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Abstract 

         This research is looking for the first concept of the EFQM  Model, Adding 

Value for Customers, it studied a real cases to explain how companies can build 

the concept by using approaches in the processes criteria and how can affect on 

the business results achieved, most of organizations work hard to obtain the 

required results, they used the whole capabilities and abilities starting by 

leadership, strategies, employees, partnership and resources represents as inputs 

to the processes then achieved the outcomes as the required business results. The 

activities working to optimize resources in the organization, every activity add 

value to the products or services, then the total activities represents the total of 

adding values and finally these form the value chain added upon the different 

activities of the organization which lead to the customers benefits, that is reason 

behind the importance of the approaches used in the processes management, in 

the performance and business of the organizations. Most  of the organizations 

looking for adding value to their customers in different ways and manners 

according to their concepts and abilities, so we find most of them today 

suffering of crisis in managing processes stage, we notice a rapid progress in the 

organizations but they cannot keeping up on the top, and at the end they fail, but  

an excellent organizations always look for continuous and regular on how to 

understand, expect and predict the needs of their customers and then fulfill that 

needs and transform the needs to value in the products or services portfolio. 

Customers are the reason of organizations existence so sustainable in success 

depends on sustainable and regularity of fulfilling their needs, expectations and 

predictions.  Competitive now a days is very high and that  require from the 

organizations to have their own competitive advantage to help them to adding 

value to their customers. The excellent organizations identify their different 

groups of customers, then looking for to identify the current, expected and the 

future needs to each group, then work hard to transform the needs to products 

and services with a high value, this value may be price, quality or accessibility. 

      This research clarifies clearly a real models of experiments of organizations 

that adopted the excellence to be an excellent or the best and sustainable  results 

achieved was seen on the progress of the yearly prize submission scores 

achieved in the studied companies, and how they improve the approaches in the 

processes criteria by using creativity and involve their customers in the 

developing, market surveys and benchmarking made to develop and improve 

approaches, and finally build strong relationships with their customer to 

understand their perceptions, views a , all that have a clear effect on adding 

value to the customers in the organizations. 
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 المستخلص
 

اظافح ليًح نصانر انًرؼايهيٍ، ٔ اػرًذ انثسث ذداسب اني انذساسح في يفٕٓو ْزا انثسث  يٓذف       

ٔالؼيح يٍ خلال انًُاْح انًسرخذيح في يشزهح انؼًهياخ ٔ اثشِ في ذسميك َرائح الاػًال انًشغٕتح 

ُلازع  ذذاخم خًيغ لذساذٓا ٔ نهًؤسساخ، ذثزل انًؤسساخ خٕٓد كثيشج نهسصٕل ػهي َرائح يشظيح ،  ف

ايكاَياذٓا يٍ ليادج ٔ اسرشاذيديح ٔ ػايهيٍ ٔ يٕاسد ٔ ششاكاخ ٔ ْي كًذخلاخ نًشزهح انؼًهياخ ٔتؼذْا 

ذاذي انًخشخاخ نرًثم َرائح الاػًال انًطهٕتح ، ٔ خًيغ ذهك الاَشطح تًدًٕػٓا يدة اٌ ذركايم يغ 

ٕاسد انًؤسسح ، ٔ تًا اٌ كم َشاغ يعيف ليًح في تؼعٓا انثؼط يٍ اخم الاسرخذاو الايثم ندًيغ ي

انًُرح أ انخذيح فاٌ يدًٕع ْزِ الاَشطح في انًؤسسح ذًثم يدًٕع نرهك انميى انًعافح ٔ في َٓايرٓا 

ذرشكم سهسهح انميًح انًعافح ػثش اَشطح انًؤسسح انًخرهفح نرصة في يصهسح انًرؼايهيٍ ، نزنك ذاذي 

انًسرخذيح في اداسج يشزهح انؼًهياخ اترذاءا يٍ يشزهح ذطٕيش انًُرداخ ٔ اًْيح  غشق انؼًم ٔ انًُاْح 

انخذياخ يشٔسا تًشازم انرشٔيح ٔ انرسٕيك ٔ تؼذْا الاَراج ٔ انرسهيى ٔاداسذٓا ، ٔ اَرٓاءا تانًشزهح 

ساخ. الاخيشج ْٔي اداسج انؼلالح يغ انًرؼايهيٍ ٔ ذؼرثش انؼًهياخ ْي انًشزهح الاْى في ػًم ٔ اداء انًؤس

ذسؼي كثيش يٍ انًؤسساخ لاظافح ليًح نصانر يرؼايهيٓا تطشق ٔ اسانية يخرهفح زسة يفاْيى ٔ لذساخ  

انًؤسساخ ٔ نزنك َدذ يؼظى انًؤسساخ انيٕو  ذؼاَي يٍ اصيح في اداسج يشزهح انؼًهياخ ، ٔ نزنك َلازع 

ٔ ذكٌٕ َٓايرٓا الآَياس،  ٔ ًَٕ يؼظى انًؤسساخ تسشػح ٔ نكُٓا لا ذسرطيغ انسفاظ ػهي يٕلغ انصذاسج 

نكٍ انًؤسساخ انًرًيضج ْي انري ذسؼي تصٕسج يسرًشج ٔيُرظًح في انثسث ػٍ ذفٓى ٔذٕلغ ٔ انرُثؤ 

تازرياخاخ انًرؼايهيٍ يؼٓا ٔ يٍ ثى ذمٕو ترهثيح ذهك الازرياخاخ  ٔ ذسٕيهٓا اني ػشٔض ليًح في شكم 

د انًؤسساخ فاٌ اسرذايح انُداذ فيٓا يؼرًذ ػهي يُرداخ ٔ خذياخ . ٔ تًا اٌ انًرؼايهيٍ ْى سثة ٔخٕ

اسرًشاسيح ٔ َظاييح ذهثيح انطهثياخ ٔ انرٕلؼاخ ٔ انرُثؤ تازرياخاذٓى، ٔ كزنك صيادج ػُصش انًُافسح في 

ْزا انؼصش يرطهة يٍ انًؤسساخ اٌ ذًرهك ييضج ذُافسيح ذساػذْا في اظافح ليًح نصانر انًرؼايهيٍ يؼٓا. 

يضج تانرؼشف ػهي انًدًٕػاخ انًخرهفح يٍ انًرؼايهيٍ يؼٓا ثى ذمٕو ترسذيذ ذمٕو انًؤسساخ انًرً

الازرياخاخ انسانيح ٔ انًرٕلؼح ٔ انًسرمثهيح نكم يدًٕػح ، ثى ذسؼي خادج نرسٕيم ْزِ الازرياخاخ اني 

ذ اٌ خذياخ ٔ يُرداخ راخ ليًح اكثش ٔ لذ ذرًثم ْزِ انميًح في الاسؼاس ، اندٕدج أ انسٕٓنح. ٔ نزنك َد

ْزا انثسث  يظٓش ًَارج نرداسب يٍ ٔالغ انًؤسساخ انري سؼد نهرًيض ٔ اسرًشخ نؼذج سُٕاخ يرٕاصهح 

في سزهح انرًيض فٕظر خهيا آَا اسرطاػد اٌ ذسمك َرائح اداء يرًيضج يسرًشج ٔيُرظًح َشاْذْا في ًَٕ 

ل غشق انؼًم ٔ انًُٓدياخ انذسخاخ انًرسصهح في يشاسكرٓا خائضج انرًيض انسُٕيح نًدًٕػاذٓا يٍ خلا

انًسرخذيح في يشزهح انؼًهياخ ، ٔكيف ذمٕو ترطٕيش انًُرداخ ٔ انخذياخ يٍ خلال الاتركاس ٔ يشاسكح 

انًرؼايهيٍ يؼٓا في ػًهياخ انرطٕيش ، ٔ يٍ ثى انرشٔيح ٔ انرسٕيك ٔ انًسٕزاخ انسٕليح ، يشزهح اَراج 

َاخ لاغشاض ذطٕيش ٔ ذسسيٍ انًُاْح ٔ في انًشزهح ٔذسهيى ٔاداسج انًُرداخ ٔ انخذياخ ٔ ػًم انًماس

الاخيشج انمياو تثُاء ػلالاخ لٕيح يغ انًرؼايهيٍ يٍ خلال انرؼشف ػهي اَطثاػاذٓى ٔ اسائٓى ٔ يلازظاذٓى 

ٔ كم رنك نّ الاثش انٕاظر في اظافح ليًح نصانر انًرؼايهيٍ يغ انًؤسسح .                                     

                                     



f 
 

Table of Contents 
 

Element Page No 

Initiation a 

Dedication b 

Acknowledge c 

Abstract 

 
d 

Chapter One  

1.   Introduction 1 

      1.1  Evolution of TQM 8 

      1.2  EFQM Excellence Model 9 

      1.3  Purpose of the study 

 
16 

Chapter Two  

2.   Literature Review & Previous Study 17 

       2.1   Introduction 17 

       2.2   Customer Value Concept 17 

       2.3    Adding Value and Loyalty 18 

       2.4    Relationships 19 

       2.5    Adding Value is the Process 

 
21 

Chapter Three  

3.   Methodology 22 

      3.1   Introduction 22 

      3.2   Area of research 22 

      3.3    Methods of collecting data 22 

      3.4    Methods of analyzing data 24 

    3.4.1      First perspective 24 

    3.4.2      Second perspective 24 

    3.4.3     Third perspective 24 

    3.4.4      Forth perspective 24 

      3.5    Methods of comparing data 

 

 

25 



g 
 

Chapter Four  

4.   Data Analysis & Discussions 26 

       4.1   W.S.T Company     26 

       4.2    Giad Cables Company 37 

       4.3    Giad Steel Factories          45 

       4.4    Comparisons 

 
54 

Chapter Five  

5. Conclusion & Recommendation 62 

      5.1    Conclusion 62 

      5.2    Recommendation 

 
63 

References     i 

Appendix iii 

1.  Addresses of the companies iii 

2.  Tables List of W.S.T Company iv 

3.  Tables List of Giad Cables Company vi 

4. Tables List of Giad Steel Company viii 

5. Tables List of comparisons between the three companies xi 

 

 

 

 

 

 

 

 

 

 

 



h 
 

Tables List: 
 

No Table Element Page 

1 4.1.1 Total scores achieved in 2010 and 2014 of WST iv 

2 4.1.2 
Feedback report of strengths and area for improvement 

for criteria of processes 
iv 

3 4.1.3 customer results feedback Reports (Perceptions, Performance 

Indicators) 
iv 

4 4.1.4 
The feedback report of the concept adding value for 

customers 
v 

5 4.1.5 
Regression equations, correlations and mean square 

error 
v 

6 4.2.1 Total score in 2010 and 2014 of  Cables vi 

7 4.2.2 
Feedback report of strengths and area for improvement 

for the processes criteria 
vi 

8 4.2.3 Customer results feedback Reports (Perceptions, Performance 

Indicators) 
vii 

9 4.2.4 
Feedback report for the concept of adding value  for 

customers 
vii 

10 4.2.5 
Regression equations, correlations and mean square 

error 
viii 

11 4.3.1 Total score in 2010 and 2014 of  Steel Factory viii 

12 4.3.2 
Feedback report of strengths and area for improvement 

for the processes criteria 
ix 

13 4.3.3 Customer results feedback Reports (Perceptions, Performance 

Indicators) 
ix 

14 4.3.4 
Feedback report for the concept of adding value  for 

customers 
x 

15 4.3.5 
Regression equations, correlations and mean square 

error 
xi 

16 4.4.1 Process versus Customer result in three companies xi 

17 4.4.2 Total score in three companies xii 

18 4.4.3 Business results score in three companies xii 

19 4.4.4 % Customer satisfaction in three companies xii 

20 4.4.5 % Sales in three companies xii 

21 4.4.6 % Profit in three companies xiii 
 

 

 
 

 



i 
 

Figures List ( 1 ) : 

No Figure Name of the Figure  Page 

1 
Figure 1–1 Evolution of TQM and it’s developed through 

different stages 
8 

2 Figure 1 – 2   Concept of excellence model   (EFQM ,  2013) 10 

3 Figure 1 – 3  Criteria of excellence model  (EFQM ,  2013) 10 
4 Figure 1 – 4  Radar Logic  (EFQM ,  2013) 11 

 

Figures List ( 2 ) 

No Figure Name of the Figures in WST Company Page 

1 4.1.1 Scores achieved in Process criteria  26 
2 4.1.2 Total Scores  27 
3 4.1.3 Scores achieved in Business Results   27 
4 4.1.4 Scores achieved in Sales percentage  27 
5 4.1.5 Scores achieved in Profits percentage  28 
6 4.1.6 Scores achieved in Customer Results criteria  28 
7 4.1.7 Scores achieved in Customer  satisfaction Percentage  28 
8 4.1.8 business results, process criteria and customer results  29 
9 4.1.9 Profits results, Sales and Customer satisfaction  29 
10 4.1.10 Strengths and area for improvement for develop  30 
11 4.1.11 Strengths and area for improvement for promoted and 

marketed  
30 

12 4.1.12 Strengths and area for improvement for produced, 

delivered and managed  
31 

13 4.1.13 Strengths and area for improvement for managed and 

enhanced customer relationships  
31 

14 4.1.14 customer results feedback Reports (Perceptions)  32 
15 4.1.15 customer results feedback Reports (Performance 

Indicators)  
32 

16 4.1.16 customer results feedback Reports (Perceptions, 

Performance Indicators)   
32 

17 4.1.17 Relation between correlation & R square  34 
18 4.1.18 Mean square error ( MSE ) in WST Company  34 
19 4.1.19 Correlation of processes criteria to the other elements  36 
 

 



j 
 

Figures List ( 3 ) 

No Figure Name of the Figure in Giad Cables Company Page 

1 4.2.1 Scores achieved in Process criteria  37 
2 4.2.2 Total Scores  37 
3 4.2.3 Scores achieved in Business Results   38 
4 4.2.4 Scores achieved in Sales percentage  38 
5 4.2.5 Scores achieved in Profits percentage  38 
6 4.2.6 Scores achieved in Customer Results criteria  39 
7 4.2.7 Scores achieved in Customer  satisfaction Percentage  39 
8 4.2.8 Strengths and area for improvement for develop  40 
9 4.2.9 Strengths and area for improvement for promoted and 

marketed  
40 

10 4.2.10 Strengths and area for improvement for produced, 

delivered and managed  
41 

11 4.2.11 Strengths and area for improvement for managed and 

enhanced customer relationships  
41 

12 4.2.12 customer results feedback Reports (Perceptions)  42 
13 4.2.13 customer results feedback Reports (Performance 

Indicators)  
42 

14 4.2.14 Relation between correlation & R square  43 
15 4.2.15 Mean square error ( MSE ) in Giad Cables Company 44 
16 4.2.16 Correlation of processes criteria to the other elements  45 

 

 

 

 

 

 

 

 

 

 



k 
 

Figures List ( 4 ) 

No Figure Name of the Figure in Giad Steel Factory          Page 

1 4.3.1 Scores achieved in Process criteria  46 
2 4.3.2 Total Scores  46 

3 4.3.3 Scores achieved in Business Results   47 
4 4.3.4 Scores achieved in Sales percentage  47 

5 4.3.5 Scores achieved in Profits percentage  47 

6 4.3.6 Scores achieved in Customer Results criteria  48 
7 4.3.7 Scores achieved in Customer  satisfaction Percentage  48 

8 4.3.8 Strengths and area for improvement for develop  49 

9 
4.3.9 Strengths and area for improvement for promoted and 

marketed  
49 

10 
4.3.10 Strengths and area for improvement for produced, 

delivered and managed  
49 

11 
4.3.11 Strengths and area for improvement for managed and 

enhanced customer relationships  
50 

12 4.3.12 customer results feedback Reports (Perceptions)  50 

13 
4.3.13 customer results feedback Reports (Performance 

Indicators)  
51 

14 4.3.14 Relation between correlation & R square  52 
15 4.3.15 Mean square error ( MSE ) in WST Company  52 

16 4.3.16 Correlation of processes criteria to the other elements  53 
 

 

 

 

 

 

 

 

 

 



l 
 

Figures List (5) 

No Figure 
Name of Figures in comparison of process versus other 

elements in the three companies 
Page 

1 4.4.1 
Comparisons of correlation and R square, Customer 

result 
55 

2 4.4.2 Comparisons of MSE,  Customer result 55 

3 4.4.3 Comparisons of correlation and R square, Total score  56 
4 4.4.4 Comparisons of MSE, Total score 56 

5 4.4.5 
Comparisons of correlation and R square, Business 

results score 
57 

6 4.4.6 Comparisons of MSE, Business results  score 57 

7 4.4.7 
Comparisons of correlation and R square, % Customer 

satisfaction 
58 

8 4.4.8 Comparisons of MSE between, % Customer satisfaction 58 
9 4.4.9 Comparisons of correlation and R square, % Sales 59 

10 4.4.10 Comparisons of MSE, % Sales 59 
11 4.4.11 Comparisons of correlation and R square, % Profit 60 

12 4.4.12 Comparisons of MSE, % Profit 60 

 


