Catchy Slogans: FAMEous or InFAMEous

By Paul Herbig 

Catchy Slogans: FAMEous or InFAMEous?  Acronyms have been with mankind ever since the official Sumerian scribe discovered that by abbreviating fifty chisel strokes to just ten he would save enough time for another frothy drink at the local pub down the road.  So it is without surprise that acronyms liter the airwaves and swamp our everyday life; not to least mention businesses which seem to have a hidden code of their own for each company and each industry that one must know to be considered literate therein.  

Slogans to motivate employees fall into this same category: some excellent, most though, downright confusing and more of a hindrance and disincentive than favorable to the company’s performance.  Oftentimes, these slogans become the butt of company jokes and with the exception of a dedicated, involved top management (those who came up with the brilliant ideas and whose very career and life may depend upon their ultimate success or failure),  are scorned and provided with derogatory comments by the front-line troops, those whose lives were meant to be changed by the now meaningless phrases. The problem is slogans and internal branding were often meant to sharpen focus and to motivate but often end up as emblems o corporate wishful thinking, objects of satire, and indicators of how clueless management is and how childish, uneducated, and easily manipulated upper management think their employees are.

Part of the problem goes back to the FAMEous “Quality is Job One.” Slogan  (or any of a multitude of similar thought-provoking sayings) that many managers littered walls with in the not-so-long-ago eighties hoping (perhaps through osmosis) that the workers would receive the brain signals, the executive desires, and automatically begin more quality-focused operations.  Naturally, this did not happen and the executives were dismayed and discouraged (and could not readily understand their resistance) because the workers did not immediately immerse themselves in the conduct of behavior the executives  felt was necessary (for the workers but not necessary for the executives). The slogan must be realistic and relevant.  Workers are not as stupid as management often believes they are and will easily see through such propaganda as it really is.  Management commitment, involvement, and dedication must be present for any slogan to have a snowball chance in Hades of making a difference in attitude.  Unless management is ready to make a culture change, don’t expect slogans or silly acronyms to have any influence on worker attitudes either.

What is worse is when the slogans begin to predominate thinking and start absorbing inordinate amounts of managerial and worker time (think about the meetings, the research, the physical tasks of hanging the signs and determining where they will go and how big they should be, what colors should be decorated, should there be borders, and on and on) instead of allowing the managers and workers to concentrate on their tasks and on customer requirements.   How many customers really care about the slogans, the acronyms, the efforts needed to motivate an unmotivated staff?  You probably know the answer as well as I do:  None.  They could care less as long as they received a quality product, when they wanted it, where they wanted it, with the particulars of service as required to provide the solutions they seek. Period.  The customers do not care about the pet names, the code names, the slogans, the acronyms, about what upper management is uttering to their workers, about what is being done to make the slogan immersed into the company culture (if anything).  All they care about is receiving assistance from your company to solve a problem they have today. Do it well and they will return.  Become focused on internal nonsense to the detriment of serving the customers and they will immediately sense your confusion, lack of interest, and distraction and seek to find another that will devote to them their full attention. 

Don’t make life any more complicated then it already is.  Keep your mind and focus on the customer and he will appreciate you and reward you for it.
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