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Abstract 
The survival organizations amidst increasing competitions occasioned by changing 

global markets depend on creating opportunities that will enable them override their 

competitors. Improving organizational competitive advantage through total quality 

management appear to be the surest way to survive the onslaught of rising 

competitions occasioned by the global business activities. Total quality 

management(TQM) improves competitive advantage by enhancing quality 

considered in the literature as the embodiment of the expectations of consumers, is 

thus, a positive approach to increasing consumer satisfaction, reducing production’s 

cost and products/service’s price while increasing productivity. The strength of TQM 

in assisting organizations to capture and sustain competitive advantage centres on 

continuously satisfying the dynamic change in the tastes of consumers using its three 

segment of continuous improvement, customers’ satisfaction and process 

improvement. TQM is a management strategy that coalesce individual beliefs, values 

and ways of the employees to align with organizational strategic plans of increasingly 

satisfying consumers’ expectations, as an instrument of achieving organizational 

goals. Whereas the implementation of TQM’s concept of customers’ orientation and 

quality improvement, help organizations to capture competitive advantage; its 

principles like leadership and commitment of top management, proper 

implementation of enterprise’s culture, continuous training, customers’ orientation, 

create ground for sustenance of competitive advantage.  
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Introduction 
The survival of every organization depend 

on its effort to remain competitive by 

continuously striving to produce 

product/service that meets the dynamic 

change in the tastes of consumers, or by 

using capabilities and competences of the 

business to take care of consumers’ 

expectations in a way that leads to 

sustainable competitive advantage. Thus 

the organizational competitive advantage 

needs improvement through a management 

strategy like TQM, that emphasize on the 

use of qualitative input resources expected 

to translate into emergence of output 

resources that meet the expectations of the 

consumers. This assertion was supported 

by Prayhoego and Devie (2018) who tied 

the disposition of organization to compete 

and perform well to the implementation of 

TQM, which stipulate an integrated 

approach to obtain and maintain high 

quality output with focus on maintenance, 

continuous improvement and failure 

prevention at all levels and functions of the 

company, in order to meet or exceed 

consumer expectations. The place of 

quality in meeting the dynamic 

expectations of consumer/customers to 

edge out the competitor is unquestionable 

because it dictates the desires or interests of 

the consumers. Murkhlis and Parnama 

(2020) acknowledge importance of quality 

as a measure or reflection of organizational 

performance, and possibly to achieving 

competitive advantage, which requires 

being sustainably different from the 

competitors in such a way that customers 

are prepared to purchase products/services, 

at a suitably high price. The 

implementation of TQM provides strong 

support to organizational pursuit for 

sustainable competitive advantage 

(Douglas and Judge, 2001), and enables the 

command of market shares and its 

associated growth in profitability. 

Improving competitive advantage is very 

necessary to every organization that want 

to survive increasing competition 

occasioned by the emergence of 

information technology that has globalized 

market environment. The information on 

the use of TQM to boost competitive 

advantage, contained in the literature, 

appears to be insufficient to assist emerging 

organizations to explore this great resource 

in improving their competitive advantage. 

Hence, this paper was designed to 

enunciate improving organizational 

competitive advantage through 

implementation of TQM. 

Competitive advantage  

Competitive advantage can simply be 

considered as having an edge over other 

competing organizations in marketing of 

products/services, or gaining more 

patronage of consumers than other 

organization that similar products in the 

market. Mcgee (2014) defined it as ‘’the 

delivering of superior value to customers, 

and in doing so, earning an above average 

return for the company and its 

stakeholders’’ The superior value of 

products/services is measured by 

comparing the products/services with the 

expectations of consumers or based on such 

parameters mentioned in the literature as 

cost leadership which revolves around 

producing product/service at reduced cost 

which reflect in the lower price offered to 

the consumers; product/service 

differentiation which is about producing 

products/service that are increasingly 
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different from others in the market due to continuous improvement approach, innovation 

and; or application of organizational core competences; and focusing on customers’ needs 

or particular group. The literature, further defined competitive advantage as an indication 

of above average performance in comparison with the firm’s competitors (Yeng et al., 

2018). Owusu and Duah (2018) also concurred with the above definition by saying that 

competitive advantage is performing better than other competitors in the industry or 

performing above the industry average. It is deducible from the above definition that two 

conditions must be met for competitive advantage to have meaning and these include 

competitors’ existence and achieving above average performance. The literature included 

these two conditions to be considered in defining competitive advantage, as performing 

above industry average which reflect on having the potential to exploit market 

opportunities and, neutralizing competitive threats (Sigalas et al., 2013). Even with the 

above definition, Owusu and Duah (2018) stated there is no generalized definition of 

competitive advantage since everything can be considered as competitive edge, e.g. higher 

profit margin, greater return on assets, valuable resource such as brand reputation or 

unique competence in producing jet engines. However, producing a superior value based 

on the characteristics that influence patronage of consumers over competitors or above 

industry stipulations gives right and measurable meaning to what could be considered as 

competitive advantage. The outstanding efforts that generate above average performance 

in the industry, depending on the products/services may include innovation, reduced cost 

of production, improved productivity, qualitative and quantitative human resources, good 

research and development units etc.  

 

Creating competitive advantage 

Every organization that wants to survive and grow should not relent in attempting to create 

competitive advantage as it gives the organization the leverage to strive for continuous 

improvement to meet the dynamic demands of the expected consumers. The literature 

recognized competitive advantage as, not only, the life blood of every organization 

(kenyon and Sen, 2015) but to be basic to attracting and retaining customers, the 

significant means of earning profits or making income for survival and growth in 

performance in business. The need for organization to consistently create competitive 

advantage is connected with retaining or even gaining more customers which makes room 

for earning consistent strand of profits/income for acquisition of resources, for use in 

striving to lead in the competitions. The first step, according to kenyon and Sen (2015), in 

creating competitive advantage is to grasp the demand landscape. This entails 

understanding the basic needs of the customers as well as other factors that dictate their 

choices. One thing to note, is that, these needs or expectations are dynamic which will 

only be met by continuous improvement that consistently accommodates and addresses 

the new desires of consumers. Aside from the foregoing, the organization is required to 

find out sources of competing alternatives to the consumers and endeavour to provide 

more valuable products/services, in comparison with the identified alternatives. Hence, it 

is necessary to identify competitors and their potential in providing added-value or 

potential new products and subsequently target at delivering products that excels in 
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providing value to the market. The value to the consumers is a function of quality and 

price. While quality is the total sum of all the attributes consumers expect the 

products/services to possess, the price is determined by cost of production, the size of 

market, competitive actions and other factors. This means minimum cost associated with 

the production of highly or superior valued products/services gives best quality for a best 

satisfaction to consumers. 

 

The Competitive Advantage Strategies 

The strategy to adopt in creating competitive advantage runs on understanding the 

increasing expectation of consumers and, plans to organise organizational resources and 

policies; in using the capabilities and competencies of the business to achieve sustainable 

competitive advantage. Although some school of thoughts mentioned five strategies which 

include cost-based, product-differentiation, first-mover-advantage, Time-based 

advantage, and Technology-based advantage; well-known researchers like Porter (1985), 

McGee, (2014) and Kenyon and Sen (2015) mentioned and categorized the strategies three 

which include; cost-based, product’s differentiation and, focus. The time-based, first-

mover and technology-based are either integrated in product’ differentiation or in focus as 

mentioned in the foregoing. Kenyon and Sen (2015) stated that these strategies are 

considered in two approaches which include scope of market and strength of companies’ 

competencies; alluded that while the strength aspect concerns supply-side that defines the 

organization’s core competencies, the scope is about the demand-side that considers the 

size and the composition of the expected market. The environment for the blend of the 

market scope and organizational competencies for efficient and effective applications of 

a given strategy was reported by Porter (1980) as shown in Figure 1 below.   

 

 
Figure 1: Porter Generic Strategies (Porter, 1980) 
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The cost-based approach leverage on understanding that the value of products/services 

being provided to the consumers, is measured based on quality and price i.e. the price the 

buyers are ready to pay. Hence, superior value emanates from offering lower prices than 

competitors for equivalent benefits or providing unique benefits that counterbalance 

higher price. The value provided to consumers depend on producing quality 

products/services with lower cost that enables offering the products at attractive lower-

price products (Ismail et al., 2010). The production of valuable products/services at a 

minimum cost is usually achieved by identifying and eliminating or minimizing wastage 

of input resources including time and human resources. The higher the wastes associated 

with production of products/services, the higher the production cost and possibly the 

higher the marketing price. The values created in products/services and, price they are 

being offered must be satisfactory to consumers. Kenyon and Sen (2015) appear to concur 

with the foregoing in their statement that, creating values in products/services for 

customers, that exceed the cost of creating the said values, is highly satisfying to 

consumers, who incidentally respond with increase in patronage which yield improved 

competitive advantage for the organization involved.  

Similarly, the product’ differentiation approach targets at providing higher value products 

than other similar products in the market. The products/services are usually differentiated 

in many ways but the most common is through technology-based approach, in which 

superior organizational creativity and innovation is reflected on the products/services to 

increasingly attract consumers. Yunoh and Ali (2015) mentioned the use of process and 

product innovation in fostering innovative practices that guarantees production of superior 

valued-products/services that are enticing to consumers. The differentiation in the 

products, according to Gimenez and Ventura (2002) and Morgan et al. (2004), may be in 

higher quality, packaging, design and style which they further affirmed to potentiate 

creation of competitive advantage for relative better performance. Kenyon and Sen (2015) 

specified the areas this strategy work best to be ‘markets where customers are not price-

sensitive or the market is competitive or saturated, or where customers have specific 

requirements and the firm has unique resources and/or capabilities which enable it to 

satisfy these requirements in ways that are difficult to copy’. 

Also, the dimension of focus is pursued by organizations identifying or picking one or 

more characteristics observed to be appealing to consumers and working to provide it or 

them in a dignified way that increasingly attracts the consumers. The focus generic 

strategy may be cost focus, product’ differentiation focus and cost and product combined 

in the pursuit of competitive advantage. Kenyon and Sen (2015) recognized the forgoing 

as the three variant focus and stated that its attention is usually directed towards the scope 

over which the organization chooses to compete, based on either cost or product 

differentiation.  

Furthermore, Porter (1985) stated that pursuit of competitive advantage either by cost-

based or product’s differentiation-based approach is in broad range industry segments, and 

that focus concentrate on cost advantage (cost focus) or differentiation advantage 

(differentiation focus).  
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Nevertheless, competitive advantage can be pursued through different functional areas 

within the organization (Wright et al., 2011) like giving required attention to smaller 

cycles of product/service delivery, producing reliable and quality output, fulfilling or 

keeping the promise of delivery, being innovative and having the potential to productive 

products as and when expected as well as having the flexibility to adjust volume changes 

and lower cost 

 

Competitive advantage: The Provider of Higher Organizational Performance 

The pursuit of competitive advantage is meant to improve organizational performance and 

ensure the survival and growth amidst competitors or unfavourable economic policies. 

Achieving sustainable competitive advantage guarantees increasing organizational 

performance. The contributions of competitive advantage to some elements of 

organizational performance such as higher product/service sales, revenue, profitability, 

return on investment, productivity, product added-values, market share, brand promotion 

and others; as mentioned by Ismail (2010). The foregoing indicates that competitive 

advantage has positive correlation with performance as those elements are the purveyor 

of higher organizational performance. Also, because the pursuit of competitive advantage 

involves efficient and effective use all organizational available resources which translate 

to efficient organizational internal processes, customer satisfaction, human resources 

development, job enrichments and satisfactions considered as the enhancers of higher 

performance; Wang and Lo (2003) and Neely (2005) recognized it, as the provider of 

higher performance. Furthermore, Economou and Chatzikonstantinou (2009) mentioned 

advanced organizational benefits supported by improved employees’ satisfaction level, 

higher safety and health standards, enhanced productivity and finally cost and cycle time 

reductions as a purveyor of competitive advantage. 

 

Organizational Productivity as the Kernel of Competitive Advantage  

The achievement of sustainable competitive advantage by any organization depends on 

the level productivity consciousness of that organization. Productivity which is all about 

adding value to existing available resources by eliminating or minimizing all categories 

of production wastes. The consideration of productivity as efficient and effective 

utilization of available resources to meet the expectations of consumers shows that it is 

the pivot upon which all efforts towards achieving organizational goals and their 

associates revolve.  Dresch et al. (2018) reviewed all the factors that influence 

organizational competitive advantage and concluded that just as productivity is the 

purveyor of national competitiveness, it is the key factor in improving competitive 

advantage at a firm level. It minimizes waste generation and ensures that input resources 

are converted into valuable products/services as outputs. The report of Saboniene and 

Karazijiene (2002) corroborated with above assertion as they considered productivity 

concept in terms of obtaining the maximum results or benefits using minimum efforts or 

resources. Resources in this context means everything including tangible and intangible 

thing, e.g. time, that are used to produce the products/service. 
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Total Quality Management 

The position of quality in the efforts of organizations to survive the increasing competition 

due to globalized economic system is indispensable as it remains the only way to satisfy 

or meet the dynamic expectations of consumers. Zakuan et al. (2010) recognized quality 

as an essential approach to achieve economic success because it is an expression of 

expectations of customers. Quality is important that it can be considered as the pivot upon 

which organizational value system, their efforts and results revolve. Alotaibi nd Islam 

(2013) stated that ‘the quality is the centrality or the totality of the technical knowledge, 

value orientation, mode of thinking and phases of management thoughts and codes of 

conduct that relates to quality issues acknowledged by the staff and developed through 

long-term quality practice processes.’ And development of mindset toward commitment 

for adoption of new way of life, according to Kotter (1992), is a function of culture which 

can be developed with time in organization. Gavin (1988) stated that depending 

organization’s inclination to quality, there is change in values and ideologies or cultures, 

and proceeded to mention four main quality culture as inspection culture, statistical control 

culture, quality assurance culture and strategic quality management culture. 

Furthermore, the Total Quality Management (TQM) institutes quality culture in every unit 

of an organization, where it is being implemented through abroad set of management and 

control processes to ensure that the products/services produced satisfy or exceed the 

expectations of customers. Zenter (2011) observed that in integrating TQM, organizations 

intend to pursue increase in performance and provision of quality of products/services 

with increasing satisfaction of customers according to their needs. Recent development in 

implementation of TQM indicates that, it is approached through three major sections 

which include; process orientation, customer orientation and continuous improvement in 

order to meet the needs of the nature of its identified customers (e.g., internal customers, 

external customers, stakeholders, alliances, etc.) (Soriana, 2008). The underlying principle 

of TQM is to make every components or resources of organizations active and responsive 

to efforts towards producing costumers’ adjudged satisfactory products/services with the 

human resources as an anchor, designed to efficiently and effectively organize other 

available resources. With customer satisfaction as the target, TQM ensures continuous 

improvement in performance or success by involving all employees to constantly work to 

enhance processes, products and services. The effort is considered as proactively using 

quality input resources through a quality processes that guarantee the generation of quality 

products/services. Hence, Torbica (1997) referred to it as an all-encompassing effort 

expended to generate customers’ satisfaction through continuous improvement. 

 

Principles of TQM 

The principles underlying the goodness of TQM, its disposition toward improving 

organizational performance need to be mentioned to guide organizations that may be 

interested in its application at workplace. The literature referred to these principles as 

critical success factors (Yunoh and Ali, 2015), and they include; management 

commitment, strategic planning, customer focus, benchmarking, qualitative input and 

processes, and continuous improvement. 
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Management commitment 

The interest of the management and its commitment in application of TQM is very 

essential. As leaders and the driving force of organizations, management sets the pace in 

appreciating the virtues and values of TQM and its importance to improving performance.  

The position of the management as creators and custodians of organizational cultures, 

values, goals and systems for customer satisfactions; indicates that their commitment is 

very necessary for effective implementation of TQM (Yunoh and Ali, 2015). The literature 

mentioned the qualities management should possess in playing their roles as leaders of 

TQM’s implementation to include being skilled in communication, team building, 

measurement, decision-making and self-management (Koehler and Pankowski, 1996). 

The implementation of TQM depend of the approval of the management, hence, the first 

step in adopting TQM is to acquaint members of the management team with virtues of 

TQM.  

 

Strategic Planning 

The implementation of TQM is meant to flow with the organizational strategy designed 

to achieve the goals. Strategic planning in this context is all about formulation, 

implementation, monitoring or evaluation of strategies expected to help the organizations 

achieve their goals; or as Baird et al. (2011) put it, as the development and deployment of 

plans to deepen relationships with customers, suppliers and business partners. The plans 

are designs to cover every unit of the organization, detailing roles/functions targeted at 

improving quality and customers’ interests/ satisfaction. Also, the planning embodies the 

capability or potential of the organization to implement the strategies appropriately; and 

shows that it is planned top down, while the actual benefits of TQM are generated at the 

operational levels, the control of primary production processes. The systematic planning 

of cross-functional innovation is often the most visible aspect of total quality management. 

 

Customer Orientation 

The major thrust of TQM implementation is to meet the expectations of the customers. 

Customer in the context of TQM include internal and external customers. The strategy of 

TQM is to give consistent adequate attention to all categories of customers, to ensure that 

all their expectations are met in the products and services supplied. Hence, good 

relationship that enables organization to get feedback from customer should always be 

maintained by determining the current and future needs of customers to make them the 

main organization responsibilities (Yusr et al., 2014) which must be discharged. The 

principle of customer orientation is designed, thus, to recognize internal and external 

customers and their requirements. This is followed with putting resources in place to 

satisfy them. Barouch et al. (2016) recognized the foregoing as a booster of customers’ 

loyalty and improvement of organizational performance. 

 

Benchmarking 

Benchmarking as a principle of TQM recognizes superior competitors in the same sector, 

their products/services and techniques should be measured and analyzed (Yunoh and Ali, 
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2015) for comparison and operational improvement. It involves investigating operations 

of the competitors with a view to copy and apply better operational strategies to improve 

organizational productivity and competitive advantage. And according to Yunoh and Ali 

(2015), the criteria that can serve as benchmark are effectiveness of internal processes, 

customer and employee satisfaction and others 

 

Suppliers’ Quality Management 

The management of the quality of the suppliers of raw materials is essential to ensure that 

the input resources meet the standard required to produce that satisfy the customers. 

Supplier’s quality management is defined as the procedure of assessing supplier’s quality 

performance as well as inaugurating long term organization-supplier partnership with 

product quality as the specification for supplier selection (Bolatan et al., 2016). The quality 

of raw material also determines the quality of the products provided the processing system 

is in acceptable condition.  

 

Measurement of Performance 

The disposition of TQM towards continuous improvement makes measurement of the 

quality of performance necessary for identifying opportunity for improvement. The 

measurement is carried out by comparing the work done with the standard or by 

benchmarking.  The measurement is also used in process control and performance 

improvement, and to give information on how well processes and people are doing so as 

to motivate them to perform better in future. Measurement exposes lapses in meeting the 

expectations of customers upon which better standards, which may be used as unit of 

measurement/comparison, are set (Oakland, 1998). In other words, measurement provide 

scoreboard for monitoring performance levels, highlighting quality problems and 

determining areas that require priority attention. It, also, gives indication of cost of poor 

quality, justifies the use of resources and provides feedback information for driving the 

improvement efforts. 

 

Employee Commitment and Teamwork 

The success of TQM implementation depend the commitment of the employees. It is 

necessary to equip the employees with relevant skills and knowledge of innovative and 

creative inspiring programmes like brainstorming for generation of ideas, inclination to 

team building, suggestion schemes, quality performance and measurement schemes etc. 

Teamwork is instituted by encouraging the employees to collapse their individual values 

and beliefs to organization’s general goals through trainings and proper orientations. It 

facilitates collapsing individual ideas into corporate ideas which may be more valuable 

for improving quality performance. Aside from this employees, according to, 

Kafetzopoulos et al. (2015), should be meant to understand the virtues of product quality 

so as to be committed to the quality improvement. The literature stated that the level of 

awareness of employees have about the link between continuous improvement in the 

quality of organizational products/services and their future determines their disposition 

towards meeting the expectations of customers, the central goal of organizations. Hence, 
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Mahmood et al. (2015) averred that employees should be necessarily be acquainted with 

how the quality policies of the organization are connected with their jobs, development 

and motivation; and thus continuously improve their work output. The necessity of 

organizational success relies on employees, the major determinant of institution of quality 

culture and hence, requires a skilled workforce, which are capable to adjust to a 

continuously changing environment (Zentner, 2011). Thus employees are indispensably 

important stakeholder in the implementation of TQM. 

 

Continuous Improvement 

The principle of continuous improvement of TQM is predicated on making effort to meet 

with the continuous change in the tastes/demands of customers. The continuous 

improvement of the entire team in the organization to meet customer’s needs is therefore 

involved (Benavent et al. 2005). Deming (1986) stated that organizations need to improve 

the production and service systems consistently to improve quality and productivity, hence 

reducing costs. The continuous improvement of TQM covers every unit of the 

organization involved to ensure continuous fulfilment of the expectations of customers. 

Yunoh and Ali (2015) asserted that it is not a specific agenda but a continuous journey 

that involves every element of the organization involved 

 

Programme Implementation 

The implementation of TQM is the responsibility of a committee, called Quality Council, 

set up from amongst the most senior officers of the organization, headed by the chief 

executive and charged with designing quality policies. Following this committee is the 

Steering Committee  of the heads of department/units, charged with the actual running of 

the programme. Also, involved in the implementation exercise, is the various Quality 

Improvement Teams formed at departmental levels involving all employees of the 

unit/department, charged to work for the continuous improvement of the processes. 

Usually, the Quality Improvement Team is allowed to strategically think of options for 

improvement based on the experiences of the members and, channel suggestions, using 

suggestion scheme method, to the Quality Council through the Steering Committee for 

approval and implementation. 

 

Improving Competitive Advantage Through Total Quality Management 

One of the reasons for implementing TQM is to produce goods and services that appeal 

or fulfill the expectations of customers. The literature has established positive correlative 

relationship between TQM and delivery of superior-valued products/services cum 

customers’ satisfaction (Yeng et al., 2018). One of the mechanism of TQM is feedback, 

i.e. garnering of information from the consumers and other stakeholders about the level of 

acceptance of the products/services, complains and or added values consumers expect 

from the products, in an effort to ensure improved customers’ satisfaction. The report of 

Jafar et al. (2010) stated that the development of quality by TQM is considered to elicit 

increase in consumer satisfaction, reduced production cost and productivity improvement. 

And producing goods and services that satisfy consumers’ expectations, according to 
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Zentner (2011), is fundamental to gaining competitive advantage. The foregoing indicates 

that implementation of TQM is a surest way to capture and maintain competitive 

advantage. 

Also, the incorporation of total quality management boost attractiveness of organizational 

products and services and assist in brand development. And by highlighting indicators of 

attractiveness, organization can put in place schemes guiding production of goods and 

services that increasingly meet consumers’ expectations for sustainable gaining and 

maintaining market share. The literature affirms that achieving a sustainable increase in 

customers’ satisfaction is a gateway to improving financial performance (Yeng et al., 

2018) and organizational competitiveness even at the global frontiers. 

Similarly, the potential of TQM principles to promote organizational efficiency indicates 

that it also promotes organizational competitive advantage. Grant (2008) reported that 

amongst competitors, organizations that are more efficient captures and maintains 

competitive advantage. TQM principles makes every unit of organization active, 

functional and efficient. The efficient activities further help the organization, in many 

ways, to achieve and maintain competitive advantage, by effective and efficient utilization 

of available resource and capabilities/core competencies as well as by identifying and 

exploiting opportunities in existing and emerging markets, in market niches (Economou 

and Chatzikonstantinou, (2009). The running of the sustainability of organizational 

distinctive competencies and strategic position on two necessary fundamental 

preconditions, i.e. durability and inimitability usually associated with TQM, makes it a 

powerful instrument of promoting competitive advantage.  

 Also, Wheelwright (1989, in attempt to highlight the ways organizations can capture and 

maintain competitive advantage for organization, mentioned the following as critical 

characteristics of actions to be taken: focusing on customers’ needs; enhancing business 

success; being durable, lasting, and inimitable by competitors; organizational core 

competencies and, promoting continuous environment and guaranteeing direction and 

inspiration to whole organization. And these factors are, incidentally integral part of total 

quality management, indicating that total quality management positively correlates with 

competitive advantage. Also Reed et al. (2000), in the same vain highlighted some of the 

precursors of competitive advantage which consider it as a product of the implementation 

of TQM. According to them, the implementation of TQM’s concept of customers’ 

orientation and quality improvement, help organizations to capture competitive 

advantage; while its principles like leadership and commitment of top management, 

proper implementation of enterprise’s culture, continuous training, customers’ orientation 

occasions the sustenance of competitive advantage. Thus the implementation of TQM 

generate and or improves competitive advantage, shields organizations from onslaught of 

competitors and guarantees their survival and improvement in performance. 

Similarly, another way TQM improves organizational competitive advantage is by 

changing or transforming organizational quality culture, the way life, belief and view of 

employees. The literature defined culture to be all about all acceptable ways and the 

implicit beliefs, norms and values and premises which influence and direct behavior 

(Ahmed et al., 1999). The principles of TQM systematically influences and direct 
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behaviours of employees to align with the organizational goals of producing goods and 

services designed to meet the expectations of consumers. In this way TQM pursues 

quality, according to the report of Douglas (2001)’ as the centrality or the totality of the 

technical knowledge, value orientation, mode of thinking and phases of management 

thoughts and codes of conduct that relates to quality issues acknowledged by the staff and 

developed through long-term quality practice processes’. This forgoing indicates the 

potential of improving competitive advantage through promotion quality culture in 

organizations. 

 

Conclusion 

The efforts by organizations to survive the onslaught of the competitors in the business 

activities depend on presenting products/services adjudged by consumers to be superior 

in value when compare to those being presented by the competitors. Thus satisfying the 

expectations of consumers remains the significant approach to increasing sales and 

capturing competitive advantage. The TQM which runs by three major segments such as 

process improvement, customer satisfaction and continuous improvement manages and 

controls organizational resources to generate products and services designed to meet the 

expectations of consumers. It changes or transforms organizational culture, collapses 

individual goals of all the employee to organizational goals, and supports constant 

attainment of customers’ satisfaction through integration of system of tools, techniques 

and orientations. In seeking to improve operational performance through production of 

superior value-products/services that are increasingly satisfactory to consumers, it 

improves organizational competitive advantage. The implementation of TQM brings 

about capturing and maintaining competitive advantage, and assist in the survival or 

organizations against increasing competitions the globalized economy is instigating.  
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