`




 [image: image1.jpg]



[image: image2.jpg]



Dan Davidson

ENG.1010

9/8/16

  
The motorcycle industry has been a leader in objectifying woman to assist in the suggestive targeting for selective male demographics in order to increase sell’s


The two company ads used to support this premise are from Harley Davidson and Norton Motorcycle. The
 first advertisement is a Harley Davidson, definitely targeting selling the product to heterosexual young men. The approach here is sex sells. Here is a beautiful woman wearing a leather top, makeup, short leather shorts, tall leather boots which all convey an image of “hot, sexy, young woman.” Harley Davidson is trying to convince straight men that if they buy this Harley, they will attract this type of woman. The fact that she is surrounded by a black background, on a black bike draws our attention to HER, and the BIKE and lures our subconscious into the world of mystery, sexuality and the unknown. The company’s approach is definitely pathos. By appealing to our sensual longings, we are unconsciously drawn into the world of Harley Davidson. They have succeeded in creating a relationship with the radical machine and this hot sexy woman. Don’t you want a hot sexy woman? Buy this bike! 
   
The motorcycle in the first ad has a streamline look. The line of the woman’s body, the bike itself and the exhaust pipe are all horizontal which conveys an image of speed. It has the attitude of a drag strip racing bike: an aggressive muscle bike with lots of horse power designed for speed and performance, the modern engineering and design of a sport bike. This is an American made bike with an urban sense of style.
To contrast, the second ad is older, created to attract an older generation. The bike is a traditional British bike, a vintage Norton. This motorcycle has less “attitude” then the one in the first ad as evidenced by the vertical lines of the frame and the front end.  The bike and the ad itself have more color, and rather than being surrounded in black in the back ground there is a beach, the ocean, bushes and a blue sky. The strong horizontal line where the ocean meets the sky gives you a sense of peacefulness and serenity lacking in the first ad. The second ad gives a sense of freedom in nature. In the first ad it was more like a “let’s race” attitude. There is still a woman on the bike in the ad, but she is dressed differently. She’s wearing a long sleeved, button down shirt, pants and functional boots typical of the “empowered woman” look of the 70s. In fact, this add could be directed towards young woman of her era, consistent with Helen Reddy’s tribute, “I am woman, hear me roar, in numbers too big to ignore.” Her boots are more conventional, heeled, not merely ornamental, but sturdy. Although she has a seductive look on her face, her upright posture indicates a woman with empowerment and confidence. The ad is using ethos in that it is appealing to the ethics of women at the time, the value that women can be as powerful as men. The wording “Fulfillment” gives the feeling of being complete with this bike and this beautiful woman. Norton wants us to focus on the idea that this bike and woman will complete our life and give us fulfillment.
   
Neither ad uses humor to attract attention. Rather, each of the ads appeals to a different set of values. The values of the audience for the first ad include the idea that women are sexual animals, expendable objects to be used for men’s pleasure. The second ad is more likely to appeal to an audience that values women as confident, powerful and capable of success equal to men’s. Both ads are trying to sell bikes, and similar in the companies’ choice to use a beautiful woman to decorate their bikes. The first is selling sex, the second is selling women’s empowerment. Think it’s time for me to buy a bike.

The ads produced by Harley Davidson and Norton Motorcycle in their respective ads highlight that they are both using woman to target different male demographics in order to increase sells.
