
 

 

 

 

  

 
“Transform Yourself” Advertising Campaign 

 
 

Kendal Johnson 

Amanda Kraus 

Morgan Nicola 

Katy Ortega 

Sarah Beth Scott 

Ellie Steen 

 

MAR 4333 

 



Executive Summary……………………………………………………………………………………………………………………………………………………………………………………….…….2 

Situation Analysis………………………………………………………………………………………………………………………………………………………………………………………………..3 

         Industry Information……………………………………………………………………………………………………………………………………………………………...…..3 

         Client 

Background……………………………………………………………………………………………………………………………………………………………….….…..8 

        

 Problem…………………………………………………………………………………………………………………………………………………………………………………………

9 

         Target 

Market…………………………………………………………………………………………………………………………………………………..………………………..10 

        

 Competition………………………………………………………………………………………………………………………………………………………….…………..….…..2

0 

Objectives…………………………………………………………………………………………………………………………………………………………………………………………...…………...2

3 

Strategies……………………………………………………………………………………………………………………………………………………………………………………………..…………...2

4 

        

 Creative………………………………………………………………………………………………………………………………………………………………….……………………2

4 

        

 Media……………………………………………………………………………………………………………………………………………………………………………………………2

6 

Tactics……………………………………………………………………………………………………………………………………………………………………………………………………….….……2

9 

         Transformers 

5…………………………………………………………………………………………………………………………………………………………………….………29 

 Billboards……………………………………………………………………………………………………………………………………………………………….…………………….3

0 

 The “Summer Sling” 

………………………………………………………………………………………………………………………………………..………………………..35 

 Men’s 

Health………………………………………………………………………………………………………………………………………………………..………………….….36 

 Women’s Adventure 

Magazine……………………………………………………………………………………………………………………………………………….…..37 

 Motorcyclist 

Magazine……………………………………………………………………………………………………………………………………….……………………....39 

 The “End of Summer Sling” 

………………………………………………………………………………………………………………………………………………………..40 

 St. Petersburg Grand 

Prix………………………………………………………………………………………………………………………………….………………….…….42 

 Simon Property 

Group………………………………………………………………………………………………………………………………………….………………………43 

 Regal 

Cinemas…………………………………………………………………………………………………………………………………………………….………..…………….44 

 Facebook……………………………………………………………………………………………………………………………………………………………..……………..…..…4

5 

 Twitter…………………………….…….…………………………………………………………………………………………………………………………………………………….

46 

 Instagram…………………………………………………………………………………….………………………………………………………………………………….…...……4

7 

Flight 

Chart……………………………………………………………………………………………………………………………………………………………………………………………..…………48 

Budget…………………………………………………………………………………………………………………………………………………………………………………………………………......4

9 

Control & 

Implementation………………………………………………………………………………………………………………………………………………………………………………….51 

Conclusion…………………………………………………………………………………………………………………………………………………………………………………………………….…….5

2 

Bibliography……………………………………………………………………………………………………………………………………….…....……………………………………………………….5

3 

Appendix…………………………………………………………………………………………………………………………………………………………………………………………………………....6

4 



 
The Polaris Slingshot offers an exciting and new on-road driving experience, which delivers a one of a kind thrill, unmatched by 

anything on the market today. The Slingshot carries with it a unique and futuristic style sure to turn the heads of all who see it. 

 

While the sheer sight is enough to encourage a second look, it is the prevalence of the Slingshot that has proven to be a challenge 

since rollout. Of the issues arising since initial release of the new Polaris Slingshot, lack of brand and product awareness have shown to be 

paramount to all others. 

 

Having identified these issues, our team has prepared multiple strategies to effectively reach out to our target markets. The primary 

and secondary market we selected is males and females between the ages of 35-64 who are adventure and freedom seekers with disposable 

income. The tertiary target market we chose consists of younger males between the ages of 25-34 who are the attention seekers. 

 

We also identified six target DMAs to release this campaign to. On the East Coast, we chose New York, NY; Boston, MA (Manchester 

NH); Atlanta, GA; and St. Petersburg/Tampa. Western DMAs include Los Angeles, CA and Denver, CO.  

 

We set forth three measurable goals for this campaign. Our objectives are to effectively raise product awareness, popularize the 

Scarlatron Transformer character, and increase Slingshot search traffic. 

 

     Our campaign has several strategic elements incorporated into it. The first element is the tagline; “Transform Yourself” which 

communicates to the target audience that in the driver’s seat of the Slingshot, he or she is able to become the person they desire to be. The 

tagline is cohesive with the central theme of the advertising campaign which is the idea of transformation. The theme is also closely tied to 

the movie, Transformers 5, which will be utilized as a strategy in the campaign. The colors used throughout the campaign are University Red, 

Black, and Grey. Advertising headlines are in the futuristic font, Megatron, and body copy is in Bank Gothic.  

 

The campaign utilizes product placement, out-of-home media, social media, magazines, promotional materials, and PR events to 

promote the Slingshot. A key tactic of this campaign is starring the Slingshot in Transformers 5 coming to theaters in Summer 2016. Another 

major component of the campaign will be The “Summer Sling”, a 3 month food truck event, ending with The “End of Summer Sling” event at 

the end of the season. Through the use of our tactics, the campaign will place advertisements in Men’s Health, Women’s Adventure 

Magazine, Motorcyclist Magazine, Simon Malls, Regal Cinemas, outdoor billboards, Facebook, Twitter, and Instagram, as well as advertise at 

several events including the St. Petersburg Grand Prix. This is the most creative and effective way to advertise the Polaris Slingshot to our 

target audience. 

 



The Slingshot, is classified under the motorcycle, bike, and parts manufacturing industry. This industry is 

comprised of corporations that manufacture motorcycles, mopeds, scooters, bicycles, or tricycles, as well as the 

manufacturing of the equipment and parts. 

 

Motorcycles are categorized as heavyweight and non-heavyweight consisting of sport motorcycles, choppers, 

scooters, mopeds, off-road bikes, cruisers, and more. Heavyweight motorcycles use a 650 cubic centimeter engine and 

above. These are usually used by consumers who travel long distances. Motorcycles used for sporting or short travel 

have engines less than 650 cubic centimeters (Ulama, 2015). Like motorcycles, bicycles are categorized into specific 

classifications. These classifications range from normal or utility use to sporting use (Bicycle, 2010).  



The Motorcycle Industry Association focuses on three key objectives: promoting, protecting, and expanding the 

motorcycle industry. The industry promotes motorcycles in many different ways based upon each consumer: the 

commuter solution, an economic alternative to a car, an affordable transport solution for the young, a fun way of 

getting about, and a mainstream sport. The industry also faces challenges. To protect the market, the industry: 

improves safety, highlights the industry's economic worth and how it can contribute to the government’s economic and 

social goals, break down barriers to motorcycle use, influence the development and implementation of legislation and 

policies affecting the industry, and leads and contributes to projects and groups within the government and its agencies. 

To expand the market, the industry is looking to secure existing markets, increase access to wider segments, promote 

motorcycling as a mainstream transport for all, and promote motorcycling to non-motorcyclists (‘The Motorcycle 

Industry Association’, n.d.). 

 



Throughout the past five years, the industry experienced growth of 2.0%. However, this did not take into account the 

recovery from the industry in 2010. The recession took a toll on the motorcycle, bike, and parts manufacturing industry 

(Watson, 2012). Consumers had less money to spend for discretionary purchases. Although there was a growth increase, the 

industry still experienced a slow revenue growth (Commerce & Analysis, 2015). To compensate for this, manufacturers have 

been manufacturing out of the United States for lower costs. The value of the U.S. dollar significantly increased from 2010 to 

2014 (Trading Economics, 2015). This result will also entice companies to start manufacturing overseas. The significant 

increase causes exports in other countries to become more expensive, hindering export revenue. The industry expects a 

decrease in the amount of locations by 0.4% to 415 facilities this year as a result of manufacturers leaving the U.S. (Ulama, 

2015). 



In the U.S. alone, the industry experienced a 3.8% increase from 2013 to 2014 (‘Motorcycle Sales Statistics’, n.d.). Much of this growth 

is due to the expected increase in per capita disposable income and the Consumer Confidence Index (CII) (Ulama, 2015). The motorcycle, 

bike, and parts manufacturing industry offers products that consumers use for leisure or recreational use. These discretionary purchases 

influence the entire industry and fluctuate with the change of disposable income. The motorcycle, bike, and parts manufacturing industry 

also relies on the Consumer Confidence Index. The CII is based upon consumers feeling positive about the economy and being confident about 

making leisure and recreational purchases (Consumer Confidence Index Investopedia, n.d). During the past five years, per capita disposable 

income and the Consumer Confidence Index increased at a rate of 1.4% and 11.1%. The increase in per capita disposable income will also 

increase discretionary purchases (Income per capita Investopedia, n.d.). According to The Conference Board, the forecast of the amount of 

good jobs will increase confidence and income. Consumers remain confident in U.S. economy as jobs, wages, and sentiment are expected to 

send consumers on a shopping spree (Conference Board, 2015). This optimism will boost the consumer index level. With an increase in the 

CII, consumers will be more willing and confident to make leisure and recreational purchases, such as motorcycles. With this increase in 

these factors, industry revenue is expected to increase at an annualized rate of 0.9% to $6.1 billion (Ulama, 2015). 

 

Motorcycles and related parts combine for the largest share of industry revenue at 83.4% in 2015. 13.0% of the industry consists of 

bicycles and parts (Ulama, 2015). The smallest share of the industry are add-ons and hard to find parts. This share has declined from the 

decline in discretionary income. Consumers are not willing to spend the extra money for parts they do not necessarily need.  

 



 

Due to the largest customer group is starting to age, physical abilities and the risk of safety will impact the industry. As the 

age population keeps increasing, the demand for the motorcycle, bike, and parts manufacturing industry decreases. Throughout 

the next five years, the industry is looking to target different demographics. Manufacturers will start targeting to a younger 

generation as well as gender to broaden customer base. This targeting will cause a need for businesses to increase their budget 

for marketing to reach these consumers. Manufacturers will also generate new product lines to appeal to this new target market.  

 

As developing countries urbanize, motorcycles and bikes have become affordable means of transportation. The Asia-Pacific 

region is the largest regional market (ReportsnReports, 2014). Motorcycles and bikes are now not just a leisure purchase in 

developed markets, but also an important method of transportation in emerging markets. This increase of developing markets will 

directly influence the motorcycle, bike, and parts manufacturing industry. 

 

Seasonal factors also affect the entire industry. Once the icy roads thaw, this industry takes off. Most of the industry hosts 

rallies, rides, shows, and other events to kick off riding season (Rider, 2009). 

 

According to an interview with CNBC and the former Shell Oil President, John Hofmeister, gas prices are predicted to 

increase exponentially by Fall 2015 (Gillies, 2015). During the 2011 gas price increase, scooter sales increase by 37%, motorcycle 

sales rose 7% in the first quarter, and fuel efficient motorcycles increase by 25% (Ellis, 2011). As a result, an increase in fuel prices 

will support growth for the motorcycle, bike, and parts manufacturing industry. 

 

The motorcycle, bike, and parts manufacturing industry is considered a mature market. Barriers to entry are relatively high 

from cost pressures and competition from overseas manufacturers. Although there has been a lower demand due to the aging 

baby-boomer population, technological change and development has aided product innovation with an expected increase 

throughout the motorcycle, bikes, and parts manufacturing industry.  



Polaris is a motor vehicle company specializing in the manufacturing of all-terrain vehicles, snowmobiles and motorcycles in 

America. In 1954, founders David Johnson, Allan and Edgar Hetteen manufactured the first snowmobile in the world which was 

sold for no less than $465 (Autoevolution, n.d.). This snowmobile was their gateway into the motorcycle, bike, and parts 

manufacturing industry. Throughout the 1960’s focus shifted toward the production of the first front-engined Polaris snowmobile 

called The Comet. Unfortunately, The Comet had failing components straight off the production line pushing Polaris close to 

bankruptcy. After this minor setback, Polaris was back on track and rapidly expanding. This fast paced growth lead to the sale of 

the company in 1968 to Textron Incorporated. Textron is a diverse company specializing in equipment including golf carts and 

helicopters. Textron kept Polaris and continued to manufacture snowmobiles. With the company being bought out there was room 

for even more growth within Polaris and more money allocated to research and technology. This led to the production of higher-

quality engines and the snowmobile product line as a whole which then led to rapid growth. This growth only lasted for so long as 

there were many more snowless winters which led to the decrease in sales (Polaris Industries, Inc., 2014). Polaris made big 

entrances to the ATV market in the 1980’s which led to the expansion into the “The New American Motorcycle”. In 1987, Polaris 

conducted an initial public offering and went public as a master limited partnership. The Victory V92C was the first Polaris made 

motorcycle which sent them to create multiple numbers of two wheel vehicles including the Sportscruiser, the Touring Cruiser, 

and the Victory Vegas (Polaris, 2014). Polaris revenues had tripled in 5 years which led to sales passing the $1 billion dollar mark 

in 1995 (Funding Universe, 2001). Most recently Polaris released the Slingshot and has also acquired an electric motorcycle 

business from Brammo (American Motorcyclist Association, 2015). 

 

Most recently Polaris released the Slingshot. It came out onto the showroom in September 2014, this Slingshot is a part of 

the motorcycle, bikes and parts manufacturing industry. The Slingshot has three wheels and is a two front seater side by side. The 

Slingshot gives you the feel of the open air of a motorcycle ride, while sitting down as in an open car setting. The Slingshot is 

classified in the motorcycle industry therefore you have to wear a helmet if the state law requires it. The price point of the 

Slingshot is between $19,999 to $23,999 (Fleming, 2014). The recent upset facing the Slingshot is that it has been banned from the 

roads in Texas and the state of Connecticut refuses to recognize it as a motorcycle. One reason the states have banned it is that 

the trike doesn't have a "saddle" so it couldn't be registered as a motorcycle (Lavrinc, 2014). This upset has not put a damper on 

the Slingshot sales, and dealership owners do not seem to think this ban will last.  



The Slingshot is a unique new product which is looking to improve its brand and product awareness. The root of 

the problem stems from the broad target market and the lack of consumer knowledge about the product. The 

Slingshot is an innovative manual motorcycle unlike anything on the market. With this product having characteristics 

from both the automotive and motorcycle industries, consumers often struggle to place this product. This also causes 

the Slingshot to attract a large variety of demographics. This is common throughout the industry as well. The 

different kinds of motorcycles appeal to various demographics which creates a broad target market.  



The Slingshot appeals to a broad target audience ranging from, “adults 25 to 64 years old, both male and 

female, from all walks of life,” as stated in an interview with a salesman at Destination Powersports in Punta 

Gorda, Florida (Mills, 2015). The advertising campaign’s target market has been divided into three market 

segments based on demographics such as age, gender, and income, as well as psychographics such as lifestyles, 

motivations, and consumer preferences. For all members of the target market, the Slingshot is not merely a mode 

of transportation. It is a toy that allows them to enjoy their leisure time in adulthood. The Slingshot allows each 

type of person to embrace their adulthood by transforming themselves into the person they desire to be.  

Attention Seekers Adventure Seekers Freedom Seekers 



Primary & Secondary Target Markets 

The primary and secondary target markets are mature, affluent adults. They belong to the social group, “Landed 

Gentry,” which consists of five upscale and older market segments with a median household income of $85,000 which 

provides disposable income to spend on items such as luxury cars and powerboats (Nielsen, 2014). The campaign will focus 

on three target market segments within this group, which are God’s Country; Big Fish, Small Pond; and Country Squires. 

Mainly households of baby boomer families and couples, they have college educations, professional jobs, and live in 

expansive homes (Nielsen, 2014). They maintain balanced lifestyles between their high-power jobs and laid-back leisure 

(Nielsen, 2014). There are 3,987,190 U.S. households within these three market segments. 

 



Adventure Seekers 

The primary target market consists of the typical buyer of a motorcycle which is a male, 35-64 years old, who is 

well educated and has an average annual income of $90,000 (First Research, 2015). This market segment not only has 

the disposable income to purchase a Slingshot, but also has the motivation. They want the experience of riding a 

motorcycle but with less risk. They may have been motorcycle riders in the past but gave the hobby up to launch a 

career and a family. As well, this baby boomer segment is aging and experiencing slowing reflexes. The Slingshot 

provides a stable platform and is a more comfortable ride for them compared to a conventional motorcycle. 

  

We have named this target market segment the Adventure Seekers. They enjoy the weekends and their own 

free time. They also enjoy fresh air and being outside, otherwise they would be riding in a car (Barbagallo, 2003). The 

Slingshot is not just this man’s mode of transportation, it is his adventure and escape from work and responsibilities. 

The Adventure Seekers are not slowing down as they mature. They are ready to get back on the road and the Slingshot 

is their ride of choice. 



Freedom Seekers 

Similar to their male counterparts, the secondary target market segment consists of females between 31 and 60 

years old (O’Rourke, 2013). They are well educated and have well-paying occupations making them powerful consumers 

(Bahl, 2004). One third of female motorcycle riders are college educated and have professional or managerial positions in 

the workforce (Bahl, 2004).  

 

As of January 2015, 10 percent of motorcyclists are female, and female ownership of motorcycles is growing faster 

than male ownership (First Research, 2015). Sixty percent of female riders say that the top three reasons for riding are for 

fun, freedom, and control (Bahl, 2004). In a survey that we conducted, 55 percent of the 48 female respondents stated 

that they have ridden a motorcycle (Ortega, 2015). However, 80 percent of the female respondents stated that they have 

never owned their own motorcycle (Ortega, 2015). Unique reasons for a woman to buy a motorcycle of her own are for the 

adrenaline rush, and because she hated being a passenger (Bahl, 2004). We have named this target market segment the 

Freedom Seekers since 80 percent of these female riders started as passengers (Bahl, 2004). These women want to feel the 

breeze on their faces. They are not trying to rebel against society’s stereotype of the female role, but they are expanding 

their role to include activities like motorcycle riding (Bahl, 2004). The Freedom Seekers may want to accomplish something 

that not every other woman has been able to do. She wants to test her abilities and limits to see how far she can go in her 

expanding world. 

  

However, this group is held back by their fears of riding alone. Women are just as passionate about the open road as 

their male counterparts, but they are less likely to take chances (Scelfo, 2004). They are less likely to participate in risky 

behaviors because they may be wives and mothers with children. They are well educated, safety conscious, and aware of 

the risks associated with riding a motorcycle. As well, most motorcycles do not fit the female frame and are difficult to 

handle, which makes the ride uncomfortable for them (O’Rourke, 2013). The Slingshot provides a more stable platform as 

well as control to help the Freedom Seekers conquer their fears and blaze the open trail. 



Tertiary Target Market 

With the increasing motorcycle sales to younger males, we have included a tertiary target market that belongs to 

the social group, “Young Achievers,” with a median household income of $52,931. The campaign will focus on two target 

market segments within this group which are Young Digerati and Up-and-Comers. There are 3,199,854 U.S. households in 

these two market segments. 

 
 



Attention Seekers 

The tertiary target market consists of younger males between the ages of 25 and 34 years old. Motorcycle 

sales to younger male buyers have been increasing (First Research, 2015). The age of the average rider has dropped 

for the first time to 40 years old (First Research, 2015). Motorcycle manufacturers have heavily relied on sales to 

older males, but with the younger male segment growing, it is critical to target them effectively.  

  

We have named this target market segment the Attention Seekers because their motivation for buying a 

Slingshot is for the attention they will surely receive. This market segment will be enticed by the Slingshot’s 

command for attention and uniqueness compared to a conventional motorcycle. With less disposable income and 

more student loan debt than other generations, the millennial generation tends to be reluctant when it comes to 

buying houses, cars, and luxury goods (Goldman Sachs, 2015). They are also putting off marriage with the median 

marriage age being 30 years old (Goldman Sachs, 2015). Since they are not focusing on marriage and starting a 

family, they are able to focus more on themselves. It is crucial to target this group of consumers, because they are 

the largest generation of consumers and as their disposable income increases, they will be looking for ways to 

spend it.  

 



 
We selected the 6 target market locations using the Direct Marketing Association’s designated market areas (DMAs). We are 

targeting DMAs where the target market segments can be found based on age and income. Using the Zip Code Look Up tool on My 

Best Segments, we found the target “Landed Gentry” segments and “Young Achiever” segments in each of these areas. We also 

selected DMAs with the ideal weather and climate for riding motorcycles including parts of Florida, Georgia and California. 

However, we did not exclude northern areas because of the seasonal disadvantage. Citizens of northern DMAs such as New York, 

Boston and Colorado enjoy spending time outdoors in the warmer months after being cooped up indoors during long winters 

(Musto, 2015). The following map outlines the target DMAs and the following table shows the rationale and demographics of each 

area. 

 
 









Primary 

Can-Am F3-S Spyder 

The Can-Am F3-S is a three-wheeled motorcycle with high style and high visibility. The Spyder is a modern looking motorcycle that can 

be customized and is available in Steel Black Metallic, Pearl White/Steel Black Metallic, Pure Magnesium Metallic/Steel Black Metallic and 

Can-Am Red Solid Gloss/Steel Black Metallic. It has a Stability Control System, a Traction Control System, Anti-lock Braking System, Dynamic 

Power Steering and a Digitally Encoded Security System. The Spyder also offers a two-year limited warranty with two-year roadside 

assistance. It has handlebars, a throttle and a six-speed transmission that can be operated with a clutch or a button. The additional package 

options also include cruise control and black suede seats with red stitching. The Spyder starts at $20,999 (Can-Am, 2015). The Spyder is 

meant to be a “cruiser crowd” and fill the void in the Spyder line-up. The newer model is meant to appeal to the cruiser riders because of its 

comfortable, feet-forward position. With the “UFit” system, it makes it easy to customize the seating position based off of body size and 

personal preference. It offers five-way modifiable foot pegs and a variety of handlebars with different units of length and rise. The new 

seating position also makes it easier to guide the Spyder through corners and helps with better vehicle and handlebar control (Roderick, 

2014). The Can-Am F3 Spyder internally competes with the Slingshot. It can be operated with either a clutch or a button and has handlebars, 

unlike the Slingshot. The Slingshot is operated with a steering wheel, rather than handlebars, and is manual. This gives the Spyder a 

competitive advantage because it gives motorcyclists more of a feel for being on a motorcycle, rather than having a steering wheel.  

  

Morgan 3 Wheeler 

The Morgan 3 Wheeler is identified as a motorcycle that has made been on the market for over 100 years. This motorcycle appeals to 

all car enthusiasts in different markets ranging from ages 40-70. This motorcycle has a contemporary, retro design that appeals to both an 

older and younger target market. The Morgan 3 Wheeler is a model that has a different motif then most of its competitors. This model has a 

retro, vintage design and the cost starts at $40,000 (Larsen, 2015). The steering and navigation of the Morgan is well-weighted and 

communicates with the driver in an effective way. It has a quick-release steering wheel that allows the motorcycle to enter and exit the 

close margins of the motor vehicle and has a steering lock feature that dissuades theft. The Morgan has a more relaxed riding feel, while also 

exhibiting a sense of engagement with its Mazda Miata-sourced transmission  (Roderick, 2014). The Morgan 3 Wheeler internally competes 

with the Slingshot. With the retro, vintage look that the Morgan has, it appeals to customers seeking a classic style. They will be drawn to the 

vintage look of the Morgan, rather than the sporty design of the Slingshot.  

 



Harley Davidson Trike Freewheeler  

The Freewheeler by Harley Davidson is a hot-rod inspired trike that is a smaller and easier handling size than motorbikes 

before. This motorbike was inspired by Harley’s customers, studies show that their “Tri Glide buyers wanted a smaller and less 

intimidating bike.” With this new design, the company has the trunk forward and downward, removing the top trunk, still leaving room 

to place two helmets in the trunk (Catterson, 2014). The parts included in the Freewheeler are a model-specific detachable 

windscreen, quick-release sissy bar, cruise control, and a rear rack. This motorcycle has three different color options, Amber Whiskey, 

Superior Blue, and Vivid Black. The retail price for the black motorcycle starts at $24,999 and $25,499 for the color options (Palaima, 

2015). The Harley Trike Freewheeler internally competes with the Slingshot. With the smaller and more compact model, it is designed 

uniquely for its customers. The Slingshot, by design, is larger and less easily utilized as a compact vehicle.   

 

Campagna T-Rex 

The Campagna T-Rex has a design inspired by modern racing with a six-speed transmission and a chain driven rear wheel. The 

T-Rex has been on the market for 20 years in Canada and the U.S. and has an inline-six motorcycle engine, made by BMW, driving 160 

horsepower. It has a fiberglass body with carbon fiber windscreens and headrests (Joseph, 2015). With the waterproof seats, the driver 

and passenger can access the audio system that includes iPod/iPhone/USB and Bluetooth connectivity, as well as Sirius Satellite Radio. 

It also has side-by-side adjustable seating for two adults, waterproof leather seats, adjustable pedals, and a carbon fiber deflector. 

The T-Rex has room for an open glove compartment in the dash, with removable and lockable side-cases on each side of the motor 

vehicle and additional space under the hood. Safety features include a crash-tested tubular chassis with roll-cage and 3-point safety 

belts. The T-Rex is available in a variety of color finishes as well as limited edition and starts at $66,999 (Quick, 2013). The Campagna 

T-Rex internally competes with the Slingshot. Since the T-Rex has been available on the market for 20 years, it has a strong brand 

awareness compared to the Slingshot, giving them a competitive advantage over the Slingshot.  

 



Secondary 

Two-wheeled motorcycles 

Two-wheeled motorcycles have been on the market since the early 1900s and are a means of 

transportation, used to provide weekend recreation, used for racing, or shown as an antique. Since then, designers 

have updated these motorcycles to have side cars, sturdier framework, and stronger wheels which has created a 

growth for motorcycles in the U.S. and other countries (Made How, 2015). Riding a two-wheeled machine that 

weighs a few hundred pounds gives individuals a thrill. Riding is not something that people have to do but rather 

feel compelled to do, reasons ranging from passion to practicality. Motorcycles remain popular and collecting and 

riding of antique models is just as popular as riding the new versions. 

They are also lightweight, sportier and faster than a three wheeler (Wasef, n.d.).Two-wheeled motorcycles 

compete externally with the Slingshot by selling a motorbike with two wheels rather than three. Three-wheeled 

motorcycles fail to appeal to the adventurer, and appeals more to a moderate clientele.  

 

 

 

 

 



The objectives of this campaign are focused on increasing brand 

awareness. We have set specific, measurable and attainable 

goals to be achieved by the end of the campaign. 

 

• Raise awareness of the Polaris Slingshot from 14% to 50% by 

end of December 2016 (6 Months after movie premiere).  

 

• Increase Facebook likes of the Transformer character 

Scarlatron from 0 to 500 by the end of 2016. 

 

• Increase percent of search traffic of “Polaris Slingshot” from 

16.73% to 30% by the end of 2016 (Alexa, 2015). 

 
 
 



Theme 

 The central theme of the advertising campaign is the idea 

of transformation. Through brilliant innovation, Polaris has created a 3-

wheel motorcycle that is unique to the motorcycle industry, transforming 

the general concept of a motorcycle by inventing the Slingshot, which 

offers many unique benefits to a wide range of consumers. These 

consumers are able to transform themselves when they are in the driver’s 

seat of a Slingshot. The target market segments are in need of adventure, 

freedom, and attention. The theme of the campaign will illustrate how 

they are able to obtain the adrenaline rush they are seeking. In the 

upcoming year 2016, Transformers 5 will be released in movie theaters 

across the country. The advertising campaign will tie in the Transformers 

theme through the campaign’s tagline, typography, colors, and other 

elements. 

 

Tagline 

 The advertising campaign’s tagline, “Transform Yourself,” is 

closely tied to the Transformers theme. The tagline is to the point and 

memorable while also staying consistent with the theme of the campaign. 

To any member of the target market, the tagline communicates that in 

the driver’s seat of a Slingshot, he or she is able to become the person 

they desire to be. Whether they are suffering from a midlife crisis, craving 

attention, or striving to push the envelope, the tagline communicates that 

the Slingshot is their ride to transformation.  

 

Colors 

 The colors used throughout the campaign are University 

Red, Black, and Gray. They are consistent with the Slingshot Red Pearl 

model. The colors are also action-themed to tie in the Transformers 

theme of the campaign. 
 
  

 
 



 

Logo 

 The logo is a key element of the campaign. With minor adjustments, the Slingshot logo is used throughout the 

campaign to replicate the face of a Transformer character. The logo is used throughout the campaign and is also the face of the 

campaign’s Slingshot character to help grow brand recognition. 

 

Typography 

 To maintain the Transformers theme, advertisement headlines will be in the font Megatron, which is based on the 

Transformers live-action movie logo font. It has a futuristic feel that is consistent with the theme of the campaign. For body copy, 

the font, Bank Gothic, will be used for readability and to maintain consistency with the campaign’s theme.  

 

Layout 

The layout of the advertisements will be consistent. An image of the Slingshot will be at the forefront to grab attention to 

the ad. The name of the company and the product as well as the tagline will be displayed as large headings. Subheadings and body 

copy will follow towards the bottom making references to the movie, Transformers 5. In many of the ads, the Slingshot logo will 

be incorporated as a transparent background.  

 



Product Placement Strategy 
The “Transform Yourself” campaign will utilize product placement as a strategy to launch the Slingshot. Merging advertising and 

entertainment, product placement interlaces branded products into entertainment content making a stronger emotional connection with the 

consumer (Lehu, 2008). This strategy is a way to combat the growing consumer resistance to advertising and new technologies that allow people 

to avoid watching commercials. There are several advantages to product placement including its high exposure numbers. There are over 1.4 

billion movie admissions per year (Belch, 2009). The average film is estimated to have a lifespan of three and one-half years generating 75 

million exposures (Belch, 2009). A major benefit of product placement is that moviegoers are very attentive audience members and they are not 

distracted by other noise or clutter. With the growing home video rental market and network and cable TV such as HBO, the potential exposure 

for a product placed in a movie is beyond enormous (Belch, 2009). Source association is another advantage, which may lead to a favorable 

product image and potentially sales. In a study among adults, results showed that one-third of viewers said they try a product after seeing it on 

a TV show or movie (Belch, 2009). Product placement also provides strong recall with the average rate being 38 percent (Belch, 2009). Studies 

have shown that viewers are accepting of product placements with 80 percent of consumers having a positive attitude toward product 

placement 

 

Product placement is an effective way to reach the campaign’s target market. In each of the 6 target DMAs, more than 40 percent of 

consumers do not mind brand name products in movies. Between 8 and 13 percent of consumers are likely to use a product that the character in 

the movie uses (Demographics Now, 2015). In regards to the mature target market segments, product placement is an effective way to advertise 

to baby boomers as long as they do not disapprove of product placements in movies. A study showed that the majority of baby boomers were not 

bothered by product placement and many respondents indicated that product placement was a positive addition (Smith, 2008). In regards to the 

younger target market, product placement is an effective form of advertising to millennials because it fits in with what they are already 

watching without coming across as advertising. Research shows product placement to be highly effective in reaching millennials because it 

creates a deeper connection in environments where they are actually paying attention (McClellan, 2014). In regards to the female target market 

segment, a Harris Interactive/SheKnows survey of women’s digital media consumption looked at how 1,007 U.S. women between 18 and 65 years 

old react to new technology. The study found that 63 percent of women are amenable to product placement in movies (Nichols, 2013). 

  

With the objective of increasing awareness on a national level, this strategy will assist in growing awareness among the target market. 

Utilizing this strategy has been beneficial for other companies in reaching this goal for their products saying it, “drove awareness through the 

roof” (McClellan, 2005). Product placement also allows the target audience to see the Slingshot in action, which is not possible in a radio script, 

magazine ad or a billboard. Another unique advantage of product placement is its support of other promotional media. The advertising campaign 

will be centered around the product placement strategy to create consistency and deliver a clear message (Vranica, 2004). The cost of product 

placement is another advantage of this strategy because the CPM is very low because of the high volume of exposures it generates. 



Out-of-Home Strategy 

Out-of-home is highly adaptable, offering virtually unlimited potential to reach massive amounts of potential consumers 

while they are out and about on their daily activities. Out-of-home can range from billboards to digital boards, bus wraps, to 

shopping mall displays. Americans spend 70% of their waking hours out of their homes. Out-of-home advertising can not be turned 

off or ignored it is more effective than television or print advertising to get the viewers’ attention. Out-of-home enables 

consumers to engage in two-way communication with the brands that they see. (OAAA, 2015). 

 

Magazine Strategy 

MPA factbook states that 91% of all adults, 94% of adults under 35, and 96% of adults under 25 read print or digital 

magazines. These statistics suggest that there is still a strong percentage of magazine readers in the United States within the last 

six months (Brown Printing Company, 2014). Another advantage of magazine advertising is that even after the issue’s time period 

ends, magazines continue to be read unlike newspapers. Magazines sit around in doctors offices, waiting rooms, and homes for a 

much longer time than the month of the issue; therefore; magazine advertisements continue to generate impressions for an 

infinite time period (Entrepreneur Staff, 2015). Advertising through specialized and niche magazines is an effective way to reach 

the various members of the campaign’s target audience. 

 

Event Marketing and PR Event Strategy 

Event Marketing is one of the fastest growing areas in marketing and advertising today. Event Marketing brings the 

advertising directly to the consumer with face-to-face interactive displays and sampling with promotional items. Event Marketing 

targets a particular audience at gathering spots in hopes to leave an impact in their minds about the brand (Kandu, 2014.). 

 

Event Marketing and Public Relations strategies leave a long, lasting impression in the minds of  potential customers. They 

offer the opportunity to construct relationships, prompt goodwill, and gain trust from potential buyers and customers. The 

modern customer wants more than just a pitch when making purchasing decisions. Events provide the chance for consumers to 

interact with the brand to make a lasting impression on consumers minds (Marketo, 2013). Event marketing and public relations 

campaigns offer a valuable image of the company in the mind of the consumer. 

 



 

Promotional Materials Strategy  

 Marketing with promotional materials is an effective way to extend brand awareness. They are useful marketing tools 

that can improve the brand and brand reputation. These materials provide frequent brand exposure and unlike traditional 

advertising, these products are hard to miss. Promotional items are valuable, do not go unnoticed, and are hard to throw away 

unlike conventional items such as flyers. These materials are original and creative and seen more as a gift rather than an 

advertisement. Promotional items can spread brand awareness in an effective and efficient manner (‘Marketing with promotional 

items’, n.d.). 

 

 

Social Media Strategy 

 Social media marketing is a key element to raising awareness of both the Polaris Slingshot and the Scarlatron 

character. Out of the 74% of adults that use social networking sites, 85% are between the ages of 30-49 and 65% are between the 

ages of 50-64 (Pew Research Center, 2014). Baby Boomers accounted for more than one in five social network users (Cohen, 2013). 

Many of these adults use social networking sites for communication. As social media sites age, their age demographics tend to age 

as well. More and more adults are engaging in existing social media platforms, while younger demographics tend to shift toward 

new and upcoming sites (Hutchins, 2015). Our tertiary target market has the highest penetration of Internet usage at 93% as well 

as the highest usage rate for Facebook and Twitter. Conjointly, 84% are accustomed to using social media as a source of 

information (Cohen, 2013). In order to successfully reach our target audience, Polaris must interact and encourage targeted 

consumers to participate in conversation.  



A key element of the campaign will be featuring the Slingshot in the new Transformers 5 movie coming out in theaters Summer 2016. 

The Transformers movies have developed a solid fan base that continues to make the franchise one of the highest grossing films (Taylor, 

2015). The most recent sequel, Transformers: Age of Extinction, had an audience that was 58% men. The film’s audience was also ethnically 

diverse being 38% Caucasian, 22% African-American, 26% Hispanic, and 14% Asian (Lang, 2015). The Transformers films are mature in both 

humor and subject matter, which is why they can appeal to all ages (Hayes, 2014).  

 

The Slingshot will be featured in a 2 minute scene during the movie. Similar to other vehicles in the movie, the Slingshot will 

transform into a character that will be included in the scene. The Slingshot character, Scarlatron is a female Autobot. As her name implies, 

Scarlatron will be scarlet red with black and gray accents. As a female character, Scarlatron and the Slingshot will be differentiated from the 

other dominate male roles and vehicles featured in the movie. She will capture the audience’s attention with a seductive robot voice and her 

playful, fun personality. Scarlatron will enter the scene being introduced as a visitor from another planet. She will instantly grab the 

attention of the other Transformer characters. Infatuated and curious, one of the robot characters will accidentally trigger Scarlatron’s 

“slingshot launch button”, sending her through the air into a fluent acrobat move at an incredible speed transforming her into the Slingshot. 

During the scene’s final minute, the lead characters will jump into the Slingshot stealing the spotlight as they drive off into the sunset, 

capturing the Slingshot in action. 

 

A large portion of the media budget will be allocated towards product placement in Transformers 5. Marketing experts have suggested 

that the cost of a hero role in a film like Transformers could be in the range of $10 million (Beissmann, 2011). Given that the Slingshot 

product placement will not require a hero role in the film, we have estimated that the total cost would be about $9,500,000. This cost will 

include the 2-minute scene in the movie as well as the design and computer animation for the Scarlatron character. 

 
 



Billboards deliver exposure to an audience 24 hours a day, 7 days a week (‘Lamar Advertising Company’, n.d.). Arbitron 

conducted a study on American travel habits in 2009, which concluded that 71% of the population ages 18 or older noticed the 

advertising message on billboards. This form of marketing allows advertisers to reach more people faster and easier than any 

other type of media (‘Why choose billboards for advertising - Epic Outdoor Advertising’, n.d.). Consumers between the ages 

of 25-54 drive an average of 267 miles per week. Since a vast amount of their time is spent in the car, billboards can be 

influential before making purchase decisions. Billboards provide advertisements that are free to consumers and digital 

billboards take advertising to a new level. Once content is uploaded, ads will be displayed on the board within minutes and 

the content can be edited and changed as often as needed. 

 

To successfully create awareness of the Polaris Slingshot in each of our target market segments, we will purchase 

digital billboards in each of our target locations: New York, NY; Los Angeles, CA; Atlanta, GA; Tampa-St. Petersburg, FL; 

Boston, MA; and Denver, CO. Each board will run on 4 period billing cycles through the months of June to September. We 

chose to run the digital billboards through these months to create  and maintain awareness before and after the Transformers 

5 movie premiere. The price for running a digital billboard in each of our target markets for 4 months is estimated in the 

chart below. 

 

 The digital billboards will generate approximately 3,000,000 impressions each week throughout the course of the 

campaign (‘Lamar Advertising | New York City-New Jersey’, n.d.). The amount of weekly impressions will significantly 

increase brand awareness for the Slingshot. We will also place one digital billboard in Times Square, New York. This will run 

for approximately one year for $3,250,000 (‘Lamar Advertising | New York City-New Jersey’, n.d.). A billboard placed in 

Times Square generates approximately 1,500,000 impressions a day (‘Times Square Alliance: Advertise in Time Square | 

Sponsor Times Square Projects’, n.d.). The total budget for all digital billboards is $3,449,720. We believe we should allocate 

a large amount of the budget to this tactic due to the amount of impressions each billboard will generate. 

  

 



City Number of Months Total Cost 

New York City 12 $3,250,000 

Denver 4 $54,880 

Boston 4 $52,920 

Atlanta 4 $50,960 

Los Angeles 4 $50,960 

Tampa 4 $40,000 

Total Cost $2,449,720 









 The “Summer Sling” is a three-month food truck tour featuring customized Slingshot trucks. Each target DMA 

location will have its own food truck and will travel to popular locations such as parks and beaches as well as office 

buildings within the DMA area. The trucks will have customized, branded wrapping with the company and product logos as 

well as the campaign tagline. Each truck will be fully equipped with a liquor license and a complete menu of barbeque 

options and ice cream to match the “Summer Sling” theme. A unique menu item will be the strawberry ‘sling shot’, an 

alcohol beverage shot red in color. Each food truck will have an attached compartment that stores a Slingshot. 

Accompanying the team of cooks will be a sales rep that will take people on test drives so they can see the Slingshot in 

action. For a customized food truck, the cost is $65,000 (Hodgskiss, 2015). However, to add on the attached compartment 

we have estimated an extra $10,000 per truck for a total of $75,000 per food truck. Each food truck will also need a liquor 

license which will cost $1,820 per truck (Florida Department of Business & Professional Department, 2014). With six food 

trucks, we have estimated a total cost that includes gasoline mileage, food, and other operating expenses to be $1,460,920.  



In order to reach the campaign’s primary target 

audience, the Adventure Seekers, through magazine 

advertisements, we will use Men’s Health. Men’s Health 

readers’ median age is 40.2 years old and has an average 

household income of $82,151 which is within the range for 

the Adventure Seekers who are between 35-64 years old 

with an income of $90,000. With the total audience of 

13,063,000, 83.7% being men, we feel as though Men’s 

Health will be the right magazine to effectively reach our 

primary target market (‘Men’s Health Audience’, 2014). 

Men’s Health Magazine will cost $226,645 per full page 

issue. We will place three full page color ads in three issues 

in the months of May, June and July totaling $679,935 

(‘Men’s Health Audience’, 2014).  

 



Advertising in Women’s Adventure Magazine is an effective vehicle 

to reach the secondary target market, the Freedom Seekers. Women’s 

Adventure Magazine specifically targets women ages 31 to 60 years old 

with 63% of readers being 24-54 years old (‘Women’s Adventure Magazine 

Media Kit’, 2015). Readers have a household income between $100,000 

and $150,000 and 70 percent have college educations (‘Women’s 

Adventure Magazine Media Kit’, 2015). Women’s Adventure readers are 

educated, affluent women who enjoy sports, recreation, fitness, exploring 

new places, discovering new activities and adventures (‘Women’s 

Adventure Magazine Media Kit’, 2015). The magazine’s circulation reaches 

603,000 people across the nation with 20,000 print magazines of 4 

seasonal issues distributed to subscribers, newsstands, outdoor retailers, 

natural food stores and sporting events (‘Women’s Adventure Magazine 

Media Kit’, 2015). Advertising the Slingshot in Women’s Adventure will 

effectively reach the female audience that the campaign is targeting. 

 

 

Women’s Adventure Magazine will cost $4,500 per issue for a 4-

color full page ad. The campaign will allocate a total of $18,000 to be in 

the four seasonal issues of this magazine. We will place an advertisement 

in the magazine leading up to the premiere of Transformers 5 during the 

Spring of 2016. We place a different ad in the Summer issue which is when 

the movie will be in theaters. As well, we will advertise in the Fall months 

following the release of Transformers 5 because the editorial plans in Fall 

include a special motorcycle touring feature. (‘Women’s Adventure 

Magazine Media Kit’, 2015).  





We will advertise in Motorcyclist Magazine which will 

slightly  overlap in reaching our primary and tertiary target 

market being the Adventure Seekers, males age 35-64; and the 

Attention Seekers, males ranging from 25-34 years old. 

Motorcyclist magazine will effectively reach the the Attention 

Seekers. Motorcyclist readers have a median household income 

of $56,159 and 84.6% are male. The Motorcyclist reader is an 

influencer; he rides 5,630 miles annually and visits a dealership 

at least once a month. Motorcyclist readers align with the 

demographics and psychographics of the Attention Seekers. 

This is also the ideal market to reach with the new Slingshot 

since they frequently visit dealerships. Each issue costs $31,175 

and will run in the three months prior to the movie premiere—

May, June and July. Advertising in Motorcyclist Magazine will 

cost a total of $93,525 for three full page color ads 

(‘Motorcyclist Media Kit’, 2015).  

 



 The “End of Summer Sling” will be a concert event at the end of August to celebrate the end of the season 

and the launch of the Slingshot. The event will take place at Red Rocks Amphitheatre in Denver, Colorado on Saturday, 

August 29, 2016. The evening will begin at 6PM with Slingshot test drives and the “Summer Sling” food trucks. Later in 

the evening will be live performances by Madonna and Maroon 5, both of which are appealing to all members of the 

target market (Lamere, 2014). Madonna’s performance will cost $1,000,000 and Maroon 5 will cost $600,000 (Seikaly, 

2014). The venue will cost $100,000 to rent, totaling $1,600,000 for the event (O’Brien, 2014).  

 





The Firestone Grand Prix in St. Petersburg offers our team the opportunity to connect our target 

market with the Slingshot. The Slingshot will be displayed at the event that will be open to the 

spectators at the Grand Prix. Customers will be drawn to a vehicle presentation accompanied by 

promotional literature as well as in person opportunities to communicate with Polaris representatives 

about the product. Additionally, they will have the opportunity to examine the vehicle side by side with 

high performance vehicles, connecting the fantasy of being a race car driver with the reality of owning 

a Slingshot. This PR event will provide a platform to promote the Slingshot, giving the Polaris 

representatives a chance to connect to a diverse crowd through an exciting 3-day race weekend. This 

event will be a great way to position the brand with one of the largest events of the year and present 

an outstanding experience to their clients and customers. The space to market at the event will cost 

$2,000 (Atkinson, 2015).  

 

During this event, there will be promotional items that will be given to spectators. According to 

We’re Forms, giving out promotional items with the logo printed on them raises brand awareness and 

builds loyalty and using these items regularly guarantees consistent and frequent brand exposure 

(We’re Forms). Our team plans to have free koozies and hats displaying the Slingshot. We intend to 

have 100,000 of each koozie and hat. The hats in total will be $887,000 and the koozies in total will be 

$76,000 (‘Design Lab - Create Your Own T-shirts Online’, n.d.). By giving away free promotional items, 

the brand will remain in the consumers’ minds to increase brand recognition and awareness. Adding a 

promotional product to the media mix increases the effectiveness of other media by up to 44% 

(ePromos, 2014). In 2015, there were over 150,000 people in attendance at the Grand Prix (10 News 

Staff & WTSP, 2015). We believe that since there is such a high attendance rate, we will be able to 

have the most reach to our target market. At the event, our team will also be sponsoring the Slingshot 

on posters and displays throughout the weekend. The cost for this sponsorship will be 1 million dollars 

(Atkinson, 2015). This event will enable our team to adequately convey the spirit of the Slingshot and 

offer the opportunity to transform yourself. 

 



Advertising with Simon Property Group offers direct product advertisement in areas identified as target markets. Simon Malls 

offer significant reach and messaging opportunities across key demographic segments including families, millennials and fashionistas, 

who average 3-5 visits per month for an average time of 82 minutes per visit. Simon Mall shopper’s median age is 35.2 years old, 

averaging $70,750 annual household income. Simon Malls also has recorded over $65 billion spent on retail purchases by their guests 

(Simon Property Group, n.d.-a). Simon Malls provide common areas with a captivating, interactive shopping experience. These common 

areas take advantage of the natural, high traffic in the mall, which allow marketers the chance to make an impact on shoppers. 

Impactful common area activity includes brand ambassadors, product demonstrations, celebrity and character appearances, as well as 

outdoor concerts and events. Automotive displays and test drive events can be held inside the malls allowing the Slingshot to be 

advertised while customers are in the shopping mindset (Simon Property Group, n.d.-b). To advertise the Slingshot effectively in Simon 

Malls, a 1,000 square foot retail space will be leased out by Polaris in each of our target cities. This will serve as a location to place 

online orders, provide additional information, and allow customers to interact with Polaris representative. Most consumers who are in 

the market for a car, already have a brand or a car in mind that they want to purchase. This retail space has the potential to catch 

consumers before they go to a dealership to buy a car. By purposely placing Slingshot stores in Simon Malls with high foot traffic, 

Polaris representatives will be able to educate consumers and potentially sway them to purchase a Slingshot (‘The Tesla Approach to 

Distributing and Servicing Cars | Tesla Motors Österreich’, n.d.).  This 1,000 square foot retail space will cost $3,000 per month (Paxon, 

2015). 



Movie theaters offer the opportunity to match the 

Slingshot’s futuristic appeal with the action and adventure 

conveyed by the movies. Potential theaters include Regal 

Cinemas, AMC Entertainment Inc., & Cobb Theatres. All of 

which are located within our target cities effectively reaching 

our target markets. The advertising agency that Regal Cinemas 

uses, National CineMedia, states that their reach is 20,433,188 

people during primetime. Similar to mall placement, theaters 

offer mass appeal of the Slingshot utilizing its best features to 

display the eye-catching looks before an audience primarily 

composed of individuals within the target age group. According 

to National CineMedia, moviegoers have over a 50% brand 

recall and over a 67% message recall, which outperforms 

television. National CineMedia targets a more educated, 

affluent, and professional audience, which matches our target 

market (‘About Us - Cinema Advertising & Theater Marketing - 

National CineMedia’, 2014). After consumers go see 

Transformers 5, they will exit the movie theater and enter the 

lobby where the Slingshot will be displayed. This will create 

awareness for the brand and give the moviegoers a chance to 

sit in a Slingshot and take pictures with it. The displays will 

cost $1,500 for the weekend which is Friday through Sunday in 

Regal Cinemas (Kelly, 2015).  



 

 

Currently, Polaris has a Facebook page 

dedicated to the Slingshot with over 100,000 

likes. We will be posting content including 

pictures, video animations and event flyers 

about the Slingshot. Consumers will be 

encouraged to share, like, and comment on 

posts to develop relationships between 

consumers and the brand. We will also use 

this Facebook page to drive traffic to the 

“Scarlatron” Facebook page. The Scarlatron 

page will be linked to the Slingshot page and 

vice versa, this way consumers can easily 

navigate between the two. The page will 

reach our entire demographic due to the 

demographic reach of the Transformers movie 

and the percent of our target demographic 

presence on social media. The Scarlatron 

page will have content from the perspective 

of the fictional character which will highlight 

the features, advantages, and benefits of the 

Slingshot. 

 



 

      Currently, Polaris Slingshot Twitter consists of 220 posts and 3,470 followers (‘Polaris Slingshot (@Slingshot)’, n.d.). 

The page interacts with consumer by tweeting and retweet pictures and posts. This interaction is favorable to the 

company by increasing brand awareness through consumer accounts. We will also use the same Instagram hashtag 

#TransformYourself through the duration of the campaign. We will encourage followers to upload a selfie sitting in the 

Slingshot placed in our target location theaters.  



Polaris Slingshot uses Instagram to appeal to their younger 

demographics. They currently have 77 posts and 3,716 followers. 

Similar to the Scarlatron Facebook page, we will create an 

Instagram that will highlight the Slingshot and the Scarlatron 

character. Posts will consist of Scarlatron and other Autobots 

from the Transformers movie, clips from the movie, pictures of 

the Slingshot, and short Scarlatron animation videos. Every post 

will incorporate the hashtag #TransformYourself to generate 

awareness. We will host an Instagram contest of 

#TransformYourselfTuesday to entice consumers to post pictures 

of them in their Slingshot. 

 

We will also be using pre-made video clips as sponsored 

advertisements on Instagram. The price per month ranges from 

$350,000-$1,000,000 (Delo, 2014). Since we are doing short 

video clips, we are estimating 2 months of ads at $500,000 a 

piece, totaling $1,000,000. Instagram just began advertising in 

2014 and is taking a slow and steady approach instead of filling 

their feed with ads. This slow integration allows exclusivity in 

being one of the few advertisers on Instagram. 

 









After the implementation of our campaign, we will give control to the Polaris Marketing Department. We have provided 

Polaris with suggestions on methods to ensure the advertising objectives are successfully achieved through the strategies of the 

campaign.  

 

Post-Test Market Strategy 

Our first objective is to raise awareness of the Slingshot from 14% to 50% by December 2016. To see how well the objectives 

were achieved, we suggest the implementation of a post-test market survey after the movie release and PR events. This survey 

should be the same survey individuals took before the campaign started. Management should conduct the survey in all six of our 

target cities.  A post-test survey is a great way to test the overall success of our advertising campaign by providing a measure of 

success as a result of the campaign.  

 

Social Media Impact 

Our second objective is to increase Facebook likes of the Transformer character Scarlatron from 0 to 500 by the end of 

2016. The measurement of the amount of “likes” and “follows” through each social media platform will be tracked by the Polaris 

Social Media team. Using free platforms, such as Klout, the social media platforms can be managed and monitored to help find 

relevant content to the target audience, schedule content, increase followers, and measure success.  

 

Search Traffic 

Our third objective is to increase the percent of search traffic of the “Polaris Slingshot” from 16.73% to 30% by the end of 

2016. To track the fluctuation of search traffic for the Polaris Slingshot, we suggest Polaris’ Marketing team to use a tracking 

device called Alexa Toolbar. This should be monitored regularly and analyzed after the release of the movie and after every PR 

event.  

 

Implement Focus Groups 

We also suggest management to implement focus groups after the release of the movie for brand recall, the name of the 

character, and if consumers saw the Slingshot in the movie theater. This will allow management to ask our target market about 

ways to improve the campaign and how well consumers remember the overall campaign.  



By adequately addressing initial rollout concerns, this seamless campaign and its unique 

approach perfectly suits the Polaris Slingshot. It directly focuses on the problems that the Slingshot 

is facing by enhancing overall awareness and visibility, making achieving the objectives a 

reasonable goal to achieve. Our campaign will effectively capture the attention of our target 

audience of 25-64 year olds who are adventure, freedom, and attention seekers craving a thrilling 

ride to transformation. Our target DMAs will be utilized to successfully grow awareness of the 

Slingshot across the nation. The popularization of the Slingshot will revitalize the industry 

encouraging a futuristic reinvention of the consumer just as Polaris did with this groundbreaking 

product; offering up not only the chance to chase adventure but the opportunity to “Transform 

Yourself”.  

 

Our team is confident in the success of this campaign and we are thrilled about the 

opportunity to be a part of the ride, should you select the “Transform Yourself” campaign. 
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