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Customer experience refers to the perception of the customers regarding the services of the business or brand (‌Lemon and Verhoef, 2016). Customer experience indicates the result of the interaction between the brand and the customers including navigating the website to talking with a customer and providing the service or the product. Providing great customer experience is essential for any kind of business but the outcome of Covid-19 has changed the business scenario due to social distancing measures. Thus, the study is developed in order to critically analyse the factors that influence the quality system and control customer experience in the crisis period of Covid-19 with respect to ABC Corporation applying the case study of Portakabin. It also includes quality processes that can support ABC corporation in achieving customer requirements in order to develop an effective customer relationship. 
[bookmark: _Toc58854368]Briefly introduce the organization 
Portakabin provides services of designing, manufacturing and installing modular buildings. The organization provides a wide range of portable and modular building solution. The objective of the organization is providing peace of mind to all the customers across the UK and Europe by providing quality services and products (‌Portakabin, 2015). Quality is the major attribute of the services of Portakabin. Quality is demonstrated by the organization by providing unique assurance like warranty packages and customer charter. Further, the quality of the service has been accredited by different authorities like the British Board of Agreement which certifies the organization maintain all the building regulation are maintained by the organization. 
Portakabin is the market leader in the manufacturing, designing and installing modular buildings and it is a pioneering organization in advanced offsite construction. The organization has a broad customer base with complicated and diverse requirements which provides a competitive advantage to the company. The organization successfully provides 99.7% of its building on time and budget without neglecting the quality of service which is another competitive advantage because 63% of the companies in the construction industry are one time and 67% of the companies are on a budget (Portakabin, 2017). 
The quality system of the company includes modular experts who manage each stage of the projects of Portakabin’s building lifecycle (Portakabin, 2020). The case study of Portakabin is applied to ABC Corporation for gaining competitive advantages and quality practice of the organization. Marketing theory is considered for explaining the ways which can support ABC corporation to improve customer service quality. 
[bookmark: _Toc58854369]Briefly introduce the key marketing theory 
SERVQUAL
Haming et al., (2019) explained that SERVQUAL is a multi-dimensional marketing theory that explains customer perception and customer expectation of service quality. The theory includes five dimension which helps to understand customer perception including reliability which refers to the capability of performing accurately and it ensures the customer can depend on the services of the organization. The second factor of the theory includes tangibility which reflects physical facilities or equipment, staff appearance or other elements that support the organization in providing quality service. The third element is responsiveness which indicates the willingness of the organization in providing a response to the customer requirements. The fourth factor of the theory indicates assurance which reflects the confidence and trust among the staff of the organization (‌Raza et al., 2020). The fifth element is empathy which indicates the care services provided to the individual customers. The five dimensions of the service quality have been developed over five periods as it supports the organization in developing and maintaining service quality.
Further, the model of service quality is known as gap model as it describes the principal dimensions of service quality (Prentkovskis et al., 2018). It defines service quality as the difference between the individual’s perception regarding delivered service and an individual’s expectation of the provided service. The model has identified four types of the gap which helps to develop the quality of services and enhance the customer experience. The knowledge gap indicates the difference between the target customer’s expected service and the management ‘s knowledge regarding the perception of the customers. The standard gap indicates the difference between the perception of management of the organization and its conversion into the specification of services. The delivery gap indicates the difference between the specification of service quality and actually delivered service quality (Dinçer et al., 2019). Communication gap indicates the difference between the intensions of service quality and communication to the customers. Therefore, developing effective customer experience needs to address the above-mentioned gaps by applying the basic five dimension of service quality. 
Therefore, marketing activities and service quality are interlinked because customer service is determined through understanding customers needs and competitor’s performance in the market. Quality of the service is understood from the perspective of the customers from marketing research and monitoring.
Customer engagement theories
Customer engagement indicates the process of repeated interaction between the organization and customers which strengthen the emotional, physical, psychological aspects of customers in the organization (Harmeling et al., 2017). It helps to increase the participation of the customers in the organization. The elements of customer engagement include cognitive factors which determine the values of the organizations that engage customers with the brand. The emotional aspect which indicates the experience customers while purchasing or the preference of the customers for purchasing a product from a particular organization. The behavioural element indicates the nature of the customers like the frequency of visiting the organization’s website (Itani et al., 2019). The social element of customer engagement indicates that social activities of the customers related to the brand like sharing the information related to the organization at the social media platform.
There 4I’s which helps to measure the customer engagement of an organization which indicates involvement which refers to the process involving the customers with the brand like measuring the website traffic or their spent time on the website (Fernandes and Castro, 2018). Interaction refers to the robust action of the customers related to the brand or organization like purchasing product, subscribing through providing email, or asking for catalogue and so on. Intimacy reflects the sentiments of customers with the organization which can be understood from the feedback or review of the customers. Influence indicates the possibilities of recommending the product or services of the brand to others which helps to generate brand loyalty of customers. The fifth element is individual which enables an organization to focus on individual customers instead of a group of customers in order to enhance customer engagement (Mihardjo and Alamsjah, 2018). Therefore, the elements of customer engagement help to develop marketing strategies that can increase interaction and communication between the organization and customers. 
Relationship Marketing Principles
Relationship marketing refers to the process of recognizing, implementing, maintaining and enhancing the relationship with customers and other stakeholders. It includes strategic management of the relationship with different stakeholders (Nastase-Anysz and Baba, 2020). Principles of relationship marketing include knowing potential customers of the business in order to understand their requirement in the market for providing effective customer service. The second principle is reflecting expertise in the service which indicates showcasing the knowledge of the organization to the potential customers. The third principle is developing communication with the customers in order to build trust between the brand and the organization and it helps the organization focus on building a long-term relationship with customers and other stakeholders. The fourth principle is to follow up to the customers by providing them with quality information related to the service or products, it helps the organization to focus on retaining customers. The fifth principle is providing excellent customer service through solving all the queries or complaints of the customers (Thaichon and Ratten,  2020). The sixth principle is providing educating customers through answering the “frequently asked questions” as it helps the organization to foster customer commitment. 
Marketing mix
Marketing mix elements refers to a marketing strategy tool which supports the organization to focus on major elements of marketing for enhancing customer experience and sales of the organization (Išoraitė, 2016). Products indicate the offerings of the organization to its customers and in includes the quality, warranty, customer service, features, usage of the product. Price indicates the monetary value of the product or service which includes pricing strategy of the organization for positioning the brand, payment methods, discounts and other price-related factors. Place indicates trade channel, sales support channel and availability of products in different channels. People indicate the employees of the organization including their skills, knowledge, remuneration and other factors for achieving organizational objectives. The process indicates the method of providing the services to the customers and physical evidence indicates the tangible communication of the organization. process, people and physical evidence act as evidence of customer service and customer perception are developed through the rest of four factors elements of the marketing mix (Pogorelova et al., 2016). 
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During the global pandemic caused by covid-19, a major change in customers’ behaviour and preferences has been found that has forced the business organisation to CRM as a strategic process to enhance customer experience and improve their engagement with them. There are several factors that influence the quality system of ABC Corporation and controls for customers during the pandemic.
Customers' preferences: As opined by Diebner et al. (2020), customers are now mostly focused on the quality of the products that forces the company to implement a quality management system to ensure product quality without increasing the production cost. People are more focused on the brand representations and communication with the customers. Thus, it is important to maintain a huge corporation and customer relationship management to ensure more engagement towards fulfilling the requirements of the customers and satisfying them (Hartmann and Lussier, 2020).
Purchasing behaviour: most of the customers prefer for online shopping during the lockdown created by the outbreak of coronavirus and millions of customers are looking for alternatives in the online platform. According to Karpen and Conduit (2020), it influences the quality system of the company due to their adaptation of connecting with more customers in the online platform with more personal and emotional perspectives. However, most of the customers tend to trust the business organisations that provide unique customer experience and they do not want any sales tools or gimmicks during the pandemic. Thus, the company needs to emphasize on the customer engagement elements that are used by Portakabin to establish a stronger emotional interaction and connection with the customers rather than the competitors in order to minimise the brand risk of losing customers.
Market factors: As explained by Kwok and Koh (2020), the rapidly changing market environment influences customers’ preferences and they are tending to address their personal values and preferences. It is also prompting to the expectations from the company as consumers. In order to provide seamless experience even during the covid-19 situation, ABC Corporation needs to focus on the expectations that can be evolved during the market changes. It must adopt the marketing mix elements to develop an effective marketing strategy to support the organisation by focusing on the enhancement of customer experience and sales of the company.
Portakabin is operating in a highly competitive market and it has to compete with strong competitors however it has 17% customer base in the UK market and its nearest competitor has 14% (Portakabin, 2020). In order to enhance the competitive advantage, companies adopt its key customers by ensuring quality products and offering different facilities to provide a unique customer experience. High level of quality with maintaining the price range will enable ABC Corporation to establish the competitive advantage in the industry like Portakabin. As quality is interconnected with consistency and a customer requires a successful buying experience, the company needs to take care of the products and additional customer engagement elements to improve relationships with the customers and retain the loyal customer base (Pambreni et al., 2019). Quality products along with quality services are the major needs to create a competitive advantage by meeting the customers’ requirement and fulfilling their demand by maintaining an effective relationship with them. It is important to identify and evaluate the processes and the products in accordance with the customer's viewpoint and their preferences.
The first way for ABC Corporation is applying the SERVQUAL model for improving customer service quality in the current crisis period. Reliability of Portakabin indicates it provides services on time and budget which can be applied by ABC Corporation to develop the reliability of the customer service in the Covid-19 crisis (Portakabin, 2020). Portakabin has a specialist for monitoring every stage of its project of modular building lifestyle which can be adopted by ABC Corporation for assuring expertise services to the customers and it helps to build customer trust. Portakabin has quality-assured construction which enables the organization to develop an uninterrupted production process considering safety measures in the production process like covering hand and eyes while working indicates tangible facilities of the organization. Responsiveness dimension indicates the organization has addressed the challenges of Covid-crisis in providing customer service like it always prefers to made face-to-face with customers but it is not possible to do in a lockdown so it uses online technology for communicating with customers (Portakabin, 2020).  Portakabin is also emphasized with customers that’s why it ensures customers regarding safety measures of the employees without comprising the quality standards of its service. 
The second way for ABC Corporation is applying the 4I model of customer engagement in order to improve service quality in Covid-19 crisis. The case study of Portakabin indicates that it involves customers in its process of providing service, even in the crisis period it addresses the need of the customers through communicating with them. Interaction indicates the organization needs to educate its customers like Portakain does regarding the services like planning permission to ultimate landscaping encourage customers to take robust action (Karpen and Conduit, 2020). Intimacy indicates the organization needs to consider the health consciousness of customers in the Covid-19 crisis for improving the service quality. 
The third way for ABC corporation is by applying the customer engagement elements for improving customer service in the crisis period. Cognitive factors enable the organization to build values like Portakabin has values of providing quality services considering the safety aspects which is essential for ABC in the covid-19 crisis period (Barnes, 2020). Emotional aspect indicates the organization needs to provide a positive customer experience when they are purchasing like Portakabin provides factory tour to its customers. The behavioural aspect indicates the organization needs to understand the behaviour of customers like Portakabin has understood the safety concern behaviour of people due to Covid-19 so it is focussing on it. 
The fourth way is applying relationship marketing principles for improving the service quality of ABC corporation. The organization requires to understand the potential customers in the crisis period of a pandemic like Pandemic is providing modular building solution to healthcare service provider NHS (Portakabin, 2020). The organization need to communicate with its customers through digitally in order to build trust along with establishing its expertise service Portakabin has established itself as the market leader in designing, manufacturing and installing modular buildings. Then the organizations need to take feedback from the customers like Potabakabin reflects its different work in its website which helps the organization to educate customers regarding its successful projects. The organization requires to prioritize customer services like Portakabin develops two-three research studies for understanding customer requirements. 
The fifth way for ABC Corporation is applying the marketing mix elements for developing customer service quality in a challenging period. The product of ABC needs to include the quality standards and specification like Portakabin provides 5-year product warranty for its buildings (Portakabin, 2020). The price of the organization indicates that delivering the project within budget and protect customers from delay cost which can also be adopted by the organization in the crisis period. The place of the organization is the UK and Europe market which can create challenges for ABC corporation because every location has different regulation and rules in the covid-19 scenario. Promotion indicates Porkabin enhances on digital promotion as the websites of the company is well-informed and provides all the details to contact the organization, so it can be applied by ABC Corporation to promote its service in this crisis period (French, et al., 2020). Further, the process of the organization includes investing in the latest technology and 283,900m2 manufacturing space which can be costly for ABC Corporation as the entire space need to be sanitized for operating in the pandemic scenario. Physical evidence indicates the technology, website, the standardized certification of Portakabin which can be applied by ABC Corporation as it helps to build trust in the customer service (Kristinae et al., 2020). People indicate fabricators, welders, plumbers, electricians and other expert service providers and ABC Corporation also needs experts who can provide effective customer service through following the safety measures. 
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Portakabin provides the most advanced systems of buildings available in the UK and by maintaining and ensuring quality it has enabled to become a part of the 700 million pound turnover of the Shepherd group (Portakabin-group, 2020). The company belongs to the largest family owned organisations in the building industry of Europe that mainly focuses on construction and quality manufacturing. Portakabin mostly uses lean production systems to maintain and ensure product quality that enhance customer value and create a competitive advantage in the industry (Van Kemenade and Hardjono, 2019).
Quality management system: Portakabin adapts a quality management system and it has a purpose to ensure that each aspect of the products offered by the company is designed according to the customer requirements and preferences. High quality process is supported by the Kaizen process that indicates continuous improvement. The process can be achieved through regular and smaller steps rather than organisational changes. ABC Corporation can implement the Kaizen process of continuous improvement to contribute all the levels of improvements in the organization (Borkovskaya et al., 2018). It will also enable the company to encourage the employees to improve their productivity and generate new ideas at every stage of improvement. For instance, the company can motivate the employees to generate new ideas while managing stock and producing new products in the market more efficiently. It will help to improve the quality of the products and provide better service and value to the customers. Portakabin has been approved by achieving the international standards ISO 9001 and ISO 14001 by achieving the quality standards at an international level (Portakabin, 2015). Thus, by implementing the quality management system, ABC Corporation can ensure a documented set of processes in the business and efficiency to identify any defects and further improvement.
Lean production: It has the purpose to reduce the resource quantity and use less number of labours, materials and time. Portakabin is working on eliminating waste and by adapting lean production systems, it has enabled to reduce production waste by minimising defects in the products and ensure quality to meet the customers’ requirement (Fernandes et al., 2017). Quality is the key objective of creating a competitive advantage in the industry and meeting the requirements of the customers even in crisis time like covid-19. Portakabin adopts lean production methods including flow production, cellular production and batch production in its construction process to reduce its manufacturing cost and ensure quality. Just in time production is one of the significant methods adapted by Portakabin for reducing the cost and waste while holding the stocks with finished goods (Gunasekaran et al., 2019). It will be beneficial for ABC Corporation to maintain the work in progress and keep the minimal stock to minimise the waste. It helps to reduce the cost of storage space and change the current stops according to the customer's requirement and regulations. With the just in time approach, the company will be enabled to meet the customers demand even in the crisis.
Flow production method can be adopted by ABC Corporation to meet the manufacturing target within a certain time in accordance with the capital intensive method (Bacoup et al., 2018). It is useful to reduce the cost of producing products and meeting the customers’ requirement during the crisis like covid-19. However, Kim (2016) argue that the method is less flexible because of its high involvement in the mechanization and it is quite complex to customise the products in accordance to the needs and preferences of the customers.
Cell production can be adopted by ABC corporations to accept the changing environment readily. It will help the company to keep low the pending inventories and improve the overall outcome of the employees by reducing the production time (Bihi, 2020). It will help to procure the equipment by saving the investment cost and achieve market demand the changes happened due to the pandemic created by covid-19. However, Seifermann et al. (2018) criticize that the method is mostly dependent on the initiative and involvement by each worker and it can create a disadvantage on the production system.
Batch production method can be used by ABC Corporation to produce unique and differentiated products by minimising the manufacturing cost and utilising the advanced technology in an efficient manner (Satoglu et al., 2018). It will help the workers to deploy in their expertise area that will make a positive on the product quality and improvement of their skills. However, Soliman and Saurin (2020) argue that the method can create a backlog to the progress of decision making and planning according to the changing preferences of the customers.
Total quality management: Portakabin has also adopted the total quality management to establish a total quality culture by developing commitment towards quality in each stage of the production process in the company (Portakabin, 2020). It has to capitalise the involvement of management, labours and customers to achieve the customers’ expectations and fulfil their demand. It produces a long term commitment for ensuring quality and delivering quality products to the customers at the most reasonable cost. ABC Corporation can implement total quality management to improve the team approach while delivering quality products in the crisis time during covid-19 and identify the solutions to improve the quality of the products by engaging more employees in the production process (Pambreni et al., 2019). It will help the company to reduce the volume and cost of waste and improve employee productivity that will create a competitive advantage in the market. As the product quality improves, the organisation will be able to increase market share by creating a sustainable long-term increment. It will help to improve employee retention and satisfy the customers at a reasonable price. However, Abbas (2020) criticise that TQM has some problems while implementing due to expensive commitment and engagement from the employees to undermine the process. It also requires heavy investment in the training and development session for the employees and needs close monitoring to ensure quality in the production process.
Customer relationship management: it is important for a business organisation to comprehend that customer relationship management is required to be implemented for a customer driven business and meet the customer's requirement by implementing technologies to ensure quality. Customer relationship management will be beneficial for ABC Corporation to respond to the changing market environment due to the pandemic created by covid-19 it is more focused on segment marketing and target to fulfill the requirements of the customers (Valmohammadi, 2020). In order to become successful in the competitive environment, the company needs to deliver quality products and produce a unique experience to the customers according to their needs. In the time of globalisation and the covid-19 crisis, the company needs to force a customer relationship management to speed up the quality management process and satisfy the target customers. There are three types of CRM that can be adopted by ABC Corporation.
Operational CRM provides a complete view of the importance of interacting and communicating with each customer and it is beneficial to save time by using sales and marketing automation to ensure an effective contact with the customers. Contact management is important to track the preferences of customers and every interaction to automate the lead scoring of the company (Bhat and Darzi, 2016). It is also helpful to automate the market leads and prospects to identify the customers buying behaviour and lead the sales team to update the marketing efforts.
Analytical CRM helps to collect and organise the customer's data and market information that will enable the company to make effective decisions. According to Soltani et al. (2018), it is helpful to identify the cross sell and upsell opportunities in the market according to the purchasing behaviour of the customers. ABC Corporation can adopt analytical CRM to analyse the market data and sales forecasting to enhance the overall revenue of the company.
Collaborative CRM is also called strategic CRM that will help the company to share customer information among different teams of stakeholders including the suppliers, distributors and labours. It is helpful to establish an effective interaction management to maintain effective communication with the customers by tracking their feedback. As opined by Santouridis and Veraki (2017), relationship management is also included in a collaborative CRM that can be implemented by ABC Corporation to share customers’ preferences and the company goals with the stakeholders in order to retain the loyal customers and meet their requirements.
However, Zerbino et al. (2018) criticize that CRM is mostly reliable on the usage of software and technologies that can reduce the flexibility of the staffs while dealing with the queries and feedback of the customers. Security can be a major risk associated with CRM as a lot of data regarding the customers’ personal information and purchasing behaviour have been involved in this process. While implementing the process, the initial stages are quite time consuming and the implementation process can be a little expensive for the company.
[bookmark: _Toc58854372]Conclusion
In conclusion, it can be said that in a competitive market even in the crisis situation, a business organisation can stay competitive by offering quality products and delivering an effective experience to the customers. The case study of Portakabin has revealed that it is in one of the top positions in the modular buildings market regarding quality and providing value for money services that meet the customers' requirement. ABC Corporation must ensure quality products and services at a reasonable price without increasing its production cost to meet the requirements of the customers. It is also important to maintain an effective relationship with the customers by implementing an efficient customer relationship management. The study identifies key marketing theories that will help to identify the impact of internal and external factors and the quality systems and controls for the customers in the organisation. The study concludes that like Portakabin, ABC Corporation can implement a quality management system, total quality management and customer relationship management to deal with the new normal situation and achieve the competitive advantage as its key business objective by maintaining good relationship with the customers and fulfilling their demands
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