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Executive Summary

01 Executive Summary

Since establishment in 1903 Harley-Davidson has become synonymous with living the American Dream and allowing 
personal freedom.  The strategies of the past have enabled Harley-Davidson to grow in a competitive market and 
build and maintain a strong brand and customer loyalty. 

“Fulfilling dreams of personal freedom is more than a phrase. It’s our purpose and our passion. We bring a commit-
ment of exceptional customer experiences to everything we do – from the innovation of our products to the precision 
of our manufacturing – culminating with our strong supplier and dealer networks. We are Harley-Davidson.” 
(Harley-Davidson, 2015) 

This report reviews the current corporate strategy against the current issues the company faces and align this 
against the strengths and opportunities.  As a result of this review this report offers a strategic plan that aims to create 
efficiencies in the complete-knock-down assembly factories, build on sustainable core competencies and create 
product diversification for expanded entry into the Asian Market. 

Figure 1: About Harley-Davidson.  Sourced from Harley-Davidson website. 2001-2015
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Harley-Davidson: 
The Company

02 Purpose

Harley Davidson Inc. (H-D) has the stated purpose 
to “fulfill dreams of personal freedom”, which it does 
through the manufacture of customised cruiser and 
touring motorcycles within the heavyweight segment.  
(Harley-Davidson, 2015)

03 The Company

H-D has a long history, having operated continuously 
within the US and more recently internationally, since 
1903.  H-D is an iconic global brand with a staunch and 
loyal customer base.  H-D has two strategic business 
units, Motorcycles & Related Products and Financial 
Services which are currently managed separately as 
a result of fundamental differences in their operation 
(Harley-Davidson, 2012).  Motorcycles and related prod-
ucts are currently 89 percent of revenue and Financial 
Services is 11 percent. 

“Harley-Davidson has created something much more 
than simply a desirable product, or a successful market-
ing campaign.  They have created an incredibly profit-
able subculture made up of primarily middle aged and 
middle class rebels without a cause that are extremely 
brand loyal.”  (Corey & Millage, 2014)

04 Ownership
Listed on the New York Stock Exchange H-D has 
214,268,000 outstanding shares and a market capital-
ization of USD$13.8 billion.

A number of the major H-D institutional stockholders 
share a significant common ownership with direct 
competitor Polaris Industries (12.02 percent)  and Honda 
Motorcycle Company, to a lesser extent (6.78 percent)  
(See Appendix 6 Ownership)  (Yahoo Business Finance, 
2015).



“Fulfill dreams of personal freedom.”



Hindsight
05 Past Strategies, and 
enduring themes
H-D‘s current corporate strategy is a refinement of its 
last major strategy refresh in 2009 and later in 2012 
where it defined its strategic framework with overarch-
ing pillars of: Growth (Figure 2); Continuous Improve-
ment; Leadership development and Sustainability 
(Harley-Davidson, 2012).  Whilst these pillars (Appendix 
1 Strategic_Pillars)  continue to describe the major ele-
ments of H-D’s deliberate long term strategy, its current 
focus is upon, extending international reach, expanding 
opportunities with outreach (non-core) customer seg-
ments and finally optimise capabilities in manufacturing, 
product development and customer retail experience 
(Harley-Davidson, 2015).

06 Growth
H-D’s growth strategy is comprised of a combination 
of global expansion of its international dealer network 
and targeting of new customers within its outreach 
segments.  For the 15 years prior to 2005, H-D had a 
supply and demand imbalance, whereby it was unable 
supply enough motorcycles to satisfy US domestic 
demand (Olin, 2014).  International sales were there-

fore not a focus and were kept at approximately 20 
percent of total sales.  This changed in 2006 as more 
production capacity was introduced which gave H-D 
the capability to pursue growth by extending its interna-
tional reach.  In 2009 H-D set itself a target to open 100 
to 150 new international dealerships by the end of 2014.  
Key international markets for growth are Asia Pacific, 
Europe, Latin America and India.  

H-D has established complete knock down (CKD) 
assembly plants, in Brazil and India to reduce the impact 
of high import tariffs (10 percent from 60 percent (Rovito, 
2011) and improve supply chain efficiency.  This growth 
approach presents a challenge for H-D in terms of 
maintaining the balance between efficiency, extension 
of the dealer network and its ‘American made’ brand 
image (Harley-Davidson, 2010).

Domestically, H-D is pursuing a growth strategy by 
expanding its sales to outreach customers which are 
defined as women, young adults, African-American 
adults and Latino adults.  H-D’s historical core customer 
base is defined as Caucasian men over the age of 35 
which as a segment, has been increasing in age (Nolan 
& Kotha, 2007), due to new younger customers not 
resonating with the brand or products offered within 
the heavy motorcycle segment.  To address this gap, 
new lighter and narrower entry level motorcycles (the 

Street 500 and 750 models), were introduced in 2014 
which are designed specifically for the growing number 
of young urban riders.  H-D is attracting women to the 
brand through its Ladies of Harley (LOH) membership 
and by producing clothing and accessories especially 
designed for women.  Dealers also run ‘Garage Party’ 
events which provide the opportunity to learn about the 
H-D products from a women’s perspective.

07 Continuous Improvement
H-D’s continuous improvement strategy has its origins 
in the aftermath of the mid 1970’s when parent company 
American Machine and Foundry (AMF) drove up pro-
duction levels at the expense of quality, which ultimately 
led to large scale customer defection and almost bank-
rupted the company (Kotha & Dutton, 1996).  In the face 
of increasing Japanese competition, attention shifted 
to improving operational efficiency by emulating the 
Japanese approach of Just-In-Time (JIT) manufacturing 
and holistic supply chain management (Nolan & Kotha, 
2007).  JIT combined with employee involvement and 
statistical operator controls are the attributes of H-D’s 
‘productivity triad’ (Nolan & Kotha, 2007).  This paradigm 
shift changed the focus from pushing production based 
on anticipated demand, to a Lean, agile pull system of 
responding to customer orders.

The manufacturing efficiency learnings from the mid 
1970’s and early 1980’s have become a consistent 
theme in the long term strategy of H-D.  In response 
to the 2009 global economic recession and an 
overnight 30 percent drop in sales, H-D launched its 

Figure 2: Harley-Davidson 4 pillars



‘Delivering Results Through Focus’ strategy (Harley-
Davidson, 2009b)  and implemented a restructuring 
plan designed to consolidate manufacturing making it 
more flexible and customer led, reduce excess supply 
and divest the underperforming performance segment 
brands of MV Augusta and Buell (Harley-Davidson, 
2009).  Flexible or Surge manufacturing has been 
progressively introduced since 2012 and is the latest 
refinement of the continuous improvement strategy.  
Surge manufacturing gives H-D the capability to adjust 
production volumes up and down to better match retail 
seasonality and to adjust the mix of models coming off 
the production line to better align with current market 
demand (Harley-Davidson, 2014a).  

08 Sustainability
The sustainability strategic pillar of H-D’s strategy is 
about maintaining its business success for the long 
term, so that it can fulfil dreams of personal freedom for 
future generations of customers.  H-D’s sustainability 
strategy was refreshed in 2013 and was developed in 
conjunction with its corporate strategy (Harley-David-
son, 2013b).  Sustainability was given a strategic focus 
with the creation of the sustainability sub-committee 
on its board of directors in 2011 and was driven in part 
by H-Ds customers’ appreciation for nature and their 
experiences with it on the open road.  It is also driven 
by the global megatrends of increasing population, 
consumption and urbanisation in a world of finite and 
limited resources (Content, 2012).  In his address to the 
Green Energy Summit event 2012, COO Matt Levatich 
said “taken together, the megatrends create an inflec-
tion point for Harley, much like others it has managed 
through in its corporate history” (Levatich, 2012). 

The regulatory aspects of the sustainability strategy 
are also important as some of the global markets in 
which it operates, such as the Europe and some Latin 

American countries have already, or are in the process 
of implementing CO2 efficiency and fuel consumption 
labelling regulations that will impact the company from 
2016 (Harley-Davidson, 2013b).

As part of this strategy, Harley-Davidson will need to 
balance the hard, rebel-like image of its brand with the 
industry pressures to adopt a more conscious, caring 
approach to conducting business. 

09 Leadership Development
With the appointment of Keith Wandell as CEO 2009, 
leadership development became a strong focus as 
he saw it as the foundation for H-D’s future ability to 
compete and win in the global marketplace (Sullivan, 
2012).  The leadership development strategic pillar 
however, has its origin in the cultural change introduced 
by Teerlink during his tenure as CEO from 1989 through 
to 1997.  Teerlink saw leadership as creating and 
sustaining an environment in which everyone can make 
and contribute to the success of the company (Teerlink, 
2001).  This more collaborative approach was a change 
from the hierarchical, command and control model 
employed by H-D during the early 1980’s. 

H-D’s operations are broadly grouped into three func-
tional areas which reflect Harley-Davison’s high-level 
value chain (Figure 4).  These ‘Circles’, were introduced 
to encourage a collaborative culture and coordinated 
decision making.  All three circles overlap to create 
the Leadership and Strategy Council (LSC), which is 
responsible for making decisions on business issues 
that impact the entire company, developing high-level 
policies, strategic planning and operating budgets 
(Imperato, 1997).

Figure 3: Harley-Davidson Sustainablity framework

Figure 4: Leadership Circles



Company 
Analysis
10 Internal and external 
assessment
A VRIO framework analysis (Appendix 3 VRIO analysis) 
has been used in this report to understand H-D’s 
internal resources and capabilities.  This was performed 
to establish what the sustained competitive advantage 
H-D currently holds in the heavyweight motorcycle 
market.  The capabilities that exist for H-D, which are 
valued by customers and enable the organisation to 
respond to environmental opportunities and threats 
are such things as quality and reliability.  The decision 
to recognise environmental sustainability by reducing 
energy use and making facilities more energy efficient 
continues to add value to the organisation.

In addition, a SWOT analysis (Appendix_4 SWOT 
analysis) was conducted which highlighted both the 
key strengths and the opportunities, along with the 
weaknesses and threats to which H-D is exposed.  The 
strategic priorities that this report focusses on, seeks 
to reduce and manage the risks whilst leveraging the 
strengths and opportunities

STRENGTHS
Market Share  
Customers remain loyal to H-D and as such have 
maintained the largest market share in the US market 
for heavyweight  motorcycles.  The market share based 
on retail registrations of new purchases of H-Ds has 
increased from 52.1 percent to 54.9 percent as shown 
Figure 5  (MarketLine, 2014).  In the European market, H-
D’s market share is a small but steady increase from 12.1 
to 12.8 percent.  This represents a position of second in 
the 16-country market.  Outside of the US and European 
market the sales of new H-Ds increased 11.4 percent 
with the highest reported sales being in the Asia-Pacific 
market.  H-D led the heavyweight market in Japan and 
Australia but there are empirical signs of growth in the 
India and China markets.  

H-D attained the lead in the Latin American market 

initially in 2013 and the sales figures indicate an 
increase year on year of more than 13%. (MarketLine, 
2014).  This is a result of H-D opening a CKD factory in 
Manaus, Brazil, the first ever outside of their Milwaukie 
operations, established in 1998.

In 2009 H-D entered the Indian market specifically to 
launch and build an Indian dealer network due to the 
growth potential.  In an announcement in 2010 from the 
then COO Matthew S Levatich said, “This investment 
will allow us to improve our market responsiveness and 
production flexibility while reducing the tariff burden, 
which we expect will drive growth over time by making 
our bikes more accessible to India’s consumers. Given 
the strong response we have received in the initial 
months of retail operations, we believe this is the right 
investment for this important market.” (Harley-Davidson, 
2010).

Research & Development Units   
In comparing the innovation using patent submission as 
a blunt measure, H-D are very low in terms of secured 
innovation compared to their competitive rivals.  The 
delta between the leading patent holders being Honda 
with nearly four thousand patents compared to less 
than one hundred with H-D could be read as a lack of 
innovation.  However the measure of how many patents 
does not reflect the focus and quality that the individual 
patents bring about.   

H-D prides themselves on their research and develop-
ment through the innovation they bring to the market.  
In June 2014 H-D launched their first electric motor-
cycle.  In the true style of customer-led development, 
selected customers were asked to ride and provide 
feedback into the future iterations of the motorcycle.  
(Harley-Davidson, 2014b)

The opportunity for H-D presents itself as an increase in 
patents focussed on the innovation strategy for pillar 2 
and 3 specifically in the electric and small bike market 
for the Asian demographic.

Figure 5: US Motorcycle Market 





US and International Dealer Network  
A key strength of H-D is its extensive dealer network 
that enhances its geographic reach to find new cus-
tomers and meet demand for its products in multiple 
regions in a cost-efficient way.

H-D’s production distribution is through a network of 
retail dealers and distributors.  In the US, its network 
consists of approximately 788 independently-owned 
full-service H-D dealerships, including secondary 
retail locations.  In the European, Asia Pacific and Latin 
American regions, H-D respectively has 391, 279 and 
80 full service dealerships (Harley-Davidson, 2015).  In 
line with its strategy of global reach, H-D extended its 
international dealer network by 118 between 2009 and 
2014. 

The dealer network is augmented by the strong 
presence of the Harley Owners Group (HOG) and other 
affiliations such as Ladies of Harley (LOH).  

Financial Performance  
H-D’s financial performance has steadily improved since 
it implemented its restructuring plan in 2009 (Harley-
Davidson, 2009) and is reflected by the recovery of 
its share price back to 2006 levels, where it had a net 
income of over USD$1 billion (Harley-Davidson, 2006) 
show  in Figure 6.  The recent 2014 Q4 financial update 
shows H-D for full year 2014, grew its revenue by 5.6 
percent, its net Income by 15.1 percent and earnings per 
share by 18.3 percent.  This was attributed to growth 
in worldwide retail sales of new motorcycles by 2.7 
percent, of which international sales rose 5.4 percent 
(offsetting a decline of 1.6 percent in the US), which 
are in line with H-D’s strategy of global growth through 
extending its international dealer network.

A key part of the strength of H-D’s financial perfor-
mance its Financial Services division (HDFS), which 
serves the dual purpose of providing wholesale finance 
for its dealer network and also retail financing options, 
including insurance, for its end customers.  HDFS 

provides the underlying financial support to its strate-
gies of extending its dealer network, and expanding its 
outreach customer segments.

As a result of focussing on manufacturing efficiency, 
along with strong earnings and sales growth following 
the global economic recession, H-D’s credit rating 
was increased to A- from BBB+ by Standard & Poor s 
Ratings Services in Sep 2013.

H-D hasn’t been able to attract younger generations, 
who prefer smaller and cheaper bikes made for urban 
riding, such as those made by Japanese manufacturers.   
In the mid 2000’s H-D had a failed attempt to target 
younger customers through the acquisition of Buell 
and MV Agusta which enabled them to offer a range 
of smaller and faster motorcycles.  Both product lines 
were divested in 2009 as part of its restructuring plans 
and updated strategy (Harley-Davidson, 2009).  

More recently H-D has developed the Street 500 and 
750 motorcycles models to again target and attract this 
segment of younger customers.

Product Recalls  
Voluntary product recalls have become more prevalent 
within the US vehicle manufacturing industry as a 
result of some recent large, high profile law suits and 
fines paid by companies such as Toyota and General 
Motors (Levinson, Jennett, & Devlin , 2014).  In 2014 H-D 
announced several product recalls, including a clutch 
issue that applied to 126,000 motorcycles and included 
a ‘do not ride notice’ (Harley-Davidson, 2013a).  Another 
recall was for 1,384 motorcycles of the latest range of 
Street 500 and 750 models that had the possibility of a 
leak in the fuel tank.  These product recalls negatively 
impact H-D’s financial performance by increasing 
its unplanned expenses.  It also damages customer 
confidence in its products as there is an expectation 
of high quality, premium product that is free from safety 
issues given its higher average retail price compared 
with its competitors.

Seasonality of the motorcycle market 
Historically H-D has produced and shipped motorcycles 
to its North America dealers at approximately the 
same level throughout the year.  The second quarter 
is typically the peak selling season for H-D as warmer 
weather in North America, encourages motorcycle 
riders back into dealer showrooms.  Consequently, 
dealers in the North America region typically built up 
their inventory levels in the late fall and winter in antici-

WEAKNESSES
Aging Core Customer Base 
H-D’s core customer demographic has historically 
been described as white male baby boomers.  In 1999, 
Harley stated that the average rider age was 43.4, 
then 46.1 in 2004, and 48 in 2008 which was the year 
in which it stopped reporting the average age metric 
(Kelleher, 2013).    

The baby boomer generation resonates with the 
H-D brand as it represented being rebellious and 
independent, which was the opposite of their parents’ 
generation having lived through World War 2, which 
instilled the importance of civic duty and conformance.  
The premium price is also a factor as many younger 
riders can’t afford to own a H-D until they reach this age 
group.  

Figure 6: Harley-Davidson Share Price ($USD) 1990-2015.Share 2014





pation of the spring and summer retail selling season.  
This build up in inventory has been acknowledged by 
H-D as being inefficient and counter to build to their 
customer driven, JIT based manufacturing processes.

H-D’s response to these seasonal fluctuations of 
sales is to implement flexible or ‘surge’ manufacturing 
adjusting the mix of models being produced to better 
align with seasonal demand (Harley-Davidson, 2014a).  
As the growth in sales internationally becomes a larger 
percentage of H-D’s total sales, this domestic seasonal-
ity is expected to have less impact.

OPPORTUNITIES
Procurement of raw materials - threats 
H-D relies on third party suppliers to provide both the 
raw materials and components it uses to manufacture 
its Motorcycles. This opens the company to the threat 
to their business through increased or unfavourable 
pricing, disrupted delivery, poor quality, out of stock 
or the reliance on a single supplier for a specific part 
(Harley-Davidson, 2012).  

To mitigate these risks H-D has implemented a diverse 
sourcing program where “Supplier Diversity is a key 
aspect of H-D’s business strategy. By engaging diverse 
suppliers, we are able to create a more competitive 
supply base as well as stimulate economic develop-
ment.” Michelle Kumbier Senior Vice President, Motor-
cycle Operations “(Harley Davidson, 2015).

THREATS
Environmental Threats 
H-D measures three types of Green House Gas (GHG) 
emissions: carbon dioxide (CO2), methane (CH4) and 
nitrous oxide (N2O).  Since 2011 H-D has also been cap-
turing indirect emissions such as electricity purchased 
from suppliers.  H-D does not capture indirect materials 

and transportation.  H-D has a trend of decreased 
annual GHG emissions at a sustainable level (Harley-
Davidson, 2013).

The European standards for noise emissions are more 
stringent than that of the US.  This has obvious impacts 
to the potential sales in Europe in areas where the 
noise of the H-D would exceed acceptable standards.  

Competitor Rivalry / Substitutes  
Competitors such as Polaris Industries, Royal Enfield, 
Honda and BMW have a significantly diverse product 
offering both within the motorcycle market and in other 
product lines. Both Honda and BMW have a significantly 
larger balance sheet with Market Capitalisation of 
USD$59.93 billion and USD$71.37 billion respectively 
and may have access to significantly larger financial 
capital (Yahoo Business Finance, 2015)

11 Core Competencies
H-D’s core competencies are defined as the resources, 
knowledge and technical or specific capabilities within 
the company that are not easily replicated or out-
sourced.   These core competencies allow H-D to be 
effective at maintaining a profitable competitive edge 
on its competitors.  These are the firm’s “crown jewels” 
and need to be protected; and they play a pivotal role 
in the competitive strategy which the firm pursues (Zack, 
1999).

H-D has shown the industry where the company 
can make effective use of these core resources and 
capabilities.  Between 1984 and 1988 H-D was up 
against their Japanese rivals in the area of competitive 
performance-production costs, quality, product and 
process technology, and global market scope.   What 
H-D recognised was that the company’s sole durable, 
non-transferable, irreplaceable asset was the H-D im-
age and the loyalty that accompanied that image (Zack, 
1999).  

During this tough competitive period H-D introduced 
new models but they were all based around traditional 
models and design.  Meanwhile the marketing ap-
proach was to leverage off the image of individuality 
and toughness from its traditional customer group to 
extend to the more affluent professionals.  Tougher 
controls for the H-D dealers augmented the company’s 
wider exploitation of the Harley name through exten-
sive licensing.  

While radical improvements in manufacturing efficiency 
and quality were essential components of the turn-
around strategy, it was the enhancing and broadening 
of H-D’s market appeal which was the primary driver 
of the company’s rise from 27 to 44 percent of the U.S 
heavyweight motorcycle market between 1984 and 
1988, accompanied by an increase in net income from 
$6.5 million to $29.8 million. (Zack, 1999).





12 Competitive analysis
H-D continues to dominate the US market share which 
has increased steadily and at its record high (Garrity-
Rokous, 2014) .  In the US market alone H-D’s next rivals 
in the heavy-weight category is Polaris and Honda 
with their own heavy weight models.  In the early days 
of H-D the major competition came from the likes of 
the Moto Guzzi for looks and sound comparisons.  In 
today’s market, many well-known competitor brands 
are taking on the touring and cruiser market with their 
comparable models. The total size of the US Motor-
cycle market is USD$7 billion (IBISWorld, 2014) and 
employs over ten thousand people across 417 different 
businesses in the US alone. 

The Competitor Analysis (figure 7.)  shows the current 
market share in US alone sorted by price, highest to 
lowest.  H-D shown in black has clear competition from 
Polaris (P) in green and Honda (H) in red.  Yamaha and 
Suzuki dominate the lower end of the segment with 
their smaller and/or less expensive models.  H-D has 
a high brand loyalty which is directly attributable to its 
attaining and hold of the market share. 

Figure7:  Competitor Analysis





Foresight
13 Blue Ocean Strategy
H-D must capitalize on opportunities while at the 
same time diminish the risks of creating blue oceans 
initiatives.

Chan Kim and Mauborgne explain “a company must 
begin by reorienting its strategic focus from competitors 
to alternatives, and from customers to noncustomers of 
the industry. To pursue both value and cost, companies 
should resist the old logic of benchmarking competitors 
in the existing field and choosing between differentia-
tion and cost leadership”. (Chan Kim & Mauborgne, 
2005)

It is apparent that H-D adheres to the blueprint of 
blue ocean strategies.  The company does not use 
competition as its benchmark. They are interested in 
value creation which results in clearing the way for 
uncontested market space and by adding greater value 
for the customer.

Pillar 1
H-D has already established a continuous improvement 
practice which focuses on the current core activities of 
the company with a view to create ongoing efficiencies. 
Operating efficiencies will enable H-D to reduce cost 
per unit.  Increase of sales in the non-US markets will 
expand on the economy of scale within the manufactur-
ing plants, especially to those countries where CKD 
plants exist.

 In addition H-D shows no evidence of relinquishing 

the efforts associated with the HOG club and affiliated 
memberships.  

H-D continues to support charities and groups such as 
the Muscular Dystrophy Association (MDA), a non-profit 
health agency dedicated to finding treatments and 
cures for muscular dystrophy, and other neuromuscular 
diseases.  

Customisation still plays a strategic and compelling 
differentiator from H-D’s competitors.  

Pillar 2
As discussed in the company SWOT analysis, the 
growth of the European and Asian markets coupled 
with the outreach customer segment are forefront on 
H-D’s agenda.

H-D as part of their triple bottom line reporting should 
investigate the use of solar for electricity, and recycled 
water in their manufacturing plants.  Furthermore this 
could be replicated in their assembly plants in Brazil 
and India.  

H-D should continue its effors at reducing GHG emis-
sions for expansion into the Asian and European 
market, with R&D into noise emission options. 

Using the latest in Global Positioning System (GPS) tech-
nology H-D could exploit the features in their models to 
expand not only on navigation and traffic data but also 
on GPS tracking for retrieval of stolen motorcycles.

Continuation of the development of the Live Wire 
electric motorcycle.

Pillar 3
Utilising the ownership of Buell and MV Augusta, H-D 
has both brand and opportunity to diversify into other 
market segments.  An identified weakness of the H-D 
brand is the lack of diversification into other product 
lines.   Using the Buell and MV Augusta brands enables 
H-D to diversify without tarnishing the current brand 
image of heavyweight muscle.  The MV-Augusta model 
would be well suited for the superbike racing category.

Efficient use of the existing production line will al-
low H-D to expand into the <49cc moped market, a 
lightweight 100cc model both for the Asian and Indian 
markets.  In addition H-D will be in a position to create 
4-wheeled quads and jet-skis in response to the global 
seasonal shifts and non-customers currently in the 
market for those products.

H-D need to ensure their inimitability remains unique 
and of  a high value as identified in the VRIO analysis 
(Appendix 3 VRIO Analysis).  Maintaining the competi-
tive advantage will continue the trend of dominated 
market share in the US market and contribute to the 
non-US growth.



Three Pillars

Pillar 1.
1-2 Years

Current Core Activites
(E�cient)

Pillar 2.
2-5 Years

Emerging 
(Better)

Pillar 3
3-15 Years
Possiblities
(Di�erent)

Maintaining Brand loyalty
Innovation
Product Development
Further Expansion into India and China
Manufacturing Parts
Brand Accessories
HOG riders club
Sponsorship
Manufacturing Customers
Manufacuring high quality product
Customisation
Launch of the 'silent bike'
Management  Processes

Expansion into India and China
Developing newer 'cooler' products
Environmentally sustainable business methods
Draw in outreach segment 
New technology tra�c nav data added to bikes 
Eletric Motorcycle - Project: Live Wire          

Product Diversification:  Entering a new 
market such as Jet Ski's, Motor Ski Sleds, 
Motor Boats, etc.
Environmentally friendly engines
Enter superbike market/ racing
3D PrintingTechnology to produce plastic
reinforced carbon fibre bikes - fuel e�cency
Use of  3D Printing technology to design 
personalised bikes

Figure 8: Proposed Three Pillar Framework





Summary

14 Summary
H-D has a sustained capability of efficient and effective 
production line management.  Coupled with their strong 
brand and customer loyalty this has placed the com-
pany into a good position for any emergent strategies 
that may evolve over the next ten years.

Planned strategies can be executed well and respond 
to emergent changes.

As H-D’s customisations are a core competency which 
provides the sustainable competitive advantage the 
company has the opportunity to leverage off the 3D 
printing technologies to further enhance the capability 
in this offering.

H-D needs to be cognisant of the emerging environ-
mental issues on emissions and sustainability within 
their production.  It will be necessary for the company 
to maintain consistency with the ‘lean model’ in regards 
to production and manufacturing whilst continuing to 

improve their knowledge, product development and 
resources.  The preservation of its revolutionary leader-
ship structure will ensure the company’s vision, goals 
and sustainable competitive advantage are maintained 
well into the future.

Ross Allen, Anna Benge, Lyle Johnston & Susan Mclean 
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Appendix
Appendix 1
Harley-Davidson Strategic Pillars

(Harley-Davidson, 2013)

Figure 9: Harley-Davidson Stratigic Pillars



Appendix 2
Environmental Emissions in the European region

The impact of traffic noise is becoming increasingly 
more prevalent in built up areas and high density cities.

The European Commission has proposed a tightening 
of vehicle noise emissions under the terms prescribed 
by the directive to reduce transport noise on major 
roads, railways, airports and agglomerations. (The 
Environmental Noise Directive, 2002).

Empirical evidence suggests that where there are a 
high percentage of motorcycles per vehicle fleet the 
engines contribute to the ambient noise level problems.   
This problem is exacerbated by the installation of illegal 
noise-increasing mufflers coupled with aggressive 
driving behaviour.  A survey conducted in Sweden 
(Bodin, Albin, Ardo, Stroh, Ostergren, & Bjork, 2009)  
identified motorcycle noise as the “most annoying form 
of vehicle-related noise”.  Currently the limits in Europe 
would not address the noise limits due to the limits 
not being that stringent nor the measurements being 
of significant consequence.  What occurs is owners 
replacing the factory standard with aftermarket exhaust 
systems, or removing silencers if imposed.  Overall, the 
penetration of illegal exhausts in the fleet is 35 percent 
for motorcycles and 65 percent for mopeds (den Boer 
& Schroten, 2007).

Noise ambient policies will greatly impact H-D with 
the factory standard exhaust system reaching noise 
emission limits in the European countries.  Governments 
are looking for noise abatement policies to reduce 
cost, increase health and wellbeing of their citizens and 
avoid costs of noise abatement barriers on roads and 
motorways.

Appendix 3
VRIO Analysis: 
Value, Rarity,Inimitable, Organisational Support

Value: 
The capabilities that exist for H-D, which are valued by 
customers and enable the organisation to respond to 
environmental opportunities and threats are such things 
as quality and reliability.

Lean manufacturing, which includes Just-In-Time en-
ables H-D to ensure efficiency and quality is delivered 
on time to the customer.   “As the effective life span of 
products and services in today’s market decreases, it 
drives the need for shorter product lifecycles. In some 
cases the development time for new products exceeds 
the life expectancy of the product in the market. The in-
novation rate necessary for a company to be successful 
is rapidly accelerating. The driver for business success 
is evermore becoming a company’s ability to innovate”. 
(Oosterwal, 2010).  One of H-D’s core competencies 
is to continually produce new, innovative and exciting 
products that attracts new customers to the brand 
and also the reason current customers come back to 
improve or upgrade their existing purchase. The oppor-
tunity for customers to personalise their purchase with 
many different options also adds value for the customer 
as well as the company forming the H-D Owners Group 
(HOG) riders club and supporting charities such as 
breast cancer and muscular dystrophy. 

The decision to recognise environmental sustainability 
by reducing energy use and making facilities more 
energy efficient adds value to the organisation.

The strength of the H-D’s image globally has continued 
to remain a core competency for the company.  The 
ability of the company to connect emotively with cus-
tomers and promote a lifestyle of dreams, safe rebellion 
and the temptation of the open road has enabled the 

‘no sale sale’ for H-D, which reflects the strength and 
value of its brand.

Rarity: 
H-D has instilled new ways of management thinking 
such as the belief that the business exists for the stake-
holders. “Harley-Davidson makes it clear that stockhold-
ers are not the sole beneficiaries of the company’s 
existence and that long-term success is achieved 
through balancing the needs of all stakeholders—cus-
tomers, employees, suppliers, investors, governments, 
and society”. (Oosterwal, 2010)

H-D began with a hierarchical leadership, but evolved 
into believing in the power of the people and chose to 
establish an empowered workforce with decentralised 
decision-making. The evolution to a unique circle 
organisation structure acquired from the principles of 
self-directed work teams in the factories was introduced 
which entitled employees to feel a sense of ownership 
in the company.

The desire also to design and manufacture its products 
in America, gives the motorcycles a point of difference 
from its competitors and the knowledge pool that H-D 
has obtained through its history of successes and 
failures, along with the intellectual capital gained from 
its product development leadership team, gives the 
company a unique advantage against its competitors.

The brand strength through the company’s tenacity, 
quality of product and strong heritage enables the 
company to hold a rare opportunity to gain strong 
customer loyalty and retention.



Inimitable: 
H-D is renowned for its strong heritage and culture, this 
has taken over 100 years to obtain during which time, 
the company has restructured, changed strategies, 
knowledge and learning has been gained and new 
management styles such as ‘the three circles’ and 
product development leadership teams implemented.  
The company has a strong link to path dependency 
to reflect and understand what strategies work and to 
decide which direction to take moving forward.

The company has built a stronger brand through 
maintaining manufacturing in America, and forming 
HOG riders club where customers feel part of the 
‘family’ and share their passion with senior executives 
of the companies who also attend the rallies and rides, 
leading to strong customer loyalty is a result.

Causal ambiguity, plays a big role in the competitive-
ness and inimitability. With regards to characteristic 
ambiguity, the history of the company and passion of 
the customers would be difficult for competitors to 
imitate. Linkage ambiguity arises due to the many facets 
of the company such as company culture, business 
model, product design and innovation, environmental 
sustainability strategy, knowledge bank and suppliers, 
which all work strongly together to result in a formidable 
brand.

Organisational Support:   
H-D is very strong in organisational support. The 
company has many complementary capabilities includ-
ing appropriate organisational processes and systems 
such as lean manufacturing, which utilises Just in Time.  
A functional leadership group has been implemented 
which is represented by ‘3 circles’ (Figure 10), that in-
clude a Create Demand Circle, Produce Product Group 
and Product Support Circle. These are intersected by: 
the Leadership Strategy Council who set policy, and 
strategic direction. This intersection is represented by 

the CEO, COO, General Council, CFO, VP of strategic 
planning, VP of HR and two representatives from each 
circle.  This revolutionary leadership structure ensures 
all stakeholders are aware of the company’s vision, 
goals and strategy and have the support to produce 
high quality, new and innovative products

mindset shifts within the company and support the 
changing environment. The implementation of Oobeya 
created by Takashi Tanaka at Toyota, has introduced 
the concept of “Big, Open, Office”, where ideas flow 
organically and a more informal process is in place. 
Individual tools are discovered and implemented by the 
system coming together and connecting the pieces, 
rather than everyone working in isolation. “As the 
pieces of the system came together, the improvement 
was greater than the individual parts”. (Oosterwal, 2010)

The ‘Swirl’ model Figure 11, is another form of organisa-
tional support where ideas are considered, assessed 
against financial cost, the common good of the com-
pany, other ideas from the company and decided upon 
by the ‘3 circles’.

Organisational Knowledge throughout the organisation 
remains very high, the vast amount of collective intel-
ligence has been accumulated throughout 100 years 
of heritage of Harley Davidson from the turnaround 
years through to the new management/ business 
systems in place today. The evolution of System 
Dynamics Modelling provides insight into the behav-
iour of complex systems such as Harley Davidson, 
and is utilised as a means to obtain mental models so 
people can communicate what they are thinking. This 
system is very effective for providing discernment for 
strategic decisions (identifying trends and comparing 
alternatives).  Such a system alongside the Product 
Development Leadership Team, has transpired through 
the knowledge acquired from continually improving the 
organisations desire and ability to create and innovate. 

Knowledge has also been obtained through mentors 
from outside the Harley Davidson company such as 
Massachusetts Industrial Technology (MIT) and external 
consultants who have researched other organisations 
such as Toyota and have been hired to provoke 

Figure 11: Oosterwall, The Swirl Model

Figure 10: Oosterwall, The Circle Organization Structure



Appendix 4
SWOT Analysis

Figure 11: Oosterwall, The Swirl Model

Strengths

1.   Strong Brand recognition and Loyalty (HOG)
2.   US Dealer Network 
3.   US Motorcycle Market Share
4.   Latin America market share
5.   Product Selection & Highly 
 Customisable builds for consumers
6.   Monoline production
7.   Financial Position & performance 
8.   Financial services HDFS
9.    Strong R&D Unit

Opportunities

1.   Outreach Market segments 
2.   US industry growth
3.   Global motorcycle industry growth
4.   European market share
5.   Motorcycles seen as alternative to 
 cars (environmental)
6. Ownership of Buell & MV Augusta for 
 product diversification
7.   International dealer network

Weakness

1. Monoline production
2.   Operating income declining (FS)
3.   Lack of diversity of core customer base
4.  Net loss 2009 impacting credit rating
5. Product Recalls – customer confidence
6.    Seasonality of motorcycle market 

Threats

1.   Competitor rivalry / substitutes
2.   Compliance – increase costs
3.   Aging US population
4.   Competitor diversification
5.   Competitor strength of non US markets
6.   Environmental  emission laws (regulations)
7.   Procurement of raw materials
8. Tari�s and regulations in Non-US markets



Appendix 5
Major Shareholders

Top Institutional Holders Top Institutional Holders
Holder Shares % Out Value* Reported Holder Shares % Out Value* Reported
Vanguard Group, Inc. (The) 15,981,334 7.46 1,053,329,723 Dec 31, 2014 Wells Fargo & Company 4,942,982 7.44 747,576,597 Dec 31, 2014
Wellington Management Company, LLP 14,521,939 6.78 957,140,999 Dec 31, 2014 Vanguard Group, Inc. (The) 4,087,469 6.16 618,188,811 Dec 31, 2014
Baillie Gifford and Company 10,432,249 4.87 687,589,531 Dec 31, 2014 Neuberger Berman Group, LLC 2,595,744 3.91 392,580,322 Dec 31, 2014
FMR, LLC 10,002,265 4.67 582,131,823 Sep 30, 2014 FMR, LLC 2,380,156 3.58 356,523,567 Sep 30, 2014
State Street Corporation 9,290,573 4.34 612,341,666 Dec 31, 2014 AllianceBernstein, L.P. 1,986,905 2.99 300,499,512 Dec 31, 2014
Waddell & Reed Financial Inc. 7,442,996 3.47 490,567,866 Dec 31, 2014 State Street Corporation 1,958,243 2.95 296,164,671 Dec 31, 2014
Cantillon Capital Management LLC 6,284,333 2.93 414,200,388 Dec 31, 2014 BlackRock Fund Advisors 1,761,652 2.65 266,432,248 Dec 31, 2014
Price (T.Rowe) Associates Inc 6,242,416 2.91 411,437,638 Dec 31, 2014 BlackRock Institutional Trust Company, N.A. 1,722,616 2.59 260,528,443 Dec 31, 2014
BlackRock Institutional Trust Company, N.A. 5,519,105 2.58 363,764,210 Dec 31, 2014 Blair (William) & Company, L.L.C. 1,223,196 1.84 184,996,163 Dec 31, 2014
Bank of New York Mellon Corporation 4,247,566 1.98 247,208,341 Sep 30, 2014 Bank of New York Mellon Corporation 1,020,693 1.54 152,889,604 Sep 30, 2014

89,964,776 42 5,819,712,185 23,679,656 36 3,576,379,938

Common Shareholders Common Shareholders
Vanguard Group, Inc. (The) 15,981,334 7.46 1,053,329,723 Dec 31, 2014 Vanguard Group, Inc. (The) 4,087,469 6.16 618,188,811 Dec 31, 2014
BlackRock Institutional Trust Company, N.A. 5,519,105 2.58 363,764,210 Dec 31, 2014 BlackRock Institutional Trust Company, N.A. 1,722,616 2.59 260,528,443 Dec 31, 2014
Bank of New York Mellon Corporation 4,247,566 1.98 247,208,341 Sep 30, 2014 Bank of New York Mellon Corporation 1,020,693 1.54 152,889,604 Sep 30, 2014

25,748,005 12.020     1,664,302,274 0 6,830,778 10.29 1,031,606,858
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