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A-T-A-R Model
Sales Forecast for New Products



• The ATAR model provides a framework to help 

estimate the adoption rate in each year. 

• The ATAR model (Awareness, Trial, Availability, Repeat), 

is based on concept of ‘Diffusion of Innovation’. 

• In order for a person to be a regular purchaser of the new 

product they must first become ‘Aware’ that it exists. 

• Once they have become aware of it they must make the 

decision to ‘Try’ it out. 

• In order to be able to try it out, it must be ‘Available’ for 

them to purchase. 

• If they are happy with the trial, then they may decide to 

adopt the product, that is, ‘Repeat’ the purchase again.











Application of the A-T-A-R Model of Ice-cream cones

2 million    Consumers age 17-39 in Madrid area

x30%          Percent aware after one year  (Awareness)

x20%          Percent of "aware" owners who try (Trial)

x10%         Percent product availability at stores (Availability)

x50%         Percent trier who buy again  (Repeat)

x10            Units a typical trier buys per year

x $1.10     Unit price ($3.00) less unit cost ($1.90)

= $66,000 Total profits





Notes about A-T-A-R Model

1. Estimate each A-T-A-R factor using various 

assumptions (realistic, optimistic, pessimistic)

2. Estimate accuracies improve with each step in the 

development phase.

3. If profit forecast is low, look at each A-T-A-R factor and 

see which can be improved at what cost.

4. The A-T-A-R works best in frequently purchased product 

categories.



What is a marketing budget?
The marketing budget sets out how much money is allocated to the marketing function and how it is 
intended to spend it. ... According to the marketing objectives (e.g. what management expect they need 
to spend to achieve the objectives) In line with market and competitor averages (e.g. some as a 
proportion of revenues)



What is in a marketing 
budget?

A marketing budget outlines 
all the money a business 
intends to spend on 
marketing-related projects 
over the quarter or year. 
Marketing budgets can 
include expenses such 
as paid advertising, 
sponsored web content, 
new marketing staff, a 
registered blog domain, 
and marketing automation 
software.



Setting the Promotion Budget

12-13

Affordable
Based on What the Company Thinks it Can Afford

Objective-and-Task 
Set Objectives, Determine Tasks to Achieve Objectives,

Sum of Task Costs Equals Budget

Percentage-of-Sales
Based on a Percentage of Current or Forecasted Sales or 

as a percentage of the unit sales price

Competitive-Parity
Set Budget to Match Competitors



How do you create a 
marketing budget?

The average allocation 
usually ranges between 9-
12% of the annual budget, 
while the smallest businesses 
may go as low as 2%. ... The 
marketing budget will never 
spin out of control and 
deplete sales revenue. The 
Dollar Approach. Many 
businesses simply set a flat 
dollar amount for their 
marketing budget.



How to determine marketing 
budget?
In a sales context, a lead refers to contact with a potential customer, 
also known as a “prospect”. For some companies, a “lead” is a contact 
already determined to be a prospective customer, whereas other 
companies consider a “lead” to be any sales contact.

Simply divide the total amount spent on marketing by the number of 
leads generated. For example, if you spend $100,000 on marketing and 
generate 1,000 leads, your cost is $100 per lead.



6 steps
Here are the six steps to developing a marketing budget as part of 
your marketing plan:

Know Your Sales Funnel. ...

Know Your Operational Costs. ...

Set Your Marketing Budget Based on Business Goals. ...

Position Marketing as an Investment, Not a Cost. ...

Consider Your Growth Stage. ...

Understand Current and Future Trends.
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KPI
Key Performance Indicator



Brand KPIs you should measure in 
2020

▪Sentiment. Sentiment can tell you your overall brand health by 
informing you what people know and feel about your brand. ...

▪Social mentions. ...

▪Top-of-mind brand recall. ...

▪Share of voice. ...

▪Purchase intent. ...

▪Bounce rate. ...

▪Conversion rates. ...

▪Cost-per-acquisition.

Source: 10 Critical Brand Marketing KPIs You Should Be Measuring in 2020 - OpenView 
(openviewpartners.com)

https://openviewpartners.com/blog/critical-brand-marketing-kpis/#.YZS2C7vis2w










Definition

Conversion rates are calculated by simply taking the number of 
conversions and dividing that by the number of total ad interactions 
that can be tracked to a conversion during the same time period. For 
example, if you had 50 conversions from 1,000 interactions, your 
conversion rate would be 5%, since 50 ÷ 1,000 = 5%.

In all simplicity, you calculate conversion rate by dividing the number of 
conversions with the number of visitors. Conversion rate = 
#CONVERSIONS / #VISITORS * 100% This central KPI measures the 
performance of your campaigns and landing pages. You can calculate 
conversion rate for an entire domain or selected pages.



What is good?
Your conversion rate is the percentage of visitors to your website that 
complete a desired goal (a conversion) out of the total number of 
visitors. A high conversion rate is indicative of successful marketing and 
web design: It means people want what you're offering, and they're 
easily able to get it!

What is the average conversion rate for retailers? Research shows that 
the average conversion rate for brick-and-mortar stores is around 20-
40%. That's a good benchmark to compare yours against.



The importance
Conversion rate optimization is important because it allows you to 
lower your customer acquisition costs by getting more value from the 
visitors and users you already have. By optimizing your conversion rate 
you can increase revenue per visitor, acquire more customers, and grow 
your business.






