PAGE  
1

AIU Online

Global Strategic Management – MGT485
Unit 4 Individual Project 1 

Strategy Implementation

Submitted by: Anonymous

Instructor: Professor Jesus Zamora, MBA
December 9, 2006
Table of Contents
3Analysis of Strategic Factors


7Strategic Alternatives and Recommended Strategy


8Implementation


9Evaluation and Control


11References:





Analysis of Strategic Factors

Harley-Davidson’s Mission: “We fulfill dreams through the experiences 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” (Harley-Davidson USA, 2006). The mission appears to be appropriate for the company. The company’s objective is to continuously improve mutually beneficial relationships with stakeholders who include customers, suppliers, employees, shareholders, governments and society. Harley-Davidson believes the key to success is to balance stakeholders’ interests through the empowerment of all employees to focus on value-added activities (Harley-Davidson USA, 2006).
Harley-Davidson has been an important part of American culture for many years. The thought of being able to ride across the open roads on a Harley-Davidson motorcycle is an icon for many Americans. Name recognition is very important in the business world. Many people refer to the heavyweight motorcycle as a “Harley”. Customer loyalty has been seen through repeat business which has lead to a steady flow of income for the company (Wheelen & Hunger, 2006). 

Harley-Davidson motorcycles being slightly unique have lead to their success. The owner’s of the motorcycles feel as though they have a custom bike. Harley-Davidson has increased net sales by increasing productivity. Employee pride was another strong point in the Harley-Davidson philosophy. Employee benefits, such as stock options, have lead to high moral. Employee training and development gave more satisfaction to the workers (Wheelen & Hunger, 2006).
Harley-Davidson has been a strong company since the 1980’s. The demand grew so fast that the manufacturer could not keep up. Customer’s had to wait a year or longer to get their product. During this period customer’s switched to Harley-Davidson competitors to get their product in a timely manner. In an industry with competitors that had many more resources and products, Harley-Davidson was limited by their size. Many competitors had a more diversified product line that allowed them to make a lower profit on some products. Although Harley-Davidson had hundreds of independent dealerships serving many country markets, improvements and expansion were still needed to make the most of this investment. By using the internet, Harley-Davidson can start differentiating its customers and customizing to their wants and needs. Research and development should continue for internationalizing its operations in areas than have not yet been targeted. Introducing more products to women and to the younger generation will bring in more business for the company (Wheelen & Hunger, 2006). 

Competitors of Harley-Davidson were Japanese companies such as Honda, Kawasaki, Suzuki, and Yamaha.  Some competition also came from domestic competitors such as: Polaris, Excelsior, and Indian. Baby-boomers were the main customer for Harley-Davidson during the 80’s and 90’s. As these members continue to age, their purchasing power will decrease. The concentration should be on marketing to new customers. Research on potential customer’s disposable income is also a main factor to consider (Wheelen & Hunger, 2006).
External Factors:

[image: image1.png]Opportunities

Opening in other nations 020 | 350 070 R&D for favorable locations

Identify potential markets in developing nations | 015 | 3.00 045 Higher market growth

Demographics 010 | 350 035 |Appeal to next generation

Internet 005 | 450 023 [ Worldwide marketing

Threats

Strong foreign competition 020 | 350 070 |Affects growth

Trade regulations 015 | 300 045 Barrier to globalization

Disposable income: 010 | 350 035 Baby boomers retiring; next generation’s income?
Limited growth in U.S 005 | 3.00 015 Low sales volume

Total Scores. 1.00 338





Internal Factors:

[image: image2.png]strengths

Customer loyalty 020 | 450 090 __|strongbond
Brandand Reputation | 015 | 450 068 __|Unique product

Finances 010 | 200 040 __|strong financial relations

Employee relations 005 | 3.00 015___|pleasant working relations
Weaknesses

Limited products 020 | 300 060 __|American made

Small sales segment | 020 | 250 050 __|Targeted male group minimizes others
Global positioning 010 | 3.00 030 |Needs more globalization

Total Scores. 1.00 2.03





Situational Analysis:





Duration


      
[image: image3.png](0) Opening in other nations 015 | 350 053 Potential growth
(0) Identify potential markets in developing nations | 0.10 | _3.00 030 R&D

(T) Strong foreign competition 015 | 350 053 x [1apanese competitors
(T) Trade regulations 010 | 300 030 x R&D

(5) Costumer loyalty 015_| 450 0.68 x |Quality key to success
(5) Brand and Reputation 015_| 450 0.68 x |Quality key to success
(W) Limited products 010 | 300 030 |Competitors

(W) Small sales segment 010 | 250 025 [Target others

Total Scores. 1.00 355





Strategic Alternatives and Recommended Strategy

Harley-Davidson’s primary strengths lie in the area of customer intimacy and product innovation. The company should continue the current horizontal growth strategy by replicating its success in other international markets. The company can follow vertical growth strategies by obtaining manufacturing facilities to reduce cost and improve development. Growth through differentiation would allow Harley-Davidson to introduce more products for women and more appealing products to the younger generation (Quick MBA, 2006).
The best solution is to alter the strategy by creating new innovative ways to be unique and different from the competitors. The opportunities for Harley-Davidson include introducing more products for women and expanding product lines in order to compete internationally. Harley-Davidson should target a younger market that is technologically conscious in order to increase its share in the performance cruiser market space. To target the younger market with the new product line, the company should continue current horizontal growth strategy by replicating its success in other international markets for Harley-Davidson (Quick MBA, 2006).
Implementation
Every manager has an active role in implementation. Implementation involves every organizational unit. Top management is responsible for coordinating major implementation initiatives. However, they must rely on middle & lower-level managers to get things done. Effective implementation also depends on carefully communicating the strategy to all stakeholders. When new strategies are implemented, changes must often be made; particularly in terms of structure and processes in the organization. Also, the strategy and its programs must 
be communicated to the stakeholders of Harley-Davidson (Artemis International Solutions Corporation, 2006).
Total Quality Management (TQM) is an operational philosophy committed to customer satisfaction and continuous improvement. TQM is committed to quality/excellence and to being the best in all functions. Because TQM aims to reduce costs and improve quality, it can be used as a program to implement an overall low-cost or a differentiation business strategy. TQM has four objectives: less variable quality of the product and service; quicker, less variable response in processes to customer needs; greater flexibility to customer’s shifting requirements; and lower cost through quality improvement and elimination of non-value-adding work. TQM’s essential ingredients are: an intense focus on customer satisfaction; internal as well as external customers; accurate measurement of every critical variable in a company’s operations; continuous improvement of products and services; and new work relationships based on trust and teamwork (Wheelen & Hunger, 2006).

Evaluation and Control

Harley-Davidson should use benchmarking. Benchmarking is the continual process of measuring products, services, and practices against the toughest competitors. Benchmarking is based on the concept that it makes no sense to reinvent something that someone else is already using. It involves openly learning how others do something better than one’s own company so that the company not only can imitate but perhaps even improve on its current techniques. Benchmarking is a process, which evaluate various aspects of their processes in relation to best practice, usually within their own sector. This then allows divisions/organizations to develop plans on how to adopt such best practice, usually with the aim of increasing some aspect of performance (Wheelen & Hunger, 2006). 
Benchmarking will be with Honda, Polaris and other rivals. It would consist of the following: regularly comparing aspects of performance with competitors; identifying gaps in performance; seeking fresh approaches to bring about improvements in performance; following through with implementing improvements; and following up by monitoring progress and reviewing the benefits. Measures to be taken should include: a product mix that is responsive to rapidly changing market needs; an introduction of new products based on latest research and development; and use of process innovation and quality improvement process to reduce cost of operations and consequently price of product (About: Management, 2006).
 These are some of the measures that need to be taken up by the manufacturing companies to retain their competitiveness in a low margin environment. Efforts to reduce manufacturing costs need to be targeted and reduction in material related costs as well as overheads. Investment in material costs would get reduced by looking at long term contracts with vendors and developing alternative materials. By reducing investments in inventory across the supply chain even the overhead costs can be reduced even further (About: Management, 2006).

There are some benefits of benchmarking. Benchmarking opens organizations to new methods, ideas and tools to improve their effectiveness. It helps crack through resistance to change by demonstrating other methods of solving problems than the one currently employed, and demonstrating that they work, because they are being used by others (Wheelen & Hunger, 2006).
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