
 

 
 

The authors prepared this case solely as a basis for class discussion and not as an endorsement, a source of primary data, or an 
illustration of effective or ineffective management. Although based on real events and despite occasional references to actual 
companies, this case is fictitious and any resemblance to actual persons or entities is coincidental. 
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LiveWire Electric Motorcycle Concept 
On the 30th of January 2018, President and Chief Executive Officer of Harley-

Davidson, Matt Levatich, announced that the project of LiveWire will be put in 
production. The project was planned to be put in market by August 2018. The 
announcing of the LiveWire was accompanied by an announcement about cutting jobs 
and closing a plant in Kansas City, Missouri. Back then, Levatich summed up the 
Harley-Davidson view of the future electric vehicles (EV):  

“The EV motorcycle market is in its infancy today, but we believe premium Harley-
Davidson electric motorcycles will help drive excitement and participation in the sport 
globally. As we expand our EV capabilities and commitment, we get even more 
excited about the role electric motorcycles will play in growing our business” 

 
On the first of March 2018, following the announcement of their EV production, 

Harley-Davidson announced making investments into Alta Motors to collaborate on 
the development of EV technology and innovation. Alta Motors, a California-based, 
Silicon Valley innovator within the field of lightweight EVs, were behind the 
commercialization of the world’s most advanced electric motorcycle, driven by a 
desire to enable all motorcycle enthusiasts to experience “future of fast”. Marc 
Fenigstein, Chief Product Officer and Co-founder of Alta Motors, says:  

“We believe electric motorcycles are the future, and that American companies have an 
opportunity to lead the future. It’s incredibly exciting that Harley-Davidson, 
synonymous with motorcycle leadership, shares that vision and we’re thrilled to 
collaborate with them” 
 

However, a mere six months after the news had been released, in August 2018, the 
collaboration came to an end already in August 2018. Harley-Davidson announced 
withdrawing from the partnership with immediate effect.  

 On the 30th of July 2018, Harley-Davidson released a growth plan, “More Roads 
to Harley”. New products will be offered that will keep their current customer engaged, 
while also extending their leading role within the market, and tapping into new 
markets and segments. The idea is to leverage their leading-position and core 
capabilities, in the shape of industry-leading design and strong manufacturing 
capabilities, in order to offer customers a comprehensive lineup of motorcycles of all 
sorts. According to the release, the aim of Harley-Davidson is to be “leading the 
electronification of motorcycling”, a mission for which the LiveWire-concept will have a 
central role. Through the release, Harley-Davidson also announces a plan to broaden 
their portfolio of EVs through 2022 as a means to “inspire new riders with new ways to 
ride”.  

In September 2018, Harley-Davidson announced that they would open up a 
Silicon Valley R&D center, dedicated to the production of their EVs. The facility “will 
initially focus on electric vehicles research and development, including battery, power electrics 
and e-machine design, development and advanced manufacturing”. The R&D-center opened 
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in the end of 2018.  Furthermore, on November 6th 2018, Harley-Davidson released 
the LiveWire-concept for the European market at the EICMA in Milano, providing 
further details about this groundbreaking project. On the 7th of November 2018, 
pricing for the LiveWire bike was made public, as well as the opportunity for dealers 
to place pre-orders. The European release was also accompanied by the debut of two 
new electric two-wheelers, further exploring the potential of urban mobility. A few 
months later, at the beginning of January 2019, Harley-Davidson showcased their EVs 
on the Consumer electric Show (CES) in Las Vegas. The showcasing of the Harley-
Davidson all-electric bike came with news saying that several pre-orders had already 
been made. Harley-Davidson also made an appearance at the 2019 X Games in Aspen, 
showcasing their lightweight electric concept bikes. Market availability for the 
LiveWire-concept will be announced in August 2019. LiveWire is therefore added to 
the existing portfolio of products, without being formally established as separate 
mother or daughter brand, endorsed by mother. 

In addition to offering new products, Harley-Davidson will strive towards 
broadening the overall access to the brand by offering higher-engagement customer 
experiences, establishing strategic alliances with global leading e-commerce providers, 
and introducing new retail formats. Also, Harley-Davidson will implement a 
performance framework in order to strengthen their dealer networks and overall 
customer experience. The aim is to drive innovation through collaborations with the 
best-performing and most entrepreneurial dealers, while continuing to provide 
customers with the premium experience that the brand is known for.  

Reactions 

#1 The Old Riders vs. The New Generation 

The announcing of the LiveWire-concept has resulted in varying reactions. There 
seems to be a divide between longtime, loyal brand enthusiasts and the so called “new 
generation of riders” that Harley-Davidson are hoping to reach with its new electric 
portfolio. What really sparked debate was the sound of the LiveWire bike – as there is 
none. The bike starts silently, strongly contradicting the brand’s identity, heavily 
associated with the loud rumbling sound of its motorcycles. Some customers have 
been voicing complaints in the form of mocking and questioning what is really going 
on at Harley-Davidson: “They should include an external speaker to simulate the vroooom 
vroooom effect” (Exhibit 1). Seeming to be attentive to this conflict between the old and 
somewhat changed brand identity, Harley-Davidson insightfully addresses the 
problem on the LiveWire page at harley-davidson.com: “The loudest sound you hear will 
be your heart racing”.  

Those that have a close relation to the company are seemingly the most 
opinionated and negative towards the new LiveWire-concept. The issue of how 
members of the Harley Owners Group (H.O.G) are perceived by its surroundings 
makes for some heated discussions on social media (Exhibit 1). They are a very 
opinionated crowd, arguing how the very essence of the Harley-Davidson brand is 
lost with the LiveWire-concept, saying that it is “not a motorcycle” and “not a Harley-
Davidson”. There is a clear split among current and typical Harley riders, claiming that 
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the LiveWire-concept is messing with their culture, and the riders willing to embrace 
the new Harley-Davidson, commonly referred to by H.O.G members as “hipsters”.  

#2 The Pricing Issue 

Despite the conflict of brand identity, some Harley-riders are intrigued by the 
company’s new focus on electric motorcycles. However, they are concerned about the 
price level and consider LiveWire to be an elite model for people already owning a 
CVO, a touring model. These tech-oriented enthusiasts perceive LiveWire as missing 
the point, arguing that the concept is not at all targeted towards millennials and new, 
younger riders. Tied into this discussion of price are comparisons to electric cars. With 
the price gap between the LiveWire motorcycle and some electric cars being relatively 
small, contemplation is made over whether it is actually more worthwhile to invest in 
the latter instead. Some referrals are however made back to the idea of LiveWire being 
an elite ride, which justifies the price.  

#3 Engagement Around the Future of the Company 

What ultimately binds lovers and haters of LiveWire together is the concern and 
care for the survival of the Harley-Davidson company. Critics believe the company is 
hurting itself while believers point to the fact that a new product segment will lead to 
more sales and income. Safe to say is that the future of the company is of great interest. 
Some consumers are insightful in their understanding of why Harley-Davidson are 
exploring this new area of business and that times are changing. Some Harley-
Davidson fans even refer to the very start of its history, arguing how Harley-Davidson 
has been a pioneer of change from the very beginning when introducing a bike with 
an engine. These supporters believe that it is in the heritage and DNA of Harley-
Davidson to be daring, adventurous and innovative, making LiveWire an appropriate 
next step. Others express deep concern for the company and discuss whether they can 
actually succeed in the electric vehicle market, given how different the LiveWire-
concept is perceived to Harley’s current product lines.  
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Appendix 

Exhibit 1 
Facebook comments 
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Exhibit 6 
Comments from Harley Davidson Forum 
 

 
 

 
 

 


