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1. Executive Summary
Coronavirus will be remembered as one of the biggest crises to ever happen in the 21st century. The impacts of the virus two years later are still evident. The pandemic has caused serious disruptions on organizations has changed many business perspectives. Among the Corona pandemic's organizational aspects have touched on the quality systems and the customer management systems. Considering Audi Ag, an automobile industry based in Europe, this report covers among the aspects, 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 like during the coronavirus pandemic.









2. Introduction
 For centuries the term quality has been used from different perspectives in different contexts organizations have not been left out in using the term, especially about the management system (Martin, Elg, and Gremyr, 2020 p.2). Nonetheless, 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 product, price place, promotion process people, and physical 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).
3. Audi
Audi AG is not an ordinary automobile company but an established company with years of experience in car manufacturing and sales worldwide. The company has its origin in Germany, and it’s a subsidiary of the wider Volkswagen group.  It is not for the product of vehicles with high functionalities, well equipped, comfort, and security given priority (Strasser, Bär and Schwarz, 2015 p.31). The top-notch quality in production and management that the company exhibits have allowed it to penetrate most of the markets in Europe and globally and gain a competitive advantage against its competitors. However, the company was not left behind in the recent coronavirus pandemic that hit the world and negatively organizations and people.
4. Marketing Theory
Many marketing theories analyze organizational quality systems and customer relationships management and the overall business environment. Among them include the SWOT analysis, the Pestles analysis, and the Ansoff matrix, among others. However, in this case, Porter‘s Five Forces analysis will give the most accurate analysis of the customer relationship management and the organizational quality systems within Audi’s organizational framework in the context of the organization’s quality systems and customer relationship management.  Unlike the other marketing theories, Porter's five theory bases its analysis on five perspectives. The five perspectives include the threats of the new entrants, the bargaining powers of the supplies, the bargaining powers of the buyers of substitute products, and rivalry among the organization. This theory gives an in-depth analysis of both the external and internal forces with the organizational framework. 
5. Organization’s Quality Systems
It has become evident the business environments are quickly evolving into more complexities; the consumers are becoming intelligent and specific in their demands and need satisfaction, especially during the crises such as the coronavirus pandemic (Mehta, Kumar, and Ramkumar, 2021 p.7).  Organizations are consequently left with no option but to devise new strategies that enhance and prioritize quality over anything. The quality management systems then come in handy to enable the organization to adapt and compete effectively with their competitors in the market. The organizations initiate quality management systems to provide a framework through which all organization's operations and management can integrate to provide quality through checks and balances and monitoring and evaluation measures to ensure quality. Companies endeavor to initiate the ISO standards and procedures. The ISO standards are the International Standards of quality management. The system is updated on the best organizational practices to ensure productivity and quality in customer focus, workplace or staff involvement in organizational matters, consistent improvements, and practical decision-making practices (Reed, 2011 p.124). An example of such practice is the ISO 9001:2000series which Audi AG also uses.
6. Application of the Key Marketing and Customer Relationship Management (Porter‘s Five Forces)
Industries across the globe have been going through hard times, which the Coronavirus pandemic has caused. However, with the virus continuing to cause havoc and negatively impacting on organizations across the globe, there has been an increase in innovations, and many companies continue to come up with ambitious efforts to take over the lucrative and promising automobile industry (Status of Automobile Industry Post Covid-19, 2020 p.18). Some of the innovations that these new companies are promising buyers include the innovations that would influence lowering prices. The use of materials that are not expensive but of high quality, efficient fuel consumption, large space to fit the family needs, and installation of I.T to solve the work from home and virtual working, among others (Shodiev, 2020 p.295). With the innovations and changes in the overall business environment and the psychological perception of the new normal, the consumer trends in terms of demands and preference are quickly shaping the quality systems and customer relationships.  The new entrants in automobile companies such as Tesla hope to utilize the gaps in the industry by introducing fuel-efficient vehicles and electric cars to promote green energy and contribute towards creating a sustainable environment (www.tesla.com, n.d.). Further, the New technologies are working towards the introduction of self-drives cars by 2025. 
Audi AG, therefore, faces threats by the new entrants, such as Tesla that promises to provide solutions to the challenges that have been impacting the consumers, such as fuel efficiency. This new approach to solutions in the automobile industry, where Audi operates, is changing the already established relationship that other companies have created for many years. The impacts of the virus continue to reveal through the consumer purchase trend. In contrast, the new entrants have also been facing several issues in the automobile industry, some of which have also been as a result of the Coronavirus pandemic, forcing the majority of the new entrants to downscale down their operations, including reducing the number of employees and downscaling of operations have negative impacts on the customer experience as quality systems are compromised (Akar, 2021 p.20). This gives a slight advantage to the existing companies like Audi AG, which has the experience and is an extension of the larger Volkswagen Group., makes the organization have a stable organizational framework to withstand external forces.
7. Bargaining Power of Suppliers
The complexity in nature of crises has exposed the weak links in the industries and especially in the automobile industry, forcing organizations to focus on new approaches and technicalities to address organizational quality systems to enhance the customer experience as the new strategy to gain competitive advantage and improve profitability during crises (Imran et al., 2021 p.100). The suppliers often determine the quality of products and provide a link between the customer experience and the quality systems of an organization. Automobiles such as Audi AG operate in a business characterized by easy accessibility and availability of suppliers compared to the buyers.  Audi vehicles are perceived to be expensive by potential clients due to their specifications and manufacturing techniques.
 Nonetheless, there are many supplies in the automobile industry compared to the buyers. This would encourage the production of counterfeit and similar Audi products, as suppliers aim to reduce the value and prices to meet the few clients' price demands. This compromises the organizational reputations on the already established quality systems identified by the company (Burns and Marx, 2014 p .109). On a positive note, the quality systems set by the company to be met by the suppliers are also of high standards, making suppliers always innovative with the products they supply to meet or surpass the standards. All these are to the benefit of the customers who hope to gain quality experience from the suppliers' high tech innovation and quality material. It is important to note that an organization demands high-quality material from the suppliers in such an environment. 
The suppliers will always compete amongst themselves to meet the stands and thus enhance the customer experience (Park, 2019 p.28). The coronavirus pandemic has placed stakes high for the suppliers to meet the new normal of the expected customer experience. Bauer, Dźwigoń, and Richter (2021 p.43) predict that more people will consider the personal transport system. With the family in mind, safety, space, and consumption factors are among the top priorities for consumers. The new working environment that demands work from home or virtual working determines a whole new framework for quality systems and customer experience vehicles. The automobile industry experiences weak bargaining powers of the suppliers since many suppliers are competing for markets. The supplier can impress the organization with its ability to achieve the optimum customer experience and satisfy the quality system framework that will enable them to supply their products.
 The automobile industry generally standardizes its production materials to ensure, among other things, durability, safety, and prices which are all aimed to facilitate the customer experience and customer relationship with the company.  The consumption levels and the priority of the potential clients have been massively affected by the impacts of the coronavirus, which has rendered the majority of the population jobless and has also affected both the small scale enterprises. Chaudhary (2020) observes that tat consumer priority has shifted to affordability and other factors such as maintenance cost. The new impacts of the coronavirus on the bargaining powers of the supplies can further be substantiated by the customer relationship theory as stated through Pareto's Law which some scholars simplified as the 80:20 law where 20% of the customers’ accounts for 80% of the profit, turn over and supply. The theory simplifies the role played by the established quality system in maintaining and enhancing the customer relationship (Guo, Wang, and Liu, 2013 p.178). In the real sense, for the profitability and high turnover, the relationship between the customers and the organizations should be top-notch for the organization to benefit from the referrals from loyal customers. 
8. Bargaining Power of Buyers
The buyers are the reasons for the existence and continual growth of the organization. In this report, everything is centred on the customer relationship. Many suppliers are involved in the Audi dealership; however, the number of clients reduces significantly. In the just-released Audi sales and financial report, it is evident that the company was hugely affected during the coronavirus crises that led to the number of sales going down (audi.com, n.d.). Nonetheless, despite the reduction of the customers, the suppliers remained constant as the majority were unable to effectively and quickly sell their stock.  Considering that only one firm from the Volkswagen group is authorized to manufacture and distribute the Audi products, the buyers are left with no available options to buy from. 
Further, the quality systems and the established customer relationship within an organization are influencing and motivating factors in determining the bargaining power of the customer. However, the relationship can be interrupted if the quality system is compromised since research has established that quality is non-negotiable when it comes to customer preference. In addition, the customer relationship is often pegged on the basis that it is the organization that should strive to meet the customer expectation and not the other way round and since there are very few customers in the automobile industry, especially concerning the high-end vehicles such as Audi, a factor that has been promoted by many aspects globally including the crises such as the coronavirus pandemic. The organizations such as Audi Ag face high demands from the customers to produce affordable vehicles, that is, at low prices. The impact of manufacturing and distribution of vehicles that meet the expectations of the low-income earners in the bargain is the compromise of the quality systems. 
The bargaining power of the customers is weak due to the current financial situations and constraints experienced by the households due to the coronavirus pandemic is further affected by the product, i.e., can the product satisfy the customer needs, is it efficient, and effective. According to Manjushree (2020 p.25), the customer preference trends have shifted significantly from Luxury vehicles to meeting certain objectives, for instance, meeting the workplace and family income demands. The value or the cost to the product is another, the site the geographical location of the product is another as well as the service and the whole customer experience; the customers are treated, the relationship that the organization representative extent to the customer as well as the after-sale service offered to the customers are all factor that customers consider to evaluate the quality systems of an organization. If an organization has in place effective or 

9. The Threat of Substitute 
The presence of the substitute normally gives customers a good option to gauge their relationship with their preferred organization. It is important to note that in times of crisis, no matter the good relationship that the organization has put in place, customers tend to look for alternatives that can satisfy their needs. For instance, when the WHO advised people to stay away from crowded areas and maintain social distance, public transport suffered a blow, and many people bought personal vehicles to satisfy their needs. However, due to financial constraints to meet the maintenance of personal vehicles, the public means and use of bicycles became the visible substitutes. 
Other organizations also considered manufacturing cheap and fuel-efficient vehicles mostly to cash from the majority of low-income earners (Sitompul, Ariningsih and Setiawan, 2020 p.84). The public transport system has been putting up measures to ensure that the WHO protocol is observed.  However, the good quality systems that are part of the Audi culture ensure many benefits attached to the Audi products in terms of customer experience during the pandemic. The new Audi Intelligence model is specifically manufactured to give a relaxing feeling to the customer, taking care of the rise of mental issues and stress brought by the workplace pressures to meet the organizational targets in the post-Covid 19 eras. The return on investment (ROI) is quite high, and therefore, the customers are unlikely to switch their loyalty to the available alternatives (Audi MediaCenter, n.d.).
10. Rivalry among Existing Firms
Audi faces very few competitors in the industry, which can be attributed to the uniqueness of the products. Currently, Audi manufactures and distributes vehicles for different customer segments, which suits its customers' different categories. Among its main product include the A-series, which are up to eight different models designed to suit and meet different customer needs. There is also the Q series meant for different markets and also designed to meet specific customer experiences. The other models include the Audi E-Tron, The e-Tron sport back, and the Audi E-Tron GT.  The complexity and adherence to international manufacturing stands make the company stand out amongst its competitors.  Nonetheless, most of Audi's competitors in the automobile industry have a high market share even though going to the 2020 report, the Volkswagen group in which Audi is a subsidiary has the highest market share of 11.78, followed by ford at 8.65, BMW 7.77. Mercedes Benz at 5.64 and the Audi as an independent organization comes distant fifth at 5.5% (Statista, 2019). The automobile industry experience little or no rivalry since every organization understands its customer requirements and is distinguishable by the uniqueness of its products. The similarity of the products is at a best minimal level. 
11. Benefits and Challenges of Customer Relationship Management
To enhance customer relationships, many organizations tend to emphasize establishing customer-centric goals (dma.org.uk, n.d.). The goals aim to meet customers’ satisfaction and not the opposite. Customer relationship management demands that to effectively satisfy the customer needs and enhance good customer relationships. Then the organization must do thorough research on what satisfies their potential customers. Secondly, organizations must endeavor to identify and establish systems that ensure positive attitudes and beliefs in the workplace and potential customers. This is done by establishing the best workplaces practices.
Customer relationship management is a new perception that has had many impacts on organizations. For instance, many organizations that recognize the importance of customer relationship management understand the need to change from the traditional organizational management methods that focused more on the profit and the product rather than the customer. This scenario encouraged overproduction and poor quality products, that s quantity over quality.  Customer relationship management enables organizations to emphasize quality.
Over the years, organizations have been struggling with several managerial issues, and the competitive issues being that the customers' preferences have been very complex due to factors such as the harsh economic environment fueled by crises such as the coronavirus. The issues culminate in the need for organizations to cut on the operations costs and the desire to reduce the customer complaints about the capability of the organizations to meet the standards in terms of prices, environmental sustainability, durability, and the good relationship such as the after-sale services. The new concept of customer relationship management can facilitate all these gaps that have existed in the industry for a long, especially in the automobile industry. 
The establishment of customer relationship management, according to Santouridis and Veraki, 2017 p.1128), has proved that organizations can reduce the cost of operation and production, marketing, and continual improvement processes as well as minimize wastages if they focus on customer relationship management. 
Research has also established that that customer relationship management has been effective in reducing the stress among the employees by eliminating the pressure to satisfy the customer needs and at the same time ensures that the rate of attrition is reduced due to the improvement of the relationship in the workplace and externally with the customers (Santouridis and Veraki, 2017 p.1130). 
Customer relationship management also enables the companies to get insights into the market. That is, it enables organizations to have accessed to market research insights through open communication with clients. Customer relationship management enables customers to gain the confidence to give candid feedback on products and even give an opinion about the organization, thereby enables the company to rectify areas that need rectifications and improvements for better growth and competitive advantage. 
Customer relationship management also comes with its challenges. The coronavirus pandemic and many other crises that are being experienced in the 21st century are changing a lot of perspectives of doing business, competition among the business, the bargaining power of the buyers and the supplies, as well as how the companies are adapting to the new marketing strategies and operational strategies to cope with the change. One conspicuously evidence is that the business environment in any industry is experiencing shifts, both positive and negative. In the age of social media and the internet, even more, faster internet, the 5G internet is changing the dimensions of marketing, sales workplace culture, customer relationship management, and operations. Companies are quickly and consistently cutting the operational cost, reducing the number of employees as many aspects of businesses no longer require physical appearance ad paperwork. Automation has changed the way people sign agreement and interacts.  Many companies are incorporating big data analytics to do customer segmentation and acquisitions, while the internet of things; bots are capable of doing multiple tasks at lower costs and more efficiently for 24 hours. 
The changes are 90% on the positive note on enhancing customer experience and ensuring profitability and competitive advantage.  The customer and organization interactions are changing from “here is the product buys” to “what do you want, how you want it done, and in what way do you want it delivered” in other words, organizations realize that with the availability of options, rivalry and the threat of new entrants, there is need to meet the customer needs as opposed to their own needs (Petrović, 2020 p.40). The main issue is that the customer expectations that real given priority by the organizational quality systems depends on several factors that make it complex to meet. These factors that determine the customer expectations include the educational level. However, not all expected consumers have the same educational background. This makes implementation of customer relationship management difficult as the difference in the level of education needs to be factored in the organizational quality systems and customer relationship strategies. It is also notable that establishing customer relationships may counter product as it takes longer to fully understand the customer needs. Therefore, an organization might take longer figuring out how to maintain customer relationships instead of focusing on marketing strategies to gain more customers.
The quality system that Audi has invested in is ISO 9001:2015. It emphasizes forces and concepts that reinforce customer relationship management, making the company ahead of its competitors even during the coronavirus pandemic.  Among the components of the ISO 9001:2015, there are laid out producers on how to implement the customer relationship management and enhance the overall customer experience (Szkiel, 2016 p.84). This quality system gives priority to customer needs. For the past decades, since it is in ISO 9001:2015, Audi has researched the need of its consumers. This has made the company come up with several models to ensure that no consumer segment is left out in establishing the relationship. For instance, the Audi Q7, a seven-seat capacity minivan, was launched in 2005 to the taker of the family needs instead of the luxury vehicles that it has been producing over the years. However, the ISO 9001:2015 still ensures that other models' quality and high functionality are maintained. To maintain the grip of the long-time customer relationship established with the organizational structure, Audi launched several models to ensure that the relationship is maintained and that the coronavirus pandemic factors were considered. 
12. Conclusion and Recommendations
As the coronavirus continues to affect business and organization quality systems; which have had both negative and positive impacts, the organization must prepare for the next phase of the future, aware that the future is still uncertain and no one understands whether the future crises are likely to be more complex than the coronavirus. Customer relationship management is a good concept that has enabled organizations to achieve many goals and gain competitive advantages over others. It is a concept that has protected the organizations from several external and internal factors such as the threat of new entrants, bargain power of the buyers and the suppliers, and the threat of the substitutes and the rival very among the existing organization.  For the reasons stated, it is prudent for the organizations to invest in processes that will enhance the new ways of doing business and ensuring taking care of the new developments in technology. 
Many industries have moved away from the paperwork. They are working tirelessly to enhance customer satisfaction and needs as a strategy to market themselves as opposed to traditional marketing.  An organization that wants to gain the best out during the coronavirus should thus work and embrace the process and organizational changes that encourage customer experience and putting the consumer at the Centre of the focus. The coronavirus pandemic will hugely impact the way organizations are going to conduct their businesses in the future, and it is only advisable that the organizational quality systems and customer relationship management be given priority by organizations.
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