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One of the most famous taglines of all is Nike's "Just Do 
It".  Most of us won't be lucky enough to craft a tagline 
that will last for more than a quarter of a century.  So, 
take a deep breath, even if you don't get your tagline 
perfect you can always iterate.  In fact, multiple taglines 
make sense given the natural evolution of your brand. 
 
What's the purpose of a tagline? 
 
It's a sentence that elegantly distils the essence of your 
brand in an artfully crafted sentence that's designed to 
strike an emotional chord with your tribe & tell them 
what you stand for. 
 
That's a lot of work for one little sentence.  So below 
you'll find a flowchart + checklist + questions to ponder 
to make sure you're headed in the direction of drool- 
worthy-eye-magnet & avoid the curse of the lame or the 
oh-so-unforgettable. 
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Vague/ Unclear - especially if your biz name doesn't 
clearly state what you do & whom you do it for then 
the tagline is often about ADDING CLARITY 
 
Ambiguous (or open to multiple interpretations) 
because sexual innuendo is real and overlooked more 
than you think 
 
Long, wordy behemoths (the longer it is the more 
likely they'll forget and no one wants to be forgotten) 
 
Pretentious - unless that's on brand for you. 
 
Confusing - wait, what's it about? 
 
Complicated - it's one sentence try not to 
overcomplicate things this early on. 
 
Negative - as in "I don't work with men" or "I don't do 
windows."  Keep it positive and upbeat. 
 
Boring - yawns should always be avoided. 
 
And, unless it fits with your brand, avoid sexual 
innuendos 

 

things you definitely want 

to avoid
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Clarity: especially if your biz name doesn't clearly say 
who you are & what you do.  Think of made-up words 
or sounds like Yahoo or Woot.  Or if your name is your 
biz like Claire Smith.  Your tagline needs to provide 
clarity on what kind of biz you're running. 
 
Connection: this is a great place to align your brand 
values with your tribe values & establish that first 
emotional connection that demonstrates you 
understand your tribe.  You want them thinking, "Yes! 
This is the biz for me." 
 
Competitive Advantage: What makes you different? 
 Why do you stand out from the competition?  In 
other words, why should anyone CARE about your 
biz? 
 
Alliteration - not a must but it's fun and can add 
memorability 
 
Rhythm - say it aloud and make sure it isn't a 
mouthful. 
 
Puns - puns can be cute for the right brand that 
doesn't take itself too seriously and has a great 
tongue-in-cheek sense of humour.

 

things you May want to 

include
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Here are a few questions to help you get your creative 
juices flowing... 
 
1.  What defines your brand?  What makes you stand out? 
 What do you want to be known for? 
 
2.  What defines your audience?  What are the defining 
characteristics of your tribe?  Go beyond demographics. 
 What makes them separate from the crowd? 
 
3.  Where's the overlap?  That's your sweet spot.  It's the 
common ground where you both can naturally get 
excited. 
 
When I write taglines for clients it's perfectly normal for 
me to write a dozen or more versions before I uncover 
the perfect combination of words that express their 
personality & unique position in their industry.  So don't 
be discouraged if you don't get it right the first or fourth 
time.  Just take a break & come back to brainstorm 
another day. I'd love to hear the taglines you've created. 
 
Share them with me at 
hello@heartlinescopywritingstudio.com


