
AIDA and Inform, Persuade, and Remind (IPR) are both models used in 

marketing and advertising to guide communication strategies, but they focus on 

different aspects of the promotional process. 

 

AIDA: 

Attention: Capture the audience's attention. At this stage, the goal is to create awareness and interest in 

the product or service. 

 

Interest: Generate interest by highlighting the benefits and unique selling propositions of the product. 

Provide information that makes the audience want to learn more. 

 

Desire: Build desire for the product by emphasizing its value and addressing the audience's needs and 

wants. This stage aims to create a favorable impression and a sense of need. 

 

Action: Encourage the audience to take a specific action, such as making a purchase, signing up for a 

newsletter, or requesting more information. The ultimate goal is to convert interest and desire into a 

tangible action. 

 

Inform, Persuade, and Remind (IPR): 

Inform: In the "Inform" stage, the focus is on providing information about the product or service. This 

could include details about features, specifications, and other relevant facts. The aim is to educate the 

audience. 

 

Persuade: Once the audience is informed, the next step is to persuade them to choose the promoted 

product or service. This involves highlighting its unique selling points, advantages, and reasons why it's 

the best choice. 

 

Remind: After the initial information and persuasion, the "Remind" stage involves reinforcing the brand 

or product in the minds of the audience. This is especially crucial for maintaining brand awareness and 

encouraging repeat purchases. 

 

 

 



 

 

Key Differences: 

Scope: AIDA focuses on the stages a customer goes through in the decision-making process (Attention, 

Interest, Desire, Action), emphasizing the sequential nature of these stages. On the other hand, IPR 

emphasizes three distinct communication goals (Inform, Persuade, Remind) that may not necessarily 

occur in a strict sequence. 

 

Action Orientation: AIDA specifically ends with a call to action, emphasizing the conversion of interest 

into a measurable action. IPR, while including persuasion and reminding, may not always explicitly 

highlight a call to action in the same structured manner. 

 

Timing: AIDA is often associated with a linear progression through the stages, primarily in the context of 

a single advertising message. IPR recognizes that these communication goals may be ongoing and 

cyclical, with reminders occurring even after initial information and persuasion. 

 

In practice, marketers may use a combination of both models to create comprehensive and effective 

promotional strategies that address different aspects of customer engagement and communication. 

 

 

 

 


