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Introduction
 For centuries the term quality has been used from different perspectives. Organizations have not been left out in using the term, especially about the management system (Martin, Elg, and Gremyr, 2020, p.2). Nonetheless, the purpose of this report must consider a few concepts and basics of the term quality. According to Martin, Elg, and Gremyr (2020 p.4), the term quality can be best defined as the total features that make a particular thing satisfy the set standards. Given that organizations and businesses constantly thrive to competed and outdo each other, Scholars agree that quality can be the main determinant of which company or organization grows and which one does not (Pereira, 2019, p.38). Further, combining the term quality and customer experiences, commonly referred to as what people feel about a particular scenario, event, or product, many organizations in recent decades tend to lean towards being more client-based to facilitate the organization’s quality systems and customer service relationship. The recent strategies are based on satisfying the clients' needs.
For that reason, many organizations have seen the importance of incorporating information technology and the internet of things to enhance the customer experience and ensure quality.  For an organization to continue enhancing quality while maintaining customer experience, at its best, it will also be vital to note how speedily the world has changed in matters of quality and customers experience (Pereira, 2019, p.34). Besides, the coronavirus pandemic has enabled organizations to realize the weak links in quality and customer experience. A whole business environment has seen an overhaul of some kind, the new vocabulary in the world; new normal has been coined to remind organizations of the need to speedily re-invent them.  In the past, businesses have been stuck for a long in the traditional marketing mix, which gave more weight to the 7Ps, the manufactured goods, price place, sponsorship process people, and tangible evidence, which formed the basis of customer relations.
In the wake of technological innovation, new strategies and models are being incorporated. Considering that the coronavirus has changed many things, including how people interact and buy, how businesses are managed, which to some extent, many organizations are adopting the use of virtual methods of doing business and hence the need to develop new systems that will enhance customer relationships. The era of information technology (IT) is also used to offer organizational services and products only and is used to provide services to end-users of organizational elements. Consumption and service, in particular, IT operations are added as a new aspect of relationship marketing, known as customer relationship management (CRM), in which it is about acquiring customers, providing them with services, understanding them, and waiting for their needs (Ayuni, Hussein and Hapsari, 2018, p.27).
This report will cover an in-depth definition of the customer relationship, marketing theories,  application of key marketing, and the customer relationship management theories in the Context of Audi AG in the United Kingdom in the wake of the coronavirus pandemic, as well as identifying the key systems that support Audi AG during crises and the roles that these systems have played to enhance the good relationship between Audi AG and its consumers even during crises.
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