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Peter Cleary, fouru1er, Zinc

creativity, then numbers

n 1898, US adrertisiDg.nd salespioned
E Sl EInD Leiris inv€nted ihe markrdng
nodtl AIDA (Nvar€nes. nrterest, desn e,

a.Lion ). l his model .srm$ $r nccd
lo talk to DraD)- to convi!.e a lew to

19th century AIDA model

change their bchs-ioxr. A television adve,tishg
clnpaign,lor eunple, reaches a iot olpcopic
$'ith dr nncntioD of gettirg onll a lew to bll

It accctts ther€ will be $'dsLdge and a lot of
it dlong thc w.y. It is quite urbelievablc rhat,
despite all our a&a!6 in Lhe part I l3 )rcars,
nany advcrtisiDg and mdrketing dccisioDs iod.I
renain based oD the AIDA rbdrl,wh$hercon
scnn$ly or unconsciorsly. IL is tnnc tu chang.

dt ind tum the AIDA model on its hcad.

Continuing to bar nrrketing dccisio$ on
ihis nlodel n crazlwhen )ou coDsidcr horv dre

nlaLiorships befi{een .onsu crs and brands
hdle ciuDged. In ou b.ave ncwdjsitilwodd,
consrnr€r own brands. ConsuDie.s s!)" $'hai a

bra.d shnds for ConsuftrN gcnerate awareDess.

Look dt how sorne not-forprofit orgdisa
tions liave done iL. Look at Movember It started
snall and tdryeLed, and not ry€ryoDe undernood
it. Iod._v. the, e arc tcns of thousaods of men
who tcke pan and there d€ fsflrho don't k ow
about it. Red N$e Diy is inorher Nmple.

Rem€mber that h 1898 we aqe getrlng
our hfoimatun pnnarily fiom nsspapers.
ttldsion was a ]ory wal' otrand radio was jusr

emerging. 'L hc \\tight Brothe6 were srill lirc
Fars aray Fo,n their tust flight.!.i Henry lord
stjll hdd Lwo ),ear b.for. he built his fi6L.ar

Cars, rcrotlaDes.nd rnarkding stralcg)
have all developcd since then rlong try diffcr'

Uihilc the AIDA nodel has served tuar-
ketes far manlyea6, it hds nevt. taker lnlo
rccount consumer gen€rated \roid ofnrouth.
And in 201 I die poteniial for wod oltuouth is

now ltrge, thaDlc to nobile phones, Lhe nrteF
net ard social media. UIe need ro changc.

Awareness

Wastage

Accordlng to a global study by l he loumaise
Marketing Crout, custoner reslarnse and

engagtmtnt.atcs $'ith adr.rtising lul€ dropped
I 9 pcrcen t ilor'ldwide. The stud]' tra.ked
rcstonsc aDd €ng.gonent rates acro$ traditlorrl
as $cll a onhe canlaignsni20 countles.
iDcluding Auslnli., in the tust hclfofz0lr,
comparnig it to the sane period lNt vear.

Australia, llong with the US and Euope,
saw ihc sharpest dedire at 23 per.ent. OdnF
adidtising ms, on averdge, 25 p€rcent les efe.
tiv.. than trlditional medh, with displiy lds hiL

b]-. 26 fcrcert dedlf. fourDdis€ dedu.ed that,

whil. thc global econonic conditjons had some

etrecl, tllc drop was nore to do with le$ effective

cinlaigns ri too much focus oD 'creativity'
rlther than customer benelits.

In toddy'.\ wodd, wherc consu ers are born

baided with adldLising ftess4es, alrardt
actbns steak louderthan words anda
consunlcr advocatc is far Dorc powerlultha!
r bran.Lonc. Morc attcntion nceds to be gi\rr
to dtvelofiDg a stratc$- that cnables a brand
detuonstrate ils pronis€s through d.dons lha
hrle b€nelit o..lchct io, consufte*andget
then talking positivcll about the brand.

,1{ GOOD DECISION IS BASED
ON KNOWLEDGE AND NOT ON
NUMBERS" - PLATO
Many ma.keicrs have a ialsc sense olsect
rityin basingthcn ha.ftetnig decisions on
long strndnis ,ncdia mcl.ics such ds'tta.hl
'fic!ucncr' and'pcnctratioDl ivith the beliel
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21st century ADIA model
Nunbar or coisumere tarqeted

thrt these i{ill crcaG awarerrcss, aod fiom

awarenes rheiJ ultituate nurktling objccti{es

ol srles andprofit willtheDfollow (the chsic
AIDA nodclaplroa.h).

In todayl mlrketing eny ltorLd, how

ercr dwar€nes is rlrelyenough ro chlngc a

conn,ner's brard PctultioDs andbeh.viou
ContenlisLng. not charnel, and actiorsthar

demonstratc and d.liver a bran d\ promisc

speak loude, lha! wo.ds.

lluilh€nnore, Nvarenes docs not hrvc ro

.ornc i6t.In tact,it makes mot nndn.ialsense

to c.cale trrgeledbchavidr change fi$t.nd
th€n lct your consnms advo.atcs .reate alvat

oe$ for )on at no extra.harge

lD i)dal s world, narkete6 nccd to con

sider strategic ideas before phDnnrg how tb ev

waDr tu speDd theirbudgtl Thcrc is no nagic

num.dcaltbnn! a to Prcdict the rightstr.tcgv

Strdtegy is based on narlcting lnd b$ine$
acmren,logic anJ cre.tivit.v, xnd it should be

dnlndto eachclient challcnge and eachbr.nd

N{arketers need ro workwith media and mir
ktn$ nctrlral st ategists and, crucially, trust

logic ovc. numbe$. A scary pro|ositn,n, blt it\
also a snart onc il cli€nts wint thcir nrdrketjng

dollar to sbetch fuith€r
So. wlat is tlie outt.ke ol d ? Thc rUDA

nrodel nec.Ls to bc repbced with theADIA
rn,,del a.tio!. dcsire. inter est and awatress
'lhis ls a! nrversc lmnel thar strrts with action

and fill€$ out to awarcn€ss thtoug! lositite

The ADIA modtl is tr.scd on d lishlY

taryrled strdteS] thallnvitcs a smilgroup of

pcople to interadwiLh lh€b,dr.l Theirtosi
tive dperierce ot'the bi.nd.reates word ol
rno(ththal cr.atcs desir€ arnong i wider.ircle.

$(rd of n1outli t.avels drough this wider ciicl.
tu .reate inter.st among an clerwider cir.le

!nd,lhrough thenr, world of mouth sPreads to

tlc mass to create awrieness

= Added value

ction

i";
Desire

Awareness

m€ans conslltilg withstraregists who ai€

senuinel,v media rnd narlctnls.hannei
Dcntral thosclvho ar€ morc inle.ested iD

doing whrtt rjghr lor thebrand than thel arc

about Settingthcn ndlne iD lights at Cannes for

creadng a multirnlllion doilar'lvc
It's time to nn)ve ilto thc 2l st.eniurl.

1v is noL dead. AdvertisiDC is not dead. But

lraditional media metrics arc ir.reasi|gry
irrelclant. -tlie AIDA nodel shoul.l be tiPped

on its hexd and bc rellaced blthc ADIA
model.It's tirDe to rewrite tlie rna,keling

I

\/

((tt makes more financial sense to create
tarqeted behaviour change first and then let
vour consumer advocates create awareness
for you at no extra charge. ))
E{anpies ol action in.lude pontofpurdiasc
d.Liviqv such as laluc rdded sales Ponotiors
ind s.mpling, €lreiential (Perhaps via ryoutr
ship ofowned eltrt!), diSital samirg. i cradnt
branded content such ds promotional merchan

dise, msazines and websit€s (.rcatcdand oilned

by the brdrd). Aclitale the brand.

The worl.L has chaqed coDsiderdbLvsnl.e

$e fioDecring dqs ol Henr)- I'ord and thc

ulright Brothes. Yct, a lot of nurlcte6 hav.

not xda|ted rs qujclly to . .li.ngirg wo.ld

Mrrk.tcrs ne€d to thinkstrategy fist,
niedid dDd rnarketirg channels second This

N0mbor of consumeFthat.hanqe their behaviour
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