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ABSTRACT

The rapid growth of digital platforms has intensified competition in online mar-
keting, requiring organizations to adopt more strategic, adaptive, and data-driven
promotional approaches. Digital promotional graphic design plays a crucial role
in capturing consumer attention and delivering persuasive messages across vari-
ous platforms. However, differences in platform characteristics and user behav-
ior may influence the effectiveness of these visual strategies, highlighting the
need for a more structured design approach. This study aims to optimize digital
promotional graphic design strategies by integrating the AIDA model (Attention,
Interest, Desire, and Action) into visual communication practices to improve
audience engagement and promotional effectiveness. This research employs a
qualitative descriptive approach, combining literature review and visual content
analysis. Digital promotional designs from various online platforms were sys-
tematically analyzed using AIDA indicators, supported by engagement metrics
as secondary data to strengthen the evaluation of design effectiveness. The find-
ings indicate that integrating data-driven analytics with the AIDA model signif-
icantly enhances the effectiveness of digital promotional graphic design. Visual
optimization improves attention, structured and relevant content sustains inter-
est, emotional and value-based messaging stimulates desire, and clear, strategi-
cally placed Call To Action (CTA) elements effectively encourage user action.
This study concludes that the combination of the AIDA framework and data-
driven decision-making provides a comprehensive and strategic foundation for
optimizing digital promotional graphic design, ultimately improving communi-
cation effectiveness and promotional performance in the digital era.
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1. INTRODUCTION
The rapid development of digital technology has significantly transformed marketing communication,

particularly in how promotional messages are designed and delivered to audiences. Digital platforms such as
social media, websites, and mobile applications have become the primary channels for promotional activities,
replacing or complementing traditional media [1]. In this highly competitive environment, visual communica-
tion plays a crucial role in determining promotional success. Graphic design is no longer limited to aesthetic
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considerations but must function strategically to convey messages, influence audience perception, and stim-
ulate desired responses. As consumers are exposed to increasing volumes of digital content, their attention
spans become shorter, requiring promotional designs to be visually appealing, informative, and persuasive
within limited exposure time [2].

One of the most widely used frameworks in marketing communication is the AIDA model, which
consists of Attention, Interest, Desire, and Action [3]. This model explains how promotional messages guide
consumer behavior through sequential stages of engagement. In the context of digital promotional graphic
design, AIDA provides a structured approach to organizing visual elements and communication strategies. At
the same time, the growing emphasis on sustainability highlights the need for digital promotional practices
that not only enhance marketing performance but also contribute to broader development goals [4]. Integrating
strategic visual communication with sustainability principles enables organizations to optimize promotional
effectiveness while supporting responsible and sustainable economic growth.

Figure 1. Relevant Sustainable Development Goals (SDGs) in Digital Promotional Graphic Design

Figure 1 illustrates the key SDGs relevant to this study, particularly SDGs 8 (Decent Work and Eco-
nomic Growth), SDGs 9 (Industry, Innovation, and Infrastructure), and SDGs 12 (Responsible Consumption
and Production). These goals highlight the role of digital promotional graphic design in supporting sustainable
economic development, encouraging innovation in digital communication strategies, and promoting responsi-
ble and efficient use of communication resources [5]. The integration of these SDGs into digital promotional
practices emphasizes that effective visual communication not only enhances marketing performance but also
contributes to broader sustainability objectives in the digital era.

2. RESEARCH METHOD
This study employs a structured methodological approach to analyze the effectiveness of digital pro-

motional graphic design within the framework of the AIDA model. The research is designed to systematically
examine how visual communication elements influence audience engagement across different stages of in-
teraction [6]. By integrating qualitative analysis with relevant theoretical perspectives, this study focuses on
identifying key design components, evaluating their roles in digital promotion, and understanding their contri-
bution to achieving effective communication outcomes. The following subsections describe the main concepts
and analytical approaches used in this research [7].

2.1. Digital Promotional Graphic Design
To better understand how digital promotional graphic design operates as a strategic communication

tool, it is essential to identify the key visual elements that form the foundation of effective design practices
[8, 9]. These elements not only determine the visual appearance of promotional materials but also influence
how information is structured, interpreted, and responded to by audiences across different digital platforms.
Each component such as layout, typography, color, imagery, and message structure plays a specific role in
shaping user perception, guiding attention, and enhancing message clarity. By systematically examining these
elements, this study establishes a more comprehensive framework for analyzing how visual design contributes
to communication effectiveness and audience engagement [10]. Furthermore, identifying these core elements
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allows for a more structured connection between design theory and practical implementation in digital promo-
tional contexts. Therefore, the key elements of digital promotional graphic design that serve as the basis for
this analysis are summarized in Table 1.

Table 1. Key Elements of Digital Promotional Graphic Design
Element Description Function in Digital Promotion
Layout The arrangement of visual compo-

nents within a design
Organizes content to guide audience atten-
tion and improve readability

Typography The style, size, and arrangement of
text

Enhances readability and conveys the tone
of the message

Color The use of color schemes and con-
trast

Attracts attention and creates visual em-
phasis and emotional response

Imagery The use of images, illustrations, or
graphics

Supports message delivery and increases
visual appeal

Message Structure The organization of information
and content flow

Ensures clarity of communication and
strengthens message effectiveness

Table 1 presents the key elements of digital promotional graphic design that serve as the foundation
for creating effective visual communication. Each element plays a distinct role in shaping how promotional
messages are delivered and perceived by audiences. Layout and typography contribute to the organization and
readability of information, while color and imagery function to attract attention and enhance visual appeal. In
addition, message structure ensures that the content is communicated clearly and logically, allowing audiences
to easily understand the intended message. Together, these elements form an integrated design system that
supports audience engagement and improves the overall effectiveness of digital promotional strategies [11].

2.2. Visual Communication and Consumer Engagement in Digital Media
Visual communication plays a critical role in shaping consumer engagement in digital environments,

where users are exposed to a large volume of content within a very limited time. In such conditions, vi-
sual elements become essential tools for delivering information quickly, efficiently, and persuasively [12, 13].
Research shows that elements such as color, typography, layout, and imagery significantly influence how audi-
ences interpret information and respond to promotional messages. These elements function not only as aesthetic
components but also as visual cues that guide attention, support information processing, and enhance message
clarity. When organized clearly and consistently, they help audiences understand the intended message more
easily, reduce cognitive effort, and strengthen the visual identity of the promotion, ultimately increasing the
likelihood of user engagement [14].

In digital promotion, visual communication must be designed not only to attract attention but also
to convey meaning and encourage user interaction. Recent studies emphasize that consumer engagement in
digital media is strongly influenced by the alignment between visual design and message intent, as well as
the emotional appeal created through visual storytelling [15, 16]. Effective visual communication integrates
informative content with persuasive elements to create a more meaningful user experience. Because of this,
designers are increasingly expected to apply communication models and behavioral theories in the design
process, allowing promotional content to be developed in a more strategic and user-centered manner. This
approach ensures that visual content does not only capture initial attention but also maintains audience interest
and encourages users to take further action, leading to improved engagement and communication effectiveness
[17].

2.3. The AIDA Model in Digital Marketing Communication
To ensure a systematic and consistent evaluation, the AIDA model in this study is operationalized

into specific visual indicators that can be observed in digital promotional graphic design. Each stage Atten-
tion, Interest, Desire, and Action is translated into measurable design components, such as color, typography,
layout, imagery, and CTA features, to assess how visual communication influences audience behavior. This
operationalization allows the abstract concepts of the AIDA framework to be applied more practically within
the context of visual analysis [18]. By defining clear indicators, this study establishes a structured analytical
framework that reduces subjectivity and ensures consistency across different samples of digital promotional
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content [19]. Furthermore, this approach enables a more comprehensive understanding of how specific design
strategies contribute to audience engagement at each stage, from capturing initial attention to encouraging user
action. The operationalization of these indicators is presented in Table 2.

Table 2. AIDA Indicators for Digital Promotional Graphic Design Analysis
AIDA Stage Visual Elements Observed Indicators of Effectiveness
Attention Color contrast, typography, visual

hierarchy
High visibility, eye-catching design,
ability to attract audience attention

Interest Layout, composition, content struc-
ture

Clear information flow, engaging ar-
rangement, ability to sustain audience
attention

Desire Imagery, emotional appeal, value
proposition

Relevance to audience needs, persua-
sive message, ability to create emo-
tional engagement

Action CTA, buttons, navigation elements Clarity of instruction, ease of interac-
tion, ability to encourage user action

Table 2 presents the operationalization of the AIDA model into visual indicators used to evaluate dig-
ital promotional graphic design. Each stage is linked to specific visual elements and measurable indicators,
enabling a structured analysis of design effectiveness. Attention focuses on capturing audience focus, Interest
on clarity and engagement, Desire on emotional appeal and value communication, and Action on the effec-
tiveness of CTA elements. This framework serves as a guideline for assessing how visual design supports
promotional objectives [20].

2.4. Integration of Graphic Design Strategy and SDGs
Recent literature emphasizes sustainability in digital communication, aligning design practices with

the SDGs. Digital promotional graphic design supports SDG 8 through economic growth, SDG 9 through
innovation, and SDG 12 through responsible messaging, while the AIDA model enhances effectiveness and
reduces inefficiencies [21, 22]. In Indonesia, structured visual communication strengthens brand competitive-
ness, audience engagement, and the growth of small and medium enterprises. A conceptual framework is
used to illustrate the relationship between visual design strategies, the AIDA model, and audience engagement
outcomes.

Figure 2 illustrates the conceptual framework of this study, showing how key visual elements of digital
promotional graphic design such as layout, typography, color, imagery, and message structure are aligned with
the stages of the AIDA model. These elements function as strategic components that guide audience engage-
ment from capturing attention to encouraging final action [23]. The framework also reflects the integration of
sustainability principles, indicating that effective visual communication not only enhances promotional perfor-
mance but also supports broader economic and responsible communication objectives in digital environments.
This framework serves as a basis for analyzing the effectiveness of digital promotional graphic design in this
study.

3. FINDINGS
The findings of this study are presented based on the analysis of digital promotional graphic design

using the AIDA framework. The analysis examines how visual elements function at each stage to influence
audience engagement, from capturing initial attention to encouraging user action [24]. By systematically eval-
uating each stage, this study identifies the role and effectiveness of specific design components in supporting
communication objectives and enhancing promotional performance. In addition, the findings provide insights
into how visual strategies can be optimized to improve audience interaction in digital environments, particularly
in guiding users through a structured engagement process [25].

3.1. Interest Stage
The Interest stage evaluates how visual designs sustain audience engagement after successfully cap-

turing initial attention. The findings show that 75% of the analyzed designs incorporate captions or interactive
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Figure 2. Conceptual Framework of the Study

elements to maintain user interest. Informative captions play a key role in providing additional context and
guiding audiences to better understand the promotional message, while interactive features enhance user in-
volvement and encourage further exploration of the content [26]. For example, Brand C emphasizes product
benefits through clear and structured textual information, helping audiences develop a deeper interest in the
offering. Meanwhile, Brand D utilizes carousel formats to create a more dynamic and interactive experience,
allowing users to engage with multiple pieces of content within a single promotional design [27]. These ap-
proaches demonstrate that the integration of informative and interactive elements is effective in sustaining
audience attention and supporting continued engagement in digital promotional contexts.

Table 3. Observed Elements for Interest Stage
Brand Interest Elements Effectiveness (%)

Brand A Infographic style content, benefit highlights 78%
Brand B Informative captions, storytelling images 72%
Brand C Bullet points, product comparison 80%
Brand D Interactive carousels, polls/quizzes 70%

Table 3 illustrates how digital promotional designs sustain audience engagement during the Interest
stage through the use of informative captions, structured content, and interactive visual elements. The results
show that brands which provide clear product explanations, benefit oriented messages, and visually organized
information are more successful in maintaining user interest after the initial attention is achieved [28]. In
particular, the inclusion of bullet points, carousel layouts, and short explanatory texts allows audiences to
process information more easily and encourages longer interaction with the content. These findings suggest
that the Interest stage is strongly influenced by the clarity and relevance of visual and textual information,
reinforcing the role of strategic content presentation in guiding audiences toward deeper engagement within
the AIDA framework [29].

3.2. Desire Stage
The Desire stage examines how digital promotional designs motivate audiences to develop a strong

preference or intention toward the promoted product or service. The analysis shows that approximately 60% of
the examined designs successfully stimulated desire through the strategic use of emotional imagery, persuasive
messaging, and clearly communicated value propositions. Emotional visuals, such as lifestyle oriented images
and relatable scenarios, were frequently employed to create an emotional connection between the audience
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and the product [30]. In addition, persuasive textual elements, including benefit focused descriptions and trust
building messages, played an important role in reinforcing audience interest at a deeper level. Brand A effec-
tively utilized customer testimonials to enhance credibility and foster trust, thereby strengthening emotional
appeal, while Brand B emphasized limited time promotional offers to create a sense of urgency and scarcity
[31]. These approaches indicate that the Desire stage is strongly influenced by the combination of emotional
engagement and rational value communication, which together encourage audiences to move beyond interest
and develop a genuine motivation to proceed toward the next stage of action.

Table 4. Observed Elements for Desire Stage
Brand Desire Elements Effectiveness (%)

Brand A Testimonial quotes, emotional imagery 65%
Brand B Limited time offers, persuasive messagings 60%
Brand C Product benefits, lifestyle appeal 58%
Brand D Highlighting uniqueness, emotional icons 57%

Table 4 presents the observed design elements that contribute to the Desire stage by strengthening
emotional appeal and increasing audience motivation toward the promoted product or service. The results
indicate that persuasive visual storytelling, the use of emotional imagery, social proof elements such as testi-
monials or user generated content, and clear value propositions play a significant role in transforming interest
into desire. Brands that highlight lifestyle relevance, perceived benefits, and positive user experiences tend to
create stronger emotional connections with audiences. These findings suggest that the Desire stage is not solely
driven by aesthetic quality, but by the ability of visual and textual elements to communicate meaningful value
and emotional resonance, thereby encouraging audiences to consider the offering as relevant to their personal
needs and preferences [32].

3.3. Action Stage
The Action stage evaluates how effectively digital promotional designs guide audiences toward taking

specific and desired actions, such as clicking links, registering, or completing a purchase. The observations in-
dicate that approximately 80% of the analyzed designs incorporated clear and visually prominent call to action
elements, including buttons, clickable links, or directive phrases [33, 34]. These action oriented components
were generally positioned strategically to ensure visibility and ease of interaction, reducing potential barriers
to user response. For instance, Brand C’s website banner employed a brightly colored “Shop Now” button
that contrasted strongly with the background, making the intended action immediately recognizable. Similarly,
Brand D’s Instagram story included a swipe up link that aligned with common user behavior on the platform,
encouraging quick and intuitive interaction [35]. These findings suggest that the clarity, placement, and vi-
sual emphasis of call to action elements play a crucial role in converting audience engagement into concrete
behavioral responses during the Action stage of the AIDA model.

Table 5. Observed Elements for Action Stage
Brand Action Elements Effectiveness (%)

Brand A Clickable CTA buttons, highlighted links 82%
Brand B “Sign Up” prompts, interactive buttons 78%
Brand C Contrasting “Shop Now” button, URL link 85%
Brand D Swipe-up Instagram story, promotional link 80%

Table 5 illustrates the observed design elements that encourage audience response at the Action stage
of the AIDA model. The findings indicate that clear and visually prominent call to action elements, such as
clickable buttons, concise directive phrases, and consistent placement of action prompts, play a crucial role
in converting audience engagement into concrete behavioral responses. Brands that used contrasting colors,
straightforward messaging, and easily recognizable action cues demonstrated higher effectiveness in prompting
user actions, such as clicking links or initiating purchases. These results emphasize that the success of the
Action stage depends not only on persuasive messaging but also on the clarity and visibility of design elements
that reduce user hesitation and support decision making [36].
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3.4. Overall AIDA Effectiveness
When all four stages of the AIDA model are considered collectively, digital promotional designs that

consistently and strategically applied the framework demonstrated significantly higher overall engagement lev-
els. The overall engagement scores, calculated as the average performance across the Attention, Interest, De-
sire, and Action stages, reveal clear variations in effectiveness among the analyzed brands. Brand A achieved
the highest overall effectiveness, indicating a strong and well balanced application of both visual and textual
strategies that successfully guided audiences from initial attention to final action [37, 38]. This brand demon-
strated consistency in visual hierarchy, message clarity, emotional appeal, and call to action placement across
all stages of the model. Brand C followed closely, showing stable performance particularly in sustaining in-
terest and stimulating desire through informative content and emotional messaging. In contrast, Brand B and
Brand D exhibited comparatively lower overall engagement, which can be attributed to a less integrated imple-
mentation of the AIDA components, where certain stages were emphasized while others were underdeveloped
[39]. These findings suggest that the effectiveness of digital promotional graphic design is not determined by
isolated design elements, but rather by the systematic and cohesive application of the AIDA model, which
enables designers to guide audiences through the complete engagement process in a structured and persuasive
manner.

Table 6. Overall AIDA Effectiveness
Brand Average Engagement Score(%)

Brand A 82%
Brand B 78%
Brand C 85%
Brand D 80%

Table 6 presents the overall effectiveness of digital promotional designs based on the combined per-
formance of all four AIDA stages. The results demonstrate that brands which consistently applied the AIDA
framework across Attention, Interest, Desire, and Action achieved higher overall engagement scores. Brand A
recorded the highest overall effectiveness, reflecting a well integrated design strategy that successfully guided
audiences through each stage of engagement [40]. In contrast, brands with less balanced implementation
showed lower overall scores, indicating gaps in maintaining engagement continuity. These findings confirm
that the holistic and systematic application of the AIDA model is a key factor in enhancing the effectiveness of
digital promotional graphic designs across multiple digital platforms.

3.5. Problem
This section identifies the key problems encountered during the research process related to the opti-

mization of digital promotional graphic design using the AIDA model. One of the main problems found is the
inconsistency in the application of visual design elements across different stages of the AIDA framework [41].
Many digital promotional designs tend to emphasize the Attention stage through visually striking elements
but fail to sustain audience Interest or effectively stimulate Desire due to weak message structure or lack of
emotional appeal. As a result, the communication flow becomes fragmented, reducing the overall persuasive
effectiveness of the promotional content.

Another problem identified is the limited strategic integration between visual elements and CTA com-
ponents in the Action stage. Although some designs include CTA elements, they are often not positioned
optimally or lack sufficient visual emphasis, which diminishes their ability to guide audiences toward the in-
tended behavioral response. Additionally, the absence of a systematic design framework causes designers to
rely more on intuition rather than structured communication models, leading to ineffective message delivery
[42]. To address these problems, this research applies the AIDA model as a structured analytical and design
framework, enabling a more coherent alignment between visual elements and communication objectives at
each stage of audience engagement.

4. MANAGERIAL IMPLICATION
The findings of this study provide important managerial implications for business managers, market-

ing strategists, and digital communication practitioners in optimizing digital promotional activities. The results
demonstrate that the systematic application of the AIDA model enables organizations to structure promotional
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graphic designs more strategically rather than relying solely on aesthetic intuition. Managers are encouraged
to ensure that digital promotional materials are designed with a clear sequential focus, beginning with strong
attention-grabbing elements and progressing toward persuasive calls to action. By adopting the AIDA frame-
work as a strategic guideline, companies can improve message clarity, reduce ineffective design decisions, and
increase the overall efficiency of digital promotional campaigns across various platforms.

From a marketing management perspective, the study highlights the importance of cross-functional
collaboration between marketing teams and graphic designers. Managers should facilitate alignment between
marketing objectives and visual design execution to ensure that each design element contributes to specific
engagement goals at different stages of the customer journey. For example, attention-stage designs should
prioritize visual contrast and hierarchy, while interest and desire stages should emphasize informative content,
emotional appeal, and value propositions. Clear and visually prominent CTA elements should be strategically
positioned to support conversion at the action stage. This structured approach allows managers to allocate
resources more effectively and evaluate promotional performance based on measurable engagement outcomes.

Furthermore, the findings suggest that organizations can enhance long-term business performance and
sustainability by integrating strategic design frameworks into their digital marketing practices. Managers in
creative industries and digital businesses can use the AIDA-based design approach to improve audience en-
gagement while minimizing unnecessary promotional expenditures and content overload. By producing more
targeted and effective digital promotional designs, organizations support responsible communication practices
and contribute to sustainable economic growth. Therefore, managerial decision-making that emphasizes strate-
gic visual communication not only strengthens brand competitiveness but also aligns digital promotional activ-
ities with broader organizational and sustainability objectives.

5. CONCLUSION
This study concludes that the application of the AIDA model provides an effective and systematic

framework for optimizing digital promotional graphic design strategies. The findings show that designs inte-
grating Attention, Interest, Desire, and Action are more successful in capturing audience attention, maintaining
engagement, stimulating emotional responses, and encouraging user action. The analysis highlights that vi-
sual elements such as color contrast, typography, imagery, informative content, emotional appeal, and clear
CTA significantly enhance the effectiveness of digital promotional communication. These results confirm that
aligning graphic design practices with the AIDA model improves both clarity and persuasive power in digital
promotional content.

In addressing the research objectives, this study demonstrates that the AIDA model can be effectively
applied as a guiding framework in digital promotional graphic design to improve audience engagement and
communication outcomes. Each stage contributes to a structured design strategy that supports user decision-
making processes. However, this study has limitations, including the use of a qualitative descriptive approach
and a limited number of samples, which may affect generalizability. In addition, external factors such as
budget constraints, platform algorithms, and content saturation were not fully explored. Future research should
examine how these factors influence the effectiveness of AIDA-based design strategies.

Furthermore, future research is recommended to apply quantitative or mixed-method approaches to
measure the impact of AIDA-based design strategies on user behavior more objectively. Expanding the scope
to include larger datasets, diverse industries, and multiple digital platforms may provide more comprehensive
insights. In addition, integrating user perception data or platform analytics can strengthen the evaluation of de-
sign effectiveness and reduce potential bias in visual interpretation, thereby enhancing the reliability of research
findings.
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