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INTRODUCTION

Why a handbook of slogans?

A good friend told me the word “slogan” apparently originates from the Scottish-Gaelic “sluagh-ghairm”, meaning “war cry”. Indeed I would define a company’s slogan as a powerful phrase – the “cry” – which refers unmistakably to that company and its products, and to none other. This implies that hearing or seeing that phrase, whether on radio, TV or in the street, will automatically recall that specific company to the listener/viewer’s mind.

We recognise advertising slogans as short phrases used by companies to emphasise the key aspects of a company’s products or services. These are designed to be memorable phrases consumers will subsequently associate with the subject of the campaign and will ensure further and continued attention is drawn to the products or services. The word “memorable” implies the aforementioned recall. Whatever the case, anybody who even skims through the 2,500+ slogans of this book will soon have their own personal idea of what a slogan is and what it stands for.

From slogans which are older than most of us (“Never knowingly undersold”, John Lewis, 1925; “A diamond is forever”**, De Beers, 1947; even “Because I’m worth it”*, L’Oréal, 1973) to slogans which will have soon come of age (“Begin your own tradition”, Patek Philippe, 1996; “J’adore Dior”**, 1999) to very recent “infant” slogans which have yet to prove their worth (“Live in the now”, Wall Street Journal; “Go forth”, Levi’s; “Take one small step”, Barclays, all 2009–10), companies have come to realise the importance of slogans in their marketing strategy.

Hence the rush to create new slogans is on. Just take a look at Mercedes, Jaguar or Ford – companies which have produced nearly half a dozen slogans each in the past decade. Car companies, however, can be forgiven for producing multiple slogans because they often feel that each new model requires a slogan of its own. Other companies which never had a slogan now feel the urge to discover and brand an expression which will help remember what they do and why they exist: for example, Heathrow’s “Making every journey better” and British Gas’s “Looking after your world” were both companies’ first slogans and both coined in 2009.

As mentioned above, the main purpose of a slogan should be to impinge lastingly on the consumer’s mind. Get them to dream! “A diamond is forever”** is so well-known it has inspired a household phrase (and a globally renowned music score for Shirley Bassey), without the person using it necessarily remembering its origin or the company it is associated with. The same applies to L’Oréal’s “Because I’m worth it”*, apparently recognised by more than 70% of household women in the USA.

More specifically a high-quality slogan must be short, powerful and yet (herein lies the difficulty in generating an excellent slogan) say as much as possible about the company; whether it be its field or its products. In this manner, you unmistakably recognise that particular company, and none other. In this respect, “Intel Inside”** is a model slogan. First, it is short – only two words. Second, this repetition of similar-sounding words makes a powerful combination, sounding like a drum. Third, the word “inside”, albeit not perfect, is probably one of the best single words one can think of to describe Intel’s products. Finally, as the icing on the cake, the reiteration of two words starting with the same syllable (“In … in …”) creates a glamorous slogan. Another excellent slogan which obeys these criteria is “Today. Tomorrow. Toyota”*. Although the third criterion is somewhat less well respected, “Today. Tomorrow.” does possibly imply longevity but not necessarily a car product rather than say a washing machine or a TV set.

It is important to note that a short slogan is not necessarily an asset. Suppose De Beers had simply used the slogan “Forever”. One could have immediately objected that this non-specific slogan was excellent for diamonds but also for long-lasting raincoats or laptop computers!

Finally, it’s worth noting that some companies do not feel the need to have a slogan at all, presumably because they believe their product or service speaks for itself or that the company is sufficiently well-known for what they deem the “right” associations. One of these is Ferrari; although the company did allow the prancing horse logo and the beautiful “Beyond Perfection”** slogan to be used in ACER’s Ferrari laptop advertisements. Google also has no slogan whatsoever – just a mission to make sense of the world’s information and avoid doing “evil” – yet its employees show great imagination in presenting the word “Google” on the home page of their website with the most amusing ‘eye-catches’. A lesser-known company in the same situation is confused.com. In the past few months this company has literally bombarded UK TV channels with adverts enticing people to get insurance quotes through their website (see “30 seconds to impact: how to make a confused.com TV ad” at www.confused.com for an interesting insight into the making of their TV adverts). Yet, something important is missing from these ads: a slogan! Maybe by the time this book is published the company will have found such a slogan.

How to use this book

Immediately following this introduction you will find my selection of two-star slogans (the top 1%) and one-star slogans (the next 6%). This is a deliberately short and purely personal selection of the most impactful and successful slogans in the book. There are many slogans without stars which I admire, and I have highlighted these in the main text, but the starred slogans are my choice of the very best. You will doubtless disagree with some of my selections and omissions, although I hope once you have read my comments in the main text you will understand them. If you would like to email me your thoughts you can do so at handbookofslogans@crimsonpublishing.co.uk.

After that comes the main part of the book – some 2,500 notable slogans of one kind or another, mostly good examples of the craft but also some interesting failures. These are arranged alphabetically by main industry, and then alphabetically by company/brand name within each industry. For ease of use I have tried to use the most commonly-recognised company or brand name, which is not always the official name of the main company. While comprehensive, this list is not an exhaustive one (or the book would run to many thousands of pages!). I have not tried to include every single slogan a company has used, but the ones that appeared most frequently. Inevitably some new, interesting slogans will have appeared whilst the book was being produced. I haven’t been able to include them here but do email me with any you think should be included in a future edition of this book.

The third part of the book tells the stories behind 61 of the best-known slogans. These are not necessarily the best slogans, but the most illuminating.

And then there are two indices for ease of reference, one by company name and one by theme.
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TWO-STAR SLOGANS

The 25 slogans below are the author’s top 1% of the featured slogans and are distinguished throughout the book by a double asterisk symbol (**). (For more details, see Introduction, p.xi.)

Beyond perfection (ACER)

The ultimate driving machine (BMW)

Beyond petroleum (BP)

A diamond is forever (De Beers)

We move the world (DHL)

J’adore Dior (Dior)

Better things for better living (DuPont)

Unmistakably (Graaff)

Live it. Love it! (Hong Kong)

Intel Inside (Intel)

Life’s Good (LG)

Oh My Lord & Taylor (Lord & Taylor)

Where’s your moustache? (Milk)

Morgan means more (JP Morgan)

Just do it (Nike)

Connecting people (Nokia)

Welcome back (Prozac)

Know Now (Reuters)

Our forecast is for more showers across the country (Ripples)

So easy to enjoy. So hard to forget (Singapore)

Be one (Starwood Preferred Guests)

And so to bed (Tempur)

The ultimate address (The World)

Where brands get their break (TV)

Consider it done (UPS)


ONE-STAR SLOGANS

The 150 slogans below are the author’s next 6% of the featured slogans and are distinguished throughout the book by a single asterisk symbol (*). (For more details, see Introduction, p.xi.)

For all walks of life (Allen Edmonds)

Have a happy period. Always (Always)

Works like a dream (Ambien)

Think fast. Thing egg (American Egg Board)

What’s your share? (Ameritrade)

Real mining. Real people. Real difference (Anglo American mining)

One element runs rings around them all (Anglo-gold)

So easy to use, no wonder it’s #1 (AOL)

Think different (Apple)

Noah’s route. Your route (Armenia)

Together (Bacardi)

You make it what it is (BBC)

The tougher the deal the more we enjoy it (Bingham)

Thinking beyond banking (BNP-Paribas)

A passion for perfection (Breitling)

Follow the herd (Buffalo’s)

Born for ice (Bulmer’s)

You can (Canon)

How many lives have you changed today? (CARE)

Carpets with soul (Carini Lang)

Probably the best beer in the world (Carlsberg)

What about Belgium? (Carlsberg)

Give more. Give Carte d’Or (Carte d’Or)

Now you’re really flying (Cathay Pacific)

Sophisticated Food for Sophisticated Dogs (Cesar)

Just the right amount of wrong (Cosmopolitan Hotel, Las Vegas)

Let’s talk (Crédit Lyonnais)

The difference is Crystal clear (Crystal Cruises)

Engineering with passion (Dassault Systèmes)

Life made fabulous (Debenhams)

Spray on. Play on. (Deep Freeze)

You can tell it’s Dell (Dell)

Born to move (Delsey)

On top of the world (Delta Airlines)

Beautiful people (Dim)

The luxury of freedom (Dior)

Discover the difference (Dove)

The miracles of science (DuPont)

The architects of time (Ebel)

Miss nothing (ESPN)

Every second counts (ESQ)

Famous for a reason (The Famous Grouse)

Escape the ordinary (Finnair)

Unbeatable (Flight Centre)

Feel the difference (Ford)

Drive one (Ford)

Master of complications (Franck Muller)

Take care (Garnier)

A better way (Gateway)

Imagination at work (General Electric)

Today, time begins (Graaff)

Be a pioneer (Greenland)

Not long haul but miles away (Guernsey)

Guinness is good for you (Guinness)

Making heads happier (Head & Shoulders)

We listen, you hear (Hidden hearing)

Stay smart (Holiday Inn Express)

The power of dreams (Honda)

ENGINEUS (Hyundai)

Opportunity doesn’t knock. It emails (Inquisit)

Nothing comes between you and the best price (Instinet)

We know what it takes (InterContinental Hotels)

Don’t dream it. Drive it (Jaguar)

There’s only one (Jeep)

Nothing similar is quite the same (Jim Lawrence)

Keep walking (Johnnie Walker)

The car that cares (Kia)

The bold look of Kohler (Kohler)

Helping people help themselves (Kuwait Fund)

My point of view (Leica)

For the journey… (Lloyds TSB)

Your home away from home (Mandala Hotel, Berlin)

Where nothing is overlooked except Hyde Park (Mandarin Oriental Hyde Park)

You can’t predict. You can prepare (Mass Mutual)

There are some things money can’t buy. For everything else there’s MasterCard (MasterCard)

Simply divine (Mauritius)

Good to the last drop (Maxwell House)

Our doctors go to places photographers don’t (Médecins sans Frontières)

The future of automobiles (Mercedes-Benz)

A tradition of trust (Merrill Lynch)

Human achievement (Merrill Lynch)

The best care in the air (Midwest Express Airlines)

Makes your tastebuds tingle (Mr Todiwala’s)

Bull or bear, we don’t care (Momentum AllWeather)

One client at a time (Morgan Stanley)

Nespresso, What else? (Nespresso)

Good food. Good life (Nestlé)

Save the Sound (Olive)

The future’s bright, the future’s Orange (Orange)

L’Oréal because I’m worth it (L’Oréal)

Even at sea level you can feel on top of the world (Oyster Yachts)

Great at Kleening (not so good at spelling) (OzKleen)

Peaceful nights. Playful days (Pampers)

History always leaves a trace (Panerai)

The fountain of youth for patio furnishings (Patio Magic)

Motion & emotion (Peugeot)

Go on. Give in (Pillsbury)

Because the unexpected happens (Plan B)

Just my style (Playtex)

Your pet, our passion (Purina)

Providing emotions since 1534 (Quebec)

Choose your own destiny (Radiance)

It’s time for a Renaissance (Renaissance Hotels)

Distinctly above it all (Reynolds Mountain)

Bursting with bubbling Berryness (Ribena)

Perpetual spirit (Rolex)

Move your mind (Saab)

Making life taste better (Sainsbury’s)

Need knows no season (Salvation Army)

It’s dry. But you can drink it (Savanna)

Spend a third of your time in first class (Savoir Beds)

Keeping Britain on its feet (Scholl)

Escape to reality (Science Museum London)

Where else? (Sears)

Who owns who? (Seat Leon)

From sharp minds come Sharp products (Sharp)

Sharpens your thinking (Sheffield Hallam University)

The future is calling (Siedle Scope)

The soda Nature would drink if Nature drank soda (Sierra Mist)

Fuel the fun (Skippy peanut butter)

From www to zzz … (Sleeproom.com)

Open your mind (Smart)

Be there (Smirnoff)

Discover the difference (Sofasofa)

Lost at last! (Spain)

Champagne for the brain (The Spectator)

History begins every morning (Tag Heuer)

Outsmart Mother Nature (Tampax)

Expect more. Pay less (Target Stores)

Wherever. Whenever (Tata Motors)

Exceed your expectations (Thailand)

Be part of the time (The Times)

Join the conversation (Time)

Innovators by tradition (Tissot)

Our energy is your energy (Total)

Today. Tomorrow. Toyota (Toyota)

Be there first (United Technologies)

Bringing light to life (Velux)

Be merry be bright be colourful (Vera Bradley)

Kiss your data hello (Veritas)

Rule the Air (Verizon Wireless)

Love at First Flight (Virgin Atlantic)

Das auto (in German: the car) (Volkswagen)

For life (Volvo)

Live in the know (Wall Street Journal)

Feel every word (Waterstone’s)

Immerse yourself (Wildlife & Culture Holidays)

The real deal (Winn Dixie)

Where the past is always present (Yesterday)


PART 1

SLOGANS



 

AEROSPACE



	Airbus Industrie

	1)Travel in peace

Excellent; alleviates the fear of flying

2) Setting the standards




	Boeing

	1) Forever new frontiers

2) Can we give you a lift?

3) Together we fly higher

4) It’s more than a dream

It’s getting better, but it still lacks the killer punchline




	Cessna (Textron)

	1) With you for 70 years. Making history

2) Building futures




	CMF

	The power of flight




	Cordant Technologies

	When it better work, we make it work better




	Dassault Systèmes

	Engineering with passion*




	EADS

	The step beyond




	Lockheed Martin

	Mission Success begins with partnerships




	Northrop Grumman

	Defining the future




	United Technologies

	Be there first*

Little to say about this premium slogan, although it is not very specific





AIRLINES, AIRPORTS



	Aer Lingus

	Great Care. Great Fare

Nicely put in a nutshell




	Air Canada

	A breath of fresh air




	Air France

	Making the sky the best place on earth




	Air India

	Come fly with me

Was withdrawn because it was considered too sexist




	Air Namibia

	Carrying the spirit of Namibia

A bit redundant




	Air New Zealand

	We’ll go to the ends of the earth for you

Rather than the slogan, it is the photo of the earth (seen as a half-moon) which is really splendid




	American Airlines

	1) Something special in the air

2) We know why you fly




	Asiana Airlines

	The Jewel of Asia




	Austrian Airlines

	1) The most friendly airline

2) Fly with a smile




	Biman (Bangladesh Airlines)

	Your home in the air




	Brit Air

	The pioneering spirit




	British Airways

	1) The world’s favourite airline

2) The way to fly

3) To fly. To serve




	British Midland International

	1) A small token of our love

2) Love that winter sun




	Cathay Pacific

	1) The heart of Asia

2) Now you’re really flying*

This slogan has a lot of punch in it

3) Great service. Great people. Great fares

A slogan in the form of a trilogy of two-word statements – we’ll meet many in this book




	Cayman Airways

	Those who know us love us




	Continental Airlines

	Work hard. Fly right




	Delta Airlines

	On top of the world*

Double meaning; passengers fly over the world, and as the saying goes, they feel great, “on top of the world”




	Delta Skymiles

	Your next vacation is closer than you think




	EasyJet

	1) Come on. Let’s fly

Friendly slogan, but says nothing about the airline itself

2) Brilliant fare. Brilliantly fair

Progress, but a bit overweight




	Emirates

	1) The finest in the sky

2) Keep discovering

Quite strong – not far from deserving a star

3) A friend of Europe

A new direction in the company’s advertising!




	Etihad Airways

	The world’s leading airline




	Finnair

	1) Here for the evening

2) The fast airline between Europe and Asia

Too much insistence on speed

3) Escape the ordinary*

This time, bang on!




	Flight Centre

	Unbeatable*

It is interesting that such a good single word, which says a lot even though it is not specific, has not been used by any other company




	Gulf Air

	1) Redefining business travel

2) Come smile with us

Much better than the first slogan




	Heathrow

	Making every journey better




	Hong Kong Airlines

	Not business as usual




	Iberia

	1) Committed to move your world

2) We’ve outdistanced the competition

Too boastful




	Japan Airlines

	A better approach to business




	KLM

	Journeys of inspiration




	Korean Air

	Excellence in flight




	Lot (Polish Airlines)

	Perfection above all




	Lufthansa

	1) More than just flying

2) There’s no better way to fly




	Malaysia Airlines

	Going beyond expectations




	Midwest Express Airlines

	The best care in the air*

Nice rhyme




	Monarch Airlines

	How low-cost airlines ought to be




	NetJets

	The only airline you’ll want to buy shares in




	Qantas

	Enjoy the journey




	Qatar Airways

	1) Taking you more personally

2) World’s five-star airline

Better because it’s more to the point




	Sabena

	Enjoy our company




	Singapore Airlines

	A great way to fly




	Sky Team

	Caring more about you




	Star Alliance

	1) The airline network for Earth

2) The way the Earth connects




	Swiss [fusion of Swissair with Crossair]

	1) The refreshing airline

Used to be “The world’s most refreshing airline”. Better as it is

2) Our sign is a promise




	TAP

	Fly higher




	Thai Airways

	Smooth as silk




	Turkish Airlines

	Globally yours

At first this slogan looks rather dull – but it has a lot of information.

“Globally” means the airline spans the whole world; and “yours” means that it is client-friendly.




	United Airlines

	1) Rising

2) We are United

Nice pun

3) It’s time to fly




	Virgin Atlantic

	1) Love at First Flight*

The replacement of “sight” with “flight” makes for an evocative slogan playing on the mutual attraction between customer and company

2) Je ne sais quoi. Defined

The first part of the
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AUTOMOBILES, BICYCLES, MOTORCYCLES



	
	



	
	



	
	




	
	



	
	






	
	



	
	




	
	



	
	




	
	




	
	





	
	



	
	



	
	




	
	



	
	



	
	



	
	



	
	



	
	



	
	




	
	



	
	



	
	






	
	






	
	



	
	



	
	



	
	



	
	



	
	




	
	



	
	



	
	



	
	






	
	



	
	









	
	




	
	




	
	




	
	




	
	



	
	



	
	



	
	






	
	



	
	








	
	





	
	



	
	






	
	






	
	






	
	




	
	





	
	




	
	






	
	



	
	




	
	












	
	



	
	



	
	



	
	



	
	



	
	




	
	






	
	



	
	



	
	



	
	






	
	



	
	




	
	



	
	



	
	




	
	



	
	





	
	



	
	



	
	





	
	



	
	



	
	




	
	




	
	



	
	




	
	



	
	




	
	




	
	




	
	



	
	




	
	












	
	



	
	



	
	



	
	



	
	



	
	



	
	






	
	





CHARITIES



	
	



	
	




	
	




	
	



	
	





	
	



	
	



	
	



	
	



	
	




	
	



	
	




	
	



	
	



	
	



	
	



	
	




	
	



	
	



	
	




	
	



	
	




	
	



	
	



	
	



	
	



	
	



	
	



	
	




CHEMICALS



	
	



	
	



	
	



	
	



	
	




	
	



	
	






	
	




	
	



	
	




CHILDREN



	
	




	
	



	
	



	
	






	
	






CLOTHING [SEE ALSO “RETAIL”]



	
	



	
	



	
	



	
	



	
	




	
	





	
	



	
	



	
	




	
	



	
	



	
	



	
	



	
	




	
	



	
	





	
	




	
	



	
	



	
	



	
	



	
	



	
	



	
	



	
	



	
	




	
	



	
	



	
	



	
	



	
	



	
	





	
	



	
	



	
	



	
	






	
	




	
	






	
	



	
	




	
	



	
	



	
	



	
	






	
	




	
	




	
	



	
	



	
	



	
	




	
	



	
	



	
	



	
	




	
	




	
	





	
	




	
	



	
	



	
	




	
	



	
	



	
	



	
	





	
	




COMMUNICATIONS [SEE ALSO “INTERNET, NETWORKS” AND “MEDIA”]



	
	



	
	



	
	



	
	



	
	



	
	



	
	






	
	



	
	



	
	




	
	



	
	




	
	



	
	



	
	



	
	






	
	



	
	



	
	




	
	



	
	



	
	



	
	



	
	



	
	



	
	



	
	




	
	



	
	




	
	




	
	





	
	



	
	




	
	





	
	




	
	



	
	



	
	



	
	



	
	




	
	



	
	






	
	



	
	





	
	



	
	



	
	






	
	



	
	






	
	




COMPUTING [SEE ALSO “INTERNET, NETWORKS” AND “SOFTWARE”]



	
	




	
	



	
	




	
	



	
	



	
	



	
	



	
	








	
	




	
	




	
	








	
	






	
	




	
	






	
	



	
	



	
	



	
	



	
	




	
	



	
	



	
	



	
	





	
	






CONSTRUCTION



	
	



	
	



	
	



	
	



	
	




COSMETICS [SEE ALSO “HEALTHCARE” AND “PHARMACEUTICALS”]



	
	



	
	



	
	



	
	




	
	



	
	



	
	



	
	



	
	



	
	





	
	



	
	



	
	



	
	




	
	



	
	



	
	





	
	



	
	



	
	




	
	




	
	



	
	






	
	



	
	



	
	



	
	









	
	



	
	



	
	



	
	



	
	




	
	




	
	



	
	



	
	



	
	



	
	




	
	



	
	



	
	



	
	



	
	



	
	




	
	





	
	




	
	




	
	



	
	



	
	




	
	



	
	




	
	



	
	








	
	



	
	



	
	



	
	



	
	




	
	




	
	



	
	




	
	







	
	



	
	



	
	



	
	




	
	



	
	



	
	



	
	






	
	







	
	



	
	




	
	




	
	



	
	




	
	




	
	



	
	



	
	



	
	



	
	



	
	



	
	




	
	



	
	



	
	




	
	



	
	




	
	



	
	



	
	



	
	



	
	





	
	




	
	




	
	




EATERIES AND FOOD SERVICES [SEE ALSO “FOOD AND DRINK”]



	
	




	
	



	
	




	
	



	
	



	
	




	
	



	
	



	
	



	
	




EDUCATION



	
	



	
	




	
	



	
	



	
	




	
	



	
	



	
	



	
	




	
	



	
	




ELECTRONICS
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ENGINEERING AND MATERIALS
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ENVIRONMENT



	
	




	
	



	
	



	
	





FAMILY



	
	



	
	




FINANCIAL SERVICES [SEE ALSO “PERSONAL FINANCE”]
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