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Executive Summary

Harley-Davidson is an American motorcycle manufacturer that was founded in Milwaukee, Wisconsin in 1903 by William S. Harley and Arthur Davidson. The brand itself is known for their heavyweight motorcycles and loyal brand community. Harley-Davidson has a wide variety of products ranging from motorcycles, such as Trikes, Sportsters and Touring bikes, to the recognizable apparel of black, orange and leather. The Harley-Davidson brand is well-known, however, within the last couple years Harley has seen a decrease in sales while major competitor’s, such as Suzuki and Kawasaki, are seeing increases. The reason behind this is that the Harley-Davidson bikes tend to appeal to an older audience which causes them to lack attention in the younger generations. In order to counteract this decrease in sales, Harley-Davidson has begun to develop bikes that are more sporty and sleek. Harley-Davidson is also wanting to expand their target market to women while combining the new design of the Sportster. There is significant room to expand the category to this target audience.

Our media strategy for Harley-Davidson explains and supports how we plan to meet our objectives of making the new Sportster more appealing to women while increasing the usage by 10%. Permitting that the Harley-Davidson brand is already well-known, our media plan aims to increase the category usage by allocating our budget of $23 million dollars throughout national and spot campaigns for a full year starting in April 2011. Most of the budget will be filtered into the national campaign, but we will also focus on fifteen spot markets: Pittsburg, PA, Cleveland, OH, Wilkes-Barre, PA, Portland, ME, Orlando, FL, Tampa, FL, San Diego, CA, Sacramento, CA, Pheonix, AZ, Harrisburg, PA, Birmingham, AL, Norfolk, VA, Greenville, SC, Buffalo, NY and Greensboro, NC. Our media plan implements strong traditional media marketing, but we will also set aside $3,150,000 to achieve some nontraditional goals, such as sponsorships of the Susan G. Komen 3Day, sponsorships of the London Olympics, Mother’s Day Training Courses and a social media app.

We have thoughtfully discussed our media objectives. The target market for this campaign includes women aged 25-34 with an HHI of $60,000 or higher. We will implement a pulsing media schedule throughout the entire year with emphasis during the months of May, July and October. During May, July and October, heavy media usage will vary depending on the month, weather and event. During the summer months we will heavily push the HDapp which allows riders to map out existing bike rides while connecting with the Harley-Davidson community. We will spread the budget over television, radio, magazines, Internet and outdoor. Our focus on outdoor marketing will be persistent all year on the basis that motorcycle riders are very likely to be outside riding. Through a strong campaign and precise media choices, our objectives of raising category usage by 10% while make the new Sportster more appealing to women will be met.
Situation Analysis
Price: Harley Davidson has five families of bikes to choose from: the Sportster, the Dyna, the Softail, the V-Rod, the Touring, the Trike, and the CVO. The Sportser family offers six different varieties of motorcycles: the Superlow starting at $8,000, the Iron 883 starting at $8,000, the Nightster starting at $10,000, 1200 Custom starting at $10,300, the Forty-Eight starting at $10,500, and the XR1200x starting at $11,800 (http://www.harley-davidson.com/en_US/Motorcycles/sportster.html).
Promotion: Harley-Davidson established the Harley Owners Group (HOG) in 1983 to build on the strong loyalty and fraternity of Harley-Davidson enthusiasts as a means to promote not just a consumer product, but a lifestyle. The HOG has also served to open new revenue streams for the company, with the production of tie-in merchandise offered to club members, numbering over one million strong. Other motorcycle brands, and other and consumer brands outside motorcycling, have tried to imitate the Harley-Davidson's success in this endeavor by creating factory-sponsored community marketing clubs of their own. HOG members typically spend 30% more than other Harley owners, on such items as clothing and Harley-Davidson-sponsored events. Harley Davidson also offers factory tours at four of it’s manufacturing sites: York, Pennsylvania, Tomahawk, Wisconsin, Kansas City, Missouri, and Menomonee Falls, Wisconsin. Customers can also tour the Harley-Davidson museum, which opened in Milwaukee, Wisconsin in 2008. Furthermore, beginning in with Harley-Davidson’s 90th birthday in 1993, the company has had celebratory rides to Milwaukee called “Ride Home.” This new tradition has continued every 5 years, and is referred to unofficially as "Harleyfest," in line with Milwaukee's other festivals. This event brings Harley riders from all around the world. The 105th anniversary celebration was held on August 28–31, 2008, and included events in Milwaukee, Waukesha, Racine, and Kenosha counties, in Southeast Wisconsin.
Product: Harley Davidson was founded in 1903 during the Industrial Revolution in Milwaukee, Wisconsin by William S. Harley and his childhood friend Arthur Davidson. Harley-Davidson branded motorcycle products emphasize traditional styling, design simplicity, durability and quality. The Company manufactures five families of motorcycles: the Sportster, the Softail, the V-Rod, the Touring, the Trike, and the CVO. The Sportster bikes are characterized by incorporating racing technology, aerodynamic styling, low handlebars with a “sport” riding position and high performance tires
Place: The Company’s products are retailed through an independent dealer network, of which the majority sells Harley-Davidson motorcycles exclusively. The Company’s independent dealerships stock and sell the Company’s motorcycles, parts and accessories, general merchandise and licensed products, and perform service for the Company’s motorcycles. The Company’s independent dealers also sell parts and accessories, general merchandise and licensed products through “non-traditional” retail outlets. The “non-traditional” outlets, which are extensions of the main dealership that consist of Secondary Retail Locations (SRLs), Alternate Retail Outlets (AROs), and Seasonal Retail Outlets (SROs). SRLs are satellites of the main dealership and are developed to meet additional retail and service needs of the Company’s riding customers. SRLs also provide parts and accessories, general merchandise and licensed products and are authorized to sell and service new motorcycles. AROs are located primarily in high traffic locations such as malls, airports or popular vacation destinations and focus on selling the Company’s general merchandise and licensed products. SROs are located in similar high traffic areas, but operate on a seasonal basis out of temporary locations such as vendor kiosks. AROs and SROs are not authorized to sell new motorcycles. 
Market Description: Competition in the heavyweight motorcycle market is based upon a number of factors, including price, quality, reliability, styling, product features, customer preference, warranties and availability of financing. Harley is the leading brand for the big cruiser bike, owning up to 45% share in the U.S. vs. Honda’s 23%. Harley also ranks among America’s top growth stocks since it’s 1986 IPO. However, some its key growth engines showed signs of decline. The average age of a Harley rider has risen from 38 to 46 in the past decade and the Harley-Davidson motorcycle is now being perceived as being a “an upper-middle class toy.” Last year retail sales of the Harley-Davidson brand decreased 21% worldwide, 28% in the U.S. and 10% in international markets while American sales of light sport bikes, aimed at 25 to 34 year-old men increased 90% from 1998 to 2001. Suzuki, Honda, Yamaha, and Kawasaki have a combined 92% of that market.
SWOT Analysis:

Strengths: 
· High brand awareness in heavyweight motorcycle product category by owning over 60% of the US market
· Harley-Davidson customers are very brand loyal and 
· The company’s worldwide motorcycle sales generated approximately 76%, 75% and 78% of the total net revenue in the Motorcycles segment during each of the years 2010, 2009 and 2008.
· Harley-Davidson branded motorcycle products emphasize traditional styling, design simplicity, durability and quality.
· Offers a variety of styles of motorcycles
· Ability to personalize vehicle to individual preferences

Weaknesses:
· The average U.S. retail purchaser of a new Harley-Davidson motorcycle has a median household income of approximately $85,000.
· Certain geographic regions of the United States are restricted markets because of the incompatible weather conditions for riding a motorcycle
·  In the U.S, suggested retail prices for the Company’s Harley-Davidson motorcycles are moderately higher than suggested retail prices for comparable motorcycles available in the market.
· The company defines its U.S. core customer base as men over the age of 35
· The product category is known for being dangerous for riders because of the lack of safety features compared to automotive vehicles

Opportunities:
· No other competitor in the market is utilizing radio for advertising
· The Harley-Davidson company is known for it’s Harley-Davidson Owner’s Group (HOG) events centered around the Harley dealerships. However, to reach new customers, Harley-Davidson must begin to branch out it’s sponsorship and events to brands and companies that the target market identifies with
· 70-80% of Sportster inventory is purchased by women

Threats: 
· Affordability of competitor’s products
· Brand community is growing older and unable to purchase motorcycles 
· The target audience’s unfamiliarity with the Sportster motorcycle family
· Potential rejection of new sponsorships from current brand community
Competitive Considerations
· Attitudes Towards Motorcycles: According to the 2006 Survey Motorcycle Attitudes, the majority of people said that they felt that motorcycles are a safe means of transportation. However, females, more than their male equivalent, failed to believe that motorcycle riders drove more safely and defensively then their vehicle counterparts. Although females proved to agree with the latter statement more than males, still, 51% of females said they agreed that motorcycle riders do drive more safely and defensively than their vehicle counterparts. On distinguishing between motorcycle types, sport motorcycle riders, such as Yamaha or Honda, were said to be the most unsafe, whereas, cruisers, touring bikes and standard motorcycles were said to have the safest riders. Young males, aged 35 and younger, were the most likely group to consider riders “very safe” and also most likely to assign a lower value to every safety category.
A major contributor to attitudes towards motorcycles is whether or not a person is an average driver or a dual driver (persons who own and ride a motorcycle and a car). Average drivers are more likely to have negative attitudes toward motorcycle riders as well as a lack of empathy. Average drivers also tend to spend less time looking at approaching motorcyclists and say they feel nervous driving on roads with them. Regardless of category, both average drivers and dual drivers hold a high respect for helmet laws and safety training. However, females and older respondents were more likely than any other groups to indicate support for helmet laws.
· Audience Awareness: Consumers who are aware of Harley Davidson associate the brand with America, freedom and loyalty. The average age of a Harley rider is 45 with 20% being over 55. Because of Harley’s ability to attract older generations and not the younger ones, Harley Davidson has allowed competitors such as Honda to gain ground in the motorcycle world. Recently (in the last 18 years), Honda has been attracting the younger generation, which then allowed Honda to surpass Harley in U.S. sales. An advertising strategy focused on attracting the younger generation will increase Harley’s sales while eliminating much of the competition posed by Honda and Yamaha.
Share of Voice (see Chart 1 and Figure 1)

Harley-Davidson’s share of voice greatly outshines all of the competitors with a share of voice of 45.4. The closes competitors to Harley-Davidson is Yamaha with 27.5 followed by Honda at 13.7. In 2010, the majority of advertising dollars was spent in Internet, Network Television and magazines. 
Chart 1: Share of Voice (%)
	
	  Net
  TV
	 Spot

TV
	Cable
 TV
	Synd.
	Mags.
	 Lcl.
Mags.
	Hisp.
Mags.
	Ntl.
Mags.
	Nwsp.
	Hisp.
Nwsp.
	 Net.
Radio
	 Ntl.
Radio
	 Lcl.
Radio
	U.S.
Internet
	Outdr.

	Harley
	46.4
	27.6
	43.2
	
0
	61.0
	  0
	100.0
	100.0
	22.9
	
0
	100.0
	100.0
	61.8
	49.2
	91.5

	Honda
	13.7
	5.9
	46.7
	
0
	3.9
	
0
	
0
	
0
	
0
	100.0
	
0
	
0
	
0
	6.3
	  0

	Kawasaki
	
0
	25.1
	
0
	
0
	14.3
	
0
	
0
	
0
	
0
	
0
	
0
	
0
	
0
	17.3
	3.1

	KTM
	
0
	
0
	
0
	
0
	5.0
	
0
	
0
	
0
	0.8
	
0
	
0
	
0
	
0
	0.03
	
0

	Suzuki
	12.5
	0.2
	0
	0
	3.9
	0
	0
	0
	1.6
	0
	0
	0
	0
	20.1
	2.2

	Yamaha
	27.5
	41.4
	10.1
	0
	11.9
	0
	0
	0
	74.6
	0
	0
	0
	38.2
	7.1
	3.2

	Total
	100.1
	100.2
	100
	100
	100
	100
	100
	100
	99.9
	100
	100
	100
	100
	100
	100


Figure 1: Share of Voice Pie Chart
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Media Mix Analysis (see Chart 2)

The majority of Harley-Davidson’s advertising budget was spent in Magazines (34.8%), followed by Cable Television (16.1) and Internet (13.6), with significantly less spending in other media. Although competitor’s may have higher amounts spent in the above mentioned categories, Harley-Davidson distributes it’s advertising budget among more media.
 Chart 2: Media Mix Analysis (%)
	
	Net
TV
	Spot
 TV
	Cable
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	Syn.
	Mags
	 Lcl.
Mags
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Mags
	Ntl.
Nwsp.
	Nwsp.
	His.
Nwsp.
	Net.
Radio
	Nat.
Radio
	Lcl.
Radio
	U.S.
Internet
	Outdr.
	Total

	Harley
	11.6
	0.3
	16.1
	 0
	34.8
	  0
	1.1
	10.5
	0.1
	0
	4.6
	2.8
	0.5
	13.6
	4.1
	100.1

	Honda
	13.7
	0.2
	70.1
	  0
	8.9
	  0
	0
	0
	0
	0.1
	0
	0
	0
	7.0
	  0
	100

	Kawasaki
	0
	2.0
	0
	0
	61.1
	0
	0
	0
	0
	0
	0
	0
	0
	35.9
	1.0
	100

	KTM
	0
	0
	0
	0
	99.5
	0
	0
	0
	0.1
	0
	0
	0
	0
	0.3
	0
	99.9

	Suzuki
	28.2
	0.02
	0
	0
	20.1
	0
	0
	0
	0.1
	
0
	0
	0
	0
	50.7
	0.9
	100

	Yamaha
	33.2
	2.1
	18.3
	0
	32.9
	0
	0
	0
	1.8
	0
	0
	0
	1.5
	9.5
	0.7
	100


Seasonality: The timing of retail sales made by the Company’s independent dealers tracks closely with regional riding seasons. The seasonality of wholesale shipments made by the Company has been different depending on the geographic market.  The Company’s independent dealers in the U.S. markets typically have built their inventory levels in the late fall and winter in anticipation of the spring and summer selling seasons.
Geography: Top 15 CDI markets: Pittsburgh, PA, Cleveland OH, Wilkes-Barr, PA, Portland, ME, Orlando, FL, Tampa, FL, San Diego, CA, Phoenix, AZ, Harrisburg, PA, Birmingham, AL, Norfolk, VA, Greenville, SC, Sacramento, CA, Buffalo, NY, and Greensboro, NC. **See CDI/BDI Rankings
Target Market:
· Demographics: Our target market consists of women aged 25-34 with a HHI of $50,00 and above, a universe comprising of approximately 82,000,000 people. We are concentrating on both the white and minority markets with at least one year of upper level education. They are mostly spread out over the United States, but there is a slightly stronger market in the New England and West Coast states.

· Psychographics: Our target market is comprised of young professional women and newlyweds who have attained at least one year of college education. These white collared workers are either single or married and have established supplemental income by earning over $60,000 a year. These women live lives of routine and responsibility. They seek the thrill of a new adventure and a sense of freedom from their daily lives.  
	 Rank
	DMA MARKET NAME
	CDI
	 Rank
	DMA MARKET NAME
	CDI
	Rank 
	DMA MARKET NAME
	CDI

	       1
	Pittsburgh, PA
	168
	       18
	Nashville, TN
	114
	      35
	Washington et al, DC-MD
	89

	       2
	Cleveland, OH
	163
	       19
	Baltimore, MD
	113
	      36
	San Francisco et al, CA
	88

	       3
	Wilkes Barre et al, PA
	163
	       20
	W. Palm Beach et al, FL
	113
	      37
	Louisville, KY
	80

	       4
	Portland-Auburn, ME
	160
	       21
	San Antonio, TX
	111
	      38
	Columbus, OH
	78

	       5
	Orlando et al, FL
	157
	       22
	Seattle-Tacoma, WA
	110
	      39
	Oklahoma City, OK
	78

	       6
	Tampa et al, FL
	150
	       23
	Raleigh et al, NC
	107
	      40
	Philadelphia, PA
	77

	       7
	San Diego, CA
	147
	       24
	Providence et al, RI-MA
	106
	      41
	Dallas-Ft. Worth, TX
	77

	       8
	Phoenix, AZ
	144
	       25
	Detroit, MI
	105
	      42
	Houston, TX
	77

	       9
	Harrisburg et al, PA
	140
	       26
	Indianapolis, IN
	102
	      43
	Milwaukee, WI
	76

	       10
	Birmingham et al, AL
	131
	       27
	Los Angeles, CA
	101
	      44
	Memphis, TN
	76

	       11
	Norfolk et al, VA
	129
	       28
	St. Louis, MO
	101
	      45
	Minneapolis-St. Paul, MN
	71

	       12
	Greenville et al, SC-NC
	128
	       29
	Boston et al, MA-NH
	99
	      46
	Salt Lake City, UT
	68

	       13
	Sacramento et al, CA
	127
	       30
	Atlanta, GA
	97
	      47
	Grand Rapids et al, MI
	64

	       14
	Buffalo, NY
	127
	       31
	Denver, CO
	93
	      48
	Miami-Ft. Lauderdale, FL
	61

	       15
	Greensboro et al, NC
	120
	       32   
	Kansas City, MO-KS
	93
	      49
	Chicago, IL
	39

	       16
	Hartford, CT
	114
	       33
	Cincinnati, OH
	91
	      50
	New York, NY
	36

	       17
	Charlotte, NC
	114
	       34
	New Orleans, LA
	91
	 
	 
	


	Rank 
	DMA MARKET NAME
	BDI
	Rank 
	DMA MARKET NAME
	BDI
	 Rank
	DMA MARKET NAME
	BDI

	       1
	San Francisco et al, CA
	161
	       18
	Orlando et al, FL
	110
	      35
	Columbus, OH
	93

	       2
	W. Palm Beach et al, FL
	154
	       19
	Milwaukee, WI
	110
	      36
	Miami-Ft. Lauderdale, FL
	92

	       3
	Hartford, CT
	147
	       20
	Salt Lake City, UT
	109
	      37
	Charlotte, NC
	90

	       4
	Washington, DC-MD
	143
	       21
	Chicago, IL
	107
	      38
	Louisville, KY
	89

	       5
	Seattle-Tacoma, WA
	142
	       22
	Cincinnati, OH
	105
	      39
	Raleigh et al, NC
	87

	       6
	San Diego, CA
	133
	       23
	St. Louis, MO
	104
	      40
	San Antonio, TX
	85

	       7
	Baltimore, MD
	130
	       24
	Detroit, MI
	103
	      41
	Wilkes Barre et al, PA
	85

	       8
	Philadelphia, PA
	124
	       25
	Kansas City, MO-KS
	103
	      42
	Grand Rapids et al, MI
	83

	       9
	Tampa et al, FL
	122
	       26
	Portland-Auburn, ME
	103
	      43
	Oklahoma City, OK
	82

	      10
	Buffalo, NY
	121
	       27
	Providence et al, RI-MA
	102
	      44
	Birmingham et al, AL
	80

	      11
	Los Angeles, CA
	120
	       28
	Norfolk et al, VA
	100
	      45
	Nashville, TN
	79

	      12
	Minneapolis-St, MN
	118
	       29
	Pittsburgh, PA
	99
	      46
	Greensboro et al, NC
	77

	      13
	Denver, CO
	118
	       30
	Cleveland, OH
	98
	      47
	Greenville et al, SC-NC
	75

	      14
	Boston et al, MA-NH
	117
	       31
	Houston, TX
	97
	      48
	Memphis, TN
	73

	      15
	Sacramento et al, CA
	113
	       32
	Atlanta, GA
	96
	      49
	New Orleans, LA
	72

	      16
	Phoenix, AZ
	112
	       33
	Indianapolis, IN
	96
	      50
	New York, NY
	65

	      17
	Harrisburg et al, PA
	112
	       34
	Dallas-Ft. Worth, TX
	95
	 
	 
	 


Objectives
Marketing Objective: Harley Davidson wants to distinguish itself in the light sport bike category by stealing share from it’s main competitor, Honda by increasing the sales of the Sportster division bikes by 3,000 sales units.
Advertising Objective: The nationwide campaign will be launched April 1, 2012. It will run twelve consecutive months concentrating during the prime riding seasons, which are spring, fall and summer especially in the northeast. The goal of the campaign is to increase category usage among  Generation X and Y women by 10% with the Harley Sportsters and to increase positive perception among women.
Rationale: Purchases have a direct relationship to seasonality and riding seasons. Riders tend to ride in cooler weather because the engine runs better and it's more comfortable to wear the Harley gear. Due to the existing dangerous perception of Harley, women will be offered a free informational and instructional riding course. To increase positive perceptions,  Harley Davidson will be tied in with breast cancer awareness month. 
Media Objectives
· Geography: We will reach Harley-Davidson’s priority markets through a national and spot campaign. In addition to our national media purchases, we will focus on fifteen spot markets with high product category performance. Based on data reports, we have found that Harley-Davidson has a high brand awareness so we have decided to concentrate on increasing usage of the product category amongst women nationally and in some areas that have a higher potential growth in the target market.
· Continuity (scheduling): The goal is to increase Harley-Davidson’s brand awareness by 10 percentage points and to sell 3,000 units of the Sportster motorcycle during a consecutive twelve month period beginning in April 2012. To achieve this goal through scheduling, we will focus on a pulsing campaign. Our campaign will be divided into four cycles with heavy emphasis during the spring (April, May, and June) and holiday (October, November, and December) months. The non-traditional campaign will run throughout the entire year with the launch of a smart phone application in April and the use of event sponsorships throughout the year to increase awareness of the Harley-Davidson Sportster family to our target market.
· Target Market: Message delivery will be concentrated towards women between the ages of 25-34, mostly married, with mid to high HHI, above $60,000. The target has attended at least some college and works in a variety of occupations with a heavy emphasis in Sales or Office Occupations. They are also heavy users of television with a wide variety of TV show preferences, ranging from sports to educational programming. In addition to television, the target market uses the Internet, mostly networking and travel sites. Caucasian women are the primary target, but there is a noticeable American Indian segment.
· Budget: To effectively reach our target market, increase brand awareness by 10 percent, and sell 3,000 units of motorcycles in the Sportster family, while effectively and efficiently using the $23 million provided in our budget during the months of April 2012 to March 2013.
· Reach and Frequency Tradeoff: To have an average reach of 87.6 and frequency of 13.5 in our proposed target market. We decided this objective based on the Ostrow’s model for predicting effective reach and frequency and our potential budget of $23 million.
National Plan
	National Plan
	
	
	
	
	

	National Plan
	Reach
	Freq
	GRPs
	%Share
	Est $(000)

	April
	58.9
	1.8
	106
	9.7
	1,471.05

	May
	56.5
	1.8
	102
	8.8
	1,338.11

	June
	52.4
	1.7
	89
	8.1
	1,237.93

	July
	25.9
	1.3
	34
	9.7
	1,478.06

	August
	32.8
	1.4
	46
	6
	911.43

	September
	43.6
	1.5
	65
	5.7
	865.2

	October
	45.9
	1.6
	73
	11.5
	1,754.45

	November
	56.5
	1.7
	97
	13.5
	2,061.49

	December
	59.7
	1.8
	108
	14
	2134.426

	January
	40.6
	1.4
	90
	6
	915.58

	Febuary
	36.1
	1.4
	90
	5.9
	902.68

	March
	42.4
	1.4
	90
	6.1
	922.31


National and Spot Plan
	National and Spot
	
	
	
	
	

	Spot Plan
	Reach
	Freq
	GRPs
	%Share
	Est $(000)

	April
	92.8
	14.8
	1,373
	10.2
	2,200.72

	May
	92.9
	14.7
	1,365
	10.5
	2,269.93

	June
	93.2
	14.9
	1,389
	10.4
	2,241.84

	July
	36.9
	1.5
	55
	7
	1,520.74

	August
	91.6
	14.4
	1,319
	7
	1,511.62

	September
	92.3
	14.5
	1,338
	6.8
	1,476.18

	October
	91.1
	14.4
	1,312
	8.1
	1,754.45

	November
	92.6
	14.7
	1,361
	9.8
	2,119.19

	December
	92.9
	14.8
	1,375
	10.2
	2,205.02

	January
	91.6
	14.4
	1,319
	7
	1,517

	Febuary
	96.1
	14.4
	1,384
	6
	1,296.51

	March
	91.8
	14.4
	1,322
	6.9
	1,496


Media Strategy

The Harley-Davidson Media Plan for 2012-2013 will be comprised of a national and spot campaign, featuring pulsed media buys in traditional and non-traditional media beginning in the third quarter, April 2012. The months of heavy media spending are divided into two divisions, based on consumer behavior of the target audience. Traditional media will be pulsed throughout the media schedule, while non-traditional media will stay continuous but will be marked by flighting event sponsorships.
· Geography: Collectively, our team decided the most effective way to reach our target market (Women between the ages of 25-34 who are mainly married with a household income of $60,000 or more/year), while using our allotted budget of $23 million efficiently, is to launch a national and spot media plan. Below are the fifteen markets we chose with high category usage, placing emphasis on 13.7% of U.S. households:
- Pittsburg, PA                 - Tampa, FL                   - Norfolk, VA
- Cleveland, OH               - San Diego, CA           - Greenville, SC
- Wilkes-Barre, PA           - Pheonix, AZ               - Sacramento, CA
- Portland, ME                  - Harrisburg, PA           - Buffalo, NY
- Orlando, FL                    - Birmingham, AL         - Greensboro, NC
· Scheduling: Given twelve months to allocate our budget and taking into account Harley-Davidson’s desire to increase product category usage amongst Generation X and Y women and to sell 3,000 motorcycle units in the Sportster family, we decided to initiate our campaign in April 2012. This is because of it’s correlation to the beginning of the prime riding months in Spring and to gain interest for the Summer months of June, July, and August. During May and June we will be promoting our product usage by offering “For Mom’s Approval” Training courses. In July and October, we will be promoting our participation in the London Olympics and the Susan G. Komen event sponsorships to demonstrate to our target audience the unique styling features available from Harley-Davidson Sportster bikes and our community-oriented branding. In September, November, December, January, February, and March we will concentrate on the increasing sales of the Sportster bikes by generating awareness of the Harley Sportser bike by emphasizing its younger and trendier elements while still keeping the Harley brand and image at a lower cost than traditional Harley's. 
· Media Recommended:
· Traditional Media Strategy
· Television (32.5%): The campaign will begin by purchasing :30 television spots in Network Prime, Network Late Night/Late News, Network Sports, Spot Prime, and Spot Late Night/Late News. Throughout the duration of our campaign, we sustained a national network television presence in our media purchases to attain high reach from our target audience. Spot television will be purchased in our top 15 target markets with :30 spots in Prime and Late Night/Late News to support our “For Mom’s Approval” Training Courses in May and June, the Olympic Sponsorship in July, and Susan G. Komen 60 Mile 3 Day Walk in October.  Total funds spent on national television advertising is estimated to be $6,646,984 at $28,419 per GRP for Network Prime, $18,221 per GRP for Network Late Night/Late News. For spot television advertising, we plan to spend a total of $575,220 at $5,050 per GRP for Prime, $2,654 per GRP for Late Night/Late News (MFP: Media Flight Plan).

Rationale: With the exception of the months May, June, and October the majority of the campaign is devoted to network television rather than spot television. In those first three months, we want to begin with a national campaign to get mass interest, about the Harley Sportster’s motorcycle family and the smart phone application. The focus then shifts to a spot campaign in our target market to support the “For Mom’s Approval” Training courses to increase the frequency our target audience will be exposed to our messages. The buys will mostly be placed in the E! Entertainment Television, Comedy Central, and the USA Network because the target, females 25-34 tune in more to those channels. We chose not to use much Primetime Network TV—outside of July—because Early Fringe, Daytime, and Late Fringe/News are more cost efficient and, according to MRI Reporter, their viewing audiences mirror our target.

· Magazines (5.3%): Throughout the duration of our campaign, we will allocate funds to be spend on women’s interest magazines such as Better Home and Garden, Cosmopolitan, and People. The magazine ads will provide visuals of the Sportster motorcycles themselves and provide information on prices, specs, and customization options in April, August, December, and January to promote interest of the product category. In May and June, the advertisements will provide information on the free the “For Mom’s Approval” Training Courses that will be provided by the dealerships and will direct the readers to the website so that they can seek more information on the Sportster motorcycles and to schedule their training appointment. During September, November, February, and March we will advertise the smart phone application called HOG Routes and provide information on the features that will be available for Harley-Davidson owners.  

Rationale: Print media is a logical choice for these months because magazines have a long shelf life, multiple readers per copy, and a high reach. Therefore, without having to purchase more advertising spots, the ads will have a higher reach than a TV commercial. There are also more opportunities for the original purchaser to view the ads. Also, MRI Mediamark Reporter shows that our target market buys mostly women’s interest magazines such as fashion, entertainment, and housekeeping.

Total funds spent on magazine print advertising are estimated to be $1,181,936 at $9,688 per GRP for the Women’s Magazine category (MFP: Media Flight Plan).

· Internet (18.1%): The use of the Internet will be a crucial part of promoting awareness of the smart phone application, HOG Routes, our “For Your Mom’s Approval” training courses, and our event partnership with Susan G. Komen. Banner ads will be bought on targeted websites throughout the year such as Facebook.com, YouTube.com, and MapQuest.com. Once the consumer clicks on the ad, they will be redirected to the Harley-Davidson website where they be able to access the information being displayed on the banner ad. During April, August, December, January, click-throughs will be made to the Harley-Davidson website about the Sportster motorcycles. In May, June, July, and October, the banner ad will display an image corresponding with the event taking place during those months and will allow interested persons to access more information about our sponsorship and how they may get involved. This buy will supplement print advertising in the quieter months and work in tandem with the television spots during the high reach and frequency months. Harley-Davidson’s Internet presence will be relatively continuous, then.

Rationale: Our target uses Internet heavily, relying on it for travel plans, information, shopping, and social networking. By having a consistent Internet presence throughout the campaign, Harley-Davidson will have retain it’s national presence while also being present in spot markets. 

Total funds to be spent on banner ads on targeted Internet sites are estimated to be $4,020,500 at $23,650 per GRP (MFP: Media Flight Plan).

· Radio (7.7%): We will buy radio in: 30 spot formats. The radio buys will be concentrated in Network and Spot Radio during Morning Drive and Evening Drive. 

For our spot radio we will partner with local radio station personalities and have them endorse the Harley-Davidson Sportsterbikes by allowing them to test drive the product. Harley is a brand that is a firm believer in community, which is evident with their HOG community. The idea of partnering with local communities to create a true American feel would further support the consistent message of community and Harley-Davidson.

For our Network Radio buys, we will place spots during sports-talk shows and new-talk shows at the beginning and end of pod sequences. We will emphasize the use of radio’s use of sound by utilizing the signature sound of the Harley-Davidson engine rumble in the ad to gain attention from our target audience.

Rationale: As indicated by MRI Mediamark Reporter, Females 25-34 who own motorcycles listen to radio mostly during the daytime and in the evening. Therefore, we will purchase time during the Morning Drive and the Evening Drive because our target audience will be attentive to this medium due to the fact that many women will be driving to and from work. Network radio provides mostly news-talk and some sports shows, but not enough to warrant spending money in that area for just one month of the campaign.

Total funds spent in Spot Radio equals $466,620 at $2,109 per GRP for Morning Drive and $2,159 per GRP for Evening Drive. Total funds spent in Network Radio equals $1,265,420 at $4,082 per GRP for Morning Drive and $4,082 per GRP for Evening Drive. (MFP: Media Flight Plan).

· Outdoor (24.3%): Billboard space will be bought in our top 15 spot markets and will display a Sportster motorcycle outlined in pink along with a woman riding the motorcycle while outfitted in specialty Harley gear to support the involvement of women in the Harley-Davidson community. The billboard will direct our viewers to the nearest Harley-Davidson dealership so that they may receive more information on the Harley-Davidson Sportster motorcycle family and allow them to visit the merchant to purchase pink Harley-Davidson gear. The gear displayed on the model and the bike the model is riding will change with the seasons to maintain interest and peak product awareness of different styles of motorcycles and apparel available. 

Rationale: We chose to use billboards in our target markets in order to establish both a high amount of frequency and reach within our target audience. The billboards will also be useful in directing our viewers to the dealerships where they can purchase the Sportster motorcycle and women’s gear.

Total funds to be spent on traditional outdoor advertising is estimated to be $5,403,915 for 50-show (MFP: Media Flight Plan).
· Nontraditional Media Strategy
· HOG Routes Smart Phone Application (2.2%): Due to today's rapid evolution of media, smart phone application use by corporations are now the norm and almost expected from an audience where 71% of the total U.S. Population owns an iPhone or any other cellular device with the Android operating system. Our application will be constantly updated with information of Harley-Davidson’s preferences of routes, places to eat, accommodations, and opportunities for fellow Harley enthusiasts to enable them to meet up with fellow riders. These preferences will be user-generated and will allow for bloggers to share their posts on the most popular establishments frequented by Harley HOGS. Along with community-centered features, the application will allow subscribers the opportunity to receive coupons when they check into a location using the HOGS Routes application. The discounts will vary from specialty Harley-Davidson seasonal and women’s gear to coupons to partnered restaurants and hotels. Frequent users of the application will be put into a competition to win a Sportster motorcycle for reliable reviews, references, and blog posts. The constant updates of Harley-Davidson events, and blogs featuring women riders and their experiences of involvement in the Harley community will entice the target audience to not only purchase a motorcycle, but to be actively involved with the brand. The application will also be linked to social media platforms such as Twitter and Facebook so that users of the app may receive constant updates of fellow rider’s locations and status. A Facebook and Twitter account will be made for the HOG Routes and will be managed by hired social media experts to interact with users of the Internet platforms.

· HOG Routes Social Media (2.2%): The application will also be linked to social media platforms such as Twitter and Facebook so that users of the app may receive constant updates of fellow rider’s locations and status. A Facebook and Twitter account will be made for the HOG Routes and will be managed by hired social media experts to interact with users of the Internet platforms.

· “For Mom’s Approval” Training Courses (2.8%) One of the main concerns of owning a Harley-Davidson is the possible safety risks from riding a vehicle that is open to the elements. For Mother’s Day, we will play off of the fact that most mother’s advise their children against riding a motorcycle because of the negative publicity associated with motorcycle crashes. Harley-Davidson bikes are known for their heaviness in the motorcycle product category and to alleviate the stress of the dangers of the bike, we will be offering free training courses on during the month of May through the end of June. Instead of offering the course one day in May for Mother’s Day, we decided to extend the course into a two-month trial which will give interested women more opportunities to understand what a Harley is made of and how to ride it. These courses are mainly aimed to increase usage by diminishing the common perception that Harley's are difficult to ride and to initiate women into the brand community.

· Olympics Sponsorship (4.2%) Harley-Davidson is brand that is rooted into the fabric of the American history because of it’s use in the military, the American manufacturing quality, and the brand’s association with the freedom to explore the landscape of their country. Women’s soccer will start off the London July 2012 Olympics, and Harley-Davidson will be purchasing :30 second commercials during daytime tv in order to connect the American values of nationalism and individualism with women viewers. We will also put banners around women’s events to encourage positive product association by aligning the Sportster motorcycle family with women who exemplify the American ideal of strength and determination. 
· Susan G. Komen Sponsorship (4.2%)  The Susan G. Komen 3Day is a three day walk that raises money to benefit breast cancer research. A large part of the 3Day community is the motorcycle crew that follows the walkers and assists in stopping traffic to allow the walkers to cross streets. Because Harley-Davidson is attempting to attract more women, Harley-Davidson will provide the 3Day with a motorcycle crew for each city. Also, individuals will be able to go online to participate in the breast cancer bike design competition which will then be given away at the closing ceremonies of the Susan G. Komen event. We will be purchasing :30 second commercial spots on national tv.

· Media Not Recommended:
· Newspapers: Our target audience is not frequent users of the media and because of the short shelf life, we have determined that newspapers would not be a viable medium to spend advertising dollars in
Creative Brief
Client: Harley Davidson
Media Communication Vehicles:
· National TV - Placed prime time television and late night/late news
· Spot Radio - Morning drive and evening drive
· National Magazines - Cosmopolitan, People, Entertainment Weekly
· Billboards - placed in top 15 markets: Pittsburg PA, Wilkes-Barr, PA, Cleveland OH, Portland ME, Orlando FL,  Tampa FL, Pheonix AZ, Harrisburg PA Sacramento CA, San Diego, CA, Birmingham AL, Norfolk VA, Greenville, SC, Greensboro, NC
Key Fact: Harley Davidson is a world-renowned luxury motorcycle brand.
Problem: Harley Davidson has high brand awareness, but the light sport bike product category lacks approachability when reaching young women.
Objectives:
· To build the Sportster category usage among young women
· To build top-of-mind awareness of Harley-Davidson Sportsters in target markets
· To promote Harley-Davidson as an affordable vehicle choice
Target Market: Predominately Caucasian women in their young adult life ages 25-34 with a minimum income of $60,000. These white collared workers have occupations in the management, business and financial operations sector and are married and established with supplemental income. These women live lives of routine and responsibility. They are young professional women who are trying to find an unconventional lifestyle within a community.They seek the thrill of a new adventure and a sense of freedom from their daily lives.
Insight: "I need a place where I can get away from all the stress from work. I want to be a part of another world where I have fun and can bond with others, but I also need time to myself."
Promise: Harley-Davidson’s new product category of Sportsters allows for customers to make investment in a community centered around experiential adventure of the American roads at a more affordable price.
Support:
· Harley-Davidson offers six types of motorcycles in the Sportster family all priced below $12,000.
· Harley-Davidson encourages customer interaction through it’s Harley Owners Group (HOG) which allows for customers to build on the strong loyalty and fraternity of Harley-Davidson enthusiasts as a means to promote not just a consumer product, but a lifestyle.
Mandatories: Logo and website.
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Budget Summary
Size of Budget: $23 Million
Campaign Period: April 2012 - March 2013
Media Type



Amount

Total

Percent
Network Television

Prime



$4,149,174


18.7%

Late Night


$2,004,310


9.0%



Sport



$493,500



2.2%


6,646,984

Spot Television

Prime



$429,250



1.9%

Late



$145,970



.7%







575,220
Network Radio


Morning Drive


$632,710



2.8%

Evening Drive


$632,710



2.8%







1,265,420
Spot Radio

Morning Drive


$253,080



1.1%
Evening Drive


$213,540



1.0%






466,620
Magazines
Women





$1,181,936
5.3%
Outdoor






$5,403,915
24.3%
Internet
Targeted Sites




$4,020,500
18.1%
Non-Traditional

Olympics Sponsorship



$1,000,000
4.5%
Smart Phone App




$500,000

2.2%
Susan G. Komen 




$500,000

2.2%
Social Media




$500,000

2.2%
Training Courses




$650,000

2.9%


Total





$22,710,595
100
Seasonality

1st Quarter (April-June) 

$6,712,495


   30.2%

2nd Quarter (July-Sept)

$4,508,537


   20.3%

3rd Quarter (Oct-Dec)

$6,078,661


   27.4%

4th Quarter (Jan-March)

$4,309,420


   19.4 %





$22,710,595


   100%
Contingency



 $289,405 


    3.4%
MRI Analysis of Target Market
Motorcycles: Women - Household owns any
Demographics: 
· Age
· 25-34: Vert = 16% Index = 93
· Race
· White: Vert = 86.2% Index = 111
· American Indian: Vert = 1.6% Index = 142
· Education
· Graduated College Plus: Vert = 28.3% Index = 105
· Attended College: Vert = 37.6% Index = 128
· Graduated High School: 26.8% Index = 89
· Professions
· Professional and Related: Vert = 17.9% Index = 121
· Management, Business, and Financial: Vert = 11.6% Index = 155
· Sales or Office Occupation: Vert = 21.8% Index = 126
· Natural Resources, Construction, and Maintenance Occupation: Vert = .7% Index = 139
· HHI
· $60,000 - $74,999: Vert = 11.9% Index = 114
· $75,000 - $149,999: Vert = 39.7% Index = 146
· $150,0000+: Vert = 14.7% Index = 144
· Status
· Married: Vert = 67.2% Index = 126
· Engaged: Vert = 4.6% Index = 94
· Region
· Northeast: Vert = 15.9% Index = 86
· South: Vert = 34% Index = 91
· Midwest: Vert = 21.1% Index = 97
· West: Vert = 29% Index = 126
Media Usage:
· Television
· Adult Swim: Vert = 7% Index = 123
· Animal Planet: Vert = 29.5% Index = 125
· Comedy Central: Vert = 23.5% Index = 137
· The Discovery Channel: Vert = 36.1% Index = 126
· E! Entertainment Television: Vert = 27.2% Index = 132
· History Channel: Vert = 31.7% Index = 124
· Speed Channel: Vert = 6.7% Index = 195
· TBS: Vert = 31.1% Index = 112
· USA Network: Vert = 31.3% Index = 121
· Football Specials - Professional: Vert = 21.5% Index = 120
· Football- Pro Weekend: Vert = 20.5% Index = 116
· Radio
· Weekday - 6am to 10am: Vert = 55% Index = 117
· Weekday - 3pm to 7pm: Vert = 45.4% Index = 114
· Magazines
· Better Homes and Gardens: Vert = 29.7% Index = 111
· Cosmopolitan: Vert = 14.7% Vert = 111
· Glamour: Vert = 13.3% Index = 133
· People: Vert = 31.8% Index = 116
· Woman’s Day: Vert = 21.3 % Index = 122
· Internet
· Facebook: Vert = 53.7% Index = 127
· YouTube: Vert = 32.9% Index =  119
· Expedia: Vert = 15.3% Index = 145
· MapQuest: Vert = 25.9% Index = 121
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