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Abstract: This paper presents an approach of application of the
AIDA framework to interactive advertisements presented on so-
cial media channels. The first section introduces the definitions of
social media and its categorization. It is given an overview of the
online video service YouTube.com. The second section describes
social media marketing. The third section presents a theoreti-
cal introduction of traditional and interactive advertisement. It
is also approached the AIDA framework – a classical model for
reaching promotional goals. The last section describes the case
study Tipp-Ex on the video service YouTube. The AIDA con-
cept is used to describe the promotional intentions of the online
campaign. Summary and references are also part of this paper.

1. Social media, social media categorization and YouTube

The last few years mass media had changed and adopted a new phenomenon – Social
media. The first part of this terminology, social, refers to the instinctual needs humans
have to connect and interact with other humans. The second part of that term
refers to the media which people use to connect with other people. In other words,
the application of the term social media is about how people can use all available
technologies effectively to interact and connect with other people, create relationships,
build trust, and be there when the people in those relationships are ready to purchase
products offered by companies (Safko 2010).

However, a more precise definition of social media is given, which is described
by the terminology as ’an umbrella term that covers a group of web-based software
applications, the content generated by users of those applications, and the services
that make both accessible to just about anyone with a web browser’ (Walter & Lester
2010). This definition presents social media through the prism of two perspectives:
technical and practical; omittinga key element – relationship, which upheld Safko in
his definition.

Scholars have sought to sort the different services and technologies that swarm
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around the term social media to neat categories. The categorization of social media is
a very difficult task, since the technologies are evolving, and the features provided by
the various services increasingly overlap. However, the most popular categorization
includes (Walter & Lester 2010):

• Messaging and communication: in this category one can find blogging services,
video and photo blogging tools, podcasting, and micro-blogging.

• Communities and social groups: it features essentially, all of the social, business,
and special-interest networking services.

• Photo and video sharing: special services that allow users to upload pictures
and videos to the internet, and to manage those images.

• Social bookmarking and tagging: those are services that allow users to identify
online content with keywords, and share the links. The internet user gets the
descriptions and some opinions, but not the actual content.

• Collaboration and cooperation: a category of websites that allow users to add
and update content from their internet browsers. A generic term for this cate-
gory is often used – Wiki.

• Opinion and reviews: those services provide user-generated reviews of every-
thing from books to restaurants.

• Virtual worlds: rich environments in which people interact with other users in
real time through avatars.

This paper aims to investigate how photo and video sharing technologies are being
used to attract users to a brand, using social media and interactive advertisement.
A common channel for video sharing is the service YouTube.com. The service was
created in 2005, by three former PayPal employees. It is a video-sharing service that is
accessible to almost every single computer with Internet connection. The idea of the
service’s founders was to create a website, in which people could upload all varieties
of file formats and compression settings, and YouTube would process the file and give
the users a link to the video that could easily be emailed to anyone and viewed on
any connection from dial-up to T1 line (Dean, Lastufka & Dean 2009).

The vision of the service YouTube is to give everyone a voice, to improve video,
and to make our partners and advertisers successful (http 2005). This vision combines
two areas – social and business.

Few years after the YouTube’s debut on internet, the videos started to take another
dimension. A new crop of videos are encouraging users to interact with them by
clicking on links embedded within the media. Interactive YouTube videos are being
used to attract users to brands, by creating games and quizzes. Interactive YouTube
videos function much like interactive stories, wherein the action comes to a crossroads
and the viewer is left to make a choice to determine how the story continues (Weber
2009).

2. Social media marketing

Social media marketing can be defined as a process that empowers individuals to
promote their websites, products, or services through online social channels, and to
communicate with and tap into a much larger community that may not have been
available via traditional advertising channels (Weber 2009).
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Social media marketing also known as social network marketing, is included in the
integrated marketing communication plans of many companies. (Bone & Kurtz 2007).
Integrated marketing communication attempts to coordinate and control the various
elements of the promotional mix – advertising, personal selling, public relations, pub-
licity, direct marketing, and sales promotion (Mangold & Faulds 2009). For many
organizations, including business companies, NGOs, and government agencies, the
use of social media is associated with marketing; public communication; or is the
chance to have direct contact with customers and shareholders. In other words, mar-
keting managers are looking for contact with consumers (Mangold & Faulds 2009).
According to Larry Weber, social web is the responsible for the third period of market-
ing. The first period is related to marketing applied to national publications, national
radio and national television; in other words - mass marketing. The second period
is connected to the rise of direct marketing thought direct mail, telemarketing, and
catalogs. However, the third period of marketing; the era of social web, where cus-
tomers are in control of the content they read, hear, and watch. The internet users in
the third period of marketing also expect the marketer/companies to listen to them
(Weber 2009).

By using social media marketing managers seek to engage customers in the online
communities/channels where they normally spend time. By comparison, social busi-
ness picks up on what the users talk about and what they are interested in, connect
those information back into the business. This feedback is then processed and used
to create the next round of customer experiences. On the other hand, social media
marketing emphasizes the role of the customer in the marketplace – it might be a
retail consumer, a business consumer, a donor for a nonprofit organization, or a voter
in an election. All these social actors have access to information, in addition to any
sort of content published online by marketers, that can support or refute the created
messages (Evans & McKee 2010).

Engagement is the basis to the effective use of social technology and the creation
of social business. Unlike traditional media and the business processes of selling based
on it, social channels emphasizes collaboration rather than exposure and impression
(Evans & McKee 2010).

3. The AIDA concept and new audio-visual techniques

According to its definition, advertisement is a paid form on non-personal communica-
tion about an organization and its products that is transmitted to a target audience
though a mass medium such as television, radio, internet, newspaper, magazines,
direct mail, public transport, outdoor displays, or catalogues (Janoschka 2004).

With the evolution and development of Web 2.0, interactive advertising has be-
come a tool for attracting users to the content of a brand. Internet advertisement
commonly takes the form of banner ads, skyscraper, underlays and overlays. Banner
ads are the most common and appear in several Web pages and portals. Skyscrapers,
as their name suggests, tend to be long and skinny; they usually run along one side
of the page cite (Hua, Mei & Hanjalic 2011). Underlays, are ads that appear under
the webpage. They become visible to the users only when closing the browser window
that covers it. The term overlay, by contrast, refers to an ad that is served over the
page being viewed by the consumer; it is commonly known as: pop-ups (Sargeant &
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Shang 2010).
The general goals of promotions is to get consumers to buy goods and services, or

in the case of nonprofit organizations, to take action in social causes. A classical model
for reaching promotional goals is called the AIDA concept. The acronym stands for
Attention, Interest, Desire, and Action. AIDA describes the stages of consumer in-
volvement with a promotional message. This model proposes that consumers respond
to marketing messages in a cognitive, affective, and conative sequence (Lamb, Hair &
McDaniel 2009).

The AIDA concept assumes that promotion drives consumers along the following
four steps in the purchase-decision process (Lamb et al. 2009):

Attention: The advertiser must first gain the attention of the target market. To
create awareness and gain the attention for the new product, a company has to ad-
vertise and promote its product extensively through ads on TV, in magazines, and
on the Internet. Interest: Simple awareness of a brand seldom leads to a sale. The
second step of this concept is to create interest in the product. A print ad or TV
commercial cannot tell potential consumers all the features and benefits of a prod-
uct. Thus, companies have to arrange product demonstration and target messages to
innovators and early adopters to create interest in their products.

Fig. 1. Interactive advertisement used on YouTube, retrieved on 01.06.2012.

Desire: Potential customers may like the concept of a new product, but they
may not feel it is necessarily better than a product they already have, or a product
from a different producer. Therefore, companies need to create brand preference
with the features presented in its offer. Specifically, the companies have to convince
potential customers that the new product is the best solution to fulfill their needs.
Action: Some potential target market customers may have been convinced to buy a
new product but had not yet made the actual purchase. To get them motivated to
take action, companies use marketing tools such as promotions and price discounts.
However, the AIDA concept does not explain how all promotions influence consumers
on their purchase decisions. The model suggests that promotional effectiveness can
be measured in terms of progression of the consumers from one stage to the next.

4. Tipp-Ex: A hunter shoots a bear - a case study

Tipp-Ex advertisement entitled ’A hunter shots a bear’ is a winner of several awards
for its creativity. The video is a viral marketing campaign itself. The story of the
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video is simple: A hunter has his gun aimed at a bear, but doesn’t want to shoot it.
Instead of shooting to bear, the hunter grabs Tipp-Ex and uses it to remove the word
‘shoots’ in the title (Fig1). After doing so, the hunter asks the viewer to add new
words to the title, which results in a new video.

Using the AIDA concept to describe the promotional intentions of the campaign:

1. 1. Attention - The advertiser used a short video (0:30 sec. length), attracting
the attention of the users by its simplicity and homemade video characteristics.
In the scene, the main actor (the hunter) talks to his friend, who is shooting
the video. When the bear approaches their tent, the actors yell and talk fast
to draw the viewer attention to the video. The last few seconds of the video,
the users are asked to interact and choose between two actions: “Shoot the
bear” or “Don’t shot the bear”. Choosing and action sends the user to the
next level of the advertisement, where the imagination of the user is required
to create different titles – generating then new videos. During this stage of the
AIDA concept, to create awareness about the brand and product offered, the
producer drove the Internet users to the second video, where the actor exposes
the product and its brand.

2. Interest: This stage becomes clear after the second video. The users already
know about the presence of the brand on the advertisement. The videos gen-
erated by the interaction of the consumer increase the level of interest in the
advertisement. Once the Internet users get used to the mechanism of the ad-
vertisement, they may try different verbs, what enhances the experience with
the brand.

3. Desire: A long interaction by the users with the video is the element that triggers
the desire of purchasing. Potential customers may give priority to Tipp-Ex
products when shopping to office/school products.

4. Action: The final stage of the model, where users accept the product and finalize
the purchasing act. During this stage another technique is unleashed – viral
marketing. Online content producers and active users spread the video out by
electronic word-of-mouth.

Since its publishing on YouTube on August 24th 2010, the video has been viewed
by 20.137.480 users1 in many countries around the world.

5. Summary

This paper presents an application of interactive advertisements on social media chan-
nels. The Tipp-Ex case study is an example of how technology is being used to engage
users to brands and products. It illustrates the effectiveness of new audio-visual tech-
niques to generate viral marketing and achieve promotional goals. Moreover, the
AIDA framework was applied to exemplify the general objectives of promotion set by
the company.

1View number retrieved on August 5th 2012.
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