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Abstract

The following paper illustrates how Quality Function Deployment (QFD) could be used to
operacionalize the marketing concept. The relationship between marketing and satisfaction of the
customer’s needs with the Quality Function Deployment criteria is examined. The QFD as manage-
ment approach is described, giving special emphasis to the Voice of Consume’s (VOC) phase. The
style of communication that results from the application of QFD is discussed. The advantages and
limitations of the application of QFD are highlighted. Lastly, some conclusions are stated.
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Despliegue de la funcion de calidad (QFD)
y mercadeo: hacia la satisfaccion del cliente

Resumen

El siguiente articulo muestra cémo el Despliegue de Ia Funcién de Calidad (denominaco en
inglés “QFD", siglas de “Quality Function Deployment”) puede ser utilizado para operacionalizar
el concepto de mercadeo. Se examina la relacién existente entre el mercadeo y la satisfacci¢n de
necesidades del consumidor, tomando como criterio el despliegue de la funcién de calidad. Se
describe el despliegue de la funcion de calidad como proceso gerencial, prestando especial ater cidn
al enfoque de la voz del consumidor. Se considera el estilo de comunicacién que surge de la
aplicacién de QFD. Se remarcan las ventajas y limitaciones del despliegue de la funcién de cal dad.

Por ltimo, se formulan conclusiones sobre el enfoque de QFD.
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(VOCQC), satisfaccion de neccsidades.
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Introduction

In the sixties, Keith defined the market-
ing process as the human activity directed at
satisfying needs and wants through an ex-
change process. Today, in the managerial ci-
entific community this concept has been en-
hanced by Kotler (1991), who states that the
marketing concept, which holds the key to
achieving organizational goals, consists of de-
termining the needs and wants (1) of target
markets and delivering the desired satisfac-
tions more effectively and efficiently than
competitors do. As it can be deduced from
Kotler’s definition, the satisfaction of the con-
sumers’ needs is essential to the core of the
marketing concept. In this sensc, marketing is
along-term multifactor plan, in contrast to the
sales concept that is short and focused only on
the sales objective factor.

For any business firm or company,
identifying and satisfying the customers’
needs must be the main direction of manage-
ment, therefore the idea of customer satisfac-
tion is to be present not only in the marketing
subsystem but also in all the organizational
units. It has been said that if the marketed
product cannot satisfy the needs of customers,
the marketing and the business objective of
the company cannot be fulfilled (Kotler,
1991). For this reason, many business manag-
ers are aware of the marketing concept and its
relationship to sales and profitability.

Often, the difficulty in achieving mar-
keting objectives lies in the complicated pro-
cess of operationalizing markcting goals. It
could happen that the marketers have a good
understanding of what marketing means, but
they do not know how to implement this con-
cept in practical situations nor do they visual-
ize how to operationalize the customers’
needs. Furthermore, other reuasons explain
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failures from a marketing framework. One
reason can be attributed to the tendency tc dis-
regard the customer’s voice and magnif's the
voices of engineering or top executives an-
other reason is the loss of customer neecs in-
formation as the product moves througl the
product development cycle; lastly, the differ-
ent interpretations of specifications by th : de-
partments involved influence the loss of i ifor-
mation on what the customer needs.

On the other hand, the quality dinen-
sion has appeared as one of the solutions for
fulfilling the objectives of the marketing pro-
cess. Many firms have proveed that the qu ality
function in the business field is an importa t di-
mension that managers should consider as a
way to operationalize the marketing concept.
The achievement of the marketing conct pt is
gained through the total quality concept and
quality must be reflected in both, customer sat-
isfaction and profitability. Nevertheless, n re-
cent years, the quality concept has been dzvel-
oped with such speed that the marketing pro-
cess has not been able to incorporate the nno-
vations to the same extent as the quality pro-
cess has been able to do it, with the implication
that the marketing process, in some cases can-
not use the enormous amount of information
that the quality dimension generates.

In this sense, marketing and quality
concepts share common aspects target:d at
satisfying the customers’ needs. To blend
these two concepts, the marketing process and
the quality function, a new approach hes ap-
peared to improve the knowledge of the cus-
tomers’ needs and to find out how their satis-
faction can be fulfilled with a quality critzrion
in a segmented market. As it will be described
trought out this paper, this new methodology
called Quality Function Deployment (QI D) is
one of its most important components of the
total quality management approaches that has
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gained a great deal of attention in the last two
decades.

1. Marketing and satisfaction
of the customer utilizing QFD

The concept of customers’ satisfaction
has been receiving increasing attention in the
literature during the last three decades. The
marketing mission is the identification of cus-
tomers’ needs, with complete and in-depth
understanding of what customers are request-
ing in some specific unit of time.

In the opinion of O’Neal and LaFief
(1992), the understanding of customers goes
further than the written specifications of any
given need; the marketer requires to identify
as much as possible of those presentneedsin a
segment of a consumer population. Going be-
yond the stated needs of the customers is the
key to what is called Quality Function De-
ployment (QFD).

The concept of QFD was introduced in
Japan by Yoji Akao around the sixties. By
1972, the power of the approach was demon-
strated by using it at Mitsubishi’s Kobe ship-
yard in Japan. In 1978, the first book on the
subject was published in Japanese. Other
Japanese firms have used this approach with
important accomplishments. Quality Func-
tion Deployment was brought to the United
States of America by the Ford and Xerox
firms in 1986. By 1989, twenty-four U.S.
companies used this methodology and in the
1990’s, more than one hundred firms have
been reported to have utilized it (O’Neal and
LaFief, 1992:137).

Quality Function Deployment uses the
analogy of houses to illustrate the functioning
of the process and the integration of the infor-
mation into action plans. The model resem-
bles a guest as the customer who is “invited”

to visit some house, which is the firm and the
development of the product. The team as-
sumes the host role and the different parts of
the house are the different units in the f rm,
The customer is “taken for a walk” through
the different parts of this house. In each part
the guest gives his opinion of what he wents.
This methodology utilizes third dimen;ion
techniques that are presented as “virtual ri:ali-
ties” to the customers. These “virtual reali-
ties” are deployed through the process of crea-
tion and developemnt of a product to di:ter-
mine the quality that consumers are requir ng.

Quality Function Deployment is bsed
on an organizational approach that focuse s on
the lens model proposed by Brunswik (Grffin
and Hauser, 1992). It uses verbalized perzep-
tions of customers as a model or “lens” to see
what the customers want, what their pr:fer-
ences are and how competition and ‘.ales
could be affected by such perceptions. The
customer is the main aspect in the chain o! cre-
ating the product or service, It is important to
emphasize that this approach is a rat onal
based method, in which the need and satifac-
tion of the customer are assessed by obje:tive
means.

One important condition of QFD i'. that
a team makes the work. Quality Function De-
ployment focuses on the design, manufactur-
ing and marketing of the product, always with
the information provided by customers The
purpose of QFD is to deploy the necessary
quality to satisfy the customer. Thus, ottain-
ing the voice of the customer is the focal >oint
of the QFD process. If an inaccurate repr sen-
tation of customer desires is obtainec, the
QFD process will fine tune the system to Jring
forth the wrong product.

Quality Function Deployment has
risen in contrast to the traditional sales b tying
concept. In the traditional approach such as



sales, marketing is understood us one of the
departments of the whole firm. By contrast, in
the QFD concept, the marketing unit interacts
with other components of the company as well
as with customers. Consequently, when QFD
is applied, different departments of the firm
have a team spirit, removing departmental
barriers and accomplishing cooperative work.

Andrade and Campo-Redondo (1998)
stress another important feature regarding
QFD, which is the quality dimension. Quality
Function Deployment emphasizes quality in
all of its scope. Quality Function Deployment
considers that each phasc of the marketing pro-
cess must be focused with the quality criterion.

Many companies are using QFD to cre-
ate and improve their products. To mention
some examples, Motorola has achieved im-
portant awards as a firm using the approach of
focusing on what their customers want
(O’Neal and LaFief, 1992:136).

In addition, Toyota has used the Qual-
ity Function Deployment approach since
1977, following four years of training and
preparation. Results have been impressive.
Between January 1977 and April 1984, Toy-
ota Autobody introduced four new van-type
vehicles. Using 1977 as a base, Toyota re-
ported a 20% reduction in start-up costs on the
launch of the new van in October 1979; a 38%
reduction in November [982; and a cumula-
tive 61% reduction at April 1984. During this
period, the product development cycle (time
to market) was reduced by onc third with a
correspond improvement in quality because
of a reduction in the number of engineering
changes (Bagozzi, 1995).

Gillette is other company that spends
every year more than one million dollars for
shaving-testing programs utilizing a QFD ap-
proach. They have interviewed people to find
different needs that these customers are pre-
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senting with the shaving routine. The Atra
model (a type of razor with a swivel-h:ad)
was introduced in the market after researc 1ing
some characteristics of the Trac II razor (an-
other type of razor). The Trac Il model wa not
fulfilling what the customers were reques ing,
so the Atra model was introduced to accom-
plish the needs of the customers that the [rac
1T could not (Bagozzi, 1995).

Another important firm that has
gained much attention for its profitabili:y is
Puritan-Bennett. This company utilizec the
QFD methodology to design a spiromet-y, a
device used in measuring the total volume of
air in the lungs as well the amount of exhaled
air (Hauser, 1993). Improving of this n edi-
cal diagnostic tool led the organizaticn to
make important advances in marketing and
profitability in comparison with its com eti-
tor -Welch Allyn.

In Venezuela, the marketing concept
has been utilized sparcily. It appeard very
incipiently in the fifties when the Vene zue-
lan society moved from a rural based econ-
omy to an industrialized one (Vanmaicke,
1988). However, the big companies ahove
described functioning in Venezuela usu-
ally develop the quality standarts of heir
products in segmented markets based i 1the
countires in which such companies 1ave
their head quarters. On the other tand,
managers in Venezuela tend to develo > the
marketing concept based on the sale: ap-
proach rather than on the deployment of
products to improve quality. Even though
the quality concept has been introduc:d in
some business in Venezuela, such as t1e in
most important company owned by the
state, Petréleos de Venezuela (Pdvsa’, the
approach that stills prevails to operacional-
ize the marketing concept is that o’ the
sales oriented.

37
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2. Description of quality function
deployment

Quality Function Deployment utilizes
a systemic model -included the visualization
to expose to people how the product or service
works- represented by “houses” in which each
“part of the house” is understood within the
marketing, engineering, R&D, manufacturing
and management framework. The model
functions as a matrix, in which a translation of
customers’ needs is converted into marketing
languages, engineering and other components
of the firm.

Griffin and Hauser (1992) and Hauser
(1993) have made a good explanation of the
functioning of these houses and their exposi-
tions are summarized as follows:

a) The “house” of the Voice of the
Consumer (VOC). Also known as the house
of quality. This house consists of the descrip-
tion in the customer’s own words of the bene-
fits they would like from a product or service.

A customer need is a description of the
benefits to be fulfilled by the product or serv-
ice. Other important investigation in this stage
is the comparison of the customer perceptions
of competitive products. Generally speaking,
the one-on-one interview or group approach
(6 to 8 customers) is used to inlerview a group
of customers and discuss with them their
needs regarding a new product or service or
improving an existing one. Once the team of
the firm has obtained a large number of cus-
tomers needs (around 200 to 400) these needs
are classified hierarchically and divided into
three types of needs.

The primary needs are the strategies or
basic needs, and of course, they are the most
important for customers. These needs respond
to the question of what they will assume the

product will do. The secondary needs are thz
articulated needs and they are classified cor -
sidering the design of the product and the ma -
keting possibilities and strategies; also, th's
set of needs answers the question of what tt e
customers say they want the product to d».
The tertiary needs are based on the provisicn
of specific direction for the engineers; alio
they contain the excitement or surprise chir-
acteristics of the product, meaning, how cii-
ents will be surprised if they find a speci ic
characteristic in the product. The voice of the
customer involves the identification, struc-
ture, priority and comparison of custome:s’
needs. In the marketing approach, the voice of
the customer stage is the phase that market ng
pays more attention due to the relationship je-
tween customers’ needs and design attribut 2s.

b) The ““house” of the Voice of he
Engineering. In this step, the needs of the
customer are translated into engineering con-
cepts. Items such as “time to perform the task™
or “initial setup time” are analyzed. Also, the
physical characteristics of the product of the
company are analyzed. Once engineering has
an idea of the product, a matrix is generzted,
giving special attention to the developing of
different relationships of the physical featares
of the idea. The “roof” of the house is bu It in
this stage, with the quantification of the plhysi-
cal characteristics and relationships aniong
the design attributes of the product. Moreo-
ver, in shaping of product, the team neeis to
estimate costs, feasibility and technical {iffi-
culties for changes in each of the design attrib-
utes. This phase links the design attribu es to
actions the firm can take.

¢} The “house” of Manufacturing
Process. In this stage, actions are linked o im-
plementation decisions and manufac uring
process operations.



d) The “house” of Production Plan-
ning. This phase links the implcmentation of
manufacturing process operations to plans for
production. .

Griffin and Hauser (1992) consider that
the best known of these houses is the house of
quality. In the implementation of the QFD ap-
proach, the VOC is one of the most important
components. The VOC sets forth a hierarchical
set of customer needs where each need or set of
needs is assigned a priority thal indicates its
importance to the customer. In this step of the
process, the team working on the development
of the new idea focuses attention on the voice
of the customer. A group of customers is asked
in detail about their needs related to a new
product or to improve one. For instance, in the
design of anew light system in a car, headlights
can result in the need for “lights up the road
with a fully loaded trunk.”

Quality Function Deployment can be
conceptualized as a matrix, in which different
components are added, until completion of the
product, this means the satisfaction of the cus-
tomer. O’Neal and LaFief (1992:141) have
described this matrix in nine steps that are
summarized as follows:

s Step 1: Determination of the custom-
ers’ needs: This step answers the ques-
tion of what customers want in the
product or service.

¢ Step 2: Identify product control char-
acteristics: This step translates customer
requirements into technical specifica-
tions. It answers the question of how cus-
tomers’ requirements can be delivered.

¢ Step 3: Developing of the matrix rela-
tionship: This describes the degree to
which each technical characteristic influ-
ences the customer desired requirements;
the customer weight in the relationship.

Revista de Ciencias Sociales, Vol. VII, No. 1, 2001

¢ Step 4: Developing the matrix related
to the changes: A matrix that shows how
a change in one product control af ects
another characteristic is developed.

s Step 5: Market evaluation: A new :.ddi-
tion to the market cvaluation is n ade.
This step covers customer expressec. im-
portance ratings for the listed require-
ments and competitive evaluation da afor
existing products.

s Step 6: Competitive evaluation: A con-
trol of the company’s product or serv ce is
generated.

e Step 7: Key selling: A strategic approach
is generated to sell the product.

o Step 8: Target values: Target valuc s are
developed for each of the product cc ntrol
characteristics. These characteristics are
based on the agreed selling point:, the
customer importance rating and the cur-
rent product’s strengths and weaknc ss.

o Step 9: Further deployment: The as-
pects of quality control of the produ:t are
selected, based on the comments of the
customer satisfaction point of view

The process of identifying cus-omer
needs is a qualitative task. Around 10 to 30
customers of a segmented market are inter-
viewed by 4 to 6 experts. The interview could
be one to one, or it could be a focus zroup
composed of 6 to 15 customers. The e::perts
ask the customers to make a complet: and
creative description of what they coasider
could be their needs; in addition, the inter-
viewers request the customers to figue out
hypothetical experiences with the produ >t that
has been worked on. For instance, working
with the idea of improving a new pe -sonal
computer, the customer can be asked 1o pic-

ture himself viewing work on a computer. A

precise description of his difficulties can be
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requested. Then a portrait of his experience is
reported. The interviewer maintains an empa-
thetic problem-solving attitude and could ask
for complete descriptions of the nced worked
on. The interview ends when the team feels
there are no new ideas that can be generated.

Griffin and Hauser (1993) have devel-
oped a statistical technique to dctermine the
number of ideal customers that need to be in-
terviewed. They concluded that with 20 to 30
customers it is possible to identify 90 percent
of the cluster needs in a relatively homogene-
ous customer segment. With respect to the
number of persons in the team, the ideal
number is around 4 to 6. These authors have
also found that there are no significant differ-
ences between the one on one interview and
the focus groups. They recommend the focus
group over the personal interview due to the
costs of the personal interview.

3. Quality function deployment
and communication among the
units of the organization

There is important evidence in the lit-
erature about the positive correlationship be-
tween different communication units of an or-
ganization and the development of a new
product (Griffin and Hauser, 1992), In this
sense, QFD is considered as one representa-
tive of the quality concepts in cormmunication
and cooperation among different teams in a
company. An advantages of utilizing QFD re-
lies on the fact that this approach has proven to
encourage communication and cooperation
among the different units by requiring input
from marketing, that is the consumers voice,
engineering, and agreement on interrelation-
ships. One of the functions of the team apply-
ing QFD is understanding and accepting the
inputs generated by the customers through

communication specific plans. Therefore, the
underlying factor in QFD is the interfunc-
tional intercommunication among the diff2r-
ent units involved in the process of creating or
improving a product or service.

When QFD is used, all the teams of he
organization participate in the creation of the
new product; therefore, all teams accept the
inputs from different units. In this sense, re-
search has shown that QFD enhances comt 1u-
nication among functional groups, such as
marketing, engineering, and manufacturing
(Griffin and Hauser, 1992: 360).

In this tenor, Griffin and Hauser,
(1992) conducted a study in which the jat-
terns of communication were analyzed. Tt ese
authors contrasted the patterns of comm ni-
cation that resulted from the application of
two different quality control managerial ap-
proaches, Quality Function Deployment and
Phase-Review Development. Two different
units to improve products in a car-platform
firm applied these techniques. The traditi ynal
phase team (phase-review) worked in seq 1en-
tial steps before commercializing the product.
The QFD team worked systemically as they
performed the task of improving the prouct.
The two different teams worked on improving
the product, so that each one had its func ions
and each one was responsible for compl::ting
each phase. The top management revic wed
each phase before the process went on t) the
next phase. In the firm studied, both tean:s re-
ported to the same manager, both had si nilar
functions, and both worked on the same proj-
ect. The only difference between the tzams
was the managerial approach that each team
used in the development of the product.

The findings suggested that the team
using the QFD model had less commu nica-
tion (in social terms) but displayed morc: effi-
cient patterns of interaction than the team us-



ing phase-review. The communications of the
QFD team were more horizontal, with better
functions than the style of communication
showed by the other team. The authors con-
cluded that the team using a QFD approach
tended to present more overall communica-
tion, more communication within functions,
and more communication among functions.
The team utilizing QFD talked together di-
rectly to one another rather than through the
top of management (Griffin and Hauser,
1992).

The advantages of the QFD model lie
not only in the satisfaction of (he client but
also in the enhancement of the communica-
tion within the organization. In this sense,
QFD could be considered indircctly as an or-
ganizational development (OD) approach, be-
cause integration among the personnel in-
volved within the firm is obtaincd. In addition,
when QFD is used, because of the cohesive-
ness that it is generated in the teams, all the
units involved are empowered, and by doing
that, one can infer that much of the personal
needs of the members are fulfilled (Andrade
and Campo-Redondo, 1998).

4. Advantages of quality function
deployment

Through this paper we have described
the characteristics of QFD as a methodology
that focuses on the satisfaction of needs across
all aspects in the deployment and develop-
ment of products or services. In this sense, we
want to stress the many outstanding features
that Quality Function Deployment has:

e Quality Function Deployment is a meth-
odology that operationalizes the marketing
concept with a quality dimension. Moreo-
ver, it is a scientific approach that has its
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steps specifically defined. The validi y of
what the marketer desires to measure (the
customers’ needs) is assured. QFD s an
outstanding methodology that enhaaces
face validity, that is, the representation of
the developed produc in terms of whe t the
customers are requesting.

QFD is a structured process, a visual lan-
guage, and a set of interlinked engineer-
ing and management charts. It establ shes
customer value using the voice of the cus-
tomer and transforms that value to design,
production, and manufacturing process
characteristics. The result is a systeri1en-
gineering process, which prioritize: and
links the product development proce is, so
that it assures product quality as de ined
by the customer or user.

Quality Function Deployment bring s to-
gether a team of people from many parts
of the organization. Teams often consist
of people from sales, marketing, res :arch
and development, manufacturing, pur-
chasing, as well as from suppliers. This
team works together to understani the
customer’s needs and wants, and gener-
ates and sets priorities for how the com-
pany will satisfy those needs.

Quality Function Deployment enhances
communication patterns and pro /okes
more horizontal styles of communica-
tions. This means that the teams of ciffer-
ent units have direct communication with
each other. If it’s utilized appropriately,
QFD can be considered as an org:niza-
tional development approach, due to the
cohesion that this approach genera es on
the team.

Quality Function Deployment his re-
duced design time by 40 percent and de-
sign cost by 60 percent while maintiining
and enhancing product design quali:y and
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customer satisfaction (Griffin and
Hauser, 1993:2). Furthermore, with the
utilization of QFD, the firm doesn’t need
to spend money inredesigning or rework-
ing a product, since the satisfaction of the
client is measured in each stage of the de-
velopment of the product.

Quality Function Deployment provides a
detailed comprehensive concept of cus-
tomers’ needs and how their ideas are rep-
resented in the product features as their
voices are considered. This has the impli-
cation that the loyalty of clients can be as-
sured, since they are going to receive
what they need.

5. Limitations of quality function
deployment

Even though QFD has displayed many

advantages in the managerial ficld, managers
need to be aware of its disadvantages. In this
tenor, we want to emphasize some of the limi-
tations that managers could confront when ap-

plying this methodology.

Quality Function Deployment is a meth-
odology that stresses the rational, objec-
tive and conscious needs of customers. It
is based on the assumption that customers
know what they need. This situation is
very important for specific devices, such
as parts of cars and computers that have a
rational use. However, it will be interest-
ing to research what will happen with
some products that are not designed to
satisfy rational needs.

Quality Function Deployment was in-
spired as an approach for planning, based
on customers’ needs. To apply QFD it is
mandatory that the different units of the
firm have the disposition to work as an in-

tegrated, systemic team. This means that
it is necessary that the people involved in
the project of the development of a n:w
idea should reach a level of engagem :nt
as members of this company. The diffzr-
ent “houses” (departments) of the firm
need to be very interconnected and they
must have in mind that the objective of
their work will be the satisfaction of the
client. To fulfill this climate, the comp:ny
needs to be aware of the quality concept
as the tool for succeeding. This has the
implication that other departments nzed
to be involved such as Personnel, Org ini-
zational Development and others related
to the firm human resources.

Quality Function Deployment requir:s a
great deal of patience, time, discipline and
human effort to understand the needs of
the clients; more information from the :us-
tomers is required in comparison to the: de-
mand of information in the traditional ‘nar-
keting approach, therefore managerial per-
sonne! of the company must understand
this. If top management doesn’t ur.der-
stand these aspects of QFD, a big arrount
of money can be wasted and a high lev el of
frustration could appear among the per-
sons involved in the project.

Quality Function Deployment was first
developed in Japan in response to 1 de-
mand for improving the quality cor cept.
This country has a tradition of quality
managerial style in its industries. Even
though there is a significant numter of
firms that have reported the benefit ¢ f this
approach, one might think that it is iinpor-
tant to understand the firm culture and the
country culture where is going to b.e ap-
plied the QFD.



Conclusions

This paper represents a theoretical revi-
sion of the QFD concept in the context of mar-
keting process. Quality Function Deployment
provides the business field with a complete
quality theory and practical steps to integrate
the core of marketing the customers’ needs into
the development or improvement of a product.
With QFD and its considerations about the
voice of the customer the language of the cus-
tomer can be translated into technical language
more precisely than the traditional marketing
approach does. The marketer can have a deep
and broad understanding of the needs of the
customer, guaranteeing the validity of the
product from marketing perspective.

As an overall concept, QFD provides a
mean to translating customer requirements
into the appropriate technical requirements
for each stage of product development and
production (i.e., marketing strategies, plan-
ning, product design and engincering, proto-
type evaluation, production process develop-
ment, production, sales). In QFD, all opera-
tions are driven by the ‘voice of the customer’;
QFD therefore represents a change from
manufacluring-process quality control to
product-development quality control.

One of the most outstanding features of
QFD lies in the fact that it is a visual approach
Lhat involves the systemic integration of dif-
ferent units of the firm. No longer will the de-
velopment of a product fall only on the mar-
keting department. Even though the tradi-
tional marketing approach considers the un-
derstanding of the needs of the customers,
QFD has integrated the satisfaction of the
needs with the criterion of quality, in the en-
tire phase of creating and gencrating a prod-
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uct. Since units are integrated around cus-
tomer needs and customers’ satisfaction with
the quality of the product, QFD assures that
the objectives of the firm will remain within
the customers’ needs satisfaction and prHfit-
ability and not in a commaodity producing ro-
cess, as sometimes occurs.

Quality Function Deployment gener-
ates an environment in which commur ica-
tions among different units involved in the de-
velopment of a product are enhanced in a hori-
zontal dimension. This style represents i ajor
autonomy and power in the process of making
decisions by each of the members. Indirectly,
QFD might be considered as an organiza-
tional developmental approach, since th:: ap-
proach encourages teams to become mor : co-
hesive, more integrated, more cooper:tive,
more self-sufficient and more commuica-
tive, generating less dependency from ‘nan-
agement.

As Andrade and Campo have writen
elsewhere (1998), Quality Function De»loy-
ment needs more research in fields diffzrent
from those in which it has been applied. I’rod-
ucts that serve to satisfy unconscious necds in
customers may require a modification of the
QFD approach. Perhaps the assistance of
other disciplines, such as psychology can
help in the development of new appro iches
than can be used in the concept of QFD

Even though in Venezuela is almost in-
existent the concept of QFD, we hop: that
venezuelan managers develop an awarzness
on the importance of elaborating the m wket-
ing concept with the quality criterion. We be-
lieve that the methodoly of QFD could bring
more quality to operacionalize the dcploy-
ment of products based on the voice >f the
customers.
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Notes

1. Kotler (1991) makes a differentiation bet-
ween needs and wants, but in the biblio-
graphy reviewed no significant distinc-
tion between these concepts was found.
Even though there is a conceptual diffe-
rence between needs and wants that the
authors of this paper is a conceptual diffe-
rence between needs and wants that the
authors of this paper acknowledge, these
two concepts will be treated as exchan-
geable words.
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