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23-year-old William S. Harley and Arthur Davidson founded Harley-Davidson Motor 
Company in 1903. In over one hundred years, Harley-Davidson has not only branded its 
name into America, it has also developed a unique culture with a very loyal customer 
base. 

They have also been the only company to patent a sound. Everyone knows when a 
Harley-Davidson motorcycle is coming down the road because they can hear its distinct 
sound from anywhere. Harley-Davidson has not only built motorcycles, but also an entire 
clothing line with motorcycle accessories. Harley-Davidson also licenses its logo out to 

more than 100 manufacturers and ranks among the 10 best-known American brands. 

BACKGROUNDEXECUTIVE SUMMARY

Even with Harley-Davidson’s trademark sound, the younger audiences still aren’t hearing it. 
Although Harley-Davidson has built up an American mega-culture over the past 100 years, 
it still struggles to compete against its Japanese counterparts who have a tight hold on the 
younger motorcycle riders.

Harley-Davidson has a very loyal customer base. If Harley-Davidson can acquire a portion 
of the younger market, these customers will become just as loyal as their older clientele. 
With this marketing campaign, Harley-Davidson will increase brand awareness by 70% and 
sales by 25%. In order to do this, we will target both males and females, ages 18-34. Our 
campaign will also reach 80% of our target audience for an average frequency of 2.3.

To reach a young audience, we will need to use media that appeals to a younger generation. 
Along with traditional advertising, such as television, magazines, outdoor, and radio, it will 
also be essential to use non-traditional advertising such as the Internet and Social Media. 
Both national and spot markets will be implemented into this plan. The spot market will 
include the top ten most marketable cities throughout the United States.

Through a younger, more hip media mix and strategic promotions, Harley-Davidson will 
not only be king of the big cruiser market, but will also establish loyalty among the younger 
Americans. 
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SITUATION ANALYSIS

Harley-Davidson has established itself all across America as a very trustworthy and iconic 
company. Harley-Davidson is very competitive when tested against competing brands. 
With a culture circled entirely around Harley-Davidson, the loyal consumers tend to be 
older, tattooed men. The issue is trying to get the culture to envelope a younger audience. 
We will create a new culture with men ages 25-34. 

Our target market is dominated by companies such as Honda, Suzuki, Yamaha and 
Kawasaki. These companies hold 92% of the market share among our target audience. 
With Harley-Davidson’s new line of smaller, sleeker bikes, it’s just a matter of making 
these new models known in order to compete with the competition. With a new, younger 
and creative media mix, this group will make for an effective market. To reach this market, 
we will not only stress the new and improved look but also the reliability and quality of 
the Harley-Davidson product. 

Most in this age range have average incomes of $37,600, according to the United States 
Census; it is a matter of helping them know that by going through Harley-Davidson they 
will get the most bang for their buck.

According to MediaMark Research, people in this age range are 26% more likely to 
purchase a motorcycle than everyone else. To reach this audience, Harley-Davidson will 
continue to promote sleeker, more youthful bikes but they will do it in places where the 
younger generations can be reached. We will implement magazines, cable TV, outdoor, 
radio, Internet and social media to reach this targeted audience.

SWOT ANALYSIS

Strengths:
•Harley-Davidson Motorcycle owners create a very loyal following – Repeat customers 
are strong.
•The motorcycles are American-made – This brand has been around for a very long 
time. It has created a good brand as an American Classic.
•Harley-Davidson is the only company with a patented, unique sound.
• Culture – Harley-Davidson owners gather for cross-country rides.
• Harley-Davidson is the only major manufacturer of quality American heavyweight 
motorcycles.

• Competition: Kawasaki, Honda, Suzuki, Yamaha, Polaris, Victory motorcycles – These 
companies make up 92% of the 25- to 34-year-old male market.
•Custom-made motorcycles are becoming the preferred choice among our target 
audience.

Weaknesses:

Opportunities:
• Social Media will make it easier to reach target audiences.
• Since Harley-Davidson is a well-known brand, it will be easier to take market share 
back.
• Women and younger riders are becoming more interested in motorcycles.

• Harley-Davidson motorcycles are known as ‘old man’ bikes. Most consumers consist 
of older, white American, bar-hopping men with beards, wearing all leather.
• Since it’s a name brand motorcycle, Harley-Davidson’s price is perceived to be more 
expensive.
• The motorcycles are perceived as a leisurely purchase instead of a necessity.
•Harley-Davidson’s competition, Honda, Suzuki, Yamaha, and Kawasaki, make up 92% 
of the market of 25- to 34-year-old men.

Threats:
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SHARE OF VOICE MARKETING GOALS 

Our marketing goals for the Harley-Davidson campaign’s target audiences, 25- to 
34-year-old men, 18- to 24-year-old men, and 18- to 34-year-old women are to:

• Decrease the average age of Harley-Davidson purchasers to 38 years old
•Increase brand awareness by 70%
•Increase Harley-Davidson sales by 25%
•Attain 5% market share
• Increase sales in younger minority markets (women, blacks, Hispanics) by 10%

Based on the Harley-Davidson case study it is apparent that the average age of Harley-
Davidson purchasers needs to be reduced. The current average age of Harley-Davidson 
purchasers is 46 years old. The primary age of motorcycle users in general is 35 to 44 
years old. In order to help decrease the current average age, a goal was set to increase 
brand awareness of Harley-Davidson by 70% and increase sales by 25% among the new, 
younger target audience. By the end of this yearly campaign, Harley-Davidson will hope 
to gain a 5% market share. In other words, 1 out of every 20 motorcycles purchased 
by men 25 to 34 years old will be a Harley-Davidson. By attaining these marketing 
goals, Harley-Davidson will be able to successfully tap into the younger youth market 
and successfully compete against its Japanese contenders, Honda, Yamaha, Kawasaki, 
and Suzuki. Because minorities will be seen as a more important segment in the future, 
Harley-Davidson also hopes to increase its sales in select minority markets as well, 
especially its secondary and tertiary target audiences.
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TARGET AUDIENCES (CONT.)TARGET AUDIENCES

While Harley-Davidson has typically targeted an older audience, it will need to target a 
younger audience in order to compete in the future. Currently, Harley-Davidson’s target 
audience is males 35 years or older. The target audience for this campaign will include 
the following:

Primary Target Audience:
Rising Professionals: Males 25 – 34 years old

With a new, younger creative, and newer media mix, this group will make for an effective 
market. To reach this market, we will not only stress the new and improved look, but the 
reliability and quality of the Harley-Davidson product. This group is on their way up in 
the market place, most of which is middle class. The Rising Professionals enjoy active 
lifestyles. They work hard, play hard and enjoy the outdoors. They are on the cutting edge 
of trends, technology, electronics, social events, and networking. They shop at places such 
as Banana Republic, The Gap and Old Navy, own iMacs and play video games. Not only 
will owning a motorcycle help them get to the places they want in a cost effective way, it 
will make them look good while doing it.

Secondary Target Audience
Generation X Males: Males 18 – 24 years old

People in this age range are 26% more likely to purchase a motorcycle than everyone 
else according to MediaMark. To reach this audience, Harley-Davidson will continue to 
promote sleeker, more youthful bikes, but they will do it in places where young adults 
can be reached. This generation thrives on the newest technology. They buy iPhones and 
iMacs and spend countless hours playing video games and are more than twice as likely 
to buy energy drinks than anyone else. This is a generation that simple doesn’t stop. They 
are college students who stay up late hanging out with friends, playing video games, 
occasionally studying for tests and are up-to-date on the most hip clothing including 
Armani, Polo and Ralph Lauren. They are always on the go – they need things fast. 
Owning a motorcycle is perfect for their fast lifestyle.

Tertiary Target Audience:
Rising Female Professionals: Females 18 – 34 years old

Females are becoming more business oriented than ever before. More of them are going 
to college and getting degrees. They comprise 46.8% of the labor force today, 74% of 
which work full-time jobs. The most common female jobs include secretaries, registered 
nurses, and elementary teachers. They, too, are interested in the latest technology 
including iMacs and video games. They are business women, often serious in pursuing a 
prestigious career. They also like the newest, most hip clothing including Polo, Banana 
Republic, The Gap, and Old Navy.

According to the Harley-Davidson case study, the average age of riders needs to decrease 
to close the age gap that is currently existing. Males are currently higher purchases and 
that is why they are still our primary target. However, women and younger adults are also 
lucrative markets that we will tap into.

*See appendix for index numbers (page 24)
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CREATIVE BRIEF

Through this media plan and creative strategy, we hope to accomplish our objectives by 
pushing the “new Harley-Davidson culture” on our primary target audience, the Rising 
Professionals. This audience wants to set trends, enjoy active lifestyles and be noticed by 
their peers.    

Positioning Statement: 

We will position Harley-Davidson as having the fastest, coolest, sleekest bikes for the 
Rising Professionals who are creative, hip and active. We will position Harley-Davidson 
as the latest trendsetter by creating a media mix with traditional and non-traditional forms 
of media.

Tagline: 

“Not your daddy’s Harley”

Big Idea: 

With our tagline, we will explain that Harley-Davidson bikes are not only for old men. 
These Rising Professionals will look impressive driving up on their young, fast and sleek 
bikes. A Harley-Davidson bike will get you where you need to go whether it is to the 
office or out on the town with your friends.

MEDIA GOALS AND OBJECTIVES

Reach = 80%
Average Frequency = 2.3*  

For this Harley-Davidson Campaign, a moderately high reach will be set at 80% for a 
combined national and spot campaign. With a reach set at 80%, we are still able to have 
a semi-moderate frequency goal of 2.3 which was determined using the Ostrow Model*. 
The budget for this national and spot campaign is $23,916,000.

Specific reasoning for emphasizing moderately high reach: 

*See Appendix , Ostrow Model (page 21).

•  Harley-Davidson is already a strong, well-established brand.   
•  They have a very high brand awareness among the selected target 
audience  and virtually all American adults, although most Harley-Davidson 
riders currently do not fall within the defined target audience for this campaign.
•  Harley-Davidson is often perceived as higher in price than competitors when 
in fact they are very competitively priced.
•  The target audience/market is new territory for Harley-Davidson.
•  Harley-Davidson motorcycles are not purchased often, causing long purchase 
cycles.
• The new advertising message is easily understood.
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MEDIA STRATEGY

Top Ten EV% Markets Media Mix

MEDIA STRATEGY (CONT.)

Internet
Our target audience is very tech savvy and are always on the go. The Internet is a 
key way to reaching this type of audience. Our target audience is 35% more likely 
to use the Internet than any other group. They are going to use the Internet to find 
out about what motorcycles they want to buy more now than ever before.

Social Media
By using social media, we are using an “electronic word of mouth” to reach our 
demographic. Social Media is so personalized that we can reach specific people 
who are interested in motorcycles without the clutter of traditional media. It is a 
cool, hip way of reaching each of our target audiences.

Cable TV
By using Cable TV we can reach a niche group of people. With more and more 
stations specializing in targeting certain demographics, cable TV is perfect for 
reaching those we want without wasting our time on those who we are not 
targeting. Our target audience loves music, action and comedy; therefore, the 
specified channels are ideal for reaching our target audience.

This campaign will consist of a combination of national and spot media coverage for 
Harley-Davidson. After creating the 50-city market breakdown*, the following top 10 
markets have been chosen to implement the campaign based on EV percentages:

Magazines
Through magazines we can also reach a niche group of people. Young adults love 
video games, so by using video game magazines we can easily reach our target. We 
can also easily reach our male target audience with computer and gun magazines.

Outdoor
Those who ride motorcycles love the outdoors. These are people who are always on 
the go and always outside. Outdoor marketing is the best type of marketing for those 
who are always on the road and who love the outdoors.

Radio
While radio can be effective, we need to make sure that we reach our target through 
a specified genre of music. Hip-hop and Alternative Rock music is what the younger 
generation loves to listen to. Also, if you love riding a motorcycle you most likely 
listen to the radio while doing so. We can target the younger audience and those who 
love motorcycles at the same time by using the radio.

* 50-market breakdown (page 21).
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MEDIA EXECUTIONSCHEDULE

Our campaign will utilize a pulsing technique that involves a combination of continuity 
and flighting patterns; that is running advertising on some kind of continuous schedule 
with “heavy up” periods when needed for special or seasonal promotions.

The budget has been allocated in a way that spending increases during the months of 
April, May, June, and July. The justification for this increase is due to the past sales records 
of Harley-Davidson Motorcycles. More motorcycles are purchased during these months 
than any other time of year. We want to slowly increase our campaign, marketing and 
advertising strategies up until this season. Once we approach these months, we will 
amplify our messages to increase impressions, reach and frequency. After these months, 
we will slowly decrease our messages and eventually cease messages during December 
and January, which are the months with the lowest sales. 

Internet

• Gmail.com
• Disney.com
• MTV.com

Social Media

• Facebook
• Twitter
• YouTube

Cable TV

• E! Entertainment
• MTV
• MTV2

Magazines

• GameInformer
• Official Xbox Magazine
• Sports Illustrated

Outdoor
• DMA

Radio

• Hip-hop
• Alternative Rock
• Country

• Spike TV
• Vh1
• FX

• Disney
• Fuel TV

• about.com
• wikipedia.org

• Guns & Ammo
• MacWorld
• PC Gamer
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  FLOWCHART-OUTDOORMEDIA EXECUTION (CONT.)

Flow ChartJustification

According to the index numbers, our target audience was identified as tech-savvy, video 
gamers, rising professionals, beginning to become financially independant and successful. 
They are interested in new trends and love cutting-edge products.

Also according to index numbers and research, our target audience has a very active pre-
sense on the Internet. We want to target high traffic sights, such as Wikipedia, Gmail, and 
About.com.

The magazines we chose to advertise in appeal to our target audience based on their love 
of games, guns and the great outdoors. Refer to our target analysis to emphasize our chan-
nel selections.
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  BUDGETPROMOTIONS 

Harley-Davidson will be sponsoring the new remake of the classic Nintendo game 
Excite Bike. This will give them an opportunity to show off their sleeker bikes. Our 
target audience loves video games and will enjoy unlocking the new Harley-Davidson 
bikes at high levels of the game. Sponsoring this classic video game will help increase 
awareness of the new culture of Harley-Davidson.

Concert Series

Video Game

Partnership with Apple

Harley-Davidson will be sponsoring a concert series. These concerts will take place 
in our spot market cities.The concerts will help reach our target audiences. At the 
shows, the bands will have collector edition guitar picks that they will throw out to the 
audience. On the picks, there will be a secret code. They will redeem their code on 
our Facebook page. This will help funnel our target audience to social media. This will 
be a great promotion to reach our target audience.

Harley-Davidson will be teaming up with Apple to promote a new app that will be 
developed. We will be placing a new motorcycle in each of the Apple stores in our 
spot markets. There will be a contest to see who can keep their hand on the bike the 
longest. If someone removes their hand then they are out. Whoever is the last person 
to keep their hand on the bike will win the Harley-Davidson motorcycle. This will 
continue to reach our Rising Professionals and their love for technology. They are an 
established brand with strong brand loyalty with our target market of males 25 to 34 
years old. We will create custom Harley-Davidson skins for the iPhone.

 
 

National Budget (000)  
Cable $10,229.60
Radio $1,509.30
Magazine $6,316.30
Key word $270.00
Total $18,325.20

Spot Budget (000)  
TV $495.60
Cable $617.50
Radio $494.30
Outdoor $3,983.40
Total $5,590.80

Spot Markets (000)    
Dallas-Ft. Worth, TX 5.08% $284.28
Sacramento et al, CA 5.57% $311.15
New York, NY 6.20% $346.51
Seattle-Tacoma, WA 6.20% $346.51
Tampa et al, FL 6.25% $349.34
Orlando et al, FL 7.26% $405.91
San Diego, CA 7.82% $437.02
Phoenix, AZ 12.19% $681.70
San Francisco et al, CA 19.61% $1,096.10
Los Angeles, CA 23.83% $1,332.29
Totals 100.00% $5,590.80 Total Budget: $23,916,000

We based our budget on a combination of national and spot advertising. We used 
the objective and task method to help determine the numeric value. We selected our 
marketing goals and advertising objectives. The total cost then became the budget. 
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OSTROW MODELAPPENDIX

Ostrow Model
Flow Chart- no outdoor
50-market breakdown
competition
mri data
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  TOP 50 MARKETSFLOWCHART- NO OUTDOOR
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  MRI DATA (CONT.)MRI DATA
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  MRI DATA (CONT.) MRI DATA (CONT.) 
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 MRI DATA (CONT.) MRI DATA (CONT.) 
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  DKJ  biographiesMRI DATA (CONT.) 2

Danielle Mills is a communication major with an emphasis in public relations 
and a minor in psychology. She is from Mill Creek, Washington and is a senior 
graduating in July of 2010. Danielle’s responsibilities in this campaign included 
writing up the Creative Brief, Positioning, Tagline, Big Idea and designing 2-3 
creative executions. She also helped in the design of the campaign book.

Kyle Conger is a recreation management major with a minor in public relations. He 
is from Elizabethtown, Pennsylvania. He is a senior who will graduate in December 
2010. Kyle’s responsibiliteis included developing the campaign objective as well as 

writting the executive summary.

Jared Boucha is communication major with an emphasis in public relations 
and a minor in sociology. He is from Sandy, Utah and is graduating July, 
2010. He is responsible for the media strategy and ev% chart as well as 
writing out 2-3 creative executions.

Katelyn Kougias is a communication major with an emphasis in broadcasting 
and public relations. She is from San Antonio, TX and is a senior graduating in 

April of 2011. Katelyn’s responsibilities for this campaign include the team bio, 
budget sections and presentation.

Jolayne Bass is a university studies major with a minor in public relations 
with emphases in theatre and music. She is from Vinita, Oklahoma and will 
be conducting a research study in Rexburg after graduation in July, 2010. She 
is responsible for the background information and situational analysis with 
SWOT analysis included.

David Haralson is a sociology major with a minor in public relations. He is originally 
from Georgia, but has lived in many places since including Colorado and Idaho. He 

enjoys reading, writing, and spending time with his wife and child. He is a Senior who 
will graduate in July, 2010. David’s responsibilities include determining who the target 

audience will be and how we will reach them.
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