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It began as the Motor Company.

There are many stories about Harley-Davidson. Each one is testimony to
the rare and privileged bond between our Company and our customers.

At Harley-Davidson, every member of our family has a stake in our success.
That’s a guiding principle that has helped keep us on the right road for
more than 100 years.

By caring deeply about the things we have in common, we have something
valuable, powerful and enduring. Harley-Davidson has built more than a
factory; a business or a motorcycle. We've been lucky enough to build a family.




Around every
corner, we see
opportunity

DEAR FELLOW SHAREHOLDER: One of the great things about any
ride on a Harley-Davidson® motorcycle is the chance encounter
with riders you’ve never met before. Whether at a gas pump or back
at the dealership after an MDA® ride, the connection is immediate.
Harley-Davidson is truly a universal language. There’s always some-
thing to talk about.

For those of us who mix motorcycling pleasure and business,
these encounters are a great opportunity to learn what’s on rid-
ers’ minds. They’re also a steady reminder of just how important
Harley-Davidson is in the lives of so many people. They reveal all
the ways that Harley riders “live by it” every day. Through riding,
we also “live by it” ourselves. And with each roadside conversation,
our sense of obligation grows to “live by it” through actions that
strengthen the brand and grow value for all of today’s stake-
holders—and tomorrow’s.

Jeff Molenda, Brian

and Chuck Thrig near




While we are proud of our 2006
accomplishments, our sights

are clearly set on the future, with
many more exciting plans for
ouistanding new products and
for how we go to market.

2006 RESULTS In 2006, Harley-Davidson again demonstrated that we
are a strong and growing company, delivering excellent results.

Harley-Davidson’s consolidated revenue in 2006 was $5.80 billion,
an 8.6% increase over 2005. Net income grew 8.7% to $1.04 billion and
diluted earnings per share rose 15.2% to $3.93.

Retail results were impressive as dealers sold 343,981 new Harley-
Davidson motorcycles worldwide. Their efforts, and strong customer
response to our products, were among the factors that led to this 8.5%
increase in worldwide retail motorcycle sales for the year.

Parts & Accessories revenue grew 5.7% to $862.3 million in 2006
and revenue for General Merchandise, which includes MotorClothes®
apparel and collectibles, rose 12.0% to $277.5 million in 2006.

Revenue for Buell” motorcycles was $102.2 million, a 9.8% increase
from 2005 on an 11.6% rise in shipments. Buell continued to have
strong results in international markets, which accounted for more
than half of the brand’s 2006 retail volume.

Harley-Davidson Financial Services (HDFS) reported operating
income of $210.7 million in 2006, a 10.0% increase over 2005. HDFS
increased its market share of consumer loans for new Harley-Davidson
and Buell motorcycles to approximately 48.5%, compared to 45.0%
in 2005. Contributing to this growth, HDFS significantly enhanced
its online credit application process and the majority of credit
decisions are now made in 15 minutes or less.

Atyear end, Harley-Davidson had $896 million in cash and marketable
securities on hand, even after increasing the Company’s total dividend
payout 22.5% to $212 million and repurchasing 19.3 million shares of
Harley-Davidson common stock at a cost of $1.06 billion.

‘We also marked two milestones as Harley-Davidson shipped its 5-
millionth motorcycle since 1903 and Buell built its 100,000th motorcycle.

But 2006 is history. While we are proud of our accomplishments, our
sights are clearly set on the future, with many more exciting plans for
outstanding new products and for how we go to market.

AND OPP Y IN s Nothing
better illustrates the opportunities and the evolution of our business
than Harley-Davidson’s international results. For the second year
running, international performance was simply stellar, with retail sales
of Harley-Davidson motorcycles outside the U.S. growing 18.6% year
over year in 2006, on the heels of a 15.0% increase in 2005.

1In 2006, retail sales of Harley-Davidson motorcycles were up 14.6%
in Europe, 16.3% in Japan and 15.9% in Canada. All other international
markets combined rose 34.3%, including strong growth in long-
standing markets for us like Australia, and in newer ones like South
Korea. In Australia, we transitioned to direct distribution through a
company-owned subsidiary, similar to what we have done in a number
of international markets. Altogether, international markets comprised
22.0% of our global retail unit volume in 2006, up from 20.1% in 2005.

‘What’s behind our international growth? The approaches vary some-
what from market to market, but at their core they involve our incredibly
strong brand, universal appeal, focused product offerings and our ability
to get customers in the saddle and on the road more quickly than ever.

In Europe, we have developed a more robust dealer network,
revamped product distribution capabilities and introduced a number
of products suited to European tastes and riding styles. In 2006, our
European dealers retailed an average of about 100 new Harley-Davidson
motorcycles each. That’s a vast improvement over an average of about
60 bikes each just five years ago. But for some perspective, 100 motor-
cycles a year is what our U.S. dealers were doing more than a decade
ago. Talk about potential!

In Japan we outpaced the growth of the rest of the heavyweight
market. Contributing to this growth was the repeal of a ban on two-up
highway riding. Harley-Davidson worked hard, along with others, to
bring about this change. The ability of customers to ride two up in
places that were once off limits obviously makes the experience of
owning a Harley-Davidson motorcycle all the more rewarding.

Of course, our international strategy also includes entering new
markets like China. The opening of our dealership in Beijing in April
2006 establishes our presence in what we believe will be a growing
market for Harley-Davidson. It will take time to gain traction, but
there’s already a small and extremely enthusiastic group of Harley
riders in China. We believe it’s important to be on the ground now for
the long-term potential that markets like China present.

STAYING CLOSE TO CUSTOMERS AND EXTENDING OUR REACH In the
U.S., our growth continues to reflect sound product strategy, innovative
marketing and our ability to stay close to current customers and reach
out to new ones.

Our fiercely loyal customers are a source of pride that other companies
can only dream of. But it invariably surprises people to learn that more
than half of our new motorcycles every year are sold to riders who are
new to the Harley-Davidson family, reflecting the powerful draw of our
products and our brand for new customers.

What does this tell us? For starters, there are lots of people who
are acting on their dream of owning a Harley-Davidson motorcycle. But
we believe there’s a huge untapped pool of potential Harley-Davidson
customers out there, including large underserved populations of younger
enthusiasts, women, African Americans and Hispanics.

That’s why we continue to increase the resources we devote to new
rider outreach and to introducing products like the Harley-Davidson
Nightster™ motorcycle with its raw appeal to new, younger customer
segments. It’s why we and our dealers are marketing to prospects in
new and exciting places, from alternative rock concerts and skate board
tours to women-only events, NHRA® races, specialty publications and
the limitless horizons of the internet.

And anyone who knows Harley-Davidson knows that our success
also lies in bringing riders face-to-face with ongoing and unparal-
leled experiences. Through hundreds of rallies, thousands of local

rides, H.O.G.” events, MDA fundraisers, organized cross-country tours,
anniversaries (our 105th is coming up in 2008) and more, the Motor
Company and dealers worldwide are the experts at staying close to
customers—and we turn it up a notch every year.

One of those ways we’re turning it up is the Harley-Davidson Museum™
on which we broke ground in June. When it opens in 2008 in Milwaukee,
the Museum will bring a new dimension to the Harley-Davidson experi-
ence, telling the stories of the extraordinary people, culture and history
of Harley-Davidson and creating more dreams and more dreamers.

POWERING RESULTS THROUGH LOOK, SOUND AND FEEL New products
are our lifeblood. They stir customers’ souls in countless ways.

During the third quarter, we launched the most extensive new product
introduction in our history. It included four new motorcycle models and
the all-new, more powerful Twin Cam 96™ engine and six-speed trans-
mission on 21 of 38 models. A pull for new customers, these new
motorcycles and the Twin Cam 96 engine also gave current customers
powerful reasons to trade up.

‘When it comes to new products, we understand just how competitive
the market is. That's why we work hard to keep our motorcycles ten
steps ahead of the competition and why it’s so important to deliver
outstanding value for our customers’ hard-earned dollars.

‘We deliver that value through the look, sound and feel of our motor-
cycles as they roll down the road. We deliver value through unparalleled
options when it comes to customizing. And we also deliver value through-
out the product development process as we focus on design and manu-
facturing efficiencies that yield cost savings and help keep price increases
to a minimum. For example, we brought the 2007 model motorcycles to
market with an average worldwide increase in MSRP of just over one per-
cent, in part through gains in efficiency on the design and operations side
of the business. This focus on operations is also a key factor in our ability
to return more value to shareholders through margin improvement.



MOVING AGGRESSIVELY ON CHALLENGES Of course, holding the line
on costisn’t the only challenge we’re addressing. Thanks to our initiatives
over many years to increase motorcycle production capacity, there is a
great selection of motorcycles available in dealerships. As a result, waiting
times for delivery of customers’ motorcycles have been dramatically
reduced or eliminated and selling prices are largely in line with MSRP.

‘We continue to fine-tune our distribution system for motorcycles, to
help make sure we build the right mix of products and get them to the
right markets in the right quantities. There’s still a lot of hard work
ahead on this front, but we are making progr
working closely with our dealers—particularly those in northern
climates—as they continue to return to a more normal business
environment after years of superheated growth. For Harley-Davidson,
retail motorcycle sales drive wholesale shipments—and these whole-
sale shipments in turn drive company growth.

Like companies everywhere, another challenge is our responsibility
to provide for our employees’ health care needs while managing costs
that could be detrimental to our business over the long term. In 2006,
we reached an agreement with our unionized employees in the
Milwaukee area that reduces the escalation in health care and other
compensation and benefit costs while still providing outstanding total
compensation and benefits. We also revamped our health care plan for
salaried employees to achieve long-term savings for the Company, but
again preserving Harley-Davidson’s practice of offering an outstanding
level of benefits at a low cost to employees.

The strike at our final assembly operations in York in February 2007
was also related to this need to manage future costs. The strike was
disruptive to employees, suppliers, our business and our ability to meet
customers’ needs. But here, too, managing future costs is crucial to
Harley-Davidson’s long-term success for all stakeholders. We appreciate
the support of our employees for undertaking shared solutions to
these challenges.

Our efforts involve

THE ROAD AHEAD Harley-Davidson is a strong, steady and growing
company and we are focused on keeping it that way through our
strategic direction, our ongoing investment in products and operations,
and through the outstanding abilities of our entire workforce.

At the senior management level, we were fortunate to bring
Tom Bergmann on board in 2006 as Chief Financial Officer. Tom has
learned the business with incredible speed. He has been equally adept at
taking up motorcycling, logging thousands of miles last summer, includ-
ing his first pilgrimage to Sturgis. Also moving into a senior leadership
role in 2006 was Bob Farchione, who was promoted to General Manager,
Parts & Accessories. In early 2007, we announced that Sy Naqvi has
joined Harley-Davidson Financial Services in the key post of HDFS
President. Sy has a track record of leadership in growth and innovation
in the financial services industry and his talents are an excellent comple-
ment to HDFS. Also in early 2007, Joanne Bischmann took on a new role
as Vice President, Licensing and Special Events; Ron Hutchinson
assumed a new role as Vice President, New Business; and Patrick Smith
was promoted to General Manager, General Merchandise.

Of course, Harley-Davidson is nothing without the efforts of all
of our approximately 10,000 employees worldwide. The abilities and
talents of all our employees—great numbers of whom are riders
continue to be our greatest competitive advantage.

As we look to the future, everyone in the Harley-Davidson family of
employees remains passionate and dedicated to delivering great value
and great experiences for our customers and our investors.

In short, we “live by it” every day so that others can too.

JAMES ZIEMER, President and Chief Executive Officer, Harley-Davidson, Inc.

Financial Highlights
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Income statement data:
Net revenue $5,800,686

Cost of goods sold 3,567,839

G profit

Financial serv ncome 384,891
Financial services expense 174,167
Operating income from financial services

Selling, administrative and engineering expense

Income from operations

Investment income, net

Other, net

Income before provision for income taxes
Provision fOY' income taxes

Net income

Weighted-average common shares:
Basic
Diluted
per common share:
Basic
Diluted

Dividends paid per comm

Balance sheet data:
‘Working capital ,954,956
Finance receivables held for sale 547,106
Finance receivables held for investment, net
Total assets
Current finance debt
Long-term finance debt 870,000
Total finance debt 702,46
Shareholders’ equity 7

(1) 2006 and 2005 results include the adoption of SFAS N hare-Based Pay

) 2006 results include the adoption of SFAS No. 13
in 2006 Form 10-K for further d on

As of Feb. 19, 2007, there were 88,995 shareholders of record of Harle

Harley-Davidson, Inc. Common Stock Prices
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3,301,715 3,
2,040,499 1,899,535 1,665,566

015,190 $4,624,274
115,655

331,618 279,459
139,998 116,662 111,58

191,620 88,600 167,873
762,108 726,644 684,175

1,470,011 1,361,491 1,149,264

22,797 23,101 23,088

(5,049) (5,106) (6,317)

1,379,486 1,166,035
489,720 405,107

,766 760,928

280,303 295,008
281,035 296,852

$3.02
$3.00

$.405

$2,510,490 $2,087,056
347,112

1,390,737

4,923,088

324,305

1,000,000 800,000 670,000
1,204,973 1,295,441 994,305
$3,083,605 $3,218,471 $2,957,692

ve Jan. 1, 2005. See Note 8 to the Consolidated Financial Statements in 2006 Form 10-K.

5* Accounting for Define t Pension and Other Postretirement Plans,” as of Dec. 31, 2006. See Note 6 to th

Davidson, Inc. common stoc

Harley-Davidson, Inc. Dividends Per Share
04-2006, in dollars

2004 TOTAL: $0.405 2005 TOTAL: $0.625

$4,090,970
YAYERVL)

1,417,841
211,500
107,273
104,227
639,366
882,702

16,541
(13,416)
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“ have the Bar & Shield
tattooed on my neck >
and wrist. That’s how proud, e //

T am to own and ride a N v,
Harley-Davidson motorcycle” L
RICK GAMBOA, started riding at age 15 [ ¥ { -
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Dream in oran’ e/and black.

Harley-Davidson awakens a spin‘tfnthm r}’ders and nonl\' dgrs allke unch; 1hmg degp- seate&dreams In fact, more than 90 percent
of our new motorcycle buyers tell ds they are likely to buy ngd'm Equally powcfrf the fact}hat last year more than half of our new
motorcycle purchases were made Dby enthusiasts new:%f{at{ey Davxd:on

The allure is real. The experle'nces we have in commn intensify that magnetnSrn At the en, of the day, we know we’re on the right
track when we see the name Harley Davidson inked on'a ridet’s skin.
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“There are three reasons
I ride a Harley-Davidson:
the cool styling, the
throaty V-Twin sound
and the powerful feel”

KAISER NORTON, professional motorcycle rider,
Harley owner since 1994

Since the very beginning, Harley-Davidson’s
passion for two wheels has made the Company
a market leader. Motorcycles are our life.
They’re our reason for being. And 104 years
later, we continue to set the standard industry
wide, propelled by the same fervor.

Stoked for 2007, Harley-Davidson launched a
more powerful engine and four new models—
motorcycles that fired up customers and helped
spur an 8.5 percent increase in retail sales.

The Twin Cam 96™ V-Twin engine and 6-speed
Cruise Drive™ transmission debuted on 21
models, satisfying our customers’ never-ending
hunger for more power. The four new bikes
and the menacing VRSCDX Night Rod® Special
raised heart rates among those looking for a
new adventure.

No doubt, the performance and sheer presence
of a Harley-Davidson motorcycle stirs the soul.
Add to that more than 10,000 Genuine Parts &
Accessories and an extensive line of MotorClothes®
apparel and it’s easy to see how our enthusiasts
show the world exactly where they stand.

The V-Twin engine is the legendary heart and soul of
Harley-Davidson motorcycles. New for 2007, the Twin Cam 96

powers all motorcycles in the Harley-Davidson Dynay

Softail* and Touring model families, each of which also features

the new 6-speed Cruise Drive transmission.




“Before I got my license,
I saw bikers go by
and felt independence
radiating from them.
I wanted to be a part of
that feeling firsthand.”

CARRIE JOHANSEN, currently rides a 2000 FLSTF Fat Boy*

The call of adventure reaches far and wide.
me, the freedom of the open road has been
on their mind for years. It’ 0 po le that
they woke up and decided to start do
things on their own terms. While everyone’s
journey to ownership is unique, we help customers
achieve that dream.
For those who know they want to become riders,
New Rider Course, Harle;
ed Rentals and Harley
rvices make it easy to take the n:

step. People who are still thinking about joining
the ranks of riders often need more help to
figure out what’s next. So, we’ve embarked on

One of the ways new ¢ are joining our ran
through Harley-Da . » Women
acr

to learn about the Harl

aft
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Roam. new highways
all ovez the world.
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“It's a big world but
Harley-Davidson
ings us all together.”

EVA AND INGVAR HJERTSTROM, Life Membe

Each time a H
roars into a new market, it’s a milestone worth
celebrating. It’s happening more frequently
all over the world. With more riders from more
countries joining our ran
no doubt that Harley-Davidson trans
into many langu:
By getting the right motorcycles into the right
markets with the right deal
continue to build our busin
Throughout Europe, an updated distribution
em is doing just that. In addition, deale)
development programs in ci ke Barcelona
and Milan help enrich the customer experience,
contributing to double-digit sales growth in
Europe in each of the last two . In Asia, a
landmark dealership opened in Beijing, complete
with a HO.G” chapter and a ride to the Great
Wall of Chin
The translation? Harley-Davidson’s interna-
influence continues to grow. In 2006, retail
eased 14.6 percent; Japan
Canada was up 15.9 percent
and all other international markets combined
were up 34.3 percent.

Retail Sales
of Harley-Davidson Motorcycles
Units in thousands

In our international mar
the full yea



“We don't just deliver bikes,
we deliver experiences.

sav pABNEY (left), Skip Fordyce Harley-Davidson
principal, with customer Londell Ramsey. Londell rides
a 2006 VRSCSE Screamin’ Eagle® V-Rod

y kind of Harley rider can )
kind of genuine cus art, a solid bit of advice
or the latest d. And they
alw:

along-time customer or newcomer, our stz
personally welcomes everyone as they walk
through the doo

“Harley-David

ence. This y
a Harley-Da ty course to

learn about and ride competitors’ products.
Because of thorough training like that, we
are prepared to answer any customer questio
Dabney

cellent training
are just the beginning. Jay and his crew do
whatever they can to give customers the
adventure of a lifetime. “Customers spend
their hard-earned money on their drear
‘We help them live the experience to the fullest.”

Retail Sales
of Harley-Davidson Motorcycles
Units in thousands

5.9 percent in 2006, while

heavyweight motorcycle market as a whole
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“My best riding experiences
have been taking my son
for rides on sunny Sundays.”

DONAVAN VREM, started riding at age 10

You can’t put a price tag on the feelings our riders
have about their motorcycles and motorcycling
experiences. Those feelings go a long way to explain
the significant customer loyalty we enjoy.
Harley-Davidson grows value by finding new ways
to create memorable experiences for our riders.
Now more than one million members strong, the
Harley Owners Group® offered 150 national,
international and statewide events and rallies to
its members last year, including touring rides
throughout the world. Beyond H.O.G.” gatherings,
Harley-Davidson and Buell participated in more
than 300 other events to showcase our products
and services and give riders a chance to demo
the latest motorcycles. At almost all of these events,
riders talked with one of our senior leaders who
attended specifically to hear what’s on customers’
minds. And that just barely skims the surface.
Whether at a rally with other bikers or solo on a
curvy road, riding experiences become life-long
memories and that’s something money can’t buy.

Buell Motorcycle Company brings a new riding experience
to twisty roads. Building on Buell’s industry leading
engineering is the exciting Ulysses® XB12X, an adventure
sport motorcycle designed to carry its rider over

any road surface. Supported by long-travel suspension,
rolling on tires optimized for street and off-pavement
traction, and powered by the muscular torque of a Buell®
Thunderstorm® V-Twin engine, the Ulysses XBI12X

can carry its rider places mere sportbikes fear to tread.

23



GIVING BACK

“I ride because of the freedoms
given to me by all those
who gave for our count

ED CZARNE tnam War Veteran,
Harley owner since 1969

Commitment to the world beyond motorcycling
has always set our riders apart. They value
courage and freedom and have a generous spirit,
opening us all to the importance of giving back.

For those men and women who have sacrificed
so much to protect our freedom, the Harley-
Davidson Foundation made a $1 million pledge
in 2006 to the Disabled American Vetera:

(DAV). The grant supports the DAV Mobile Service
Office Program, bringing much-needed infor-
mation and counseling directly to veterans about
the services and benefits available to them.
Overall, the Harley-Davidson Foundation made
$3.7 million in grants to build strong commu-

nities in locations where Harley-Davidson has
facilities and employees.

And for 26 years, our riders, dealers, supplier
and employees have raised funds to find a cure for
muscular dystrophy. Together we raised $5 million

ar, bringing our 26-year total to $60 million
in support of the Muscular Dystrophy Association.

In word and in deed, Harley
riders believe in making dreams come true for
those in need.

or are currently enlis
The new Patriot Special Edition motorcycles can be
customized with a special gas tank cloisonné emblem
to show a rider’s military service.




2006 FINANCIAL PERFORMANCE SUMMARY

Create value by
fulfilling dreams.

FINANCIAL PERFORMANCE In 2006, the Company’s net revenue
and net income grew 8.6 percent and 8.7 percent, respectivel
making 2006 the 21st consecutive year of net revenue and net income
growth. Net revenue of $5.8 billion was $458 million higher than
in 2005, while 2006 net income of $1.04 billion was $84 million higher
than 2005
Revenue from sales of Harley-Davidson motorcycles grew to $4.6
billion in 2006, an increase of 8.8 percent over 2005. Buell motorcycle
revenue of $102 million was up 9.8 percent. Revenue from Genuine
Pz ccess in 2006 totaled $862 million, a 5.7 ent
over the previous year and General Merchandise revenue
$277 million, an increase of 12.0 percent compared to 20
ze its balancy
and realized a return on average equity
percent. The Company has maintained an ROE over
ear for more than 5y
than a d
The Company’s share price increased 36.9 percent during 2006. For
the ten-yes endi n December 31, 2006, compound annual
20.3 percent p The
in 2006
paid by over 29.6 percent compared to 2005. Since
the end of 1986, the year Harley-Davidson, Inc. became a public
company, shareholders have enjoyed a compound annual total return
growth rate of 31.3 percent, including five 2-for-1 s splits

Standard & Poor's 500 Composite Index
Indollars

m S&P 500

HARLEY-DAVIDSON MOTORCYCLES Worldwide retail sales of Harley
Davidson motorcycles grew 8.5 percent in 2006 and exceeded the
worldwide market growth rate for heavyweight motorcycles for the

eighth year in a row.
In the United States, 2006 retail sales of Harley-Davidson motor-
cycles increased 5.9 percent over 2005. Total worldwide retail sales

of new Harley-Davids 0 ycles grew 8.5 percent during the
od, once again incr g Harley-Davidson’s worldwide
are of new heavyweight mo
In 2006, Harley rcy hipments were a record
349,196 uni 1 percent over . This shipment increase and
growing worldwide demand allowed Harley-Davidson motorcycles
to achieve a greater than 30 percent share of the worldwide heavy
weight market. In the United States, retail sales of Harley-Davidson
motorcy increased 5.9 percent while the U.S. heavy
le market as a whole was up 4.9 percent for the same period.

HARLEY-DAVIDSON FINANCIAL SERVICES Harley-Davidson Financial
Operating income in
in 2006

lending and strong market s

The Company’s Annual Report on Form 10-K for the year ended
Dec. 31,2006 is included as a separate enclo:
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Harley-Davidson, Inc. Harley-Davidson, Inc. Harley-Davidson, Inc. Harley-Davidson, Inc.
Net Revenue Net Income from Continuing Operations Dividends Per Share Year-End Stock Prices
Dollars in millions Dollars in millions In dollars, adjusted for splits In dollars, adjusted for splits
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2006 Board of Directors,
Harley-Davidson, Inc.

Barry K. Allen

Executive Vice President of Operations,
Qwest Communications International Inc.;
President, Allen Enterprises, LLC

Richard I. Beattie
Chairman, Simpson Thacher & Bartlett LLP

Jeffrey L. Bleustein,
Chairman of the Board, Harley-Davidson, Inc.

George H. Conrades
Executive Chairman, Akamai Technologies, Inc.

Judson C. Green

President and Chief Executive Officer,
NAVTEQ Corporation

Donald A. James

Chairman and Chief Executive Officer,
Deeley Harley-Davidson Canada/
Fred Deeley Imports Ltd.

Sara L. Levinson
ChairMom, ClubMom, Inc.

George L. Miles, Jr.
President and Chief Executive Officer,
WQED Multimedia

James A. Norling
Chairman of the Board,
Chartered Semiconductor Manufacturing Ltd.

James L. Ziemer
President and Chief Executive Officer,
Harley-Davidson, Inc.
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Vice President and Treasurer
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Gail A. Lione

Vice President, General Counsel and Secretary
Chief Compliance Officer

James L. Ziemer

President and Chief Exccutive Officer
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Joanne M. Bischmann

Vice President, Licensing and Special Events
David P. Bozeman

General Manager, Powertrain Operations,
Capitol Drive

James M. Brostowitz

Vice President and Treasurer

Leroy Coleman
Vice President, Advanced Operations

Rodney J. Copes

Vice President and General Manager,
Powertrain Operations, Pilgrim Road
William B. Dannehl

Vice President, North American

Sales and Dealer Services

William G. Davidson

Senior Vice President and Chief Styling Officer

Karl M. Eberle

Vice President and General Manager,
Kansas City Operations

Robert . Farchione

General Manager, Parts and Accessories
Fred C. Gates

General Manager, York Vehicle Operations
James E. Haney

Vice President and Chief Information Officer
Michael P. Heerhold

General Manager, Tomahawk Operations
Timothy K. Hoelter

Vice President, Government Affairs
Ronald M. Hutchinson

Vice President, New Business

Michael D. Keefe

Vice President and Director, Harley Owners Group
Kathleen A. Lawler

Vice President, Communication

Lara L. Lee

Vice President, Enthusiast Services
Matthew S. Levatich

Vice President, Materials Management
Gail A. Lione

Vice President, General Counsel and Secretary
James A. McCaslin

President and Chief Operating Officer
Jeffrey A. Merten

Managing Director, Asia Pacific and
Latin America

Louis N. Netz

Vice President and Director, Styling

John A.Olin

Vice President, Controller

Steven R. Phillips

Vice President, Quality, Reliability and
Technical Service

Harold A. Scott

Vice President, Human Resources

Patrick Smith

General Manager, General Merchandise*

“As of Jan. 11, 2007

W. Kenneth Sutton, Jr.

Vice President, Engineering

Michael van der Sande

Managing Director, Harley-Davidson Europe*
“As of Feb.9, 2007

Jerry G. Wilke

Vice President, Marketing, Customer
Relationships and Motorcycle Product Planning

2006 Harley-Davidson
Financial Services Leadership

Lawrence G. Hund

Vice President, Operations and
Chief Financial Officer
Katherine H. Marczak

Vice President, Chief Credit and
Administrative Officer

Saiyid T. Nagvi
President*
“As of Feb. 1, 2007
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Erik F. Buell

Chairman and Chief Technical Officer,
Buell Motorcycle Company

Jon R. Flickinger

President and Chief Operating Officer,
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Company Information

Harley-Davidson, Inc.
3700 West Juneau Avenue
PO. Box 653

Milwaukee, W1 53201-0653

Internet Addresses:
www.harley-davidson.com
www.buell.com

Plant Tour Information:
877-883-1450

York, Pa. motorcycles

Kansas City, Mo. motorcycles
Milwaukee, Wis. engines

The following are among trademarks of H-D
Michigan, Inc.: Harley-Davidson, Harley,

the Bar & Shield Logo, MotorClothes, Harley
Owners Group, HOG., Screamin’ Eagle,
Sportster, Dyna, Softail, Fat Boy, Nightster,
Night Rod, V-Rod, Twin Cam 96, Cruise Drive,
Garage Party, Harley-Davidson Museum,
Rolling Thunder, Rider’s Edge, Buell, Ulysses
and Thunderstorm. NHRA and POWERade
are trademarks of their respective owners.

FSC

Shareholder Information

Annual Shareholder Meeting

The Annual Meeting of Shareholders
will convene at 10:30 a.m., CT, on
Saturday, April 28, 2007, at the Marriott
Milwaukee West, W231 N1600

Corporate Court, Waukesha, WI 53186.

SEC Form 10-K

A copy of the 2006 Annual Report on Form

10-K filed with the USS. Securities and Exchange
Commission on Feb. 27, 2007, may be obtained
from the Company without charge to the share-
holders or via the Company’s Web site on or
about March 27, 2007.

Dividend Reinvestment and

Stock Repurchase Plan

To obtain information on our Dividend
Reinvestment and (BYDS) Buy Your Direct
Stock, please contact ComputerShare.
ComputerShare Trust Company

2 North LaSalle Street

Chicago, IL 60602

866-360-5339 toll-free

Registrar and Transfer Agent
ComputerShare Investor Services, LLC
PO. Box A3504

Chicago, IL 60690-3504

866-360-5339 toll-free

or 312-360-5339

Contact Investor Relations at:
877-HDSTOCK toll-free

414-343-4782, or try our e-mail:
investor.relations@harley-davidson.com

Corporate Governance Materials
may be obtained via our Web site:
www.harley-davidson.com

Communication with the Board

¢/o the Secretary of Harley-Davidson, Inc.
3700 West Juneau Avenue

P.O. Box 653

Milwaukee, WT 53201-0653

© 2007 Harley-Davidson, Inc.
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2007 WORLDWIDE EVENTS -

Join the calling.

Owning a Harley-Davidson motoreyele isn’t about having, it’s about

doing. Join up with Harley-Davidson and lik
events, races and rallies and have the exp

minded souls at
rience of a lifetime. With

events planned in locations all over the world, you’ll have no

trouble finding us. Here is just a sampling of the more than 3¢

places we will be this year:

APRIL 26-28

APRIL 27-29

MAY 5-6

MAY 26-27

JUNE 14-16

JUNE 25-28

JUNE 27

JULY 13-15

AUG. 1-5

AUG. 3-12

AUG. 24-25

SEPT. 14-16

OCT. 18-21

NOV. 24-25

DEC. 7-9

5th Ar

lin River Run, Laughlin, Nev.

nual Costa Rica National H.O.G. Rally

San Jose, Costa Rica

stern Dealers Association Ride for Life, Reading, Pa.

Rollin,
Laconj

Ridin’

¢ Thunder, Washington D.C.
ia Bike Week, Laconia, N.H.

the Rockies H.O.G. Rally, Ft. Collins, Colo.

Warped Tour, Phoenix, Ariz.

Hamburg Harley Days, Hamburg, Germany

National Bikers Round Up, Kansas City, Mo.

Sturgi:

CLUB

s Rally and Races, Sturgis, S.D.

H.O.G? Down Home: 24th Annual Rally, Knoxville, Ten

Tomahawk Open House, Tomahawk, Wis.

Biketoberfest, Daytona Beach, Fla.

3rd Annual Hong Kong National H.0.G. Rally, Hong Kong, China

IMS S

how, Long Beach, Calif:

For a complete, up-to-date list or for events in your area, visit

www.harley-davidson.com. Dates subject to change.




HARLEY-DRVDSON

WE FULFILL DREAMS THROUGH THE EXPERIENCES OF MOTORCYCLING
BY PROVIDING TO MOTORCYCLISTS AND TO THE GENERAL PUBLIC
AN EXPANDING LINE OF MOTORCYCLES, BRANDED PRODUCTS AND

SERVICES IN SELECTED MARKET SEGMENTS.

Harley-Davidson, Inc. 3700 West Juneau Avenue, P.O. Box 653, Milwaukee, Wisconsin 53201-0653 www.harley-davidson.com




