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Digital Marketing Plan: AIDA Model
The AIDA Model is the digital model used by various marketing managers to create appropriate marketing communication strategies for service or good. The primary goal of utilizing the AIDA model is to make more comfortable for the company to establish communication lines and connect with current and potential clients. AIDA is an abbreviation that stands for: 
A: Attention
The company should develop a marketing communication strategy that can achieve the objective of creating awareness among the customers concerning the good or service as well as drawing their attention towards the commodity.
I: Interest
The marketing agencies or managers should establish an efficient and effective marketing plan to create a compelling interest of the customers with the good or service to be able to deal with the challenges of disruptive innovation; otherwise, their clients may decide to move to the close substitutes produced by the rival firms.
D: Desire
After the company's marketing team as created and maintained the consumers' interest in the product, more efforts should be made in establishing the consumer desire for a good or service. This is done by informing the customers concerning the use of the products, and if the product is technical, the company must provide after –sale services such as advice, installation, and transport.
A: Action 
This is sealing the sale step, as the company sells the good or service to the consumer.
For instance, my company produces cornflakes. Therefore, we will draw the consumer's attention towards our product through rigorous guerilla marketing campaign for the brand. We will educate the customers concerning the importance of using the cornflakes. Consumers' interests will be created and maintained through the provision of different consumer-preferred flavors in the good. The desire for the cornflakes can be established simply by showing the competitive advantage of the brand has on the products of the rival firms. For example, our products contain 30 percent more dietary fibers as compared to its close substitutes in the market. Once the customers are convinced and persuaded about the benefits of the product, the transaction must be closed through the sale of cornflakes to them.
 When a company is designing its marketing strategy, it is supposed to place the consumer at the center of the model design. Most firms are establishing service marketing strategy that usually focuses on the service elements of sales as a method of promotion for the firm's product. Thus, companies should provide appropriate customer service care to increase the demand for their goods and services. Therefore, companies should incorporate digital media platforms into their marketing strategy models to achieve their goals.
Digital media helps the firms to facilitate marketing strategy for their business operations because it is cost effective. The inclusion of digital media in marketing increases the firm's business opportunities because it makes market coverage and penetration easy. Additionally, the digital media creates an effective and efficient connection between the company and consumers and substantially reduce the cost of marketing, because the promotion of products on digital and social media is straightforward and cheap.
The primary social and digital media sources employed by the company to establish communication lines and connect with both internal and external stakeholders include Leadership blogs, Twitter, Facebook, Instagram, and LinkedIn. Social media platforms assist the organizations to communicate directly with their customers and cover a broad market range. Hence, the marketing campaign should be effectively created on these social media platforms to enhance the emotional connection with the consumers
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