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Abstract: Quality became the management imperative in thetile® and will continue to be the key
success in the future. We often see the words Ityuakt”, and demands for quality invade everyhepe of
activity, from the motor vehicles we drive, to tlomestic appliances we use, the food we eat archwoke
the products and services we import and export.liQuaepresents the goal of every business and
focused on the customer. Satisfying the requiresnehthe customer is a dynamic activitoth customer
and their needs are changing continuous and thelistg have to recognize this. When it comes
international trade, no exporting country can afftw compromise on quality. The current global ecoic
climate calls for export marketingnd promotion efforts with assurances of superia eansistent quality i
products and services, rather associated with Ipniees
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1. Introduction

In recent times profowd changes have taken place in exporting and inmgorieven thougl
interngional trade has been going on for hundreds of yd@ew products are produced nowad
from start to finish in a single country, and protuobtain value added as they pass fone stage of
production to the other from country to country i{@a, 2010)

Furthermore, advances in information and transportdechnology have pushed the global econc
and not only large sized companies, but also mailgsSin both developing ardeveloped countrie
even those with few employees, have gone globah Wwisiness interests in multiple countr
forming joint ventues, exporting products and sices under competitive strategies for the gl
market place. In addition, the assute of quality in design, production, performancetatiation anc
servicing, as a totality, has emerged as an impbespect of international, trade. Many enterpr
around the world use quality management systemsaaldquality management as a b for running
their operations as well as for their relationshigth trading partners (WTO, 2010). The compell
reason for a company to adopt a quality managesystém may arise from competitive requirem
which may make it necessary for it to fo on quality at the expense of profit margi

2. Export Products and Services Quality

A product -which may be hardware, software, processed maasiahssemblies or a serv- results
from a series of processes transforming inputs aniiputs. Man factors influence product qualit
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these normally cover the raw material, producti@chines and equipment, production processes, and
the workers. For these reasons, it becomes diffiguhot impossible, to make two products identica

in “gquality”. In practice, however, the process tie#o be designed so that it results in productl wi
small or acceptable variations in quality charasties, resulting in a more uniform and stable gyal
level meeting the stated and implied needs of tstorner. Product quality should normally meet the
requirements of the market, as well as contra@odlorganizational demands, and these requirements
should be expressed in functional parameters acdndented. Among the contributors to product
quality are the following:

 Continuous improvement or updating of the prodagheet the evolving requirements of the market
place.

* Building quality into the design of the product iheet the requirements and opportunities of the
market place.

* Providing support throughout the life cycle oé throduct so as to maintain its design charadisist
and value for the customer.

For certain products, reliability, maintainabiliand availability are important quality charactecist

In recent times, services have become the fastestiyy sector of the world economy. Excessive
preoccupation with product quality and the diffices inherent in defining roles, functions and gyal
characteristics in the services sector were redplenfor the low priority given to the sector ineth
past. Another important reason for negligence Was ¢ustomer complaints in the sector were taken
lightly and were seen as an irritant rather tharopportunity for improvement; any investment in
quality in the services sector was viewed by mamege as an unnecessary expense. Quality
standards can be more easily established for gthads for services. Goods can be inspected and
tested for conformity, defectives can be identifiesbrrective actions can be taken, provided
performance levels have been established. Sergieesisually produced and consumed at the same
time, and service deficiencies cannot be elimindttefbre delivery, services being personalized and
subjective. In addition, service quality standaads difficult to establish because measurements are
subjective, and customers will have their own elgiéans about what service quality is or should be.
Furthermore, a service or service delivery charetie may be quantitative or qualitative depending
on the method of evaluation and who evaluates fitether it is the service organization or the
customer. When it comes to exports, it is not remgsto emphasize that there should be a programme
for the continuous improvement of service quality.

This should identify changing market demands, ajfective or insufficient quality system controls,
and estimate and reduce costs. All possible meagstting customer feedback needs to be explored,
with continuous evaluation of the customer's neggtglirements and perception of service quality, as
these parameters and any corrective action they megyire are important for profitability and
competitive survival. Before looking at process lgyait is necessary to have a global view of the
“business process” to enable the visualizationhef averall flow of resources and activities and to
determine the purpose and scope of the key prazesse

The “core business process” is identified as tloav fand interaction of activities concerned with
meeting customer requirements and which converkebhaspportunity into actual revenue. In all

businesses there are the so called “supportingepses”: processes within the organization requoed

maintain the effectiveness of the “core businesegss”. Keeping tight control of activities deemed
critical for the business is essential.
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3. A Business Imper ative - Export Quality

Export promotion is vitally linked to economic déwmgment, and unless a country exports quality
goods and services meeting customer requiremdmgse ttan be no steady economic growth. No
enterprise can afford to compromise on quality i ito establish a good image for its productsfand

its country. A single consignment of inferior qinalcan tarnish the good name of the exporter aad th
country as a whole. In the prevailing economicatitin, large and small enterprises in developird) an
developed countries are discovering that the olgswd doing business do not work any more and
that new approaches are called for (i, 2010).

Companies are adopting new systems of managemebotfo internal and external purposes. The use
of Total Quality Management (TQM) principles andality management systems in cooperating with
other companies, entering into agreements, andajaxag, manufacturing and supplying the required

products and services meeting customer expectaii®ngecoming more and more a business
imperative. All over the world, companies are gnogviincreasingly conscious of the competitive

potential of quality. The three main factors impoitt to the customer, particularly the export

customer, are quality cost and delivery.

Of these, quality stands out today as the singlst imgportant competitive instrument (@ha, 2006).
Total quality management (TQM), as is well knows biasically a business philosophy founded on
“customer satisfaction”. The business environmehttamlay is such that managers must plan
strategically to maintain a hold on the market lopntawuous improvement in the quality of their
exports. It goes without saying that this is alaeeteven for the internal market. TQM has thus
become a way of life in many organizations whateawer sector, from manufacturing to hospitality
services, and is an approach for improving the aitipeness, effectiveness, and flexibility of a
whole organization. The responsibility for detegtproblems is thereby shifted from the customer to
the supplier. TQM is essentially a method of plagniorganizing and understanding each activity,
with the involvement of each individual at eachdlein the organization. Building a quality culture
calls for a reversal of the fundamental assumptaiy®ut managing organizations. Instead of change
within the system, the system itself is under seyufior change. In the past, all business orgaitinat
were oriented only to profit. In contrast, the TQidperative is customer satisfaction; profits should
then follow automatically.

Further, to be successful in promoting busineskieffcy and effectiveness, TQM must be truly
organization-wide, starting at the top with theefréxecutive officer (CEO) accepting responsibility
for the quality policy and believing wholeheartedly TOM. TQM concepts and practices have
evolved over the years as enterprises searchemhdtitods to improve their products and services.
TQM is not an abstract philosophy nor is there orehod of implementing TQM. It is necessary to
customize in each case to meet the requiremenésspiecific enterprise and in accordance with its
culture and past history (WTO, 2009). Enterprisaplementing TQM should focus on customers,
seek continuous improvement of business proceissesye all staff members in quality improvement
exercises, and create a quality culture with shégathing at all levels with the full commitment of
top management. TQM is thus a demanding disciglimea method of managing an organization with
the following objectives:

» Customer satisfaction and profitability based tbhe principle that quality is determined by the
customer and the need to manage “quality in” a®seg to inspect “error out”.

» To monitor performance and conformance to staigland specifications and to ensure that the
organization is customer-centered, the customeng lmth internal and external to the organization.
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» To enhance the profitability of the enterprisdlelensuring satisfaction down the customer chain.

« Continuous quality improvement in all processeth a view to obtaining “fitness for use”, “fitae
to cost” and “fitness to latent requirements”.

Economic studies point out that meeting qualityliveey and cost requirements is the only effective
long-term method for success in the export tradethErmore, recent studies show that quality is a
dynamic, ever-changing concept that has becombubieess imperative of the day for enterprises of
all sizes in both their domestic and export markietghe highly competitive international market of
today, it is not always sufficient simply to propaseeting the customers' specified requiremenis. It
also necessary to satisfy their basic expectatidnish are easily overlooked, as consumers usually
take for granted that their basic expectations béllautomatically looked after. Customers may gwitc
to a competitor if these basic expectations - togretvith further customer desires - are not underbt
and taken fully into account.

Some pleasant surprises and unexpected featuréseqgbroducts or services can turn a satisfied
customer into a delighted one. Such pleasant segriwvhich go beyond just basic satisfaction and
desires, play a big role in expanding an exportagsket share. Quality management to achieve the
objectives of the internal quality improvement dadmeeting external customer demands requires a
systematic, structured approach, an accurate uadeing of the needs of the customer, adequate
resources, and appropriate procedures for produaimd) delivering goods and services with a

predictable level of quality.

The three major motivations for implementing a gwabkystem are: customer requirements or
pressure, the competitive advantage to be gainédnaproved internal operations. When it comes to
export quality management, the external, marketedri forces are customer requirements and
pressures and the competitive advantages to baebtdf a major customer requires certificatidre t
company may lose the business if it is not cedifee if it fails to achieve the requirements for
certification. If major customers do not insist @ertification, a company can acquire certificatmm

its own initiative, thereby gaining customer coefide and achieving an edge over its competitors
WTO, 2008). For a company, especially for SMEs, proplem connected with the implementation of
a quality management system is usually due to opaate resources, the need to hire consultants to
interpret the standard in terms of the SME's oparaf and the cost of implementing and maintaining
the quality system.

The investments of money, staff time, etc., havbdaost-effective, with appropriate returns in the
form of improved internal efficiency and export helr share. A company’s initiative to introduce
export quality management arises from market pressor from a conviction that a marketing
advantage will be gained from applying quality ngeraent concepts to the export cycle. Export
quality requirements are normally laid down in si@am specifications which serve as the basic qualit
criteria for trade negotiations and agreementslityuessurance and inspection. Standard test msthod
provide a basis for determining quality charactess The use of such standards is acknowledged as
an important means of fomenting international traded standardization at the design stage is
regarded as essential to building quality into edpct. In recent years, an increasing number of
regulations laying down safety and quality requieats for products and equipment have been issued
by governments and semi-government authoritiesebiyegiving force of law to standards. These
standards are usually adopted to ensure that bgibrts and domestic products do not endanger the
safety and health of the population and the enwemt. Today, the development and acceptance of
national and international standards play an ingmtntole in global trade and competitiveness. This
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acknowledged in the WTO - Agreement on TechnicairiBes to Trade (TBT). To ensure that
mandatory standards do not create a technicaleodaitrade, the Agreement requires that they have
be based on scientific information and, whenevessiide, on international standards. For the sake of
clarity, it is essential to note that the Agreement TBT defines a “technical regulation” as a
“document which lays down product characteristictheir related processes and production methods,
including the applicable administrative provisionsjth which compliance is mandatory”. A
“standard” on the other hand is a “document appiolbg a recognized body that provides, for
common and repeated use, rules, guidelines or dieaistics for products or related processes and
production methods, with which compliance is nothdetory”. The Agreement further clarifies that
while standards as defined by ISO/IEC (in theirdeu?) may be mandatory and voluntary, standards
under the Agreement are voluntary. Voluntary stasglacan have the same effect as mandatory
standards if governments or semi-government puithaasgencies require products to conform to
these standards. Reference to voluntary standartigiislation or regulations issued by government
and semi-government organizations is on the inetegising such standards a mandatory character.
Statutes incorporating provisions from standardsjeality levels and codes of practice also give the
latter a mandatory character; here the obligatoimiposed by an authorized agency or by mutual
agreement between the standards organization ahduthority (WTO, 2009).

In the European Union, the standardizing bodid¢beategional level include the European Committee
for Standardization, the European Committee forcteiéechnical Standardization and the European
Telecommunications Standards Institute. In additiorformulating their own voluntary European
standards these bodies adopt standards issueddngational standardizing bodies such as the 1SO
and IEC. Some standards are made mandatory throutife@European Union by Directives issued by
the European Commission. No EU country may retaational legislation deviating from the
Directives unless this deviation is justified undeticle 30 of the EEC Treaty for reasons of consum
protection or protection of the environment, or endrticle 36 on the grounds of public morality,
public policy or public security, protection of Higaand life of humans, animals or plants, protacti

of national treasures, or the protection of indakand commercial property.

While many governments - with a view to promotingde - have thus directed their policies towards
enforcing the minimum or acceptable quality requieats needed for quality improvement,
significant national differences have become appane their ability to reach acceptable quality
levels. Each has adapted its approach to qualitgypfmrmulation and implementation within regions
to reflect different national economic situatioas,well as different national traditions in goveenta
industry relations. It will therefore be clear frahe above that quality requirements for varyingdse
are the prime objective of a national or internadlostandard. This applies whether it remains a
voluntary standard for adoption by interested partr it is of a mandatory, compulsory or regulator
nature, in the interests of society as a whole.

4. Conclusions

The basic principles of quality management are gagplicable to physical products and to service
operations. One of the main differences betweevicgss and products is that services are intangible
and invisible. Quality management and assessmeperébrmance in the services sector are therefore
difficult. Service performance is not easy to qifgntt is subjective: in effect, what the customer
decides is equivalent to a judgment on the qualfithe service. So, is compulsory to implement TQM
in services in view to assure the total satisfactibthe client. The concepts and techniques ofityua
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management are the same for both large and smdllnsdium-sized enterprises. While large
manufacturing enterprises have been applying quaddnagement techniques for many years, many
SMEs are now beginning to realize that they, taan benefit from the implementation of these
techniques. Today, producing quality products olivdeng quality services meeting customer
requirements is the primary objective of any errisgpwhether small, medium-sized or large. Higher
customer satisfaction will improve one's marketrehdringing in larger profits. In the internatibna
market of today, the rivalry focuses not on pricg dn quality where both consumers and suppliers
everywhere are growing increasingly conscious efabmpetitive potential of quality.
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