AIDA sales model

AIDA is a sales model which outlines the four individual stages —
Attention, Interest, Desire, and Action - a customer goes through
In the process of purchasing a product or service.
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Benefits of using AIDA

Gain greater perspective on
current customer
acquisition strategies

Draft interpretation of
marketing efforts and
prioritize them accordingly

Evaluate customer
acquisition methods

Prioritization of
marketing efforts

Time management
and budgeting

Persuade prospects to
make a purchase

Effectively apportion time
and budget to yield
greater returns

Improve communications
and entice prospects to
complete a purchase
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AIDA funnel diagram

Promotion

The highlight of the product
communication encourages

consumer to find out how the
The product must attract ~ Product can benefits them.
the consumer's attention

via advertising materials,
typically an “eyecatcher”.
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Loyalty

As soon as the desire to
m buy is there, this must be
pushed into an action,

that is, the purchase.

Persuade the customers
that they desire the
product/service and that it
will satisfy their needs
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AIDA Funnel Diagram
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AIDA conversion funnel

. . - A
Curious about Believes product
product will make life better Buys product

Promotion

Sees billboard
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Examples of AIDA sales promotion

Attention Interest Desire Action
- Unexpected content, situation, ; . -
oniml:::ltions - Relevant messaging _ 3$e:r;?:|yoffer oTe) CERES Gf Purchase
. . . - Promise of reward or < - Subscription
- Attractive graphics or titles satisfaction

- Communicating unique c . f call
] must-have benefits = CREisleh @ eell @

- High mystery factor sending message through
contact form
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Examples of AIDA sales promotion

« Articles

+  White Papers

« Advertisement * E-books

e Paid Search « Brochures

» Landing Pages + Microsites

« Webinars/ Podcasts

+ Web Content A

Action

« Case Studies

* Newsletters « Testimonials

+ Social Media/Blogs + Data Sheets

+ Email Campaigns * E-Learning



AIDA sales tracking



Key Objectives

Generate brand awareness ’
and dffiliation effectively to /
increase sales by 30% .

Maintain sufficient interest
to encourage further
research of product

Increase Annual
Revenue by 30%

Pinpoint costumer needs in
detail and provide solution
with product/service

Communicate brand message
effectively via advertising and
marketing communications

Acquire insight and relevance

. through encouragement of
audience engagement

U

/ Persuade prospective client to

‘I take action — follow/subscribe,

or complete a transaction
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Current reach

- ~~

Current sales

Attention

TeRRRTRR

Interest

A RX
Desire

X |
Action

i

80%

40%

20%

10%
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Current reach by project

A“ oQ o

Project1 Project 2 Project 3 Project 4 Project 5

Project 6

Name of course here

11



Current reach by location

As of Ql of 2022, our
audience reach in the
United States is on par with

our projection. We need to,
however, expand our reach

EEERERERN
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e <100.000 @ <250.000 ¢ <300.000

< 500.000
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<1.000.000
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Current reach by location

Australia

Africa

North America

South America




Current reach by product

Product A

ProductB

ProductD

Attention

30,000

25,000

78,000

89,000

Interest

12,000

8,000

44,000

58,000

Desire

1,000

460

2,700

1,500
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Action

98

20

150

n3
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Current reach by model of attitudes

Attention Interest Desire

Behavioral
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Action
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Marketing and branding
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Marketing strategies for awareness creation

Hack social proof

$2K «<Z0000000000000000000000000000000000000000000000000000000000000000000000000000000000
Create better guest content

$3K D T T T T T
Redesign referral rewards program

$5K < 000000000000000000000000000000000000000000000000000000000000000000000000000300000
Personalize email correspondence

$7K «<Z0000000000000000000000000000000000000000000000000000000000000000000000000000000000
More segmented ads on social networks

$8K PO T T T T T
Improve copy and brand voice

Cost: $'|0K «Z0000000000000000000000000000000000000000000000000000000000000000000000000000000000
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Awdadreness creationtimeline
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Improve copy and brand voice 67%

More segmented ads on social networks 34%

Personalize email correspondence  92%
|

Hack social roof
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Redesign referral rewards program 75%
I
Create better guest content 18%
I

81%
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Marketing strategies for interest creation

Identify new audience’s interests

Analyze people participating in social conversations about our brand. Use social
conversation data to uncover insights about prospects and customers, and even change

the nature of our current marketing campaigns.

Plan integrated marketing and content

Validate buyer personas
creation strategies

Make sure our branding is resonating with our core
consumers. Identifying consumer passions can be a Once the interest areas of a particular category of customers have

convenient check-in that our branding is resonating been determined, we can use that information to more accurately

with the consumers who use the products the most. target consumers.
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Marketing strategies for desire creation

w Reciprocity Loss aversion Status quo bias

e Deal of the Day e Pressrelease awardswon e Test free trial model e Test freemium model e |t saves to switch to us
e This Month Only e  Work with industry e Periodic giveaways e Free add-on product o Differentiating strengths
. . authorit . . . . .
e Limited Time Offer ¥ e New podcast e Re-write website headlines e Offer additional services
e Credible sponsorshi o )
o Only # Left P P e Periodic webinars e Imply others already use
e Guest blog on authority us
website
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2 3

. Redeem code by Click for your
Sign up today! January 1= exclusive offer

Call-to-Action a4 5 6

examples

Don‘t forget your Re-activate and
cartitems! get afree week! Try today risk free

7 8 9

L. . Send free money
Limited time only! to your friend Only x units left!
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Marketing cost

Hack social roof 600 600 600 600
Create better guest content 2,000 2,000 2,000 2,000
More segmented ads on social networks 6,000 6,000 6,000 6,000

Improve copy and brand voice

Subtotal for attention generation 9,000 9,000 9,000 9,000

Plan integrated marketing and content creation strategies 6,000 6,000 6,000 6,000
Validate buyer personas 3,000 3,000 3,000 3,000
Identify new audience interests 2,000 2,000 2,000 2,000
st tormarsigmoroion ] _ow | oo | _now | oo

Run Deal of the Day campaigns 5,000 5,000 5,000 5,000
Find established industry authorities to partner with 8,000 8,000 8,000 8,000
Host free webinars with our consultants 7,000 7,000 7,000 7,000
Promote our new add-on services and cost-saving benefits 10,000 10,000 10,000 10,000
Test new Call-to-Action copy 1,000 1,000 1,000 1,000

Redesign and/or reposition CTA buttons 800 800 800 800

Test new platforms for CTA placements 3,000 3,000 3,000 3,000
Total marketing cost 54,800 54,800 54,800 54,800
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Marketing strategies timeline

Y

Case studies, data sheets, testimonials published

Email campaigns, newsletters, web content
Social media ads: Demographic targeting

Q4, 2018 Q2, 2019 Q3, 2019 Q4, 2019
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Current marketing spending

Hire better copywriters to
create catchy Tweets

Increase # of followers and
improve engagement

Offer short-term promotions
exclusive to Twitter followers

Get followers to click on A
embedded link to purchase

Satisfaction

$20k

$3k

$5k

$4k
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Marketing assets tracking

Videos Blog posts Flyers Webinars
30 150 12 10
35 120 10 15
50 70 8 8
15 45 15 5




