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Translate the following passage into Chinese:

The Japanese have long taken to heart lessons about winning through total quality
management (TQM). Their quest for quality paid off handsomely. Consumers around
the world flocked to buy high-quality Japanese products, leaving many American and
European firms playing catch-up. Japan was the first country to award a national
quality prize, the Deming prize, named after the American statistician who taught the
importance of quality to postwar Japan.

In recent years, however, Western firms have closed the quality gap. Many have
started their own quality programs in an effort to compete both globally and
domestically with the Japanese. In the mid-1980s, the United States established the
Malcolm Baldrige National Quality Award, which encourages U.S. firms to
implement quality practices. Not wanting to be left out of the quality race, Europe
developed the European Quality Award in 1993. It also initiated an exacting set of
quality standards called I1SO 9000. As of 1994, 74 countries had officially recognized
ISO 9000 as an international standard for quality systems. Many customers in these
countries are now demanding 1SO certification as a prerequisite for doing business
with a seller. To earn ISO 9000 certification, sellers must undergo a quality audit
every six months by a registered 1SO (International Standards Organization) assessor.

Total quality has become a truly global concern. Total quality stems from the
following premises about quality improvement:

1. Quality is in the eyes of the customer. Quality must begin with customer needs and
end with customer perceptions. As Motorola’s vice-president of quality suggests,
“Beauty is in the eye of the beholder. If a product does not work the way that the user
needs it to work, the defect is as big to the user as if it doesn’t work the way the
designer planned it.” Thus, the fundamental aim of today’s quality movement has
become “total customer satisfaction.”
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2. Quality must be reflected not just in the company’s products, but in every company
activity. Leonard A. Morgan of General Electric says: “ We are not just concerned
with the quality of the product, but with quality of our advertising, service, product
literature, delivery, and after-sales support.”

3. Quality requires total employee commitment. Quality can be delivered only by
companies in which all employees are committed to quality and motivated and trained
to deliver it. Successful companies remove the barriers between departments. Their
employees work as teams to carry out core business processes and to create desired
outcomes. Employees work to satisfy their internal customers as well as external
customers.

4. Quality requires high-quality partners. Quality can be delivered only by companies
whose marketing system partners also deliver quality. Therefore, a quality-driven
company must find and align itself with high-quality suppliers and distributors.
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