The PERSUASIVE APPROACH. The AIDA PLAN.
The persuasive approach is used to motivate the receiver to read or listen to your entire message and to react positively to it. Getting the receiver to do what you want, to accept what you say, or to agree with you requires the persuasive approach.
In the persuasive approach, the main rule is to place the call for action at the end of your message. When you use the persuasive approach, you need to provide complete information for the receiver. This way the receiver can imagine using or benefiting from the product or service you are selling or promoting before you ask for action.
Now let’s look at the “AIDA plan”—attention, interest, desire, and action—for structuring effective persuasive communications. Each part of the plan may require one or more paragraphs to develop the idea fully.
Attention. The first sentence of the opening paragraph should capture the receiver’s attention. In addition, the paragraph should set the tone of the communication and prepare the receiver for what follows. To accomplish this, it is f important to promise or imply some reward or advantage for the receiver.
Various techniques for capturing attention can be used, including starting the paragraph with a question, a quote, or a statement.
· A question— e.g. “Do you need a relaxing, effortless vacation in the near future?”
· A quote— e.g. “Time is money. Our tapes can save you time and money as you record your messages”.
· A statement— e.g. “You should strive to eat five servings of fruits and vegetables each day. Our fruits and vegetables are so fresh, you’ll find it easy to eat your five servings”.
Whatever opener you use must be relevant to the subject or purpose of the communication and should somehow connect the receiver with the topic. When trying to capture attention, be careful in using gimmicks that may offend or may seem silly or childish to the receiver. Remember to avoid trite expressions and clichés that don’t contribute to the communication’s meaning.
Interest. After capturing the receiver’s attention, you need to arouse the receiver’s interest. To accomplish this, you need to describe how the recommendation, product, or service would benefit the receiver. You need to make the benefit or value apparent to the receiver.
A description presented with a “you attitude” will help the reader imagine himself or herself using the product or service. For example, you may show a benefit or value to the receiver as follows: “After a hard day at work, imagine how great you will feel relaxing in our Relaxomatic recliner”.
Desire. To create in the receiver the desire to take the action you want, it is important to connect the benefits that you are offering to the receiver’s needs. To do this, you need to provide physical details of your product or service, such as dimensions, materials, colors, special features, and specifics about the guarantee, maintenance, and so on. Sometimes stimulating both interest and desire may be accomplished in one paragraph. You may present proof of benefits to stir interest and follow that with specific details, which will help stimulate and support the receiver’s desire for positive action: “Timeless and long lasting, Relaxomatic genuine leather will conform to the contours of your body”.
Action. The previous paragraphs (attention, interest, desire) should lead directly to action on the receiver’s part. Now is the time to ask the receiver to take immediate action. You should identify the exact action desired and make it easy to act—the request for action should make the receiver’s positive response as easy as possible. Courteously tell the receiver where or how the response should be made: “Enclosed is an addressed, stamped envelope for your prompt response to the survey”.
The AIDA plan will provide you with the foundation for creating persuasive communications. Of course, each communication situation has to be treated individually if you are to get the response you want. No two products or services are alike, nor are any two groups of receivers.

If you want to write effective sales letters, for example, take this advice from an advertising copywriter: “Don’t use formulas. Rely on your knowledge of why people buy things”. When you can accomplish this, receivers will take the action that you desire.
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