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Executive Summary 

There is not a person alive today that knows what the world is like without Harley-Davidson. 

Despite an iconic status, fewer and fewer young people are showing an interest in riding 

motorcycles. Today’s generation has evolved into a fast-paced, diverse, and eco-friendly group. 

The level of value they place on acceptance has not historically aligned with the stereotypical 

Harley rider. “An Iconic Tradition, Refreshingly Diverse” is the IMC campaign that will forever 

positively change the Millennial generation’s view of motorcycles in general, giving Harley-

Davidson a wide open path to continue as one of the most respected American brands. 
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Campaign Background/Research 

William S. Harley and Arthur Davidson started Harley-Davidson Motor Company in 

1903 in Milwaukee, WI using a small shed for manufacturing. After rapid growth, Harley-

Davidson was producing 3,200 motorcycles per year by 1910. After many ups and downs, 

Harley-Davidson merged with AMF(American Machine and Foundry) in 1969. AMF held 

ownership until Willie G. Davidson and a group of investors purchased the company back in 

1981. Through the 80’s and 90’s, Harley-Davidson experienced wonderful growth and truly 

became recognized as an American Icon. However, since the late 2000’s, the entire motorcycle 

industry has been in a steady decline as older riders are passing away and younger people are not 

riding near as much. In addition, there has been a stereotype of Harley riders being outlaws and 

the motor company set out on a mission to break that stereotype. 

Harley-Davidson’s mission statement is “We fulfill dreams through the experience of 

motorcycling, by providing to motorcyclists and to the general public an expanding line of 

motorcycles and branded products and services in selected market segments.” Their core values 

are Tell the truth, be fair, keep your promises, respect the individual, and encourage intellectual 

curiosity. 

Harley-Davidson has implemented several different marketing campaigns over the past 

10 years all aimed at growing the number of riders. These campaign have been identified by 

phrases such as Roll Your Own, Ride Everyday, More Roads to Harley-Davidson, Live Your 

Legend, and Live Life with Both Fists Forward. The one common idea behind all of the 

marketing strategies have been to advertise that each rider is unique and does not have to be 

associated with the idea of the stereotypical rider. For example, the “Roll Your Own” campaign 
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was an integrated marketing effort that focused on telling people that a Harley-Davidson existed 

for everyone, regardless of their lifestyle or how they ride. The campaign used broadcast ads, 

print ads, online ads, and social media to promote the Roll Your Own lifestyle. It was around this 

time that Harley-Davidson released its “Street” models, motorcycles with a design intended to be 

associated with a more urban environment. They are lightweight and more inexpensive than the 

typical Harley-Davidson meaning that more people could justify the cost and they could be more 

maneuverable in city traffic. In addition, the Street models are extremely customizable, adding 

the allure of being unique as each one could be built to look and feel different than all of the rest. 

An example of one of the broadcast campaigns, here is a video that I remember being played on 

a loop at the Harley dealer where I worked. It features several real riders all from very different 

backgrounds showcasing how different their Street models were customized for each type of 

rider. They expanded on this idea by holding a competition among U.S. Harley dealers where 

each dealership would customize a Street motorcycle to be featured in the Roll Your Own 

campaign where the winning dealership would be dubbed the “Custom King.” 

 Historically, the target market for Harley-Davidson has been mainly males over the age 

of 35. However, the newer marketing campaigns have been targeted more to both males and 

females between the ages of 25 and 40 in the upper middle class. In 2019, the motor company 

released its first all electric motorcycle named Livewire. Breaking into the electric motorcycle 

market is intended to further reach the younger generation as they are generally more eco-

conscious. Also, in an attempt to spark life-long motorcycle interest in even younger people, 

Harley-Davidson released two electric powered “balance bikes” intended for children in the 3 to 

7 age range. From personal experience while working as a Harley-Davidson salesman, the 
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changes that Harley-Davidson has been making has left a sour taste in the mouths of the older 

generation of riders that have been loyal to the brand for 20 plus years. They fail to realize, 

however, that this change is required to keep up with younger trends and ideals so that Harley-

Davidson can continue for another 100 years. 

 Harley-Davidson holds just under 50% of the global market share of 601CC and up 

motorcycles. However, from 2016 to 2018, annual Harley-Davidson worldwide new motorcycle 

sales fell from 260,289 to 228,051. The latest data available is from the third quarter of 2019 and 

shows that new motorcycle sales totaled 179,519. This put Harley-Davidson on pace to sell 

239,358 motorcycles, or 11,307 more new motorcycles than in 2018. On the downside, 

motorcycle sales typically decline around the fourth quarter due to the holidays and cold weather, 

so this may not be an accurate representation of what fourth quarter projections would have been. 

In fact, comparing the third quarter of 2019 to the third quarter of 2018 shows that sales were 

actually down by 9,221 motorcycles, so seeing an 11,000 unit increase for the year is probably 

unlikely. 

 Harley-Davidson has a long list of worldwide competitors, but the main competitors in 

the cruiser class of motorcycles are Triumph, Yamaha, Honda, and Indian. Most recently, Indian 

became Harley-Davidson’s major U.S. competitor once again when Polaris decided to end the 

Victory motorcycle brand and focus on rebuilding the iconic Indian brand. Indian was the 

original competitor for Harley-Davidson as both companies were started around the same time. 

However, Indian would go out of business in 1953. Several failed attempts have been made to 

resurrect the brand. Polaris acquired the Indian brand in 2011 and quickly released 3 new Indian 

motorcycles. Indian has also been affected by the decline in motorcycle sales, but the impact has 
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not been as heavy as it has been for Harley-Davidson. Polaris reported a decline of 2.8% for the 

third quarter while Harley-Davidson’s decline was 3.92%. 

 Harley-Davidson’s current product line includes 32 different motorcycle models, 

including the electric “Livewire” model, ranging in price from $7,599.00 up to $48,999.00, a full 

retail line of clothing and accessories, and parts branded under the “Screamin’ Eagle” name. 
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SWOT 
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Target Audience Definition 

The target audience for Harley-Davidson are millennials between the ages of 25 and 34 in the 

middle to upper middle class. They have the following qualities and behaviors.  

• Live and/or work in highly populated areas  

• Generally viewed as leaders in their industry or organization  

• Outspoken  

• Stubborn mindsets and their opinions are not easily changed  

• Highly educated  

• Highly productive  

• Highly creative  

• They value diversity  

• Single or newly married  

• Aspire to travel, but want to do so as frugally as possible  

• Tend to spend more of their free time with friends outside of the house  

• Strong social media presence  

• Health conscious  

• Environmentally friendly 

This audience represents a market that is a bit foreign to Harley-Davidson, but necessary for their 

future success. If Harley-Davidson can capture this audience, I believe it will trickle down into 

the next generation. Since they value diversity, this group of people will be less likely to push 
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their own beliefs on their children. They will encourage them to develop their own beliefs and to 

be as unique as possible. From personal experience, I know that this will make our target 

market’s children want to be more like their parents than ever before. They will be less 

rebellious, so they will share the same loyalties as their parents. 

Our target audience currently has a negative opinion of Harley-Davidson due to outdated 

stereotypes as well as the public image as portrayed by the EPA. However, the brand has made 

incredible strides to become more EPA compliant and that message needs to be publicized more 

to this group of people. Their stubborn mindset will be a challenge, but not impossible with 

proper marketing campaigns.  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Target Profile 

Say hello to Jordan, just one 

unique example of Harley-

Davidson’s ideal customer. Jordan 

is a 27-year-old man who works 

for M16 Marketing in Atlanta, GA 

as a senior web developer with an 

annual salary of $115,000.00. He obtained his B.S. in Computer Science in 2014 and his M.S. in 

E-commerce in 2016, both from Clemson University in Anderson, SC. He owns a house with his 

fiancé, Kaitlyn, in a private neighborhood in Tucker, GA, a suburb of Atlanta. Kaitlyn is 27 years 

old and works as an advertising professional with an annual salary of $70,000.00. They have no 

children, but hope to have 1 child in their early 30’s. Together, they like to attend live music 

events and frequent the Atlanta nightlife with friends. They maintain healthy and active 

lifestyles. They workout together 4 mornings a week in a local park. They also love to travel, 

both domestically and internationally. When traveling in the U.S., they prefer driving over flying 

so that they can enjoy the scenery. They typically take Jordan’s 2019 Tesla Model S as it is more 

efficient and green than Kaitlyn’s 2016 Jeep Cherokee. They document their frequent travels 

along with reviews of amenities and travel conditions on Facebook, Instagram, and Twitter under 

the page name, Globe Trippers, where they have a total of 20k followers. Despite their healthy 

combined income, they live and travel on an extremely limited budget so that they can save a 

majority of their income for their potential child’s future and so that they can, one day, retire a 

little early and travel full time. 
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Marketing Objectives 

GOAL: Increase the interest in the motorcycle community among the millennial generation.   

 OBJECTIVE 1: Change the stereotype of the biker as an outlaw  

  STRATEGY 1: Disallow the display of motorcycle club colors or emblems at   

       Harley-Davidson dealerships and official Harley-Davidson   

       events  

  STRATEGY 2: Create a campaign that highlights the evolution of culture and its   

       relation to the biker community  

  STRATEGY 3: Cutoff all existing ties with any outlaw motorcycle clubs. i.e.   

       Blocking the Outlaws MC or Hells Angels MC from following   

       the Harley-Davidson social media accounts  

  STRATEGY 4: Minimize the use of skulls in design graphics and merchandise   

 OBJECTIVE 2: Position Harley-Davidson as an environmentally friendly vehicle option  

  STRATEGY 1: Host Harley-Davidson sponsored motorcycle rallies with a focus   

       on clean energy  

  STRATEGY 2: Install Livewire charging stations on college and business   

       campuses in urban areas  

  STRATEGY 3: Offer additional rebates when customers trade in any gasoline   

       powered vehicle  

	 	 STRATEGY 4: Implement a clean energy source for all Harley-Davidson    

       facilities 
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Creative Strategy

TAG LINE: 

“AN ICONIC TRADITION, REFRESHINGLY DIVERSE”

Rejected Statements: 
• Harley-Davidson: A family as diverse as the places you’ll go.  
• Harley-Davidson maximizes the opportunities to see the world.  
• Harley-Davidson is the diverse company you never thought it 

would become.  
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Creative Brief  

What are we advertising? 

Harley-Davidson is one of the cleanest and most economical ways to travel. The outlaw 

stereotype no longer exists with Harley-Davidson. 

Whom we are talking to? 

Successful 25-35 year old millennials in urban areas who are young professionals that enjoy 

travel. 

What do they currently think? 

Harley-Davidson motorcycles are loud pollution creating machines and bikers in general are 

typically outlaws and should be feared/avoided. 

What would we like them to think? 

Harley-Davidson, as well existing Harley-Davidson owners, are welcoming of all people. 

Harley-Davidson is an environmentally friendly company that helps to make travel more budget-

friendly. 

What is the single most persuasive idea we can convey? 

The biker stereotype is outdated and inaccurate. 

Why should they believe it? 

Harley-Davidson has incredibly diverse brand partnerships and employees that deeply care about 

the environment. 

Are there any creative guidelines? 

3 minute online mini-documentaries with abbreviated 60 second versions for TV. 
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Communication Channels 

Social Media 

The target market for this campaign has the largest presence on social media. 

• Facebook 

• YouTube 

• Instagram 

OTT and streaming video services 

Almost all 25-34 year-olds watch TV through streaming devices and services. Very few of them 

still subscribe to cable service. 

• FireTV 

• AppleTV 

• Roku  

Streaming music services 

Through technological advances, traditional radio has taken a strong hit and the majority of 

25-34 year olds listen to music and podcasts through streaming services. 

• Spotify 

• Pandora 

• Amazon Music 

Reasoning 

Even while working, the target market is typically engaged in one of the three media sources 

listed above. With the easy access they have to smartphones, it’s almost natural to open their 
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preferred social media app as soon as they unlock their phones. While working, many of them 

will have music streaming.  

Budget 

$40 million - Based on the previous amounts Harley-Davidson spent on other campaigns. 

Appeal 

We will appeal to our target market by showcasing the efficiency involved with motorcycle 

travel by young people of various backgrounds while avoiding the scruffy biker stereotype. 
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Creative Execution 
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Conclusion 

 There is no argument that Harley-Davidson Motor Company has one of the longest and 

most storied histories among all American businesses. However, businesses much change with 

their surrounding environment. In this case, the entire Harley-Davidson target market must be 

redefined in order to continue to make footprints in American history books to come.  

 Showcasing efficiency as in the video above, along with various other versions featuring 

consumers from several different backgrounds, will allow Harley-Davidson to finally make a 

positive and lasting impression on the Millennial generation, particularly in Urban areas. 

 The “An Iconic Tradition, Refreshingly Diverse” campaign allows Harley-Davidson to 

stick to its original message that encourages personal freedom while stating that the motor 

company is not the outlaw brand with which many young people seem to associate it. It screams 

that Harley-Davidson challenges every unique individual to achieve their own personal freedom 

that only riding a Harley-Davidson motorcycle can bring. 

 From this point forward, young professionals from all over the world will view Harley-

Davidson Motor Company as the Earth friendly motorcycle company that loves how unique each 

and every person is in this world. 

HARLEY-DAVIDSON MOTOR COMPANY 

AN ICONIC TRADITION, REFRESHINGLY DIVERSE  
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