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Indian industry is married to qual i ty 
processes, but not to perceptible qual i ty 
in the customer ’s hand that Japanese and 
Korean companies del iver. Implementing 
qual i ty process engineering is a hygiene 
factor that del ivers no competi t ive edge. 
Unless the society’s state of mind is driven 
by the consciousness of qual i ty supremacy, 
no qual i ty system wil l  fal l  in place for Indian 
brands to meet the chal lenge of global 
competi t ion.

Quali ty in customer ’s hand f irst creates trust;  
in long term usage i t  becomes bel ievable. 
I t ’s total ly non-visible, a hidden factor. The 
customer experiences this qual i ty at the 
discret ion of the enterprise providing i t .

In postgraduate inst i tutes or customer 
centr ici ty training workshops for Indian 
companies, whenever I ’ve tr ied to expose the 
hidden qual i ty factor that creates customer 
trust and loyalty, I ’ve confronted a wal l  cal led 
qual i ty process. R&D engineers, marketing, 
customer service and top management revere 
ISO, TQM, deming or six sigma qual i ty, which 
translate to working in a system that brings 
discipl ine and defect-free processes. But 
when every company fol lows the same system 
in a category, does i t  create differentiat ion 
that the customer receives? As a product’s 
repeat purchase is dependent on customer 
choice, surely the customer ’s appreciat ion of 

the “qual i ty spark” beyond any process is the 
paramount qual i ty parameter to run after?

Some of my professional fr iends who’ve 
undergone my training sessions and are now 
working expatr iates in Germany and Korea, 
have cal led me to endorse this “qual i ty 
spark” that customers want. They’ve said 
they’re actual ly experiencing what they 
couldn’t  appreciate in India. Real ising the 
value of qual i ty as the rat ional factor for a 
customer to confidently and repeatedly buy 
a brand, they’ve said, “Developed society is 
highly differentiated, products are matched 
minutely to specif ic customer unstated 
needs. Their ecosystem is driven by qual i ty 
that world class products and technologies 
compete in.” Another comment was, “Pent up 
demand is huge in India, and low price is the 
driving factor. Indian industr ial  development 
has accordingly been based on need, not 
experience or expression. Products are 
considered okay when i t  sat isf ies the basic 
intended purpose.”

Neither manufacturer nor employees easi ly 
understand or focus on the hidden rat ional 
qual i ty. They cal l  Mercedes, BMW, Louis 
Vuit ton, Mont Blanc among others as costly 
l i festyle and status brands, but never ask 
how they’ve become so recognised global ly. 
No education or training system has apprised 
them of the invention, innovation and 
sustaining qual i ty guaranteed on the l i fecycle 
of these products. I ’ve never heard anyone 
here talk about the many tr ials, fai lures, 
tests and customer cl inics these brands have 
undergone. They admire the brands only from 
visible glamorous advert isements.

That tel ls me that India’s cultural experience 
ignores the grid of qual i ty excel lence. In 



general,  saris sel l  on weaving style and 
folklor ic designs from different states. Sari
shops give no guarantee on colour as they 
say there’s no single, processed cleaning 
system. Consumers happi ly street-shop 
beauti ful ly designed footwear at amazingly 
low prices. They don’t  bother with qual i ty, 
just design and colour. In jewellery, weight of 
gold is the f irst check, next is design. Rarely 
do women focus on the clasp’s robustness, 
which is intr insic to qual i ty. Unhygienic 
sel l ing condit ions at mom&pop stores or small  
eateries are tolerated i f  the food tastes f ine. 
These few examples among others show that 
qual i ty consciousness is vulnerable. Wil l  
Indian brands sustain the future when global 
brands f iercely compete in India with sparkl ing 
qual i ty, affordable price?

My long European soc iety  exper ience 
has taught  me the impor tance of  h idden 
qual i ty  that ’s  the i r  cu l tura l  phenomenon.  On 
cur ious probing,  I  a lways got  the answer 
that  keeping h is tor ica l  records met icu lous ly  
creates the gr id  of  benchmark ing wi th  the 
best .  I t  estab l ished that  Mozar t  remains the 
master  music  composer  of  a l l  t ime,  whereas 
George Stephenson is  respected for  h is  
invent ion of  the s team locomot ive,  a l though 
that ’s  s ince been bet tered wi th  the Chinese 
CRH380A becoming the wor ld ’s  fastest  t ra in  
running at  302.8mph.

Industr ial  production of unl imited quanti ty 
made the West conscious of customer 
expectat ion of unquestionable qual i ty 
that sustains the long term and becomes 
widespread. Product development with 
differentiat ing character requires t ime and 
money. The more sol id and unparal leled 
the qual i ty of reproduction compared to 
competi tors, the more can you eventual ly sel l .  
The product’s market longevity improves to 
encash high return on investment.

“I t  works wel l  for me” is the functional factor 
of a customer del ivery. Functional i ty is the 
prime cri ter ion of a sel l ing proposit ion. 
Human society development always happened 
with excel lence of funct ional upl i f tment.             

For example, from stone l i thography copy 
to carbon copy, cyclostyl ing to photocopy to 
digital  scan reproduction shows functional 
upl i f tment where better technology easi ly 
makes the old obsolete.

The key factor is rat ional,  which I ’ve found 
very diff icult  to make people here understand. 
Rational means non-visible qual i ty support 
for emotive and functional attr ibutes to 
sustain product longevity. For example, 
in the hospital i ty industry, i f  a hotel uses 
sophist icated German sanitaryware but 
maintenance is poor, you have to close 
your nose to get r id of the st ink. This total ly 
bypasses the rat ional factor in the service 
industry, and mit igates the heavy spend on 
sanitaryware to look good.

The “ looks good” factor is the fragi le emotive 
attr ibute that instantly differentiates a product 
or service. But repeat purchase cannot 
happen i f  funct ional i ty fai ls. I f  a perfume 
bott le looks beauti ful  but the spray jet,  the 
functional part,  hurts your body, you wil l  never 
buy the perfume again. To make the functional 
part soothing requires superf ine technology 
that customers cannot see. This non-visible 
rat ional part is the manufacturer ’s discret ion 
to make the spray system acceptable.

You can experience functional i ty upfront, see 
and appreciate the emotive factor, but you 
have to trust the company’s brand for the 
product’s intr insic qual i ty at the moment of 
purchase. How do you bui ld that?

I don’t  bel ieve people regularly buy a product 
or service based on emotion through i ts ad 
or sophist icated presentat ion. Customer 
bel ievabi l i ty for repeat purchase l ies on 
“sparkling quality”  that ’s non-visible. Quali ty 
is the assurance of the product’s funct ional i ty 
during i ts l i fecycle. So you need to define 
“QCW” (qual i ty customer wants) specif ic to 
your brand.
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