
Dilbert  
by Scott Adams 
(1989 – present) 

 
 

 
 

Body of Work 

(Can be used for Independent Oral Presentation or HL Essay)   

 
 
 
 
 



Contextual Information / Timeline 
 
Dilbert is an American comic strip written and illustrated by Scott Adams. The first strip was 
published in April1989. Dilbert is most famous for its satirical office humour. It is set in a 

micromanaged technology company, where Dilbert – the title character – works as an engineer. 
The comic strip began the widely known ‘Dilbert craze.’ It has been reprinted in books and collector 
annuals. It spawned an animated television series, a video game, and plenty of Dilbert-

themed merchandise.  Scott Adams won the National Cartoonists Society Reuben Award in 1997 
and the Newspaper Comic Strip Award in the same year. Nowadays Dilbert appears online and in 

newspapers worldwide. Dilbert has been spotted in 65 different countries and translated into 25 
languages. 

The comic strip was originally set in Dilbert’s home and revolved around him and his pet dog, 
Dogbert, who had plenty of thoughts of his own; it was often hard to tell who the ‘pet’ was and who 

was in charge! Many early plots were based on Dilbert’s outlandish inventions and ambitions for 
global domination.  

Later, Adams switched the setting to Dilbert's workplace and focused his satire on workplace issues 
such as technology, mismanagement, poor communication and the trouble with hierarchies. The 

comic strip began to be wildly successful as white-collar workers across America and the world 
related to the problems of the workplace setting. Adams has said that the workplace location was 
inspired by Silicon Valley.  

Dilbert portrays corporate culture as a complicated world of bureaucracy for its own sake and office 
politics that stand in the way of productivity. Employees' skills are unappreciated, and their efforts 

are not rewarded. ‘Busy-work’ is praised even if it doesn’t help the company. Much of the humour 
emerges as the reader sees the characters making obviously ridiculous decisions that, in the context 

of gross mismanagement, make sense to them and are the only way of getting through the day. 

In this setting, Adams makes use of the ‘language of the workplace’ including jargon, buzzwords, 

euphemism, technobabble, and so on. The strips selected for this Body of Work focus 
disproportionately on uses of language. You can visit the Dilbert website for a broader range of ideas 

that are more representative of the range of targets Adams find for his pointed satire. 

  
 

 



 
 

 
 

 

 
 



 

 

 
 





 





 







 











 













 
 

 
 
 

 

 
 
 
 
 
 
 



Appendix 1 
 

Forgive Me, For I Have Sinned ... Against The English Language  

BY URI BERLINER	November	18,	2020	
	
Source:	https://www.npr.org/2020/11/18/933794355/forgive-me-for-i-have-sinned-
against-the-english-language	
	
 

	
Belittled	and	unloved,	corporate	jargon	endures,	even	thrives.	

	

They're	unavoidable	—	corporate	buzzwords	and	gobbledygook.	

Put	a	pin	in	it.	Circle	back.	I'll	loop	you	in.	Deep	dive.	Best	practice.	
	
These	words	are	the	audio	wallpaper	that	surrounds	the	American	workplace.	Mind-
glazing	wallpaper,	slightly	oppressive.		

Synergy.	Moving	forward.	Touch	base.	Ping	me.	
	
This	mode	of	expression	has	been	ridiculed	brilliantly	for	years	—	in	the	comic	
strip	Dilbert,	the	TV	show	Silicon	Valley	and	elsewhere.		
	

To	no	effect.		



Belittled	and	unloved,	corporate	jargon	endures,	even	thrives.	There	is	no	movement	to	rip	
down	the	wallpaper.	And	let's	be	honest	fellow	desk	jockeys.	Not	only	have	we	heard	these	
words	and	phrases.	We've	probably	used	them	ourselves.	(Forgive	me,	for	I	have	sinned	...	
against	the	English	language.)	

These	phrases	and	buzzwords	are	worth	exploring	because	they	provide	insight	into	the	
purpose	they	serve	in	the	workplace.	

The	use	of	jargon	is	often	tied	to	where	people	stand	in	a	social	hierarchy,	according	to	a	
new	paper	from	three	social	scientists,	Eric	Anicich	of	the	University	of	Southern	
California's	Marshall	School	of	Business	and	Zachariah	Brown	and	Adam	Galinsky	of	
Columbia	Business	School.	People	with	less	prestige	in	an	organization	are	more	likely	to	
use	buzzwords.	Like	interns,	new	hires	and	first-year	students.		
	
"What	we	show	is	that	the	lower-status	people	are	much	more	concerned	about	how	they'll	
be	evaluated	by	their	audience,"	Anicich	says.	

Molly	Young,	the	literary	critic	for	New	York	magazine,	is	sympathetic.	When	interns,	for	
example,	use	words	such	as	"ideate"	they're	innocently	trying	to	communicate	in	an	
unfamiliar	dialect.	Not	so,	for	executives	who	may	employ	the	same	terms	to	confuse	or	
intimidate.	Young	knows	the	dialect	only	too	well,	having	worked	at	startups	for	nearly	10	
years.		
She	makes	a	distinction	between	useful	jargon	in	specialized	fields	such	as	medicine,	
science	and	law	—	and	the	workplace	language	so	prevalent	today,	a	hybrid	of	business	
school	lingo	and	Silicon	Valley	hype.	The	latter,	she	says,	is	littered	with	"BS	words	—	like	
orientate	or	guesstimate,	or	omnichannel	or	core	competency."		

What	much	of	this	language	has	in	common	is	a	slippery,	vague	quality	that	allows	users	to	
skirt	accountability	and	direct	action:	words	that	are	so	imprecise	that	they	are	essentially	
empty.	They	give	people	who	use	buzzwords	an	out.	You	can	say	you'll	"loop"	someone	in	
without	committing	to	how	that	will	happen.	"Put	it	on	the	back	burner"	is	a	way	of	saying	
no	without	saying	no.	Let's	take	a	word	that	suddenly	became	popular	a	few	years	ago:	
efforting.	On	the	surface	it	sounds	ridiculous.	(How	did	"effort"	become	a	gerund	anyway?)	
	
But	put	yourself	in	the	position	of	a	middle-rank	employee	asked	to	report	in	on	a	project.	
You	can	say	you're	trying	to	get	it	done.	But	that	sounds	lame.	So	you	go	with	"efforting,"	
which	sounds	more	vigorous	and	engaged.	But	it's	also	not	a	promise.	"Efforting"	might	buy	
you	some	time,	and	maybe	if	you	"effort"	long	enough	the	project	will	be	forgotten	
altogether.		

On	a	more	consequential	scale	of	slippery	is	the	word	"synergy,"	a	longtime	favorite	of	
corporate	executives	extolling	the	benefits	of	mergers.	Synergy,	they	say,	will	unleash	a	
secret	sauce	making	the	combined	organization	better	than	the	two	separate	ones.	
Essentially	1+1=3.	Synergy	became	a	buzzword	in	the	much	hyped	early	Internet-era	
marriage	of	AOL	and	Time	Warner.	The	deal	is	now	seen	as	one	of	the	most	disastrous	
corporate	partnerships	of	all	time.	

Synergy	has	taken	a	beating,	too.	It	has	been	trashed	as	the	most	annoying	of	all	corporate	
buzzwords.	But	it	survives,	adorning	the	names	of	many	businesses,	20	years	after	the	AOL-



Time	Warner	fiasco.	There's	Synergy	Research,	Synergy	Homes,	Synergy	Insurance,	even	
GT's	Synergy,	which	touts	itself	as	the	world's	most	loved	and	sought-after	Kombucha	
brand.	
 
 


