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Year Moded Developer Comment

1388 AID: Attenbion, Interest,  E 5t Bimo Lewis Developed as a sales guide for salesmen to be successful in
Desire. moving a prospect o buy.

Circa

1500
AIDA: Attenfion, E 5t Blmo Lewix Added the acfion dage ac necezzary bo convince calesmen
Interest, Desire, Action® to move buyer prozpecis through complete celling proces:s.

1910 AICA: Attention, Printers Ink Edtborial The first menkion of the hizrarchy model for advertizing use; &
Inberest, Conviction, complete adverlizement Aclion

1211 AIDAS: Aftention, Arthaer F. Sheldon Added ‘permanent salisfaction’ az a neceszary part of the par-
Interest, Desire, Action, suasive and long-run seling process: this final stage not car-
Satisfaction ried through ko contemporary literature.

1915 AICCA: Attenfion, Samuel R . Hall The necessary sheps in wriling a good, persuasive adverfise-
Interest, Confidence, rment
Conwiction, Acfion

1821 AIDTA: Altenkion, Robert E. Rarnsay Mentioned this mode] at the beginning of his book on how
Interest Decine, to write effective direct adverfizing although the model iz not
Caution, Action developed in the book.

1221 AIDCA: Atenkion, Harry D. Kitzon Uzed thiz model in writing about how the mind of the buyer
lnbemsl, Deesire, ‘works.

i iom, Ackion

1922 AlA: AHenBon, Inferest,  Alexander Ozbom Wriling about the creative /persuasive process in adverfizing.
Judgment, Action

1940 AIDCA: Aftenfion, Clyde Bedell Fior advertizing to sell i, it must follow these ‘proved seling
Inkerest, Desire, siralagems’ as formulated by Kison in 1921.

Comviction, Acfion

1956 AIDMA:- Abbention, Merril Devos Referred to the importance of different prychological se-
Interest, Desire, quences in constructing adverfizerents (AIDCA and AIDMA)
Memory, Aclion but doec not develop these in hiz book.

1861 ACCA -Awareness, Ruzczell H. Colley Froposed thic model az important to the development of
Comprehension., specified adverdizing goals and measuring adverfising effec-
Comviction, Acfion tvaness.

1961 EPCCA: Exposure, Advertizing Research The model supporied by the foundation of advertizing praci-
Perceplion, Foundation tivners and researchers to be used for developing more effec-
Communication tive advertising campaigns.

(Knowledge),
Commumnication
[Atihede]), Action

1962 AAFIS: Awareness, Hamry D. Wolfe Mustrabed how business used the hicrarchy concept as a
Acceptance, James K. Brown guideline to develop advertizing strategy
FPreference, Infention, . Clark Thompson
Sale,

Provoecation

1962  AIETA: Awareness, Everett M. Rogers Proposed the first application of a hisrarchy-type model io e
Inkerest, Evaluation, procesz of new product adopion.

Trial, Adeption

1960 PACYRE: Frezentation, Willlimrn J. MicGasre The firzt bo suggect that probabilitiez could be azzociated with
Attention, the: stages of the hierrchy models to show wiimale behan-
Comprehension, ioral impact of adverfizing.

Yielding, Refention,
Behavior

1971 ACALTA: Awareness, Thomas 5. Roberson  Expanded on the adoption hierarchy of Rogers, this model
Comprehension, rmore based on Howard and Sheth buyer behavior model (at-
Abtitude, Legitimation, tention, comprehenzion, alfitude, intention, purchase ).

Trial, Adoption
1882 The Azzocialion model Ivan L. Precton more comprehenzive hierarchy model that pre-
1883 and the expanded ;mad the tradilional order:
vehicle axp | adver-
1884 Aszociation model Esther Thorson tsing swmreness, advertizing slement: awafurﬂs a:sncla—
tion _uuuphm, integrated parception,
productz evaluabion, prior grafed evalusfion,
search, s=arch parcepbion, search svaluation, sesrch simuls-
tiam, trial, bral percepbion, krial smulation, adoption, adap-
Yion perceplion, adoplion evaiuation, adopbon shimulafion
* Jtalics indicate change in skag) re from previous model(z)
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