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One of many motorcycles created by the Ducati name, it is known for speed and 

elegance. Ducati currently uses women to sell their product and while sex sells, I want 

to change women from sex objects into a target audience.
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Speed is the key benefit this campaign will be focusing on because the brand is known 

for racing and Italian automobiles are renowned for their speed. Since the campaign is 

breaking tradition in the audience I don't want to try to re-brand especially without 

reason.

3



4



My target audience is one that wants adrenaline and action. They are most likely not 

parents or college students but new professionals. The audience is of a higher socio-

economic status and has money to spend. They either come from money or have 

worked hard to be able to spend money so they want to relish in their ability to do so. 

These are important qualities because they have informed my decision to have the 

motorcycle placed in a major film which attracts those who can afford to attend 

(middle to upper class), placed in an Armani ad which targets those who are able to 

pay more for clothing, and on YouTube which while attracting people from all 

backgrounds requires access to a computer or other media device in order to create a 

viewing pattern for me to target.
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Cognitive Dissonance theory posits that people have particular views of the world and 

when they encounter information contrary to that which they believe they strive to 

correct the dissonance (O’Keefe, 2009). This is the theory most relevant to my ad 

copy because when you see a motorcyclist the automatic assumption is that it will be a 

man. In fact women are typically only shown near motorcycles if they are holding 

onto a man or if they are scantily dressed and are modelling for a motorcycle ad. The 

current social movement in favor of women having more power than traditionally 

accepted allows for the possibility to create a new trend or belief. This campaign 

targets both men and women to buy the product but focuses on changing the belief 

that men are the ones who ride motorcycles. Balance Model is also considered due to 

product placement (Humphreys, 2015). That is audiences who like the Avengers, or 

Armani will also like Ducati motorcycles.
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The campaign is particularly targeted toward changing the belief that motorcycles are 

a male only automobile and therefore cause more women to engage in buying 

motorcycles. The ad is not intended to ostracize male consumers and therefore is still 

intended to get men to continue consuming the bike by highlighting the motorcycle’s 

speed and appealing to men who find a woman who is powerful and independent 

attractive. 
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Product placement brings its own set of weaknesses to an advertising campaign 

because it can ostracize the audience. Overly prominent products can disrupt “flow” 

and limit the sense of “transportation” experienced by audience members. Yet 

understated products can often times be forgotten or less remarkable. Studies however 

have shown that it is best to have products further the storyline and have characters 

interact with them (Glickman & Kim). Thus why I want Black Widow to ride the bike 

because it will be in action scenes which increase sense of adrenaline and allow 

viewers to see the product in a “natural” context. Similarly in the Armani ads the 

primary focus should be the fashion and the type of woman riding the bike in order to 

further the power associated with the model’s image. With respect to the YouTube ad 

there will be a link at the ad which reads “free yourself,” this will allow viewers to 

choose how much information they get from the ad (Shrum; Lowrey & Liu, 2009). 

Interactivity is especially important in this case because most viewers targeted by this 

will have shorter attention spans because of their risk-taking attitude and won’t want 

to be subjected to 30 seconds of heavy information. Therefore 15 seconds and a link 

allows for more viewer control.
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The message across all the ads is this: Ducati motorcycles empower you and free you 

from the constrains of society. The emotional appeal will come in when viewers see 

Black Widow (Scarlett Johansson) riding the motorcycle because she is a strong, 

independent woman. YouTube ads will also use emotional appeal by having an open 

road and the bike speeding past which will lead to the sensation of adrenaline and 

power being in the hands of the female driver. Rewards will play a role in the Armani 

ads because the women will be sleek and stylish with and edge will lead viewers to 

equate those attributes with the bike. The ads will not confront any competition. The 

style will be include darker colors, bold text, and bold music in order to attract 

attention and emphasize speed and power.
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Black Widow is a strong and independent woman, she is played by Scarlett Johansson 

who is known for her edginess and beauty. Armani is known for being a high-end and 

fashion forward brand for both men and women. The YouTube video will show open 

road and going into the night which implies a lack of responsibility, a sense of 

freedom, speed and power.
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Most of my ads will be product placement ads because the people who I am targeting 

are younger, try to ignore most ads, and have existing relationships with mediated 

brands and characters which I can use. The first product placements will be in images 

of Black Widow for the upcoming Captain America movie release. She is played by 

Scarlett Johansson who has a significant following and the character is a strong, 

independent, and attractive woman. Armani ads for men already incorporate Ducati 

motorcycles. I want to expand the print ads to have the motorcycle in women's 

Armani ads with fashions that indicate more strength and masculinity. The Armani ads 

should also not include men because I do not want to detract from the presence of the 

woman. YouTube ads would be on videos for viewers with search patterns that suggest 

risk-taking and/or feminist behavior and would not last more than 15 seconds. 
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My target audience is one that is engaged with media constantly, so it is expected that 

there will be many distractions. During the movie product placement the biggest 

distraction will be the action surrounding the product. Stimuli is likely to keep the 

audience’s focus on the actual storyline but that is not a drawback because it has been 

shown that overly aggressive product placement has negative effects (Shrum; Lowrey

& Liu, 2009). Movie products such as posters and movie art will most likely face 

distractions caused by mobile devices and focus on the characters. Print ads for 

Armani will typically face environmental issues surrounding focus and context. 

Readers of a magazine will probably be less concerned with the bike and more 

concerned with the fashion or the magazine’s primary content. Context could be an 

issue because many people consume magazines in settings that are public (i.e.: 

doctor’s offices) and are using them as distractions rather than actively consuming the 

information. Neither of these issues is particularly concerning however because the 

print ads are intended to create associations between Armani and Ducati for people 

who already have a positive preference towards Armani. The YouTube ads will likely 

face the most distractions as they are being consumed via new media, that is why they 

only last 15 seconds in order to prevent viewers from having the option o skip over 

them. Distractions could come from other media devices, multitasking, and other 

videos.
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Product placement has been known to lead to negative value association when 

overdone because it detracts from the experience of engaging with the intended 

content. Viewers could possibly find the motorcycle’s placement to be ostentatious 

and therefore have a negative reaction to it (Glickman & Kim, 2012). The ad is also 

intended to create some cognitive dissonance but for some male motorcyclists and 

conservatives the idea of a woman riding a motorcycle may be too controversial and 

cause a negative reaction to the brand. The ads could also be misinterpreted and found 

to be too sexual because of a woman riding the motorcycle which could be construed 

as more objectification rather than empowerment. 
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The ad campaign will exist across 3 primary platforms- Captain America Civil War, 

Armani, 15 second video on YouTube. The latter ad will be the only one that is not a 

product placement and will contain to words: “free yourself.” The text relates to the 

speed of the bike and it’s ability transport riders as well as freeing oneself from the 

constrains of social stereotypes. With little text the campaign relies heavily on 

imagery and associative psychology with the host brands.
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