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Abstract: 

     The main aim of addressing this issue is to provide a theoretical framework 

identifies and defines the various concepts of total quality management and how they 

have evolved through history, and the most prominent pioneers who adopted this 

thought, as a modern administrative entrance, it takes into account the quality of 

goods and services on the both, As well as the majority of its requirements also all  

barriers to their success ,and all  differences between  them and ISO standards. 

It took us this study to discover the path of  TQM  in improving the relationship 

between institution and  customer by going  and listen to it in various ways and 

means, starting from careful consideration about its customers ,( requirements,  

behavior and the various factors affecting the behavior of purchasing) , In addition to 

achieving customer satisfaction through various means available to attain his 

allegiance continuous,but  this requires a permanent follow-up and continuing to 

monitor the level of satisfaction and loyalty with the customer by providing the 

means to measure its satisfaction and loyalty, this is what can the institution of the 

discovery of gaps and identify the errors and work to eliminate them and avoid them 

in future as a principle and precaution. 

Perhaps the most important part in this study is how to build and manage the 

relationship between institution and customer ,We tried in the field study institution   

( Sonelgaz,directory of distribution of gas and electricity- Batna -) Analysis of the 

contribution of total quality management in improving the relationship with its 

customers, through the address of the system organization and how does it contribute 

to improving this relationship, as well as to identify all the ways and means available 

within the organization to get closer to customers in order to aspire  the wonderful 

relationship with  him. 

And clear from the study that in order to improve the relationship with the customer 

and gain its confidence and in order to be effective in the context of total quality 

management , must provide the several requirements of the most important and 

especially the deployment and education of this modern culture within the institution 

and conviction of the full out, staff from different levels and positions, and managers 

in order to provide good climate of this culture, also  is clear from the study that the 

customer himself has to work hard for the success of this culture of modern 

management, as it sometimes is a barrier to the application of total quality 
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management within the institution . Consequently , it really shows that the total 

quality management has an  active  role in improving the critical relationship between 

the institution and its customers,so when he took the necessary attention and  listen 

more to him whenever it reflected positively on the relationship between the 

institution and the customer. 

Keywords : 

TQM : ( Total Quality Managgement ) . 

ISO : ( International Standardization Organization ). 
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