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Made to Stick: The Heath
Brothers' Success Model and Its
Enduring Impact

The Heath brothers, Chip and Dan, revolutionized the way we
understand persuasive communication with their groundbreaking book,
*Made to Stick: Why Some Ideas Survive and Others Die*. This isn't
just another self-help book; it's a meticulously researched exploration
of how to craft ideas that resonate, remember, and ultimately, *stick*.
This article delves into the *Made to Stick* success model, exploring its
core principles, practical applications, and lasting legacy in the fields of
marketing, education, and beyond. We'll unpack the six principles,
analyze its impact, and provide actionable strategies for applying this
powerful framework to your own endeavors.

Understanding the Six Principles of
Stickiness

At the heart of *Made to Stick* lies a simple yet profound framework:
six principles that, when combined, create messages with exceptional
memorability and impact. These principles aren't merely suggestions;
they're the result of extensive research into successful ideas across
various fields, ranging from memorable advertising campaigns to
impactful social movements. These core components are:

e Simplicity: Stripping away the unnecessary to reveal the core
essence of your message. This isn't about dumbing down; it's
about finding the core nugget of truth and focusing on that. The
Heath brothers use the example of Southwest Airlines' simple and
memorable message: "low fares, no frills." This principle is often
referred to as the "core message" or the "central idea."
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e Unexpectedness: Capturing attention and breaking through the
clutter by defying expectations. Surprise is a powerful tool, and
the authors emphasize the importance of generating curiosity and
piqueing interest early on to encourage continued engagement
with your message. Violating expectations creates intrigue and
memory retention.

e Concreteness: Using tangible, relatable examples and avoiding
abstract jargon. Instead of vague pronouncements, use concrete
details that people can visualize and understand. The authors
emphasize the power of imagery and concrete examples to
improve memorability and comprehension, a concept often
associated with "vivid language" and "sensory details."

e Credibility: Building trust and believability through external
authority, statistics, or anecdotal evidence. People are more likely
to accept an idea if they perceive it as credible and reliable. This
ties directly into the idea of providing "evidence" to support
claims.

e Emotions: Connecting with people on an emotional level to
create a lasting impression. This doesn't mean manipulating
emotions; it means finding ways to connect with people's values
and aspirations, frequently discussed within the framework of
"audience engagement" and "emotional appeal."

e Stories: Using narrative to make your ideas memorable and
relatable. Stories help us make sense of the world and connect
with others on a deeper level. This element often overlaps with
the concept of "narrative structure" and "storytelling techniques.

Practical Applications of the Made to Stick
Success Model

The *Made to Stick* framework isn't merely theoretical; it's incredibly
practical. Its application transcends specific industries and can be used
to improve communication in various contexts:

e Marketing and Advertising: Crafting compelling ad campaigns
that grab attention and stick in consumers' minds. This often
involves developing catchy slogans and using memorable
imagery.
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e Education: Designing engaging lesson plans that resonate with
students and promote lasting learning. Teachers can use
storytelling and concrete examples to make abstract concepts
more accessible.

¢ Leadership and Management: Communicating a vision
effectively and motivating teams to achieve ambitious goals.
Clearly articulated goals, combined with compelling narratives,
can significantly boost team morale and productivity.

» Social Change: Crafting persuasive messages that promote
social awareness and inspire action. This involves creating
impactful campaigns that highlight the urgency of a problem and
inspire hope for change.

The Lasting Influence of Made to Stick

The impact of *Made to Stick* extends beyond the immediate
application of its six principles. It's inspired a wave of research and
discussion on persuasive communication, influencing how we approach
marketing, education, and social activism. The book’s enduring appeal
stems from its clarity, practicality, and evidence-based approach to
understanding how ideas spread. It serves as a timeless guide for
anyone who wants to communicate effectively and leave a lasting
impact.

Overcoming Challenges in Applying the
Made to Stick Model

While the principles are straightforward, successfully applying them
requires conscious effort and careful planning. Challenges can include:

e Balancing Simplicity and Completeness: Striking a balance
between simplifying a message to make it memorable and
ensuring it contains all the necessary information can be
challenging.

¢ Identifying the Right Emotional Connection: Connecting
with audiences emotionally requires understanding their values
and aspirations. This can involve careful audience research and
empathy.
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e Finding Compelling Stories: Developing effective narratives
requires creativity and storytelling skills. Not all stories are
created equal; some resonate more strongly than others.

Conclusion: The Enduring Power of Sticky
Ideas

The *Made to Stick* success model, as developed by the Heath
brothers, offers a powerful and practical framework for crafting
memorable and influential messages. By understanding and applying
the six principles of simplicity, unexpectedness, concreteness,
credibility, emotions, and stories, individuals and organizations can
significantly enhance their communication effectiveness. The book’s
lasting contribution lies in its ability to provide a clear, evidence-based
approach to designing communications that truly stick. The lasting
impact of *Made to Stick* ensures that its principles will continue to
influence how we understand and create persuasive messages for years
to come.

FAQ:

Q1: What is the core difference between *Made to Stick* and
other communication books?

Al: While many books touch upon aspects of effective communication,
*Made to Stick* distinguishes itself through its rigorous research and
the development of a concrete, six-principle framework. It moves
beyond general advice and provides specific, actionable steps
supported by real-world examples. It’s less about rhetoric and more
about understanding the cognitive processes involved in making an
idea memorable.

Q2: Can I apply the *Made to Stick* principles to personal
communication?

A2: Absolutely. The principles aren't limited to marketing or large-scale
campaigns. You can use them to improve personal presentations,
enhance your storytelling abilities, and communicate more effectively
with friends, family, and colleagues. For example, using concrete
examples when explaining a complex idea to a family member or
simplifying your request when asking for a favor can improve clarity
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and understanding.
Q3: How do I determine the “core" of a message for Simplicity?

A3: This often involves a process of iteration and refinement. Start by
identifying the single most important takeaway you want your audience
to remember. Then, relentlessly remove any extraneous information
that doesn't directly support this core message. Consider testing your
message on a small group to gauge their understanding and identify
areas for simplification.

Q4: What are some examples of "unexpectedness” in successful
campaigns?

A4: Unexpectedness often involves defying conventional wisdom or
introducing a surprising twist. Think of the "Dumb Ways to Die" public
safety campaign, which used humorous, dark humor to grab attention
and deliver a serious message about railway safety. Another example is
the Dove "Real Beauty" campaign, which challenged traditional beauty
standards.

Q5: How can I ensure the credibility of my message?

A5: Credibility is often built by using supporting evidence. This might
include statistics from reputable sources, expert endorsements, or
compelling case studies. Showing, not just telling, is key to building
trust. You might also highlight your own expertise or relevant
experience.

Q6: Is there a risk of oversimplifying a message using the *Made
to Stick* approach?

AG6: Yes, there's a risk of oversimplification if you sacrifice important
details in the pursuit of brevity. The key is to find the right
balance—identifying the core message while retaining the necessary
complexity to accurately convey your idea. Testing and feedback are
crucial in finding this balance.

Q7: How do stories contribute to the stickiness of a message?

A7: Stories tap into our innate ability to process information
narratively. They make complex ideas easier to grasp and remember by
embedding them within a relatable framework. Stories allow us to
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connect with the message emotionally, making it more impactful and
memorable.

Q8: Are the six principles always equally important?

A8: While all six principles contribute to stickiness, their relative
importance can vary depending on the context. For instance, a public
service announcement might prioritize emotions and concreteness,
whereas a business presentation might emphasize credibility and
clarity. The art lies in strategically prioritizing the principles most
relevant to your specific message and audience.

Decoding the "Made to Stick" Success: A
Deep Dive into the Heath Brothers'
Framework

The acclaimed book "Made to Stick: Why Some Ideas Survive and
Others Die," by Chip and Dan Heath, isn't just yet another self-help
guide; it's a detailed analysis of what makes an idea lasting. It provides
a applicable framework for crafting messages that resonate with
audiences and remain in their minds long after the initial exposure.
This article will investigate into the Heath brothers' six principles,
exemplifying their power with real-world examples and offering tactics
for applying them in your own undertakings.

The Heath brothers' fundamental argument centers around the concept
of "stickiness." A sticky idea is one that is quickly understood, recalled,
and, most importantly, impacts behavior. They argue that many ideas
falter not because they are poorly conceived, but because they are
badly communicated. Their framework offers a distinct path to
surmount this communication obstacle.

The six principles forming the core of their model are: Simplicity,
Unexpectedness, Concreteness, Credibility, Emotions, and
Stories (SUCCES). Each principle is crucial, and they function
synergistically to maximize the impact of your message.

1. Simplicity: This doesn't mean simplifying your idea to the point of
triviality; rather, it involves finding the essence of your message and
communicating it concisely . The Heath brothers recommend using a
"core" message - a single, strong idea that embodies the essence of
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your case. For example, Southwest Airlines' core message is "low fares,
friendly service, and convenient flights ," a simple yet powerful slogan
that conveys their value proposition.

2. Unexpectedness: To capture focus, your message must break
penetrate the din and be astonishing . This entails violating
expectations and creating curiosity . The key is to create a "surprise,"
followed by an explanation that connects back to your core message.
For instance, a public service announcement might start with a
startling statistic to capture attention before explaining its implications.

3. Concreteness: Abstract ideas are difficult to grasp and retain.
Concrete ideas, on the other hand, are quickly understood and
remembered because they are perceptible. Instead of saying "improve
customer service," a concrete example would be "answer every phone
call within three rings." Concrete imagery is crucial for making your
message sticky.

4. Credibility: People are more likely to trust an idea if it's believable .
The Heath brothers outline several ways to build believability,
including using statistics, citing authority figures, or providing
testimonials. A compelling story can also impart credibility by
presenting the idea relatable and genuine.

5. Emotions: To truly resonate with an audience, you need to evoke
emotions. The Heath brothers emphasize that making people feel
something - whether it’s joy, fear, or anger - is essential for making
your message lasting. Charity campaigns often leverage emotional
appeals to motivate donations.

6. Stories: Stories are a effective tool for communicating complex
ideas and presenting them memorable . Stories furnish a framework for
grasping information, making it more engaging and easier to recall.
They allow for personalized connections with the audience.

In summary , the Heath brothers' "Made to Stick" model provides a
priceless framework for creating messages that resonate , endure , and
impact behavior. By focusing on simplicity, unexpectedness,
concreteness, credibility, emotions, and stories, communicators can
significantly enhance the influence of their messages. Applying these
principles requires careful consideration , but the benefits are
substantial .
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Frequently Asked Questions (FAQs):

Q1: How can I apply the SUCCES framework to my everyday
communication?

A1l: Start by identifying your core message. Then, think about how you
can make it unexpected, concrete, credible, emotional, and tell a story
around it. Practice using these principles in emails, presentations, and
everyday conversations.

Q2: Is the SUCCES framework applicable to all types of
communication?

A2: Yes, the principles are versatile and can be adapted to various
contexts, from marketing campaigns to educational materials to
personal interactions. The key is to tailor the approach to the specific
audience and purpose.

Q3: What if my idea is inherently complex? How can I simplify it
without losing its meaning?

A3: Focus on the core benefit or takeaway. Break down complex
information into smaller, easily digestible chunks. Use visuals,
analogies, and metaphors to help illustrate key concepts.

Q4: How can I ensure my message evokes genuine emotions
without resorting to manipulation?

A4: Focus on authenticity and relatability. Connect your message to
people's values, experiences, and aspirations. Use concrete examples
and stories to illustrate emotional impact. Avoid overly sentimental or
manipulative tactics.
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