


“The most important thing to 
remember is you must know

your audience.”
Lewis Howes



Notes:

CRAFTING YOUR BRAND TAGLINE
STAGE 5: Module 18

Common Characteris=cs Effec=ve Taglines
It is short. Typically just a few words.
It be included alongside a logo.
It differen:ates your brand from the compe::on.
It is unique to your brand.
It supports your brand's purpose, vision, and values.
It reflects the brand's iden:ty, character, promise, and personality.
It is easy to say and remember.
It invokes posi:ve feelings and has no nega:ve connota:ons.
It can be protected and trademarked.
It evokes an emo:onal response.

M&M’s: Melts in your mouth, not in your hand.

U.S. Marine Corps: The few, the proud, the marines.

Las Vegas: What happens in Vegas, stays in Vegas.

Disneyland: The happiest place on the earth.

Cover Girl: Easy breezy beau?ful Cover Girl.

Subway: Eat fresh.

Red Bull: Red Bull gives you wings.

Taco Bell: Think outside the bun.

California Milk Processor Board: Got milk?

AutoZone: Get in the Zone.

The Most Liked Brand Taglines
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Types of Brand Taglines

Imperative taglines is a command, action, or direction that usually 
starts with a verb. 

Impera6ve

Nike: Just do it!

McDonald’s: I’m lovin’ it.

Burger King: Have it your way.

M&M’s: Melts in your mouth, not in your hand.

California Milk Processor Board: Got milk?

Subway: Eat fresh.

Campbell’s Soup: Mmmm-mmm good!

Allstate: You’re in good hands with Allstate.

Taco Bell: Think outside the bun.

BMW: The ulFmate driving machine.

YouTube
Nike
MINI Cooper
Bausch + Lomb
Apple
Toshiba
Virgin Mobile
Unstuck
Crocs
Coca-Cola

Broadcast yourself

Just do it

Let’s motor

See be6er. Live be6er.

Think different

Don’t copy. Lead.

Live without a plan

Live be6er everyday

Feel the love

Open happiness

Descriptive taglines describe the service, product, or brand promise.
Descrip6ve

TOMS Shoes
TED
Ashoka
Philips
Target
Concentrics
MSNBC
Ernst & Young
Allstate
GE
Nature Conservancy

One for one

Ideas worth spreading

Everyone a changemaker

InnovaFon & You

Expect more. Pay less.

People. Process. Results.

This is who we are

Building a be6er working world

You’re in good hands

ImaginaFon at work

ProtecFng nature. Preserving life.

The Most Recalled Brand Taglines



Superlative taglines position the company as the best or top of 
their category.

Superla(ve

DeBeers
BMW
Lu0hansa
Na(onal Guard
Budweiser
Adidas

A diamond is forever

The ul2mate driving machine

Nonstop you

Americans at their best

King of beers

Impossible is nothing

Provocative taglines are thought-provoking or ironic. Frequently in 
the form of a question.

Provoca(ve

Verizon Wireless
Microso0
Mercedes-Benz
Dairy Council

Can you hear me now?

Where are you going today?

What makes a symbol endure?

Got milk?

Specific taglines define and reveal the business or products.
Specific

The first step is to get inspiration from the taglines of other brands.

Specifically, those who are using the same tagline type as yours.

Pay close attention to how you feel when you see the words, and 
when you hear them.

Do you instantly know what the brand does and what it stands for? 
Is it memorable?

Take a look at your competitors' taglines, and think about how you 
can differentiate yourself from them.

1 Get Inspired

The New York Times
Olay
Volkswagen
eBay
SkiLles

All the news that’s fit to print

Love the skin you’re in

Drivers wanted

Happy hun2ng

Taste the rainbow

Notes:

6 Steps to Write The Perfect Tagline



Once again, go back and review your brand purpose, vision, mission, 
and values you defined in stage 4.

Your tagline should support your brand values, solidify your promise, and 
establish consumer trust.

2 Review

Just like when defining your brand name, it’s time once again to gather your 
team for a collaborative brainstorming session.

Armed with your core values, your differentiators, your target audience, and 
your competitor analysis, begin writing out a few paragraphs that describe 
what you do and who you do it for.

Think about your brand promise and how you help people.

Try to inject emotion and add your brand personality that you defined in the 
previous module.

In your brainstorming session, constantly be asking yourself these questions:

3 Brainstorm

Notes:

Restate your Brand Purpose:

Restate your Brand Vision:

Restate your Brand Mission:

Restate your Brand Values:

What is your brand promise?
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How do you help people?

Who is your customer?

Who is your compe44on?

How can we say this simply?

Paragraph 1:

Paragraph 2:

Paragraph 3:

Write a few paragraphs that describe what you do and who 
you do it for:



Take the paragraphs you wrote and combine and consolidate them down 
into a single sentence or two.

The goal is to distill the core of what you’re trying to say. Aim for 2-3 options.

4 Condense

Now it's time to tighten up and polish these sentences even more. 

This is the toughest part. Continue working with your team all along the way. 
The collaborative environment will help you flush out the unnecessary words 
that are not supporting the tagline.

Once again, try to narrow your options down to 2-3 well-refined, short, but 
powerful taglines.

5 Refine

Finally, it’s time to test out your tagline.

Show your taglines, and speak them to your employees and customers.

Pay attention to what resonates with them, how they respond, and if there 
are any unexpected associations people make.

6 Test

Option 1:

Option 1:

Option 2:

Option 3:

Option 2:

Option 3:

Notes:
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