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"The only real mistake is the one from which we learn nothing."  

- Henry Ford   
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The AIDA Letter 
 

The AIDA Letter is an very useful tool in sales and marketing for lawyers. It allows the writing of a 
persuasive letter, through which we can convince an existing client, or a prospect, to pursue a course of 
action which we recommend. Thus, it can carry the message of a re-sell, an up-sell or a cross-sell.    

  

Moreover, as this is “sales through writing” it remains very much within the comfort zone of lawyers. It is 
psychologically and emotionally easy to do. And, as I frequently mention, even if our target reader refuses 
our proposal, we have still built up our relationship with them by showing that we are proactive and taking 
a wider picture to assist them. I truly believe that sending a well written AIDA Letter, with a real UVP 
(unique value proposition), can only result in a win-win scenario for the lawyer.    

 

The AIDA Letter has a number of Writing Elements in it, but the “core” of the AIDA Letter is the 
Awareness, Interest, Desire and Action Elements (thus forming the acronym AIDA). Not all Writing 
Elements before the AIDA Core need be used, nor all Writing Elements that come after it. The structure 
of the AIDA Letter can be seen below:    

 

1. Salutation Element - Dear _ _ _ _ You must have a salutation to your letter or email. The safest 
option is to simply stick with “Dear _ _ _". Only use “Hi” if they already use this salutation with you 
(follow the Mirror Rule of Formality). Never, never just use the first name. This can be a faux pas.   

 

2. Personalization Element - Don’t get straight down to business and say something nice to the 
recipient. Don’t say “I hope this email finds you well”, as it doesn’t mean anything anymore. The 
more personalized and individual your Personalization Element, the better.  
 

3. AWARENESS Element - The first sentence of the Awareness section seeks to make the reader 
aware of the issue we present to them. It could be written as, “From 1 January 2017, Law XYZ 
will change…”, or, we could try to “hook” with a more interesting Awareness sentence (for 
example, an anecdote or, “War Story”, of our personal legal experience). This is more engaging. 
 

4. INTEREST Element - Next, after making the reader aware, you need to make him interested in 
what you are writing about. Answer the question “So What?” in this section. Hint or state about 
opportunity or threat that this issue might present.  
 

5. DESIRE Element - Having made the reader aware of the issue, and interested in it, we next need 
to move on to make him Desire the solution which we are proposing. This means, we have to 
have a concrete UVP (we must have something to offer), and we need to “sell” it to the reader. 
One great way to do this is to FAB our UVP (sell the Advantages and Benefits of the Features of 
our UVP). One FAB might be enough, but two or three could be fine. It is important to not sound 
too “hard sales” here.  
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6. ACTION Element - Finally, we certainly don’t write something like “I look forward to hearing from 
you soon”. This is too passive and reactive. We need to have a CTA (Call to Action). In this 
Action section, we tell the reader what we want them to do. We tell them what Advance forwards 
needs to happen in the relationship. For example, we can propose a meeting, or for them to send 
documents for review, or a teleconference etc. We need a tangible step forward proposed by us. 
 

7. The Final Element - The Final Element is a controversial and powerful element which we put at 
the end of the AIDA Letter. This is basically a veiled threat (put in a nice way), to increase reader 
response to our proposal. The basic structure of The Final Element is simply, “If you don’t answer 
me by DATE, then I will call you”. The idea here is that it increases responses (and even if those 
responses are rejections, which is better than silence).  
 

8. Ending Elements - With best regards    Don’t end on “Kind regards” as this is more formal and 
friendlier than the simpler “With best regards”. Use “Kind regards” or “Kindest regards” sparingly 
for good news. Never use simply “Regards” as this can be very direct, formal, or unfriendly.  
 

9. Signature Element - Even if you have an electronic signature at the end of your email 
automatically, at lease write your first name above that to show that you “sign off” yourself.  
 

10. The PS Element - Lastly, and also controversially with many lawyers in Russia and Eastern 
Europe, we can add a PS, as this is a “final kick” in our persuasive writing. We can add here a 
(polite) deadline for our offer of assistance. We could add a personalized sentence telling them 
we really believe this issue is important for them. It is the last thing the reader reads, so it must 
be a strong ending for our AIDA letter.  

  

Comments on the AIDA Letter   

 

• An AIDA letter is best concise, rather than long-winded. It can be an email, or a letter.    

• An AIDA letter must not be “Plain Vanilla” you really do have to have something to offer, a true UVP   

• We must be careful to not send off the AIDA letter too often, perhaps two or three times a year is 
sufficient with current clients   

• An AIDA letter is a great way to reconnect with ex-clients    

• It is important to remember that The Final Element is not a bluff. If there is no response, then you must 
do the follow up call. It is very important that your Final Element is not considered rude or aggressive. It 
can take some time to write a good one. Would you be comfortable receiving it? If not, then don’t use it.   
• When sending an AIDA, it is better to not do a mass-spam, but also not a good idea to use this with 
only one target. A smarter, more balanced approach might be to target, say, one industry, and then 
personalize each of the AIDAs and thus “recycle it” to send this off to half a dozen, or a dozen, prospects. 
Your chance of conversion to some work, at least, would thus be higher.    


