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Taglines, Headlines, and other Short Copy 
 

As a copywriter for the Films Media Group, a leading distributor of documentaries and educational 
videos, I took part in the marketing and promotion of thousands of media products. 
 
I was often tasked with improving the title or subtitle of an acquired product. In some cases nothing at 
all had been provided and I had to create from scratch. 
 
Here’s a sampling of originals and how I reworked them… 

 

 

 
A video designed for Earth science classes had the original title of… 
  

Earth Science: Winds on Our Earth 

 

For starters, the main title was simply a generic subject heading. On top of that the subtitle felt 
awkward, not to mention redundant. Taking into account the video’s central theme (wind currents are 
powerful forces that drive many of our planet’s natural processes) I arrived at… 
  

The Wind: Nature’s Action Hero 

 
 
An episode in the BBC series The Ascent of Money came to us with an enigmatic title… 

 

Chimerica 
 

The program was about the decaying trade relationship between China and the U.S.  Our company’s 
marketing approach called for an expanded title that would help summarize the program content while 
retaining the intrigue of the one-word original.  So I added a subtitle… 
 

Chimerica: An Economic Love Story Gone Sour 
 
 
In the case of a program on child vaccination, only a very literal title had been provided… 
 

Does the MMR Shot Cause Autism? 
 

We needed to lead with a more dramatic title, so I did some wordsmithing and created… 
 

Injecting Fear: Does the MMR Shot Cause Autism? 

mailto:scottfogdall@gmail.com
http://www.scottfogdall.com/


 

Further examples of my short-form wordsmithing for the Films Media Group can be seen below. 
 
Although the subject matter of Films Media Group videos ranges far and wide, many are about advertising, 
branding, and related topics. A prime example is The Big Squeeze, a three-part BBC documentary. You’ll 
find some of the marketing materials we created for it below.  
 
I made several contributions to promoting the series, such as carefully viewing each episode, researching 
the subject matter, and writing the series intro and episode synopses. But most importantly I crafted each 
program’s main title, shown below in bright green. 
 

 
 

 
 
With the aim of expanding revenue and brand identity, an iconic product—the sticky brown bread 
spread known in Great Britain as Marmite—has been overhauled. This three-part series tells the inside 
story of Marmite’s high-stakes product launch, from the risky big idea to the do-or-die endgames of 
merchandising and advertising. 
 
EPISODE ONE 

Run with It: Reorganizing Production 
 

Marmite’s momentous changes include a factory re-fit to make expansion possible... 
 
EPISODE TWO 

Bottled Up: Repackaging the Brand 
 

The decision to develop a new squeezable Marmite bottle means altering a container style that had gone 
unchanged for 103 years... 
 
EPISODE THREE 

Maxed Messages: Launching a New Ad Campaign 
 

Now that the popular bread-spread Marmite is headed for store shelves in a new squeezable bottle, the 
public must be alerted and mobilized... 
 
         

 

 
 
 



 

Content development for www.films.com and related print venues… 
 

 

Mini-biographies from the “Great Writers” Poster series. In addition to the content below, the series 
featured William Shakespeare, Jane Austen, Ralph Waldo Emerson, Edgar Allan Poe, Ernest 
Hemingway, and Sylvia Plath. 
 
Besides writing the author bios, I helped choose the quoted passages and took part in roundtable 
discussions and design meetings as the series went through several creative phases. 
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And here’s an example of pre-Google wordsmithing… 
 

Today, whenever I craft a tagline, headline, slogan, or other concise message, I immediately Google 
what I’ve come up with. Sometimes I find it’s already been done, sometimes it appears that nobody’s 
thought of it yet. Either way I want to know. 
 

I’m not going to Google “In Odds We Trust” now, because that work is behind me, but when I created 
the slogan for Bill Nye the Science Guy it was completely original as far as I knew. I’m still proud of it, 
the giant coin we printed it on, and the role it played in the “Probability” episode. 
 

 
 

                                                         
 
 
I have many other samples of both short-form and long-form copy, from my film marketing work as well 
as other venues. You’ll find more samples at the website listed below. Please feel free to contact me 
directly to request more samples and information. 
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