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Next to the originator of a good sentence is the first quoter of it.
—Ralph Waldo Emerson, Quotations and Originality
Quality Quotes is one of the primary results of five years of extensive reading, and intensive note-taking, during my research in the field of quality.
As I read, I kept an eye out for pithy, inspirational, thought-provoking, or
just plain entertaining sayings on quality. I began with books by major
American and Japanese quality experts (Juran, Deming, Crosby, Ishikawa,
and Imai, among others). When that coverage was complete, I expanded
the quotation base to include many individuals in addition to quality professionals (poets, public figures, philosophers, entertainers, etc.) from all
eras, as well as a diversity of media (newspaper and TV advertising, company slogans, magazine articles). Why didn’t I just buy myself an anthology? I had earlier discovered that a book on quality quotations just didn’t
exist.
This book fills a substantial void in the quality field. It is a unique set
of 1500-plus quotes, from 550 authors, representing 18 countries and all
major historical periods, on practically every aspect of quality. The book
covers quality in the broadest sense—including 36 topics, ranging from
definitions to caveats in total quality management implementation.
Quality Quotes appeals to a broad audience. It is an ideal companion
for businesspeople everywhere, in all industries. It is particularly useful to
quality professionals (and prospective quality professionals), to those
engaged in employee education and training programs, and to anyone
ix

x
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involved in the implementation of a quality system. These professionals
can draw extensively from the book, seeking the appropriate and precise
quote that will enhance their presentations. They will discover that a good
quote can help get their point across, add extra credibility and flavor to
their point of view, or serve as inspiration in the initial preparation of a
written or oral presentation. Also, many of the quotes in the book can
provide a vantage point from which to think creatively about business.
Quality Quotes will be a useful addition to the bookshelves of anyone
studying quality and management concepts in general, teaching quality
subjects, or writing a book or a speech, as well as for those who just relish a good quotation for the sheer enjoyment of its literary punch and
effect.
The reader has a very good chance of finding “just the right quote”—
not only because of the book’s sheer number of quotations on quality but
also because of the user-friendly organization and its multiple, rich perspectives. Quality Quotes excels in
•
•
•
•

Historical breadth
American focus
Source diversity
Content coverage

Historically, the book spans roughly 28 centuries. The oldest source
is Homer, the semi-legendary Greek epic poet, who lived in the 8th century B.C. The breath of coverage of the book spans (the centuries indicated refer to year of birth): Lao-tzu (7th B.C.), Confucius (6th B.C.),
Sophocles (5th B.C..), Aristotle (4th B.C..), Archimedes (3rd B.C.), Cicero
(2nd B.C.), Virgil (1st B.C.), Seneca (1st A.D.), Saint Augustine (4th), the
Koran (Muhammad, 6th), Dante (13th), Chaucer (14th), William Shakespeare (16th), Sir Isaac Newton (17th), Napoleon Bonaparte (18th),
Albert Einstein (19th), and John F. Kennedy (20th).
The main focus is on North American sources: philosophers (George
Santayana, H. D. Thoreau), economists (J. K. Galbraith, Paul Samuelson),
poets (Longfellow, Poe), presidents (Thomas Jefferson, Franklin D.
Roosevelt, Ronald Reagan), business leaders (Henry Ford, Sam Walton,
Lee Iacocca), show-business personalities (Walt Disney, W. C. Fields), and
inventors (Frank Lloyd Wright, Thomas Edison), to name just a few.
The international flavor of Quality Quotes is represented by contributors
from 17 foreign countries: Greece (Plato, Socrates), Germany (Goethe,
Hegel), Italy (Dante, Michelangelo), England (Charles Dickens, Margaret
Thatcher), Lebanon (Kahlil Gibran), Scotland (R. L. Stevenson, David
Hume), Russia (Leo Tolstoy, Nikita Khruschev), Australia (Germaine
Greer), France (Louis Pasteur, Pascal), China (Mao Tse Tung), Spain
(Cervantes), Japan (Konosuke Matsushita), Switzerland (C. Jung, César
Ritz), Denmark (S. Kierkegaard), India (R. Tagore), Sweden (C. Linnaeus),
and Ireland (Oscar Wilde, G. B. Shaw).

Preface

xi

From another perspective, Quality Quotes casts an extremely wide net
for sources, ranging from the solid, diverse backgrounds of 16 Nobel
Prize winners (Kipling, Yeats, Shaw, Bergson, Thomas Mann, Bertrand
Russell, Boris Pasternak, Steinbeck, Sartre, Pavlov, Tagore, Einstein, W.
Heisenberg, Martin Luther King Jr., Samuelson, Kissinger) to the more
popular sources such as the Seven Dwarfs (from the Disney movie Snow
White), Pogo, David Crockett, Cole Porter, Sherlock Holmes (Sir A. C.
Doyle), and Yogi Berra.
Moreover, Quality Quotes offers a comprehensive coverage of topics
concerned with quality. The more than 1500 quotes on 36 quality items
cover the subject from virtually every angle: customer satisfaction, leadership, cost of poor quality, kaizen, Big Q, total quality management, the
Juran Trilogy®, teamwork, voice of the customer, individual development,
management by facts, empowerment, employee involvement, problem
solving, statistical thinking, and many others.
Finally, readers in the late 1990s, sensitive to the efforts by current
writers to make pronouns and other references less male oriented, will note
that this was not always the case. In most instances, throughout Quality
Quotes, for the pronoun “he,” “he or she” should be understood; “man”
implies “individual”; “salesman” is “salesperson”; and so on.
This collection of quotes is characterized by a very intense focus on
the reader. After all, I began writing it out of a very real necessity, probably generated by the same need the reader wishes to fulfill. It is my goal
that readers everywhere will find the book fit for use. “Fitness for use,” by
the way, is one of the quotes in the book: It is Juran’s very concise way of
defining quality.
Hélio Gomes
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How to
Use This Book
DF

Quality Quotes is organized for maximum accessibility and flexibility of
use.
First, the contents presents the book from a thematic perspective. It
provides both an overview of the range of subjects addressed as well as a
wealth of ideas for the planning of speeches, reports, or presentations.
In the text itself, quotations that are from contemporary works are
identified by numbers in parentheses, which refer to the reference list
beginning on page 215. This list, although not a complete bibliography
of sources, will be useful for the reader who would like to identify and perhaps further pursue the works from which specific quotes are taken.
The author index offers a listing of the range of subjects written about
by each contributor; it will be useful for the reader who wants an overview
of the breadth of any one individual’s work, or who may wish to relate the
diverse topics of a particular author for purposes of research. The topic
index enlarges on and provides a different perspective on the subject areas
presented in the contents.
Finally, there is the fascination and intrigue of making the connection
between particular quotations and authors. This goes hand in hand with
the pleasure of leafing through such a resource as Quality Quotes, using
the running heads as a guide from one theme to the next.
xiii
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Satisfaction
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The customer deserves to receive exactly what we have promised to
produce—a clean room, a hot cup of coffee, a nonporous casting, a trip
to the moon on gossamer wings.
Crosby (16)
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It’s not enough anymore to merely satisfy the customer; customers must be
“delighted”—surprised by having their needs not just met, but exceeded.
Godfrey (38)

DF

Consumers, by seeking quality and value, set the standards of acceptability
for products and services by voting with their marketplace dollars.
Ronald Reagan
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Our social mission as a manufacturer is only realized when products
reach, are used by, and satisfy the customer . . . We need to take the
customer’s skin temperature daily.
Konosuke Matsushita (Matsushita)
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Since it is a joy to have the benefit of what is good, it is a greater one to
experience what is better.
Goethe
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Where people really care if you have a good time.
Marriott Hotels, Resorts, Suites (slogan)
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All of management’s efforts for Kaizen boil down to two words:
customer satisfaction.
Imai (53)
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We don’t just want to satisfy our customers, we want to delight them.
George (35)
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Because it is customers who must buy the product and who must be
satisfied with it, the product must be developed with their needs and
wants as the principal inputs to the new product development project.
When this is not the case, the new product introduction is often
disappointing.
Day (18)
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High quality means pleasing customers, not just protecting them
from annoyances.
David Garvin
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We must take quality beyond customer satisfaction to customer delight.
Colby Chandler (Eastman Kodak)
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We’ll go to the ends of the earth for you.
Continental Airlines (slogan)
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The things we do to make you happy.
TWA (slogan)

DF

Customer delight represents excellence in every respect. . . . I would be
delighted if commercial airline flights departed and arrived on time, every
time. I would be delighted if delivery or repair service people could
provide an estimated arrival time at my house, say within a given hour,
and meet schedule. Finally I would be delighted if all the clothing I buy
looked as good after the first washing or cleaning as it did in the store.
Colby Chandler (Eastman Kodak)
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Mark of excellence.
General Motors (slogan)
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The voice with the smile.
Bell Telephone Co. (slogan)
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Real profits are generated by loyal customers—not just satisfied customers.
Aguayo (1)

DF

Probably the most important management fundamental that is being
ignored today is staying close to the customer to satisfy his needs and
anticipate his wants. In too many companies, the customer has become a
bloody nuisance whose unpredictable behavior damages carefully made
strategic plans, whose activities mess up computer operations, and who
stubbornly insists that purchased products should work.
Lew Young (Business Week)
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Good service became almost a reflex in IBM.
Watson (108)
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In the best institutions, promises are kept no matter what the cost in
agony and overtime.
Ogilvy (84)
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Users can count on the availability of replacement parts regardless of
where they operate—an important consideration in a highly mobile
industry. We have no orphans.
William Naumann (Caterpillar)
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You want people praising to others about owning your product or
service, not just not complaining.
Scherkenbach (97)
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Delighting customers is the name of the game in which we are all engaged.
Berry (6)
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It is not enough just to give good service; the customer must perceive
the fact that he or she is getting good service.
Albrecht and Zemke (2)
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The World-Class organization exists to delight customers.
Chang, Labovitz, and Rosansky (13)
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If TQM is aimed at anything, it is aimed at winning and keeping
customers—keeping them delighted.
Berry (6)
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It’s important to take the client seriously in every respect, especially about
the little things.
McCormack (78)
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What business ever started with the manufacturer and ended with the
consumer? Where does the money to make the wheels go round come
from? From the consumer, of course . . . Success is based solely upon an
ability to serve that consumer to his liking.
Ford and Crowther (30)
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All business is show business.
Carlzon (12)
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Customers
Come First/
Customer
Characteristics
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The customer doesn’t have to understand. The customer is the customer.
Crosby (16)
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The business process starts with the customer. In fact, if it is not started
with the customer, it all too many times abruptly ends with the customer.
Scherkenbach (97)
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The customer is always right.
H. Gordon Selfridge (Selfridge’s)
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USAir begins with you.
USAir (slogan)
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A customer’s assessment of the quality of any organization is based on
the best that customer has seen. The customer does not know what is
technically or organizationally feasible.
Hutchins (51)
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The public is always right.
Cecil B. de Mille
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What is food to one is to others bitter poison.
(Ut quod ali cibus est aliis fuat acre venenum.)
Lucretius
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Nothing is so poor and melancholy as art that is interested in itself and
not in its subject.
George Santayana
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Do not do unto others as you would they should do unto you. Their
tastes may not be the same.
Bernard Shaw
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The public is never wrong.
Adolph Zukor

DF

The public is extremely tolerant. It forgives everything except genius.
Oscar Wilde
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One man’s justice is another’s injustice;
One man’s beauty another’s ugliness;
One man’s wisdom another’s folly.
Ralph Waldo Emerson
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Delta is ready when you are.
Delta Air Lines (slogan)
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Babies are our business . . . our only business.
Gerber Products Co. (slogan)
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Where only the plane gets more attention than you.
Iberia (slogan)
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Let Hertz put you in the driver’s seat.
Hertz Corp. (slogan)
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The customer is always No. 1.
National Car Rental Systems (slogan)
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We never forget who’s driving.
General Motors (slogan)
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We’ve learned a lot about food because we care a lot about babies.
Gerber Products Co. (slogan)
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With the customer as the reference point, priorities become easier to set.
Walton (106)
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The person into whose “In” basket you empty your “Out” basket is
your customer.
Townsend and Gebhardt (105)

DF

Markets can change overnight. One morning you wake up and you are
dead in the water.
Mike Wright (Super Valu)
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Service is the rent we pay for the privilege of living on this earth.
Eldon Tanner

DF

There is no manual that deals with the real business of motorcycle
maintenance, the most important aspect of all. Caring about what
you’re doing is considered either unimportant or taken for granted.
Pirsig (90)
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You have to remember who pays the bills. No matter what the primary
discipline—finance, manufacturing—you have to know and experience
the excitement of sales. That’s where you really see things happen.
John Opel (IBM)
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“Customers are easier to deal with than employees. You can hang up on
customers.” Once.
Townsend and Gebhardt (105)
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Consumers are statistics. Customers are people.
Stanley Marcus (Neiman-Marcus)
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Customers, not markets. Not marketing. Not strategic positioning
(whatever that means). Just customers. A “market” has never been
observed paying a bill. Customers do that.
Peters and Austin (88)
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It is not always comfortable putting the customer first.
Sallis (96)
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Understanding customer needs doesn’t mean asking customers what
those needs are. They’ll say only what they think they want.
Hammer and Champy (43)
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A customer is the most important person ever in this office—in person
or by mail.
A customer is not dependent on us, we are dependent on him.
A customer is not an interruption of our work, he is the purpose of it.
We are not doing him a favor by serving him, he is doing us a favor
by giving us the opportunity to do so.
A customer is not someone to argue or match wits with. Nobody ever
won an argument with a customer.
A customer is a person who brings us his wants. It is our job to handle
them profitably to him and to ourselves.
L.L. Bean (poster)
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Every process in your organization has a customer, and without a
customer a process has no purpose.
Hunt (50)
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The customer generates nothing. No customer asked for electric lights.
Deming (21)
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Customers Come First/Customer Characteristics

Customers are the most important asset any company has, even though
they don’t show up on the balance sheet.
Berry (6)
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“What is our business?” is not determined by the producer but by the
customer.
Peter Drucker
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Rule #1: The customer is always right.
Rule #2: If the customer is ever wrong, reread rule #1.
Capezio and Morehouse (11)
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No customer asked for an automobile. We have horses: what could
be better?
Deming (21)

DF

The next process is your customer.
Ishikawa (56)
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Customer needs and satisfaction are constantly changing targets.
Juran Institute, Inc. (59)
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The truth of the matter is that when it comes to quality, the customer
has all the votes.
Guaspari (41)
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From banking, to retailing, to the automobile industry, the companies
that are achieving the greatest successes share the same obsession:
making the customer the center of everything they do.
Godfrey (38)
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Come to Shell for answers.
Shell Oil Co. (slogan)
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The customer has the money. You want it. It’s not hard to see who has
the leverage in that situation.
Guaspari (41)
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