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IN THEIR OWN VOICES / Exec utives whose com panies use the expression in pro mot ing their

busin ess explain why to freela nce reporter Edwar d Tr apu n ski

Qual ity is the magic wor d fo r corpor ate slogans
Specia l to The Globe and Mail

W
HAT’S in a word?

When the word is "qu ali ty", the re are as many defi nit ion s
as the re are corporate sloga ns that feature it.

A number of exe cutiv es whose companies use the expre ssi on in
promoting their busin ess – and who emb r ace tot al qu ali ty manage-
ment – enlarge on the con cep t.

JIM O’CONNOR

Pres ident and chief execu tive officer, For d Mo tor Co. of Canada Ltd.,
Oakville, Ont.

Sloga n: Where quality is Job 1.

"Quali ty is Job 1 is more than a sloga n. It’s one of our guiding
prin ciples as far as operating the company. Quali ty is trying to es-
tablis h co mplet e confid e n ce in our produ cts, something that you as
the con sum er can always rely upon, something that alw ays meets or
exceeds you r ex pectation s, and something that you tel l your frie n ds
abou t. We are trying to achieve custome r satisfactio n. Custome r
satisfactio n will hopefully lea d to owner loy alty.

"The re are statistical defin ition s when you bench mark quali ty and
you think of things gon e wrong wit h the veh icle. But you als o tr y to
achiev e qu ali ty wit h things gon e right. Par ts of the touch zon e,
things that people see and touch and feel eve ry day, that they can say
are things gon e right wit h my car. So it’s a combin ation of tyi ng to
re duce things gon e wrong and inc rea s e things gon e right.

"We’v e re c ently dev elo ped some operating standards bot h in sales
and in ser vic e fo r ou r dealerships. We are eve n havi ng the dealers
mea s ure us, whi c h is a new tre n d. We alw ays use d to have the con-
sume rs mea s ure our dealers; now we’r e havi ng ourselves measure d.

"A ll thes e things sup por t tot al qu ali ty management. You hav e to
spend a ton of tim e on train ing. Train ing is probably one of the
mos t im por tant keys. We’ ll ave r age abou t 324 hou rs of train ing.
We lis ten to our emplo yees becau se the people clo sest to the prob-
le m are clo sest to the solutio n. That’s tot al qu ali ty management by
my defi nit ion. Just becau se the bos s puts a plaqu e up on the wall
doesn’t make it tot al qu ali ty management. You hav e to walk the talk."

PETER BERESFORD

Vi ce-presi den t and national direc tor of mar ket ing , McDonald’s Res-
taura nts of Canada Ltd ., Tor o nto.

Sloga n: Qua lity, ser vice, cle anlin ess and value.

"When you look at quali ty in our busin ess you hav e to look at all
aspect s. Quali ty refers to hig hest quali ty raw ing edients that we use
to prep are our produ cts. It’s par t of an ext entiv e train ing progr am
and operation sys tem that ens ures that we con sis tently deliv er hig h-
qu ali ty produ cts as finish ed produ cts to our custome rs.

"I t deals wit h the selection process that we use to choos e ou r fa n-
chis ees. It talks about selecting the best emplo yees. It talks about
the quali ty of our sup pli ers. So to me, the ter m qu ali ty per meates
ev ery aspect of our busin ess. .....

"You hav e to establi sh you rselves as a custome r-drive n co mpany in
the min ds of you r custome rs. You hav e to meet cer tain lev els of expec-
tation. They know what to expect. They expect hig h-quali ty food in
plea sant surrou nding s and we hav e created that lev el of expectation.

"The secon d poin t is the quali ty of the ser vic e, aga in a lev el of ex-
pect ation. If you saw in a rest aur ant a young chil d who mig ht hav e
ju s t purcha s ed an ice cre a m cone and it dro pped on the floor, our
custome rs wou ld expect McDon a l d’s to replace that ice cre a m cone
and make that you ng chil d sm ile. The lev el of expectation is the
qu ali ty of ser vic e.

"We hav e in trodu c e d ou r ow n tot al qu ali ty management progr am
that we call McDon a l d’s Quali ty Management. It is basically a busi-
ness management philo s ophy drive n by a single-minde d focus that’s
100 per cent customer satisfactio n."

MARK LUKOWSKI

Vi ce-presi den t and gen era l manager of Motor ola Cel lular Canada, a
di vision of Motor ola Canada Ltd ., Tor o nto.

Sloga n: Qua lity mea n s th e world to us.

"Our defi nit on of quali ty is to hav e the mos t reli a ble produ cts for
the end user, that wor k ev ery tim e and work rig ht eve ry tim e. It re-
ally comes down to the com mitment we hav e in ter nally to make
sure that we meet those hig h-quali ty standards.

"The re are many corporate initative s. One of them is the Six Sgma
in itiative that we implem e n ted within the Moto rol a Corp. to make sure
that we hav e no more than three erro rs per mil lio n opportun ities in
the produ cts and ser vic es that we provi de. We mea s ure ourselves on
a con tin uing basis to see how well we achieve that quali ty rating.

"What do we do to actually get the re? Is the re one mag ic thing
that we do? The way that we wor k at achievi ng this is doi ng many
things rig ht and trying to do eve ryt hing we do rig ht. It means that
when we build the produ ct we hav e all the components that meet
the standards. It means that when we do all the testing we test the
product in eve ry type of situation.

"If we are processing an order, it means that we take all the order
infor mation cor rectly up front so that we min imize any errors in
ship ping or inv oicing after. It means tyi ng to do eve ryt hing cor rectly
the first tim e, but more impor tantly con tin ually bench marking you r-
self as you mov e along".

TOM WATSON

Vi ce-presi den t and gen era l manager, Xer ox Con s ult ing Group, a  divi-
si on of Xer ox Canada Inc., Tor o nto.

Sloga n: Lea derhip throu gh qua lity.

"I t is the cent r al busi nes s st r ategy for the company. The meaning is
to meet custome r requ irements as a strategy to achieve busin ess res ult s.
It is a con tin uou s im prove ment sys tem .

"Pe rhaps if we talk about it on a wor k-team lev el or a wor k-group
leve l as oppos ed to macro, it inv olves infor ming the people doi ng the
wo rk of all the requi rements rela ted to those activ ities. It’s defi ning
the bou ndaries for thei r activities, encou rag ing them to defi ne their
custome rs’ requi rements.

"What it shoul d mean is that the per for manc e of the end produ ct,
if not per fect, is as clo se to fau ltles s as technol ogy wil l allow. Mos t,
if not all, of the imper fection that people can build in is avo ide d.

"Our busin ess strategy is a tot al qu ali ty management strategy. All
the ext r a wo r ds are just int ende d to empha size the holi sti c nature of
qu ali ty in the sense we are talk ing about it."
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