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UNDERSTANDING & MANAGING
SALES



Sales Funnel

AIDA MODEL




AIDA Model Diagram

ATTENTION (AWARENESS)

Creating brand awareness or affiliation with your product or
service

INTEREST OF THE CUSTOMER

Generating interest in the benefits of your product or
service, and sufficient interest to encourage the buyer to
start to research further

DESIRE

For your product or service through an 'emotional
connection', showing your brand personality. Move the
consumer from 'liking' it to "'wanting it’

ACTION

Move the buyer to interacting with your company and taking
the next step ie. downloading a brochure, making the phone
call, joining your newsletter, or engaging in live chat etc.




Product Life Cycle Curve
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Promotion through PLC
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Sales Strategies
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