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description:

In 1898, the American advertising and sales pioneer, E. St. EImo Lewis developed a practical sales
tool using the latest Scientific Management insights. He created his AIDA funnel model on customer
studies in the US life insurance market to explain the mechanisms of personal selling. Lewis held
that the most successful salespeople followed a hierarchical, four layer process using the four
cognitive phases that buyers follow when accepting a new idea or purchasing a new product.

The AIDA model describes the basic process by which people become motivated to act on a
purchase and is based on external stimuli from sales representatives. This motivation to make a
purchase depends on:

1. AWARENESS of the existence of a product or service;

2. INTEREST in paying attention to the product's benefits;

3. DESIRE for the product.

Lewis held that the fourth stage or mental state, ACTION, was a natural result of moving through the
first three stages -- that desire leads to action, i.e.

1. Are you talking to me?

2. Why are you talking to me?

3. Good idea, but do | really need it?

4. What will I have to do to get it?

In 1911, Sheldon extended the model with a fifth phase, 'permanent Satisfaction' to stress the
importance of repeat sales. In the following decades, the AIDA model served to study how
advertising affects consumers and was the basis for numerous motivational driven consumer
behaviour research models such as ACAIP, ACCA, and CAB.

The AIDA funnel model was to be used as the backbone for structuring an organisation's sales. The
sales funnel helps sales personnel to better target a client by basing their actions on the client's
position in the funnel. Salespeople should seek different sales objectives for their suspects, their
prospects and their customers. The aggregated information from the sales funnel allows a firm to
construct an overview across sales representatives and departments and to deliver better
structured sales forecasts.
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pros:

The AIDA model allowed salespersons and managers to monitor their personal sales activity progress.
Structuring the organisation's sales funnel according to the AIDA model's four hierarchical layers
permits the insertion of quantitative conversion rates.

The model demonstrated to sales people that timing is important in sales processes since the mental
state of prospective buyers changes over time. The buyer requires different information from the sales
person at each state to be able to move to the next phase.

The model formed the basis for measuring the effect of advertising. It is the foundation for what became
known in consumer behaviour research as the ‘hierarchy of effect' models.

cons:

The model takes the view that the sales person rather than the buyer has the most control in the
interaction. Later research showed that buying and selling are the same process whose outcome is
determined by the total sales process rather than the actions and traits of the individual actors.

The model can be applied too strictly: its goal is to stimulate the buying action from potential buyers, not
to lead them through five stages at all costs. AIDA as a blue print for a sales presentation requires the
salesperson to talk disproportionally to keep feedback from the potential buyer from disrupting the flow
of the sales process.

The key for successful AIDA implementation is to understand the state of the prospect. This requires
skill and experience on the side of the sales person.

Later research showed that buyers change their mental state in a more dynamic, complex way than
sequentially.
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