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(TELL ME WHY) I DON’T LIKE MONDAY: 
 

 

 

You’d think 

consultants, of all 

people, would learn 

from the mistakes of 

others. 

 

A couple of weeks 

ago, PWC Consulting 

announced it will be 

changing its name to 

“Monday:” once it 

separates from 

PriceWaterhouse-

Coopers. 

 

In so doing, it follows in the footsteps of 

Accenture, which, in what has to be one 

of history’s most fortuitously timed 

rebranding efforts, changed its name 

from Andersen Consulting shortly before 

the Andersen name became forever 

associated with certain less-than-

desirable brand attributes. 

 

But whereas Accenture seems a natural 

outgrowth of “AC” (as the firm was often 

known) and embodies positive 

associations – accentuating the positive, 

bringing out what’s best in its clients – 

Monday: seems to follow in the footsteps 

of a more infamous rebranding effort. 

 

In 2000, I was partner and executive 

creative director at the Internet 

consultancy USWeb/CKS when it was 

acquired by Whittman-Hart. In order to 

demonstrate to clients, analysts and the 

press that the two firms were operating 

as one well-oiled machine, the new entity 

rushed to market with a new name: 

marchFIRST. The ostensible rationale? 

This was the date the merger took effect. 

Good thing it wasn’t February 29th. 

 

Along with guffaws – a competitor 

jokingly announced it was changing its 

name to aprilFIRST – there came the 

inevitable question: Why? 

 

Perhaps anticipating this response, 

marchFIRST had thoughtfully distributed 

to its workforce extensive guidelines on 

how to explain the name. It represents 

“the human desire to be first,” was one 

helpful insight. It’s a bold command: 

“March first!” And ask questions later, 

some of us snickered. 

 

The company then launched a $70 million 

ad campaign depicting, among other 

things, the first rock star, the first satellite 

launch, the first mini-skirt. These had 

nothing per se to do with the company’s 

business, but when you’ve decided to 

name yourself marchFIRST, you can’t just 

ignore this. 

 

The real explanation for the name, most 

of us suspected, was much simpler: It 

was the only URL that could be acquired 

on short notice. 
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On the bright side, marchFIRST stood out 

from the pack of invented names like 

Viant and Scient as well as the self-

consciously ultra-cool like Razorfish. Of 

course, standing out isn’t such a good 

thing if you stand out for the wrong 

reason.  

 

So now PWC – sometimes known as 

PwC for some unknowable reason – is 

becoming Monday:. The idea seems to 

come from the notion of starting fresh, 

getting ready. “Iron your crispy white 

shirts,” as one line in the campaign says. 

Maybe Monday is laundry day. Another 

ad says “Monday: Consulting ends work 

begins.” Huh? 

 

The Monday: campaign seems to be 

about making a new beginning. Which 

basically means, Monday: is a campaign 

about … Monday:. Get jazzed, workers!  

 

I myself don’t think clients these days are 

calling Monday: or any consultancy to 

make a new beginning. A few, perhaps, 

but making a new beginning sounds a lot 

more radical than the tenor of the times. 

Improving what a company has, taking 

intelligent steps forward, working harder 

and smarter – this is what businesses are 

doing today. Not taking big gambles, 

tearing down what we have and starting 

again. Anybody remember the 90s? 

 

And anyway, is Monday (the day, not the 

company) really synonymous with new 

beginnings? I guess the intent is to 

convey an image of people anxious to 

get back to work – the anti-TGIF. 

 

Based on my marchFIRST experience, I 

can with confidence assure Monday: 

employees they will expend a great deal 

of time and energy first explaining the 

name to clients, then attempting to 

change the subject, then quietly joining 

the chorus of snickerers. They will find 

themselves “accidentally” referring to 

their organization as PWC.   

 

What they won’t be doing is building a 

new culture, value proposition, or brand 

identity – or strengthening the way they 

serve clients, which ultimately is the point 

of any new branding effort. I don’t know, 

maybe they should have worked on it a 

few more days?
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