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Abstract 
Successful marketing can create huge economic benefits for a business. Whether 
a company can sell successfully depends on whether the salesperson can skill-
fully use various sales modes. The AIDA sales mode is the first classic sales 
mode in the sales field, and the FABE sales mode is the most widely used sales 
mode in the sales field. What is the difference between them in nature and appli-
cation? Based on the above questions, this study conducted a comparative study 
of the two, clarified their differences in nature and application scenarios, and 
provided reference suggestions for salesmen to flexibly use these two sales mod-
es. Before this, there is no similar study, which is also the originality of this 
study. 
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1. Introduction 

No matter how the times develop, sales promotion is still the most important work of the enterprise, even the work 
that determines the survival of the enterprise. And whether the sales promotion work of an enterprise can be accom-
plished well is closely related to the salesmen. Whether the salesmen can introduce the highlights of the product in 
combination with the customer's needs and persuade the customer to buy determines the level of the sales promotion 
performance of the enterprise. The sales modes are powerful tools that can help salesmen to sell successfully. Although 
there are five familiar sales modes, only the AIDA mode, which is known as the first classic sales mode, and the FABE 
mode, which is most widely used, have been often studied by scholars. The purpose of this study is to compare the two 
modes, clarify their differences in nature and application scenarios, and provide help for successful sales promotion. 
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2. Literature review 

2.1 AIDA mode 

2.1.1 Introduction to AIDA mode 
The AIDA mode was first proposed by E. St. Elmo Lewis as a communication theory in 1898. It is the acronym of 

Attention, Interest, Desire and Action (Hassan et al., 2015). Later, in 1958, Heinz M Goldman, a world-famous market-
ing expert, applied the AIDA mode to the marketing work. Since then, the AIDA mode has been known by the public as 
the first classic sales mode (Zhao et al., 2016). The AIDA mode divides sales promotion into four steps: (1) Attention: 
attracting consumers' attention; (2) Interest: arouse consumers' interest; (3) Desire: Stimulate consumers' desire; (4) 
Action: Promote the transaction action of consumers. The general meaning is: the first step for a salesperson to suc-
cessfully sell a product is to attract consumers' attention and make them pay attention to your product; The second step 
is to induce consumers to be interested in your products; The third step is to stimulate consumers to have a desire to buy 
your products; The fourth and final step is to use various promotion strategies or urgent means to promote consumers' 
trading action. This is the four steps under normal conditions. However, Heinz M Goldman also pointed out that the 
sequence of these four steps can be flexibly used, and is not unchanging. 

2.1.2 Research achievements and deficiencies of AIDA mode 
Although compared with other sales modes, scholars' research on AIDA mode is relatively extensive, but the overall 

number of research literature is not much. At present, the main research results are as follows: Fortenberry and McGol-
drick (2020) used AIDA sales mode to improve the quality of billboard production, so as to improve customer retention; 
Hassan et al. (2015) used AIDA sales mode to improve the quality of social media marketing strategy formulation in 
small enterprises; Su (2017) used AIDA sales mode to improve the sales ability and profitability of gas station conven-
ience stores; Huang (2010) research on the use of AIDA sales mode to improve the effectiveness of tobacco brand cul-
tivation outside the province; Zhao et al. (2016) used AIDA sales mode to promote library reading; Li et al. (2010) used 
the AIDA sales mode to improve the quality of classroom teaching in colleges and universities; Liu and Chen (2020) 
used the AIDA sales mode to promote the innovation of college classroom teaching model; Zhao (2019) used the AIDA 
sales mode to treat customers as lovers and improve the sales success rate. It can be seen that AIDA sales mode has 
been widely applied not only in advertising planning, brand cultivation and sales promotion, but also in interdisciplinary 
fields, such as library reading promotion and education and teaching. It can also be seen that the scholars' research on 
AIDA's sales mode has basically focused on how to specifically apply it, while almost no research has been done on its 
applicable scenarios and products, as well as the different applications between it and other marketing modes. 

2.2 FABE mode 

2.2.1 Introduction to FABE mode 
FABE mode is a sales mode proposed by Professor Guo Kunmo, former Dean of the Business School of ZTE Uni-

versity in Taiwan. FABE is the acronym of Feature, Advantage, Benefit and Evidence. FABE sales mode also divides 
sales promotion into four steps: (1) Feature: introduce the features of the product; (2) Advantage: highlight the advan-
tages of products; (3) Benefit: clarify the benefits that can be brought to consumers; (4) Evidence: Show the evidence 
that the product meets the needs of consumers. The FABE mode is a very useful reference mode when salespeople don't 
have a clear mind and don't know how to introduce products to consumers. Both tangible products and intangible ser-
vices can be introduced to customers in this mode. 

2.2.2 Research achievements and shortcomings of FABE mode 
Although FABE mode is the most widely used sales mode, scholars have not done much research on it. At present, 

the main research achievements are: Hao and Yao (2008) research on using FABE sales mode to improve the marketing 
efficiency of green food; Zhao (2015) research on the use of FABE sales mode to improve the service quality of tour 
guides and the marketing level of tour guides; Huang (2021) used FABE sales mode to improve the effect of live 
broadcast marketing; Wu (2008) research on using FABE sales mode to improve the sales ability of professional order 
makers; Chai (2019) used FABE sales mode to develop a product selling point manual; Zhang (2016) studied the opti-
mization design of the product description page by using the FABE sales mode; Li (2014) used FABE sales mode to 
improve the efficiency of automobile sales; Yan (2005) research on using FABE sales mode to improve the effect of 
city investment attraction; Chen (2020) used FABE sales mode to improve the effect of self promotion; Zhao (2013) 
based on the FABE sales mode, analyzed the current situation of rural tourism in the suburbs of Jincheng; Yuan et al. 
(2012) studied the application of FABE sales mode in negotiation and marketing; Liu (2017)  based on the FABE sales 
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mode, optimize the design of classroom teaching; Zhu and Ye (2009) put forward the research on the new concept of 
FABE sales mode with customer demand as the center; Lan (2016) conducted in-depth research on FABE  sales mode. 
It can be seen that scholars' research on FABE sales mode mainly focuses on the following two points: (1) research on 
the specific application of FABE sales mode; (2) Research on the interpretation of the essence of FABE sales mode. 
However, no scholars have studied the application differences between FABE mode and other modes. Based on this 
situation, this paper conducts a comparative study of AIDA mode and FABE mode, with a view to broadening the scope 
of research in this field. 

3. Research methods 
This paper adopts the literature research method. It mainly searches for references through "CNKI" and "Google 

Scholar", and searches with "sales mode", "AIDA" and "FABE" as the "theme" respectively. A total of 51 articles with 
high relevance to this study were retrieved. After intensive reading of these 51 papers, some regular views are drawn, 
and then these views are compared to summarize the research conclusions of this paper. 

4. Comparative Study of the Two Sales Modes 

4.1 Differences and Similarities between the Two Sales Modes 

As the first classic sales mode, AIDA mode is the most consistent one with the law of psychological activities. Its 
first step is attention, and the root of the changes in human psychological activities is also to pay attention first. Only 
attention is not enough. Consumers will also judge whether they are interested in this product based on their own cogni-
tion, which is the second step of AIDA mode. The third and fourth steps of the AIDA mode are that consumers will 
finally take action when they are interested and stimulated by desire. It can be seen that the AIDA mode follows the law 
of psychological activities: "attention-cognition-emotion-behavior". Because it is very consistent with the law of human 
psychological activities, it is not only widely used in the marketing field, but also in many other fields. However, this 
mode also has its disadvantages, because it focuses on "products" first, and then tries to attract consumers' "attention". 
Once consumers firmly believe that the product is not needed, it is difficult to be interested in the product. 

Similarly, as the most widely used sales mode, FABE mode also has its unique features, because it is the mode that 
pays the most attention to mining product selling points among the five sales modes. It provides a set of convincing 
arguments for salesmen on how to introduce products. First, introduce the features of the product. Because of this fea-
ture, the product has advantages that other competitors do not have. Because of this advantage, the product can bring 
benefits to consumers. Finally, the salesperson shows evidence to consumers to prove that the product really meets 
consumers' needs. The above is the sales promotion steps of FABE mode. It follows the cause and effect relationship of 
things to guide consumers to accept products, with clear logic, conclusive evidence and strong persuasiveness. However, 
like the AIDA mode, it focuses on "products" first, emphasizing how to persuade consumers to buy, and neglecting to 
understand consumers' "needs" first. In case of consumers with very clear purchase intentions, once they think they do 
not need the product, it is difficult for the salesman to persuade them to buy it. Moreover, because there is no in-depth 
exploration of consumers' needs, salesmen may lose the opportunity to promote other products that are more suitable for 
consumers' needs. The similarities and differences between the two are summarized in Table 1. 

Table 1. Similarities and Differences between AIDA Mode and FABE Mode 

Sales mode Differences Similarities 

AIDA mode Persuade by following the rules of psychological 
activities 

1. The starting point is "product" rather than 
"needs" of consumers; 
2. Focus on persuading consumers to conclude a 
deal FABE mode Persuade by following the cause and effect relation-

ship of things 

4.2 Comparison and Analysis of Applicable Scenarios of the Two Sales Modes 

AIDA mode and FABE mode have their own characteristics, so their application scenarios are different. AIDA mode 
follows the law of psychological activities to persuade consumers to buy, and puts the "attention" of consumers first, so 
it is suitable for the promotion of tangible products that can attract consumers. For example, shop sales, sales promotion 
of products that can be taken with you, trade fairs, etc. Applicable products include toys, stationery, tourist souvenirs, 
daily necessities, etc. 
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FABE mode follows the cause and effect relationship of things to convince consumers to buy. It introduces products 
in a clear way, and also attaches great importance to highlighting the "selling points" of products by combining the 
"advantages" of products with the "benefits" of consumers. It can not only introduce tangible products very clearly, but 
also describe intangible services very clearly, so it has a wide range of applications. Applicable products include: vari-
ous services, real estate, automobiles, office supplies, daily necessities, etc. The applicable scenarios of the two are 
summarized in Table 2. 

Table 2. Comparison and Analysis of Applicable Scenarios of AIDA Mode and FABE Mode 

Sales mode Applicable scenarios Applicable products 

AIDA mode It is applicable to sales promotion in stores, sales promotion 
of products that can be carried with you, trade fairs, etc. 

Toys, stationery, tourist souvenirs, daily 
necessities, etc. 

FABE mode It is applicable to the promotion of both tangible products 
and intangible services. 

Various services, real estate, automobiles, 
office supplies, daily necessities, etc. 

4.3 Comparison and Analysis of the Two Sales Modes in Application Cases 

As mentioned above, the persuasion logic of AIDA mode is different from that of FABE mode, so they are also dif-
ferent in specific applications. We use the same case to explain the application differences between them in detail. The 
scene of the case is that the old lady's daughter-in-law is pregnant and she goes to buy plums for her daughter-in-law. 

4.3.1 Application of AIDA mode 
Step 1: Attention (attract consumers' attention): The fruit vendor put the fruits in an orderly and attractive way, and 

put a loudspeaker beside them, shouting from time to time: "Fresh plums, sour and sweet!" 
Step 2: Interest (arousing consumers' interest): The fruit vendor said, "Dear lady, would you like some fruit? I just 

picked the fruit from the fruit garden, which is very fresh." The old lady said, "How do you sell your plums?" The fruit 
vendor said, "Which kind do you want? The sweeter ones or the sourer ones." The old lady said, "My daughter-in-law is 
pregnant. I want something sourer." The fruit vendor said, "Then you should buy this kind of March plum. It is sour 
enough to help digestion." 

Step 3: Desire (Stimulating consumers' desire): The old lady said, "How much is the March plum? " The fruit vendor 
said, "This plum is fresh and inexpensive. It costs 7 yuan per kilogram." 

Step 4: Action (Promote consumers' transaction action): The old lady said: "7 yuan per kilogram is not cheap, isn’t it? 
Is there any discount?" The fruit vendor said, "7 yuan is already a very favorable price. You can only buy two loaf of 
bread for 7 yuan, and now you can buy a kilogram of plums from me. What's more, your daughter-in-law is pregnant 
and the health of embryos is the most important. Isn't it worth 7 yuan?" The old lady thought it was reasonable and 
bought a kilogram immediately. 

It can be seen from this case that the focus of AIDA model is to grasp the psychological law of consumers, attract 
them first, then arouse their interest, and guide the transaction step by step. 

4.3.2 Application of FABE mode 
Step 1: Feature (Introduce the features of the products): The old lady went to the fruit store and asked, "Boss, do you 

have any plums?" The fruit vendor said, "Yes, what kind of plum do you want?" The old lady said, "I want something 
sour. My daughter-in-law is pregnant." The fruit vendor said, "Look at this kind of plum. It was picked in March. Even 
if the color is still green, it has matured. So it's called March plum. It's very sour." The old lady nodded and said, "Yes, 
it looks green and sour." 

Step 2: Advantage (Highlight the advantages of products): The fruit vendor then said, "Generally, sweet red plums 
can only be picked in May and these plums can be picked in March, so they are very sour and suitable for pregnant 
women." The old lady nodded, "Well, it seems to be quite suitable." 

Step 3: Benefit (Explain the benefits to consumers): The fruit vendor then said: "When my daughter-in-law was 
pregnant ,she often had a poor appetite and nausea. Once I gave her this kind of March plum, she felt more comfortable. 
Is that the same with your daughter-in-law?" The old lady said with deep sympathy: "Yes, she has a poor appetite and 
can't eat anything. I'm so worried." 

Step 4: Evidence (show the evidence that the product meets the consumer's needs): The vendor then said, "Then you 
are right to buy this kind of plum. After eating it, your daughter-in-law will definitely have a big appetite. Come on, let 
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me give you a try. It's sour enough!" The old lady tasted it, and it was really sour, so she immediately brought one kilo-
gram. 

It can be seen from this case that the focus of FABE mode is to successfully introduce the selling points of the prod-
uct and the points in line with the interests of consumers by using causality, so that consumers can be convinced of the 
quality of the product and conclude the transaction. 

4.4 Enlightenment from this comparative study 

Both AIDA mode and FABE mode are very useful selling tools. However, as mentioned above, they all have the 
same defect, that is, they first focus on products, and then explore the needs of consumers. If proper improvement is 
made, first go deep into the needs of consumers, and then match the appropriate products, then the seller can not only 
sell plums, but also sell kiwi (vitamin supplements for pregnant women) and other fruits. Because the deep needs of the 
old lady are the nutrition problems of pregnant women, not just the appetite problems. Therefore, if a salesperson can 
flexibly use these two sales modes, and can develop their strengths to offset their weaknesses, he will be able to reach a 
higher level in sales performance! 

5. Conclusion 
After sorting out, analyzing and summarizing the existing literature views, this study conducted a comparative study 

on AIDA mode and FABE mode, and obtained the differences in nature and application scenarios between the two 
modes, providing reference suggestions for salesmen to flexibly use the two modes. Before that, there was no similar 
study, which is also the originality of this study. Although this paper has great reference value in practical application, 
there is also a great shortage in research methods, that is, the lack of empirical research. Of course, as a complex and 
dynamic psychological phenomenon, sales promotion has its elusive side, so it is difficult to conduct empirical research 
on it. I hope some scholars will make a breakthrough here in the future. 
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