Exploring Memorable Messages
One of the first steps that you should take towards mastering the skills of persuasion in today’s new media ecology is exploring the memorable messages being created by companies and evaluating them against the characteristics of memorable messages defined by Chip and Dan Heath in Made to Stick (2007).  This handout will help you to do just that while exploring a student video project.
Salem Middle School Kiva Video:  Poverty’s Real
http://bit.ly/smskivavideo
	This video is simple.  It avoids getting bogged down in too many details that viewers are likely to ignore anyway.  The points that the creators are trying to make are clear to the viewers.
	Disagree
	Not Sure
	Agree

	This video is unexpected and surprising to me.  It made me curious almost immediately.  This video would definitely stand out if it were in a series of commercials that I was watching.
	Disagree
	Not Sure
	Agree

	This video is concrete.  It appeals to the senses and/or suggests a tangible action that viewers should take.  
	Disagree
	Not Sure
	Agree

	This video is credible.  It makes claims that viewers are likely to believe based on their own observations or experiences.
	Disagree
	Not Sure
	Agree

	This video is emotional.  It makes viewers feel something—anger, humor, sadness, joy—rather than just think.  
	Disagree
	Not Sure
	Agree

	

	Are you likely to remember this video?  Why?



	What message do you think the video creators were trying to get across to audiences?  Did they succeed in making those points?  Why?



	How would you change this video to make it more memorable?  




