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Taglines – 3-Second Branding

Taglines (or slogans) are short, memorable statements 
usually placed after your company name.  Through 
repetition, taglines become associated with your 
company.  

Some taglines state your USP while others reinforce a 
mental picture of what your company is all about.
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Three seconds is about all the time it takes someone to 
read a tagline or slogan.  In that time the reader must 
determine what you do and how your product or service 
can make his or her life better in some meaningful way.  

This is what customers are looking for… the real, deep-
down reasons they buy, sometimes referred to as 
“satisfactions”.
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To find an example, you need look not further than the 
pharmaceutical ads that run constantly on TV.  They 
claim to cure all sorts of debilities from COPD, to ED, 
to an achy back.  

You’ll note that most of the ad time is focused on the 
way your life will improve once you buy their product.  
Miraculously, you’re now able to run, play with your 
kids or grandchildren, dance the night away or re-kindle 
your romance.
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For big businesses good taglines are an absolute must.  But 
what about small businesses?  Answer – they’re even more 
important and more critical to your success.

Small entrepreneurial businesses don’t have the huge 
marketing budgets of the mega-marketers like McDonalds, 
Apple, Nabisco, or Proctor & Gamble, so they can’t rely 
on endless (paid) repetition to create awareness and sales.



Small companies need to make up for this lack of 
marketing money with smart, well-written taglines and 
messages that resonate with buyers.

If you don’t have their budget, don’t copy the mega-
marketers.  Forego taglines that are seemingly unrelated to 
your product.  One incredibly successful tagline was Nike’s 
“Just Do It!”.  It worked for Nike because of hundreds of 
millions of dollars in great advertising.  I’m betting you 
don’t have that much available.
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So when it comes to small business taglines, you have to be as 
sure as you can be that your tagline does it’s job. 

Take a look at your current tagline or the one you’ll create 
after reading this guide.  

Judge it by the Tagline Rule.
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The Tagline Rule

Your tagline, when combined with the name of your business, 
should tell your prospect:

1. What you do.
2. How you’re different.
3. What Benefits – or Satisfactions - your buyers receive.
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On the following pages, we will first look at 21 of the best  
“big business” taglines I know. 

I judged them (using the Tagline Rule) on how how well 
they do their job and whether they are short, clear and 
memorable. 

My five favorites are listed first – in order. After that the 
order is random. 

Next we’ll look at examine small business taglines that 
work.  See how the Tagline Rule applies to each of them.
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Next, we will examine five winning small business taglines 
that will, I hope, inspire you.  

And please don’t forget that a great image paired with a 
great tagline can have an exponential effect on your sales 
and repeat business.  I included a real-world example.

So, let’s get started.
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Have It Your Way
At Burger King

A phenomenal line that, in four words tells us two things:
1) You can order your burger any way you want which gives the 

customer the control
2) You can’t do that at McDonald’s

This tagline propelled Burger King close to McDonald’s in 
the burger wars.  Then, inexplicably, Burger King 
abandoned the message that got them there and began a 
long, slow slide backwards.
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It’s Hertz – Or “Not Exactly”

Five words that tell people that differentiates Hertz as the 
best by implying that all the others don’t measure up.  They 
are also ran's, second placers, and “not exactly”.

Hertz is the leader and this ad campaign, which was changed 
far too soon in my opinion, cemented their leadership and 
made their competitors…well... “not exactly”.
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Lite Beer From Miller
Great Taste – Less Filling

Miller Lite started the whole light beer trend in America 
(and the world) by claiming two attributes that heretofore 
were on opposite sides of the beer spectrum.  You could 
either get full-bodies flavor or a watered down version with 
fewer calories, carbs or whatever.

Miller Lite, in conjunction with a wonderfully humorous TV 
ad campaign,  successfully claimed them both for one beer -
theirs.

3



14

Wheaties
Breakfast Of Champions
Since 1935, every Wheaties box has carried this three-word 
tagline.  By connecting Wheaties with champion athletes 
through a picture on the box, Wheaties claimed the benefits 
of health, fitness, and high performance for their breakfast 
cereal.  

True or not, this easy-to-remember slogan stuck in the 
minds of the cereal-eating public and gave Wheaties a 
priceless identity in the market.
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BMW
The Ultimate Driving Machine
BMW launched itself from a boxy German import far less 
in stature than Mercedes-Benz, to a bona-fide rival in the 
marketplace.

By their 3-word tag they imply (and consumers believe) that 
a BMW is the ultimate (truly great, unsurpassed, best, 
supreme) car for people who love to drive (most car buyers).  

It’s been working since 1975.
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Coca Cola
The Real Thing
Here again, a short, easy-to-remember slogan positioned 
Coke as the “real” cola.  And where did that leave Pepsi and 
RC?  Exactly…”not real”.

It was a shame that they went away from it and subsequently 
brought out “New Coke”, or as many industry people refer 
to it, “the Edsel from Atlanta”.
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Federal Express (FedEx)

When It Absolutely, Positively Has To Be 
There Overnight
Though not very short (9 words) this FedEx slogan told 
everyone what their service was all about.  Getting it there 
overnight without fail.

Their use of the “double-up” technique of using two words 
(“absolutely” and “positively”) that mean essentially the same 
thing, back-to-back worked well in aiding in consumer recall.

7



18

Bounty
The Quicker Picker Upper
This tag debuted way back in 1960 and immediately caught 
on.  Bounty or their agency, Dance Fitzgerald, use three 
ordinary words put together in an ungrammatical and 
unusual way. But because the word grouping is unusual, it is 
also memorable.  Listen to the cadence.  It’s almost an 
alliteration of the last syllable in each of the three words.

The slogan simply tells consumers Bounty cleans up messes 
faster than its unnamed competitors.  Differentiation.
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You’re In Good Hands
With Allstate

Insurance companies protect you against large financial 
losses.  Allstate takes it to the next level with their slogan 
“You’re In Good Hands”.  

When you’re “in good hands” you feel reassured, protected, 
and safe.  Precisely the emotions Allstate is trying to evoke 
in you.  And who protects and cares for you?  Your family 
and your friends.  Now you can think of Allstate as your 
friend, too.
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Kentucky Fried Chicken
Finger Lickin’ Good
KFC has been telling you that you lick your fingers because 
KFC tastes so good you want to get every last bit.  And since 
1952, people have been buying Colonel Sanders’ chicken by 
the bucketful.

However most of us, when we’re eating “finger food” like Bar-
B-Q, pizza, or fried chicken, tend to lick our fingers every so 
often – not because it’s good – but  because it’s messy or 
greasy.  Whatever the reason, KFC said it first, repeated it 
often and convinced generations.
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Apple
Think Different
Okay, let’s stipulate right now that “think different” is not 100% 
proper grammar.  So what?  Copywriters often mangle the 
rules just enough to grab your attention and aid your recall.

Apple’s “Think Different” is a perfect tagline for a company 
that wants you to have a kind of “us against the world” 
mentality about Apple products.  The outsiders, rebels, go-
against-the grain non-conformists.  If that appeals to you, 
probably so does Apple. 
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M&Ms

The Milk Chocolate Melts In Your Mouth 
Not In Your Hands
The differentiator in this tagline is not aimed at children.  
It’s aimed at their mothers who have to clean the hands and 
faces of the young ones and wash the chocolate mess off 
shirts, pants and dresses.  Who wouldn’t buy M&Ms for 
their kids given all this?

This Rosser Reeves (the USP guy) created slogan has been 
doing a bang of job of brand-building since 1954.
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Subway
Eat Fresh
Subway never broke out of the pack in the fast-food 
sweepstakes.  And they probably won’t as long as they keep 
churning through taglines and campaigns every year or so.

But still, we must recognize them for “Eat Fresh”.  It implies 
that their competitors, burgers, chicken, taco and other sub 
chains don’t let you “eat fresh”.  It may even be true if you look 
at most menus and check the calorie counts.  “Eat Fresh” was a 
simple, memorable and effective campaign.  Where did it go?
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How Do You Spell Relief?  
R-O-L-A-I-D-S
An extremely simple tagline.  Ask a question and give the 
answer.  What makes this tag unique and memorable is the 
spelling out of Rolaids.  R-O-L-A-I-D-S!

Without that recall enhancing technique, I doubt we’d be 
discussing this some forty odd years later.  Another Reeves 
creation.
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You Deserve A Break Today
At McDonald’s
This very effective campaign tagline reminded us that a meal at 
McDonald’s is a break for you.  A break from what?  A break from 
whatever you need a break from.

• Parents need a break from cooking a meal
• Adults need a break from the job
• I need a break from PBJ lunches
• Kids need a break from school

That’s why it’s such an effective slogan.  Everyone can fill in the blank 
on whatever break they need…but, of course, you should take your 
break at McDonald’s.
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Dodge Trucks Are Ram Tough
Simple statement designed to make people equate the 
toughness (ruggedness, well-built-ness, strong-ness) of 
Dodge Trucks with the ram.  And shouldn’t trucks be 
tough?

This campaign and tagline was so effective, Chrysler 
Corporation created a new division called Ram Trucks.

Oh, the power of a well-written tagline.
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Campbell’s Soup
M’mm, M’mm Good!
A three word tagline (well…it’s actually only one word and 
two “sounds”) that Campbell’s uses to describe how good 
their soups taste.  

Would this tagline have lasted 83 years if it didn’t work?

It works because the wording is unconventional, short and 
amazingly memorable.  Campbell’s put this slogan in a little 
slice of almost every American’s mind.  
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You Don’t Have To Be Jewish To Love 
Levy’s Real Jewish Rye
New York bakers had a tough time selling their bread outside 
the NY Metropolitan market.  They discovered their weak spot 
was the description “Real Jewish Rye”.  

Using this tagline along with a brilliant ad campaign showing 
photos of obviously non-Jewish people eating and loving their 
bread gave people the idea that it was OK for non-Jews to love 
Levy’s too.  So they did.

And sales soared.
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Levy’s Paired Images With A Tagline
For Maximum Impact
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FOX News
Fair And Balanced
The FOX News Channel was designed to be different from, 
and to compete with, CNN.  They needed a slogan/tagline 
that immediately informed potential viewers of exactly how 
they were different.  And better.

They chose a very short tagline telling the viewer at once that 
FOX was Fair and Balanced in it’s coverage of the news, but 
also implied that the competition was not.
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Lending Tree
When Banks Compete, You Win
Lending Tree is an on line mortgage broker.  Their 
uniqueness lies in the fact they get multiple offers from 
banks for each of their applicants to choose from.

The tagline, “When Banks Compete, You Win” highlights 
the benefit Lending Tree’s customers receive – banks 
fighting over their business.  It implies that because there are 
competitive bids that the customer will save money.
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The Few.  The Proud.  The Marines.

This simple, but hard-hitting tagline works on many levels.

1) The Few implies exclusivity.  We all want to be in    the 
hard-to-get-in group.  And when we do we’re…

1) Proud of ourselves and our group.

1) It sounds great.  Say it aloud a few times.  Can’t you just 
feel that hammer pounding or that bass drum booming?  
This “sound effect” gets it noticed and makes it easy to 
remember. 
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Five Small Business Taglines



Five Small Business Taglines

• Castanza’s Cakery, “We Put Joy In Your Mouth”

• Top Edge Shears, “Designed By Stylists”

• Iowa Café, “Back Home Cookin’, Small Town Friendly”

• NARPRO.com, “The  Easiest Way To Find An Honest 
Mechanic”

• Float’n Thang, “The World’s Most Durable And Flexible 
Personal Floater”
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The Iowa Café 
Back Home Cookin’, Small Town Friendly
The Iowa Café was located between two chain eateries –
Applebee’s and Matta’s Mexican Grill (a local chain).

The Iowa needed something to promise a unique experience 
to diners so they just put into words what was already in their 
hearts and in their restaurant.  The name and the tagline 
brought people in.  The food, the décor and the friendliness 
kept ‘em coming back.
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Top Edge Shears
Shears Designed By Stylists
A local hair stylist and shop owner couldn’t find quality 
shears that cut well and felt substantial at a price he could 
afford.  So he designed his own, found a manufacturer and 
started internet sales.

After a disappointing start, he found out his being a hair 
stylist was what initially drew people to his shears.  The 
next step was easy – put that idea into words so that buyers 
would know that “one of them” designed these shears.
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NARPRO

The Easiest Way To Find An Honest 
Mechanic
NARPRO was a local online referral site for independent 
auto service shops that could meet its strict standards.

When surveys showed that the things most car owners 
wanted in a repair shop were the things that member 
NARPRO shops excelled in – Honesty, Expertise, and 
Convenience.  The tagline highlighted the characteristics 
people wanted and was easy to remember.
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Float’n Thang™

The World’s Most Durable And Flexible 
Personal Floater
When Doug Masi invented the Float’n Thang he needed 
something that told people about benefits of his horseshoe 
shaped floater.  The differentiators were it’s high quality, 
aviation grade material and the fact that you could use it to 
float in numerous ways.

The unique name, the tag and Doug’s energy and enthusiasm 
led to early success that has kept Float’n Thang growing.
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Castanza’s Cakery
We Put Joy In Your Mouth
What can you say about a cake bakery?  How would you 
describe the cupcakes, tarts and other delectables you make?

Well, for this Cakery, we created the tagline “We put joy in 
your mouth and followed it up with copy that told how.  

But everything came together when we hit upon the photo 
that, when paired with the tagline, brought everything 
together.
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When you 
combine a good 
headline, 
captivating image 
and a great 
tagline… well, 
what more needs 
to be said.  

You’re a winner!



Case Study: A Tale Of Two Taglines

A small online eye care products store, The Eye Doctor 
Store, wanted to improve and update the look and 
functionality of their website.

They hired a “web design firm” who assured them, “we can 
do it all”.  Including copywriting.  And they did.  Badly.

The designers suggested the tagline the store was using, 
“When you are serious about healthy eyes” needed to be 
replaced.  On this, they were right.  41



Let us analyze these two tags using the Tagline Rule.

First, the original:

The Eye Doctor Store, “When you are serious about 
healthy eyes”.

• What do you do? – Uh… make people’s eyes healthy?
• How are you different? – Reader has no clue.
• What benefits do buyers get? – Healthy eyes?

As you can see, this tagline is poor.
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OK, now for the designer’s creation:

The Eye Doctor Store, “A new vision in eye care”.

• What do you do? – Uh… doctor cares for your eyes?
• How are you different? – Reader has no clue.
• What benefits do buyers get? – Healthy eyes?

Now this one, I’d like to go over in detail.

This e-commerce store sells eye care products, like eye 
drops, cleansers for eyelids, lashes and brows, vitamins and 
supplements, etc.  The products are all “over-the-counter”.
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The difference here is the products have all be tested and 
approved by an practicing optometrist and are only sold 
through doctor’s offices.  Additionally, the site offers 
information on eye-care written by the doctor.

Now, knowing this, would you write something as 
“touchy-feely” as “a new vision in eye care”?  I hope not.

The cute play on the word “vision” is, unfortunately, what 
a lot of people do when writing a tagline.  It is 
meaningless, weak, and tells nothing about the business.
No benefits. No differentiation. Nothing.
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I know we can do better.  Let’s see… here are just a few 
ideas:

• Doctor Tested and Approved Eye Care Products
• Doctor Tested, Doctor Approved
• Trust The Doctor For Quality Products
• Products With The Doctor’s Seal Of Approval
• Doctor Certified – Shop With Confidence
• Products Sold Only Through Doctors

And The Winner Is...
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The Tagline tells 
you why this site is 
Different & Unique



When I write taglines, I often write twenty or more. I then 
put the list aside for 24 hours, and come back and cross 
out all the ones I no longer like – as in, “What was I 
thinking?”  Then I create some more tags for the list.

I repeat this process until I have at least three I’m really 
high on and evaluate those three with the Tagline Rule. 

Then I ask friends or co-workers which one they like the 
most – and which they like the least.  Usually after 
“consulting” with 25 people, I have my answer – and my 
tagline. 47



Now it’s time for you to evaluate your current tag or start 
creating one.

I know you’ll do better than those web designers did, after 
all, you have this guide to help you.

If you want to go a little deeper into tagline creation and 
evaluation, please see my advanced Guide, “21 Great 
Taglines That Do Their Job Right”.

Better Writing = Better Results,
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