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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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