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The FIve AbsOluTes:

 Requirements
Quality is conformance to  
requirements, not goodness.

Prevention
We create quality through  
prevention, not appraisal.

Zero Defects
Our performance standard  
is zero defects.

Measurement
Quality is measured by the price 
of non-conformance, not indexes.

Customer success
The purpose of quality is  
to create customer success.

Our  
Commitment
a Critical First step
We believe all  
non-conformances  
can, and must,  
be prevented.

set and work  
to clear  
requirements.

Our  
Future
Conviction
We will lead our  
industry into a new  
era of performance.

Our  
Progress
Conversion
We learn processes  
and behaviors that  
support quality.

Develop and use 
zero-defect  
capable process.

Create customer success,  
not just satisfaction. 

reduce the price of 
non-conformance.

Do it right  
the first time.

learn lead Mentor practice
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Savage Study: FMC Technologies 

BUILD AWARENESS OF QUALITY AS AN ABSOLUTE

Before positive changes could start, employees needed to know Quality is a  

serious issue. In collaboration with FMC, we developed a communications plan 

to build awareness, educate and engage employees worldwide in the Quality 

journey. The ultimate goal was lofty: to establish a global Quality mindset.

Generating a Global Quality Mindset
For FMC Technologies, a global provider of technology solutions to the energy industry,  
failure is not an option. Small lapses in quality can create major operational delays and  
ultimately affect rig crew safety. Led by the president and CEO, FMC embarked on a  
quality transformation to instill a Quality mindset in every employee.

HOW SAVAGE MADE QUALITY THE PRIORITY

20% (EST.) PONC* 
REDUCTION

150,000 IQ  
INTRANET HITS

75% OF EMPLOYEES AT 
COMMITMENT EVENTS

THE RESULTS

ENGAGE EMPLOYEES IN QUALITY IMPROVEMENT

FMC needed a transformation — improved Quality processes and a mindset 

shift so that every employee was thinking of quality first in their day-to-day 

work. Our ongoing internal communications helped them manage the change, 

keeping Quality top-of-mind and engaging employees in the Quality dialogue. 

PERSONALIZING THE MEANING OF TRUE QUALITY

To build awareness of Quality, we released tongue in cheek teaser headlines  

to express the idea that “good enough” is not enough. Phrases like, “Your  

paycheck is close enough” reminded employees that less than perfect work 

was no more acceptable to FMC than it was to them personally. Additional 

messaging hit the “Five Absolutes” of quality, which defined quality as some-

thing measurable: meeting requirements with zero defects and ultimately  

creating customer success.

PUTTING EACH EMPLOYEE IN A QUALITY MINDSET

Our overarching concept, Impact Quality signifies that each employee impacts 

Quality at FMC. We feature images of actual FMC employees with headlines 

like “I Inspire Quality” and “I Instill Quality.” The campaign inspires employees 

to see how they are responsible for owning Quality. The flexible high-level 

messaging allows for customization and localization — no employee is left out.

REINFORCING NEW QUALITY PROCESSES

Working with a global communications council, we released communications 

strategically to build growing, ongoing information and updates about Quality. 

Materials include facility signage, a company-wide “meeting-in-a-box,” 

employee training, promotional items, an Intranet microsite, case studies,  

articles, executive videos and a global Quality day. The success is tangible; 

employees have led more than 200 Quality-related projects and improved 

Quality processes roll out continually. 
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The success of this campaign is demonstrated every day at FMC.

InItIate & InvestIgate

FMC Technologies, Inc. is a leading global provider of technology  

solutions for the energy industry. With the complexity and technological 

advances that comprise the drilling industry today, especially in the 

subsea environment, failure is not an option. Small lapses in quality 

can cause significant failures, create major operational delays and  

ultimately affect the safety of rig crews. FMC is committed to creating 

a global quality mindset with every employee. FMC engaged Savage  

to help with this cultural, change-management process.

InternalIze & Interpret

In collaboration with FMC, Savage developed a communications plan 

to build awareness, educate and engage employees worldwide. Savage 

developed the overarching concept, Impact Quality, to signify that 

each employee impacts quality at FMC. Secondary reinforcement  

is the notion of IQ, illustrated by the logo. The high-level message  

also allows for flexibility, customization and localization of secondary  

messaging as the initiative rolls out.

rollout

Savage worked with a global communications council to determine 

the best approach and timing for communications, which included the 

combination of facility signage, a broadly presented “meeting-in-a-box”, 

employee training, Quality moments (similar to Safety moments at 

meetings), promotional items, a quality-focused Intranet microsite, 

case studies, articles, executive sponsor videos and a Quality blog 

from the President. During the awareness-building phase, we used 

everyday, relatable teaser headlines that set out to express the idea 

that “good enough” is not enough.

outcome

The success of this campaign is demonstrated every day at FMC. The 

company has rolled out new Quality processes to the organization  

and has completed more than 200 quality-related projects. Based on 

documented employee feedback, initial reactions to the launch and 

Phase I communications were exceptional. The website and quality 

blog average a quarter of the entire employee population every month. 

Savage continues to build on the communications effort, focused on 

demonstrating successes and continually engaging employees in the 

Quality dialogue.

4203 Yoakum Boulevard, 4th Floor 
Houston, Texas 77006

P 713.522.1555 
www.savagebrands.com

smart.Fresh.human.
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The Five AbsoluTes:

1.  Requirements
Quality is conformance to requirements, not goodness.

2.  Prevention
Quality is prevention, not appraisal.

3.  Zero Defects
The performance standard.

4.  Measure
Quality is measured by the price of nonconformance, 
not indexes.

5.  Create 
Customer success
The purpose of Quality.
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Our values seT us aparT 
Quality is just one of seven FMC Technologies core values that define who  
we are and represent a competitive advantage for our company. When we 
embrace and practice the behaviors that support our quality transformation,  
we are exhibiting and reinforcing all of our core values.

FMC Technologies is on a journey to create a 
quality-centered culture, and our commitment 
to this change is as strong, if not stronger, 
than when we first launched Impact Quality. 
Our journey is ongoing, but we are making 
good progress and seeing tangible results.

Commitment: a critical first step

As the quest for new energy resources took  
oil and gas producers into new frontiers,
FMC Technologies saw that its position as
an industry leader demanded more than the 
innovative technology solutions we deliver.
With projects operating miles below the 
ocean’s surface, in remote onshore and offshore 
locations, and utilizing new technologies, it 
became clear that the cost and consequences  
of equipment failure were unacceptable. Our 
customers needed a level of reliability and 
performance that would redefine accepted 
industry standards. Against this back-drop, 
Impact Quality was born.

Our journey to create a quality-centered 
culture would take a whole new way of 
thinking about and operating the business.  
It would require an absolute belief that all non- 
conformances can, and must, be eliminated,  
a shared understanding and common language 
of quality, and a personal commitment, by 
every FMC Technologies employee, to live by 
the five absolutes of quality.

The culture change we are undergoing  
is a demanding and long-term journey. It is 
grounded in a strong commitment that starts 
at the highest levels of our organization to  
stay the course, never compromising quality  
to meet the demands of growth or delivery 
schedules. In other words, getting better 
versus just getting bigger.

Conversion: progress on the  
path to quality

To make change sustainable, Impact Quality
has been implemented across the company  
in phases over a period of several years. 
Formal development sessions introduced 
managers to the concepts and methodologies 
that would drive our quality transformation 
and prepared them to lead the change. Other 
employees began learning by doing – both on 
the job and through participation on quality 
improvement projects formed to create 
zero-defect capable processes.

Not all of our business units are at the same 
stage of the change process, but every employee 
in all of our businesses will eventually be 
involved. The name Impact Quality reflects 
the reality that achieving a quality-centered 
culture depends on the active engagement, 
empowerment and participation of people – 
each member of our global workforce.

As employees embrace a mindset of 
prevention and adopt behaviors that reflect 
our core values, we understand that each of 
us, regardless of our job, can Impact Quality. 
This sets us apart from our competitors as  
we continue making progress along the path  
to a quality-centered culture.

Conviction: quality is our future 

Quality is not an add-on to our business. It  
is the way we do business and the foundation
for our future. Conviction means there is  
no turning back. As we continue along the 
journey to achieve lasting change, we all have 
a role to play. Employees must accept personal 
responsibility for quality and be accountable 
for their output. Company leaders must 
maintain an environment where quality can 
happen. For all of us, continuous improvement 
must become a way of life.

Our management systems, which provide  
a framework for all aspects of the way we 
operate, are evolving to better support the 
company’s commitment to our quality journey. 
From work execution to employee develop-
ment and rewards, these interrelated systems 
are designed to help break down barriers to 
change and promote behaviors consistent with 
our core values.

Through our quality journey, we will lead 
our industry into a new era of reliability and 
business performance, creating success for all 
of our stakeholders. Already the market leader 
with close, long-standing customer relation-
ships, we will continue to expand our competi-
tive advantage, building a great future and 
exciting opportunities for all employees.

The FIve AbsOluTes:

 Requirements
Quality is conformance to  
requirements, not goodness.

Prevention
We create quality through  
prevention, not appraisal.

Zero Defects
Our performance standard  
is zero defects.

Measurement
Quality is measured by the price  
of nonconformance, not indexes.

Customer success
The purpose of quality is to  
create customer success.
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Generating a Global Quality Mindset
For FMC Technologies, a global provider of technology solutions to 
the energy industry, failure is not an option. Small lapses in quality 
can create major operational delays and ultimately affect rig crew 
safety. Led by the president and CEO, FMC embarked on a quality 
transformation to instill a Quality mindset in every employee.

Engage Employees in Quality Improvement
FMC needed a transformation – improved Quality 
processes and a mindset shift so that every employee 
was thinking of quality first in their day-to-day work. 
Ongoing internal communications helped them  
manage the change, keeping Quality top-of-mind.

Personalizing the Meaning of True Quality
To build awareness of Quality, we released  
tongue in cheek teaser headlines to express  
the idea that “good enough” is not enough.  
Phrases like, “Your paycheck is close enough”  
reminded employees that less than perfect  
work was no more acceptable to FMC than  
it was to them personally. Additional messag-
ing hit the “Five Absolutes” of quality, which 
defined quality as something measurable:  
meeting requirements with  
zero defects and ultimately  
creating customer success.

Putting Each Employee in a Quality Mindset
Our overarching concept – Impact Quality – signifies that  
each employee impacts Quality at FMC and masterfully  
aligns it with the notion of IQ at a mindset level. Featuring 
images of actual FMC employees with headlines like  
“I Inspire Quality” and “I Instill Quality,” the campaign  
emboldens employees to see how they are accountable for  
owning Quality. The flexible messaging platform allows  
for customization and localization – no employee is left out.

Tangible Success
Employees are part of the Quality dialogue – leading  
more than 200 Quality-related projects as improved  
Quality processes roll out continually.

150,00 IQ intranet hits on executive videos

Screensaver Rotation

Iconography

Posters 
& Case 
Studies
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BUILD AWARENESS OF QUALITY AS AN ABSOLUTE

Before positive changes could start, employees needed to know Quality is a  

serious issue. In collaboration with FMC, we developed a communications plan 

to build awareness, educate and engage employees worldwide in the Quality 

journey. The ultimate goal was lofty: to establish a global Quality mindset.

Generating a Global Quality Mindset
For FMC Technologies, a global provider of technology solutions to the energy industry,  
failure is not an option. Small lapses in quality can create major operational delays and  
ultimately affect rig crew safety. Led by the president and CEO, FMC embarked on a  
quality transformation to instill a Quality mindset in every employee.
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work. Our ongoing internal communications helped them manage the change, 
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to see how they are responsible for owning Quality. The flexible high-level 

messaging allows for customization and localization — no employee is left out.

REINFORCING NEW QUALITY PROCESSES

Working with a global communications council, we released communications 

strategically to build growing, ongoing information and updates about Quality. 

Materials include facility signage, a company-wide “meeting-in-a-box,” 

employee training, promotional items, an Intranet microsite, case studies,  
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Generating a Global Quality Mindset
For FMC Technologies, a global provider of technology solutions to the energy industry,  
failure is not an option. Small lapses in quality can create major operational delays and  
ultimately affect rig crew safety. Led by the president and CEO, FMC embarked on a  
quality transformation to instill a Quality mindset in every employee.
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