4.1 SERVQUAL benefits
This concept is a paramount model regarding management and measurement of service quality within Eurostar. Initially, the ability to document customer perception of service quality of Eurostar, is beneficial to the company. Secondly, while data are possessed and analysed it is then optional to have visual look with tools and enables identification of its strengths and weaknesses. Moreover, this concept promotes the enhancement of internal service quality. Focusing on customer relationships, it helps Eurostar, to classify its passengers into segments based on the frequency on their travels. In essence, this model helps to personalise customer requirement while enhancing their expectations.
[bookmark: _Toc81512507]4.2 SERVQUAL challenges 
The view of the passenger in Eurostar is not consistent and is variable. The passengers’ expectations will constantly be higher and will always focus on having the best service which Eurostar could provide.

5. Implementation of CRM
Consequently, there are five stages to the process planning design. Firstly. Developing the CRM strategy, begins with situations analysis. This enables the planning team to understand and appraise the current strategies which Eurostar possesses. It promotes an organizational structure or framework to have a road map to the company`s analysis. Secondly, to build a CRM project foundation, by identifying stakeholders, while they include other stakeholders to would have great impact by that change, such as senior management, marketing staff, customer service agents. The third section is the process of refining and mapping the project.  The fourth stage is the implementation of CRM by refining the project plan and identifying the technology customised needs. the final stage evaluation of the performances (Buttle, 2009).
[bookmark: _Toc81512508]5. Recommendations 
Nevertheless, closing these gaps will be beneficial for both the customers and Eurostar. Earlier in the report we have established that, Eurostar need to learn about their passengers’ expectations, establish the right service quality standard, while ensuring that the performance standards are met and finally, ensure that the delivery of service matches services. With all these factors taken in considerations, I would recommend to the management team of Eurostar to first create a call centre, which focuses only on calls that related to the e-voucher processes for those who might need help in converting these vouchers into a boarding pass. Upon communication, with all the available data, refer the passenger to the nearest department where they can locally be assisted, this voucher will essentially be valid for a year. However, I understand some passengers will continue to imply that they would like a refund which Eurostar will maintain not being able to do so. It is then my recommendations to the management team, that they should provide their customers with vouchers with continuous complaint and twenty-five per cent discount on their next purchase. Hopefully, some passengers will maintain their relationship with Eurostar. As result, Eurostar may be in deficit either way, however, would of manage to keep a few customers happy. 
6. Marketing mix
The service within this mix consists of many variables that Eurostar can use to promote and encourage future customers to use their services, this is also known as the 7P`s of Marketing. Consequently, the model focuses on four tactics, firstly, there are services which may differ from physical products, such as: 
· Intangible – they are invisible, unable to be taste or touched
· Inseparable – production is unable to be apart from consumption
· Perishable – once used, the services is unbale to be stored or saved or retrieved.
· Heterogenous- it is the uniqueness of the services, it unable to be massed produced
The four P`s initially has seven key elements:
Product – this refers to the services that Eurostar wishes to sell such as train tickets or meals from the business lounge.
Price – this segment refers to the price a passenger pays for the service. Pricing can be more complex than products for instance prices will be fixed per seats or prices might be elevated during half term, or even over group packages.
Place – this refers to the flexible access which passengers have to Eurostar services; this can be a physical decision such as passenger from standard class could be upgraded to business premier.
Promotion -this focuses on the various ways of communication, such as advertisement of the services, such as using testimonial.
People – those who are directly, or indirectly involved in the delivery of services this usually focuses on employees of Eurostar and subcontractor such as security officers.
Physical evidence – it focuses on the environment or the location the service is delivered. Or any tangible elements which facilitates the service or provide information regarding the service such as the trains, website, logo.
Process – this is the procedures mechanism and flow of activities that occur when the customer and the company in this case Eurostar interacts with each other. 

6. Conclusion 
To finalise the report, this study focused on demonstrating the appropriate understanding of quality process focusing on customer relationship within Eurostar; by identifying the main problem within the organisation, which in this case was passengers struggled to get refunded by Eurostar. In addition, two model were assessed such the value chain model and servqual, which is essences was found useful to solve the problems Eurostar faced prior to covid-19 but is still potentially facing post covid-19 followed by a recommendation, which suggested that Eurostar needed to create a call centre which simply focused on the customers who allegedly were unhappy with the process which Eurostar provided. The report also discussed the by critically evaluating the benefits and challenges of developing and maintaining a good customer relationship. Finally, the report continued to assess the four-marketing mix within Eurostar while appreciating the key and fundamental values which the marketing acquires.
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