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Introduction
Vision and mission statements are vital aspects of the process of strategic management for all types of organizations including; private, not-for-profit, public sector, for profit among others. According to Bart et al. (2001), the mission and vision statements have a significant impact on an organizational performance and strategy. Further, Mullane (2002) argues that the vision and mission statements are crucial in day-to-day activities of an organization and helps in building a common shared and common sense or purpose. Further, the statements are believed to shape behaviors, motivate the stakeholders of an organization, cultivate maximum commitment and consequently influence the performance of the employees positively (Mullane, 2002).  This paper evaluated the mission and vision statements of Harley-Davidson, a developer of motorcycles. 
Characteristics of an Ideal Mission Statement
Realistic- means the mission statement should be a summary of an organization’s current activities. Thus, it should describe what the organization does at present and not what it will do on future (Carter, & Roebuck, 2006). Harley-Davidson mission statement has this characteristic as it states that the company provides a variety of motorcycles in the market. 
Memorable – a mission statement should be memorable to the stakeholders not necessarily the exact wording. The stakeholders include; suppliers, customers, employees, creditors, and investors among others. The company’s mission statement is memorable since it is short and precise and the stakeholders have higher chances of memorizing it.  
Unique – the statement should focus on doing something differently from the competitors. The uniqueness of mission statement promotes the brand, and the stakeholders would like to be associated with the brand in the market (Carter, & Roebuck, 2006). The phrase “fulfilling dreams through the experience of motorcycling” gives the company’s mission statement the uniqueness. The company does not only develop motorcycles but fulfills the dreams of motorcycling. 
Succinct – the statement should be short as possible. An extended mission statement overlaps the important characteristics of a mission statement (Kantabutra, & Avery, 2010). Further, a short mission statement is easy to understand as opposed to a long one. Harley-Davidson mission statement is short and easy to comprehend. 
Target Customers – involves reflecting on the potential consumers of an organization’s product in the mission statement. This factor specifies the target customers of products developed or manufactured by an organization (Carter, & Roebuck, 2006). The company’s mission statement targets different market segments. Thus, it designs the motorcycles aimed to suit different market segments. 
Characteristics of an Ideal Vision Statement
Inspirational – an excellent vision should inspire and engage people to a cause. In other words, it should capture the hearts of the stakeholders. Further, an inspirational vision statement is aimed at getting the attention from the readers as stated by Carter and Roebuck (2006). Harley-Davidson vision statement is inspirational since it seeks to build mutually beneficial relationships with the stakeholders. Further, the statement talks of success which everyone would like. 
Directional – this characteristic gives the direction on where an organization is intending to head. Thus, an ideal vision statement should shape decision making as well as allow innovative ideas in realizing the objectives of an organization. The company’s vision has this characteristic in that it seeks to empower the employees and have a focus on value addition activities in motorcycling. 
Descriptive – a vision statement should describe what an organization will offer to the stakeholders. Thus, the vision statement should not necessary be short but be more descriptive as opposed to the mission statement (Carter, & Roebuck, 2006). The company’s vision statement is descriptive on the values that the stakeholders will benefit on being associated with the enterprise. 
Clear – the statement should be readily understood and be straight to the point. The company’s vision statement is straight to the point and easily understood. It does not contradict itself to the stakeholders and the public. 
Consistent – an element of continuity is crucial in a vision statement. This gives the stakeholders confidence on continuity of operation and future developments that an organization is intended to undertake (Carter, & Roebuck, 2006). The company has this characteristic in that it aims to continue developing motorcycles and adding value and continue being a leader in the market.  
Value Based – this is the ability to connect the stakeholders with the organizational values. The company believes in building relationships with the stakeholders and balancing their interests. Thus, the company values the interests of the stakeholders. 
Creative – a vision statement should be original. This means that the statement should not be a replica of where the competitor intends to be in the future but rather be unique (Carter, & Roebuck, 2006). The company’s vision statement poses this characteristic in that it emphasizes on value-added activities. 
Objective of Mission and Vision Statement
The objective of a mission statement is to communicate what an organization produces or develop to the market, the unique features of the products that competitors do not offer, use of technology and the managerial philosophy as stated by Carter and Roebuck (2006). Harley-Davidson mission statement meets some of the objectives. For instance, the statement reflects on what it produces (motorcycles) and the uniqueness of the motorcycle by providing a diversified range of bikes. However, the mission statement does not meet all the objectives of a mission statement. First, the statement does not reflect on the technology that makes the company unique. Secondly, the mission statement does not communicate on the managerial philosophy of the company. 
The objective of a vision statement is to communicate on the visions that an organization has. Further, the vision statement creates identity and purpose, and it is aimed at influencing the stakeholders’ decision on being associated with an organization (van Nimwegen, Bollen, Hassink, & Thijssens, 2008). Harley-David vision statement meet the objective by many ways. First, the statement gives the direction by stating on value addition. Thus, the company seeks to meet all the stakeholders' values through adding value to whatever already exist. Thus, there is an aspect of future development in the statement. Secondly, the statement talks of building relationships among stakeholders. 
Vision and Mission Statements Link on Organizational Priorities, Individual and Team Performance
The mission and vision statements relate the priorities of the individual, organizational and team performance. First, the statements talk about empowering employees. Employees and potential employees value the vision and mission statements of an organization (Brown, & Yoshioka, 2003) Thus, meeting personal priorities in career development and self-development is considered in the statements. Further, focus on customers is emphasized by developing a variety of motorcycles that suits their individual needs. Secondly, the statements talk of beneficial relationships. This prioritizes the team performance among stakeholders.
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