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mess® FORWARD-LOOKING STATEMENTS AND SOURCES

Forward-Looking Statements

This presentation relates t o tDhaevicdosnopnadon ypd sa ni. Mo rTeh eR ocaodnsp atnoy s pgresentatopccaencetnimagathe a | |
companyds plan, including without I imitation, its pl aeekstoattaib, jhenw prodectsntraductonsat x [
contempl ates, and its views of market opportunities an dhibpeesestitiontare "fawamd-loakindg e r
statements" intended to qualify for the safe harbor from liability established by the Private Securities Litigation Reform Act of 1995. These forward-looking

statements are subject to certain risks and uncertainties that are likely to cause actual results to differ materially, unfavorably or favorably, from those anticipated as

of the date of this presentation. Certain of such risks and uncertainties are described below, and others are listed inthecompany 6 s July 24, 2018
release. Shareholders, potential investors, and other readers should consider these factors in evaluating, and not place undue reliance on, the forward-looking
statements. The forward-looking statements in this presentation are made as of the date of this presentation, and the company disclaims any obligation to update

such forward-looking statements to reflect subsequent events or circumstances.

The company's ability to meet the objectives, outlooks, targets, and goals noted in this presentation depends upon, among otherf act or s, t he coinpa
execute its business plans and strategies, including the elements of its More Roads to Harley-Davidson plan, and strengthen its existing business while enabling

growth, (ii) realize expectations concerning market demand for electric models, which may depend in part on the building of necessary infrastructure, (iii) develop

and introduce products on a timely basis that the market accepts, that enable the company to generate desired sales levels and that provide the desired financial
returns, (iv) successfully carry out its global manufacturing and assembly operations, (v) negotiate and successfully implement a strategic alliance relationship with a
local partner in Asia, (vi) manage risks that arise through expanding international manufacturing, operations and sales, (vii) effectively implement changes relating to

its dealers and distribution methods, (viii) accurately analyze, predict and react to changing market conditions, (ix) perform in a manner that enables the company to
benefit from market opportunities while competing against existing and new competitors, and (x) reduce other costs to offset costs of the More Roads to Harley-
Davidson plan and redirect capital without adversely affecting its existing business.

In particular:
A The statements in this presentation r el a-Davidgpn plan généraly epresgnaanly thecoMMpaery &9 ags a |
aims and objectives regarding the plan and potential results from the plan.

A While many statements use language that might imply a level of certainty about the likelihood that the company will attain these goals, aims and
objectives, it is possible that the company will not attain them in the timeframe noted or at all.

A By their nature, the risk and uncertainty associated with these goals, aims, and objectives are greater than that associated with near-term guidance,
and should not be construed as guidance.

Therefore, investors should construe these statements regarding the More Roads to Harley-Davidson plan only as goals, aims and objectives rather than
promises of future performance or absolute statements.

Sources of information:

This presentation includes a significant amount of estimates, information and data about markets, industry information and similar subjects. Please see slide 45 for
important information regarding these estimates, information and data. Among other things, the estimates, information or data that we present may not
be reliable, and investors should not place undue reliance on them.



wgwem EXPECTED RESULTS

‘"MPAN"

By 2022¢é

Our More Roads to Harley-Davidson plan will strengthen our existing business and
enable sustainable growth. Growth opportunities will be funded internally while
maintaining our current investment/return profile and capital allocation through 2022

Harley-Davidson will build the next generation of riders by delivering:

NEW PRODUCTS i keep current riders engaged and inspire new riders by extending heavyweight leadership and unlocking
new markets and segments

BROADER ACCESS T meet customers where they are and how they want to engage with a multi-channel retail experience

STRONGER DEALERS i drive a performance framework to improve dealer financial strength and the Harley-Davidson
customer experience

INCREMENTAL REVENUE AND EARNINGS i generate accelerated growth and expanded operating margins for the
Motorcycles and Related Product segment in 2022 compared to 2017:

$1.0B to $200M to
$1.5B $250M

0.75pts.
to 1.25pts.

revenue operating profit operating margin %




siuen ACCELERATING THE STRATEGY

‘"MPAN"

Accelerating our strategy to build the next generation of H-D riders globally

WHAT

More Roads to Harley-Davidson 1 Harley-Davi dsonds strate:
through 2022

Leverage core business, the brand and our strengths more fully; strengthen the company, brand and sport

Invest in new growth opportunities
Advance our long-term objectives and build the next generation of Harley-Davidson riders globally

-

~
v

why
To drive results and value more quickly

I Given:
- Significant international potential
- Strong opportunity in certain global high-growth product spaces

- Prolonged softness in the U.S. industry
- Demographic trends in the U.S. that will pressure participation rates

how

In a way that reinforces all we stand for as a brand & company
I Grounded in our 5 long-term objectives to build the next generation of H-D riders globally

|
I Better leverage our substantial capabilities and competitive advantages
I Invest in opportunities that deliver cash flow, profitability, top quartile ROIC and value to our shareholders



wzuzs NEXT PHASE OF BUILDING RIDERS

Committed to our long-term objectives...

BUILDING THE NEXT GENERATION OF H-D RIDERS GLOBALLY

Our 2027

o Mow By, edeo iz, O

Build 2 Million New
Harley-Davidson

Grow International Launch 100 New Deliver Superior Grow our Business
Business to 50% of e High Impact Harley- o Return on Invested ° without Growing our
Annual Volume

Capital for HDMC Environmental Impact

Davidson Motorcycles

Riders in the U.S.

Progress made during 1%t year of execution, moving into next phase...

2017 2018-2022 2023-2027
SHIFT accelerate MOMENTUM
- Rider vs. motorcycle - Amplify our efforts to build new riders and retain - Ridership growth momentum
- Embrace used motorcycles existing riders - Accelerated revenue growth and
- Gain insights - Leverage our competitive advantages in new operating margin expansion
areas - Robust international growth
- Transform the company by expanding our - U.S. growth behind reinvigorated
product leadership and changing how we operate industry
in pursuit of our objectives - Objectives met by 2027

- Invest to grow
- Realize revenue growth and operating margin
expansion 5



wfiss STRENGTH TO GROW

Rooted in our long-term objective to build the next generation of H-D riders,
the acceleration of our plan will drive sustainable growth

STABILITY & STRENGTH

Stabilize and grow the business
Invest significantly in product development and marketing focused on building riders

Serve todayods riders and build new riders

> > > >

Increase profitability, maximize cash generation

GROWTH

A Invest to reinvigorate the U.S. business and accelerate the pace of international growth
A Accelerate ridership growth and keep existing riders engaged

A Ignite sustainable growth through investments in:

Stronger

Broader
Dealers

Access
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OPPORTUNITIES
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mxanm POSITION OF STRENGTH

Leverage substantial assets and advantages to compete and lead

A Wor | doé sonmonstbreycle brand able to command a price premium globally

A Dedicated retail network capable of delivering a great customer experience to
existing and new customers

>

Exceptional design capabilities and customer enthusiasm to expand beyond
traditional product spaces

>\

Best-in-class motorcycle financial services

>

Strong manufacturing capabilities including a global manufacturing footprint

>

Strong cash flow generation and returns to shareholders
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Urgency to change trajectory and address challenges driven by a shifting U.S. industry
U.S. Industry participation is flat. H-D ridership is growing, but growth is slowing

PARTICIPATION OWNERSHIP
% of 18+ Year OIld U.S. Population Who Own at Least U.S. Motorcycle Owners i Number of Unique People
One On-Highway Motorcycle with Registered Motorcycles
(All cc+, On-Road/Dual Only, Unique People) (All cc+, On-Road/Dual Only)
4,500,000
3.0%
4,000,000
0,
2.5% 3,500,000

0,
2.0% 3,000,000
1.5% 2,500,000
v v v v
1.0% ﬂ//v_v—'—'_"ﬁ 000000
0.5% 1,500,000

00% 1,000,000
Q O " L & O L L YAy QY QY
NP E RPN .
—-H-D Owners —~Comp Owners —8-Total Owners %@\%@’L%@%%@“ (]9@‘9%@“%@6\ %Qo“"m@"-’mg“@”%& f@\’,”m@,"‘%@f’%@,“’ @'\i\

e=@==/ | argest Competitors e==@==Harley-Davidson ==@==All OtherBrands

i'ncﬁ tge recession. q lI-time highs: relatively f A H-D ownership has grown every year
! ) fartlmpatlon up and at all-time highs; refatively tlat A H-D ownership is currently more than 2X the nearest
A gst years civation d competitor
N (()jmpetltlve pgrtlcllpatéon own 2008 A Ownership among 4 largest competitors has declined
naustry participation down since every year since 2008
Data and analysis based on annual volumes for US mdtadrac yamlde sa nian ysp esr etaiserd @©al lan@@Q&d, von umegh oy disd nd
motorcycles), and for owners that are 18+ years old. Snapshot based on data as Dec. 31 of the year dual motorcycles), and for owners that are 18+ years old. Snapshot based on data as Dec. 31 of the )@ar
shown, according to IHS Markit. Population Data Source: US Census Bureau and IHS Markit shown, according to IHS Markit.

Macroeconomic Advisors.



wiism CHANGING CONSUMER

Urgency to address challenges driven by a shifting global consumer

Rider expectations are changing

A Consumers are fully embracing online and
expecting an all-access retail experience,;
~70% of consumers shop online regularly

A Frontline customer interaction evolving -
mobile, digital and direct

A Shift to constant connectivity - a connected
lifestyle

Robust international growth
opportunities exist

1 Consumer spending on discretionary, premium
products is reaching critical mass in China, India and
Southeast Asia

-

China motorcycle volumes expected to grow rapidly;
I ndi a-&&cchbtdrcycle segment expected to
grow ~25%/yr. through 2021

-

European motorcycle sales are growing; Adventure
Touring segment is large and growing

The global pace of change is

accelerating, and competition is @-
increasingly fierce 1

1 Strong competitive pressure for consumer time
and spend from outside of Powersports

-

New mobility models emerging

—_

The pace of investments and innovation in the
motorcycle industry is increasing

Urbanization and sustainability HH
trends are creating opportunity for
new technology and products

1 Urban population of the world has grown rapidly
from 751 million in 1950 to 4.2 billion in 2018;
+2.5 billion more expected by 2050

-

EVs now considered by 30-40% of U.S. and
German car buyers; increasingly favored in
government policy

10



sz OPPORTUNITIES
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Harley-Davidson will re-position to compete in the substantial
opportunities that we believe exist in the global motorcycle industry

Tailwinds in Emerging & Urban a% Tailwinds in Non-Core Segments
=237 Motorcycle volume growth by segment
. . _2%
Avg. global » v U.S. Grand American Touring
lati b :
population Global GDP 3% U.S. Adventure Touring/Traditional 7%
Urban ) Emerging . - 5%
population 204 markets GDP 59 Europe Adventure Touring/Traditional
Asia small 150-400cc 6 %
0 : : Tallwinds in E-Commerce
Tailwinds in Electric .
Total retail revenue $ growth
Combustion Cars 2% U.S. Brick & Mortar o
270
EV * unit
Car* units 16 % U.S. Online Retail 12%
*Used cars as an indicator for motorcycles
Forecasted 2017-2022 CAGR: H-D6s currenthl einolraesiRsoadso pl an f

11
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We are building more roads to Harley-Davidson for the next generation of riders through:

Broader Stronger

Access Dealers

Keep current riders engaged and  Meet customers where they ~ Drive a performance framework

Inspire new riders by extending  are and how they want to to improve dealer financial
heavyweight leadership and unlocking  engage with a mutti strength and the Harley
new markets and segments channel retail experience Davidson customer experience

Key Initiatives

A Innovate Touring and Cruiser A Integrated retail experience A  Good-to-great dealers
products
A New retail formats A Expand international dealer
A Launch middleweight platform network
A Grow China

A Lead the electrification of
motorcycles

A Launch small displacement
motorcycle for emerging
markets
12



NEW PRODUCT

EXTEND HEAVYWEIGHT LEADERSHIP &
UNLOCK NEW MARKETS AND SEGMENTS

Innovate Touring and Cruiser products
Launch middleweight platform

Lead the electrification of motorcycles

p ST ST S

Launch small displacement motorcycles for emerging markets
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men NEW PRODUCTS

We are committed to developing and launching high-impact products.
By 2022, Harley-Davidson will offer our broadest line-up of motorcycles across a
spectrum of price points, displacements, riding styles and global markets

Motorcycle Product Opportunity Map

through the eyes of the customer

Future Customer Coverage

14



NEW PRODUCT INITIATIVES - CURRENT PRODUCT

Advance our leadership in heavyweight Touring and Cruiser motorcycles by
innovating current product

A Extend leadership in Touring and Cruisers in the U.S.
and established markets

A Leverage technology to create an unmatched
aspirational riding experience
A Rider confidence & safety
A Performance
A Connectivity
A Infotainment advancement

15
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moms NEW PRODUCT OPPORTUNITY: NEW MARKETS/SEGMENTS

Opportunity exists in large international segments where there are high growth
trajectories and a customer enthusiasm for an H-D offering

Segment / Sales Volume CAGR
Displacement 2017 2017-20 Market trends
Europe* :
Adventure Tourlng 163K 1 Europe has strong appreciation of
Streetfighter 75K Adventure Touring and Streetfighter
segments from young riders, women
Standard 35K and new riders
(601cc+)
I Agrowing middle class and product
250-500cc 700K

introductions by domestic
manufacturers providing stimulus in
>500cc 8.5K ~ India
A Competitors have entered into
various alliances and partnerships to
* Industry information accelerate the pace of market entry

16
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mxi NEW PRODUCT INITIATIVE - MIDDLEWEIGHT PLATFORM

A new modular platform that spans three distinct product spaces and four displacements
with multiple models that align to customer needs outside our current portfolio

NEW 500-1250cc PLATFORM

Adventure Touring Custom Streetfighter / Standard
Capability, functionality, durability Powerful, muscular, aggressive Speed, performance, thrill
Commanding view from taller seat height Strength Naked or partial bodywork
Versatility Momentum

Pan Americak Name: TBD Name: TBD
2020* 2021* 2020*
2 models 5 models 9 models
975-1250cc 500-1250cc 500-1250cc
2020-2021* 2021-2022* 2020-2022*

*Planned launch dates

NOTE: Prototype models shown. Production model features may vary. Not yet available for sale. All future models shown may not be available in all markets.

17
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SPAN 4
North America & Europe* Asia*
Sales Gross Sales  Gross
Volume Margin  CAGR Volume Margin CAGR
Segment 2017 EstAvg.  2017.20 2017 Est Avg. 2017.20 Market trends
_ I Small, rapidly growing market;
High <1K ~25% @ } ; @ increasingly competitive i mostly startups
Power who lack distribution and ability to scale.
Currently, small number of brands
. offering ~18 models
Mid 5-6K  ~20% @ <1K  ~15% @ }
Power I EV infrastructure is in its infancy
Lightweight 1.8M 20-30% (1o -0 38M  3-5% @ I No high-quality, high-performance models
Urban today

1 Large, profitable and competitive; no

* Industry information . i
premium offerings

EASY TO RIDE URBAN / SUSTAINABLE PURE EXCITEMENT DESIGN OPPORTUNITY

18



