5.5 Slogans

Name that Slogan 

1. Double your pleasure, double your fun ______________________ 

2. Gentlemen prefer ______________________________ 

3. When it Rains it Pours _________________________________ 

4. Breakfast of Champions _____________________________ 

5. No more Tears _________________________________ 

6. When you care enough to send the very best __________________ 

7. Let your fingers do the walking _________________

8. You're in Good Hands with ________________________

9. Have it Your Way ___________________________________

A Few Rules About Slogans 

Slogans should be: 

· Related to the company mission and goals 

· Related to the product or service 

· Something that flows 

· Should help clarify the company name (offer additional information about what the company does). 

· If the slogan doesn't clarify what you offer, the slogan needs to be rewritten. 

Generally the logo and slogan are written in different yet complimentary fonts. 

· A short slogan is more powerful than a long one--Less is more. 

· A good slogan tries to sell an idea-- Big, brusque, and ballsy

· A good slogan is not wimpy. 

· A good slogan slaps you round the face, thrusts its chin forward, and dares you to reply. 

Slogans and Jingles 

Jay Levinson and Seth Godin, authors of the best selling book: "The Guerilla Marketing Handbook" (Pg 246), offer this advice in determining whether a jingle is right for you or not: 

Is A Jingle Right for You?  Before spending the time and money to create a jingle, use the checklist to determine if you'll get your money's worth: 

· Do you advertise intensely on radio, TV [the Web]? 

· Is your product too serious for a jingle? 

· Is your product an impulse purchase? 

· Are you willing to offend some people? 

Jingles have room for just one message.  You need to take a long, hard look at your positioning statement and find the one benefit of your business that you want to stress.  If your business can't live with that sort of pigeon holding, you'll need to reconsider using a jingle.                               Your existing customers may like your jingle at first, but sooner or later you'll start hearing complaints.  By their very nature, jingles are a bit obnoxious.  They creep under our skin and begin to drive us crazy.  Is this a weapon you're willing to use?  It's up to you. 

Slogans vs. Jingles 

The main difference is the use of music -- slogans don't have any.  They're usually far less invasive than jingles, but less effective as well.  We like them because they force you to decide on your positioning statement and stick with it.  Wisk used the "ring around the collar" slogan as an excellent way to position their product as totally different from their competition.

Assignment 

1. Is your company too serious for a jingle?  Would you consider a jingle?  Why or why not? 

2. Develop two possible slogans, following the rules of good slogan writing, listed above. 

3. Get a classmate's opinion (in writing) as to which slogan he/she likes and why. 

Turn in both slogans and your classmate’s opinion.

Whether or not you actually use the slogan on your site is entirely up to you.  
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