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WHAT IS THIS BOOK?

During H.O.G. Officer Training, you were insanely busy. You learned a LOT about the ins and outs of running a chapter,
from working with team members to brainstorming new activities to promoting your chapter and its events to knowing
what to do if something goes wrong. As if that wasn’t enough, you also met a lot of like-minded people with varying
levels of experience in their own H.O.G. chapters. You learned from their experiences and shared some tips and tricks of
your own. That’s quite a bit to absorb in just a few short days!
That’s where this Toolkit comes in. This book contains information corresponding to what you learned at H.O.G. Officer
Training, both from the courses themselves and a bunch of other useful resources – information we just didn’t have
time to cover over the weekend.
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BASIC BIKER
BUSINESS
WHAT SUCCESS LOOKS LIKE…

•
•
•
•
•
•
•
•
•

Chapters have adequate funding for their activities
Chapter assets are safeguarded
Books and records track money going in and out of the chapter
Taxes and fundraisers are handled properly
The central players have the financial information they need
The chapter works from an annual budget
The chapter has a process in place to approve funding decisions
Chapters do not accumulate excessive cash
New officers receive relevant financial information when they take over
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WHY IS FINANCIAL MANAGEMENT IMPORTANT?

If finances are handled well, nobody notices. But if they aren’t – things can get very bad very fast.

By taking a few simple steps to manage your chapter’s assets, you’ll have more time to be out on the road having fun,
instead of sitting in the office solving problems.

WHERE DO YOU WANT TO SPEND YOUR TIME?
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10 KEYS TO FINANCIAL SUCCESS
1. KNOW YOUR NUMBER

• K now your federal Tax ID number – it will look like NN-NNNNNNN. You can request one from the IRS on form SS4 if you
don’t have one, but be sure to check with your sponsoring dealer before applying for one.
• It is used on bank accounts and tax returns.
• Be sure you are using a Tax ID number issued to the chapter.

2. CHAPTER ORGANIZATION
• Chapters must be chartered.
• Once chartered, chapters may incorporate (only as nonprofit/not-for-profit) with approval of the sponsoring dealer.
• Remember: Chapters are NOT tax exempt.

3. MONEY MANAGEMENT
•
•
•
•

There are no upper or lower limits on bank account cash balances.
Keep a reserve to cover emergencies.
Main sources of revenue are dues and events.
Acceptable expenses are anything that provides riding and having fun to chapter members.

4. BY THE BOOK
Why do we keep books and records?
• It’s the right thing to do
• It’s required
• It can be expensive if we don’t
• Good books and records make it easier to hand duties off to new officers
Use any system that accurately reflects the financial activity of the chapter and identifies:
• The source and amount of income
• The identity and amount of expenses
It can be manual (a ledger) or computerized (QuickBooks® and Excel® templates are available).
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10 KEYS TO FINANCIAL SUCCESS
4. BY THE BOOK (2/2)

KEEPING BOOKS AND RECORDS
➪ What is bookkeeping?
	The dictionary definition of bookkeeping is: “The activity or profession of recording the money received (income)
and spent (expense) by an individual, business or organization.”
➪ How much money does a chapter need?
	Chapters need enough income to cover their expenses – but not much more! A few month’s worth – maybe up to
a year’s worth – of operating expenses in your chapter account is sufficient. Remember, a chapter is a non-profit
organization. The more income you have, the more taxes you’ll have to pay.
➪ Income
Chapter income comes from dues and fundraising.
➪ Expenses
Chapter expenses may include:
• Supplies
• Event expenses
• Reimbursable expenses, like chapter newsletters, printing, postage and taxes
	
	The chapter can reimburse officers and members for expenses. You should have a written expense reimbursement
policy that requires people to submit receipts with their reimbursement request.
➪	
Why should I keep books and records?
You should keep books and records because:
• It’s the right thing to do
• It’s required
• It can be expensive if we don’t
• Good books and records make it easier to hand off to new officers
➪	
How should I keep books and records?
Use a formal accounting system. It can be either:
• Manual
		 – Ledger book
• Computerized
		 – Excel® template
		 – QuickBooks® template
➪	
What controls should I put in place?
Include internal controls to safeguard your assets:
• Consider requiring dual signatures on checks
• Conduct regular bank reconciliations
• Consider an annual audit
• Use common sense
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10 KEYS TO FINANCIAL SUCCESS
5. REPORTING

Includes:
• Reporting to sponsoring dealer
• Monthly report to sponsoring dealer or H.O.G. Manager
To be produced monthly: P&L statement and balance sheet.
To be produced yearly: P&L statement, balance sheet and tax forms/returns.

UNDERSTANDING FINANCIAL STATEMENTS
➪   F inancial Statements Report:
•    Financial position (balance sheets)
•    Activities (income statement)
•    Cash flows
➪   O
 fficers with financial responsibilities must report to two groups of people:
1. Internal Reporting
		 Within the organization, you must report financial information monthly to sponsoring dealer or H.O.G. Manager
2. External Reporting
		 You must also report financial information to:
• The IRS
• State tax agencies
• State regulatory agencies (corporate)
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10 KEYS TO FINANCIAL SUCCESS
5. REPORTING (2/4)

TYPES OF REPORTS
Monthly Reports:
➪   P
 rofit & loss (P&L) statement
➪   B
 alance sheet
Focus: Answering these questions:
• How does actual financial experience compare with the budget?
• Is specific action called for, such as limiting expenses in certain areas?
• Does experience indicate a change in the budget is appropriate?
➪   A narrative report includes an executive summary of financial highlights, analysis and concerns
Annual Reports:
➪ Annual federal forms and state forms: tax forms and tax returns.
Focus: Fulfills reporting responsibilities to federal and state governments.
➪	
Financial statements for year: P&L statement and balance sheet. These are aggregated financial
statements with narratives showing key trends.
Focus: Internal management decision-making:
• What was our financial performance over the past year?
• In what ways and for what reasons was performance different from the budget?
• What financial implications must be taken into account when planning the upcoming year?
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10 KEYS TO FINANCIAL SUCCESS
5. REPORTING (4/4)

HOOSIERVILLE H.O.G.® CHAPTER
PROFIT & LOSS STATEMENT
31 JANUARY 2012 – 31 JANUARY 2014
INCOME
Membership Fees
Dealer Support
Event Fees
50/50 Income

9,560.00
6,000.00
3,785.00
1,500.00

Total Income

X
E

Gross Profit

E
L
P

Total cash coming
into the chapter.

20,845.00

COST OF GOODS SOLD (COGS)
Event Supplies & Services
Shirts, Pins & Patches
Newsletter Printing
Licenses/Permits
Prizes & Awards
Total COGS

The chapter’s name and
dates covered must be
at the top of a P&L.

M
A

6,809.36
975.08
623.67
650.00
2,316.93

What you paid for things
that are part of goods/
services you’ve “sold”
(like event attendance,
chapter memberships, etc.).

11,375.04
9,469.96

EXPENSE
Insurance/Bonding
Legal/Professional
Web Page
Printing
Income Tax
Other Expenses

250.00
500.00
75.00
1,850.00
942.30
148.56

Total Expense

3,765.86

Net Income

5,704.10

This is your total income
minus the cost of goods
sold. Gross profit is also
sometimes known as EBITDA
(earnings before interest,
taxes, depreciation and
amortization).

Breakdown of expenses.

The bottom line.
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10 KEYS TO FINANCIAL SUCCESS
5. REPORTING (4/4)

HOOSIERVILLE H.O.G.® CHAPTER
BALANCE SHEET
AS OF 31 JANUARY, 2014

ASSETS
Current Assets
		Checking/Savings
		 Accounts Receivable
Total Current Assets
Total Assets

EX

M
A

LIABILITIES & EQUITY
Current Liabilities
		 Accounts Payable
		 Sales Tax Payable

The chapter’s name and
the date of issue must be
listed at the top of a
balance sheet.

E
L
P
15,028.69
1,420.06

16,448.75

This is the total of cash,
accounts, all the stuff the
chapter owns and all the
money that might be
owed to the chapter.

16,448.75

2,785.03
389.56

Total Current Liabilities

3,174.59

EQUITY
		 Opening Balance Equity
		 Retained Earnings
		 Net Income

5,100.00
2,470.46
5,704.10

Total Equity

13,274.16

Total Liabilities & Equity

16,448.75

This is the total of what
the chapter owes others.
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10 KEYS TO FINANCIAL SUCCESS
6. BEING CHARITABLE

Charity involvement is optional. Be sure it doesn’t interfere with riding and having fun.
If you want to do charity work but you want to keep it simple, consider donating group time rather than raising funds.
If you do charity fundraising, keep these things in mind:
• Charities must be 501(c)(3) organizations. See the list of qualifying organizations online at: http://aprs.irs.gov/app/
pub78 Government agencies always qualify. Individuals never qualify.
• Don’t use the chapter bank account for charity funds.
• Use the Letter of Agreement found in the Blank Forms section of the Chapter Handbook to document your agreement.
• Be sure you understand the chapter’s tax liability for charity events – in advance.
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10 KEYS TO FINANCIAL SUCCESS
6. BEING CHARITABLE (2/3)

STEPS TO A SUCCESSFUL CHARITY FUNDRAISER
STEP

1

2

DESCRIPTION

NOTES

Check with the charity to ensure that they are a
legitimate charity, either:
• Covered by a 501(c)(3) document
• Government entity (such as a volunteer fire
department or a search and rescue squad)

Being tax exempt is not the same as being a
charitable organization.

Be sure you understand the tax issues associated
with running a charity event.

• C ontributions to charities are NOT treated as
business expenses.
• They can be deducted up to 10% of
taxable income.
• Unused amounts can be carried forward for
five years.
• The chapter will have to pay taxes on any
charity funds transferred into the chapter
bank account.

Refer to H.O.G.® Chapter Handbook, Section F.

3

Use a letter of agreement with the charity that:
• Defines all responsibilities for the
charity event – for both the chapter
and the charity organization.
• Transfers most of the tax and record keeping
responsibilities to the charity.

4

Have both the charity and the chapter sign the
letter of agreement.

5
6

Be sure that a charity representative is at the
charity event to handle all funds collected.

The Letter of Agreement boilerplate document
is located in the Blank Forms section of the
Chapter Handbook.

Do NOT put money collected for a charity in
the chapter’s bank account or you assume
responsibility for paying the taxes.

Be sure the chapter gets recognition for
the event.
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10 KEYS TO FINANCIAL SUCCESS
6. BEING CHARITABLE (3/3)

CHARITY FUNDRAISING CHECKLIST
Use this checklist to help you in determining your chapter’s tax liability for a charity fundraising event.
1. I s the organization a recognized, 501(c)(3) organization?
* Small, local organizations will be able to provide written documentation from the IRS that they are
an approved charity. Large, national organizations such as the American Heart Association® can be
assumed to be legitimate. Quasi-governmental units, such as a local search and rescue team or a
volunteer fire department, do not need documentation.

NO*
YES

2. Is the fundraising activity a simple, one-day event?
* A one-day event is much simpler to manage from a financial standpoint than one that covers an
extended period of time. The more complex the event, the greater the chance for error.

NO*
YES

3. Has the “letter of agreement” been completed and signed by the chapter and the charity?
* Follow best practices when dealing with a charity, by using the Letter of Agreement (found in the
Chapter Handbook) to document your chapter’s agreement. The Letter of Agreement clearly defines
all responsibilities and transfers most of the tax and record-keeping issues to the charity.

NO*
YES

4. Will the funds be deposited into a bank account owned and controlled by the charity?
* This is one of the most common (and costly) mistakes made when doing charity fundraisers. Once
the funds are placed in the chapter bank account, they become taxable to the chapter, even if a
check for the full amount of the funds is immediately written to the charity. The best practice is to
have representatives of the charity present to handle all funds.
5. Does the fundraising involve a raffle?
* In many states and localities, a raffle is considered “gambling” and may be illegal. Contact state/
local officials to determine the legality of your proposed raffle. It may be possible for the charity to
obtain the necessary licenses, and your chapter can conduct the raffle in the name of the charity.

Be aware that in many instances, withholding taxes must be collected from the winner and certain
information reported to the IRS. Be sure that you have all the bases covered in advance.
CONCLUSION
If you have answered “NO” to questions 1 through 4 or “YES” to question 5, you have a potential
problem area.
Seek qualified advice and assistance before proceeding.
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NO*
YES
NO*
YES

10 KEYS TO FINANCIAL SUCCESS
7. KNOW WHEN TO HOLD ‘EM

Raffles, 50/50s and poker runs are considered gambling and may be illegal in your area. Check with your state and local
government. Withholding tax must be collected for high-value prizes (over $600).
RAFFLES AND PRIZES
In a raffle, participants buy a chance to win a prize. This is different from a door prize, in which participants get a
chance to win a prize just by attending an event. When you’re running a raffle, there are legal and tax issues that you
need to consider.
LEGAL ISSUES
• Because raffle participants pay out money to play, raffles are considered gambling.
• Gambling is illegal in some states.
• Before running a raffle, contact your attorney general’s office to inquire about legality and your state’s rules
for raffles.
TAX ISSUES
• The IRS considers raffle winnings as income.
• The winner should pay withholding taxes on high-value prizes (over $600).
• Withholding taxes are based on market value of the prize.
• Chapter should collect withholding tax and remit to IRS.
• Chapter pays income tax on earnings.

FOR MORE INFORMATION: IF YOU NEED HELP WITH RAFFLES,
REFER TO CHAPTER HANDBOOK, SECTION F
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10 KEYS TO FINANCIAL SUCCESS
7. KNOW WHEN TO HOLD ‘EM (2/3)
STEPS TO A SUCCESSFUL RAFFLE
STEP

DESCRIPTION

NOTES

Consult your state’s attorney general’s office to
find out if raffles are legal in your state.

• R affles are considered gambling and are illegal
in some states.
• Raffles are not the same as door prizes.

2

Understand the tax issues associated with
a raffle. Set it up in advance so that the
raffle winner pays the withholding taxes, not
the chapter.

• F or prizes of $600 and over, withholding tax
must be collected.
• See withholding tax rules chart on next page.

3

If possible, arrange it so that prizes are titled
directly from the donator to the winner to prevent
the chapter from having to pay sales tax.

4

Hand out the Notice to Potential Recipients of
Prizes form with raffle tickets to make sure that
raffle participants understand their tax liability.

5

Make sure the winner completes a Form W-9 for
withholding tax, providing his/her name, address
and social security number.

1
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• T he Notice to Potential Recipients of Prizes
form can be found later in this Toolkit.

10 KEYS TO FINANCIAL SUCCESS
7. KNOW WHEN TO HOLD ‘EM (3/3)

CHECKLIST FOR RAFFLES, PRIZES AND AWARDS
Use this table to help you in determining how your chapter should handle taxes for a raffle, prize or award.
Prize worth
$600 or more?

Prize worth
$5,000 or more?

Tickets
sold?

Winner
filed W-9?

How much
withholding tax?

Yes

Yes

Yes

Yes

25%

Yes

Yes

Yes

No

28%

Yes

Yes

No

Yes

None

Yes

Yes

No

No

28%

Yes

No

N/A

Yes

None

Yes

No

N/A

No

28%

No

N/A

N/A

N/A

None

NOTE: If withholding is required, it MUST be collected prior to the actual awarding of the prize. In the case of
noncash prizes, the withholding is computed on the “street value” of the prize, not on the actual cost.
Withholding taxes CAN be paid by the organization giving the prize. In that situation, the withholding tax to be paid
to the IRS is computed at a rate of 33.33%. Paying the withholding tax for the recipient can ONLY be done if the
Form W-9 is completed and signed.

BE SURE TO GIVE ALL RAFFLE PARTICIPANTS THE NOTICE TO
POTENTIAL RECIPIENTS OF PRIZES FOUND LATER IN THIS TOOLKIT.
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10 KEYS TO FINANCIAL SUCCESS
8. TAXES

Federal income tax: 15% of net profit (income – expenses), filed on Form 1120 or 1120A, due March 15 of following year.
State income tax: varies by state (see local accountant).
Other taxes may include sales tax, franchise tax, carpet tax and withholding tax.
HANDLING CHAPTER TAXES
Taxes are a legal requirement for all H.O.G.® chapters (incorporated and unincorporated).
4 TYPES OF TAX
Your chapter is responsible for paying these types of taxes:
➪ Federal Income Tax
Income tax is due on net profit.
(Taxable income – Deductible expenses = Net profit)
➪ State Income Tax
Like federal income tax, state income tax is usually, but not always, due on net profit. (Rates vary by state.)
➪ State and Local Sales Tax
Sales tax is assessed on the sale of certain goods and services. It is paid on the sale price, not the wholesale price.
Sales tax generally becomes an issue for your chapter if you have $1,000 or more in annual sales.
Sales tax is a “pass-through” tax. Liability for unpaid sales tax may be passed on to officers.
	
	When your chapter sells items, such as T-shirts, patches or admission to events, you will have to collect sales tax.
In that case, the chapter acts as the sales tax collection agent.
	
	When your chapter buys items, such as supplies, you will have to pay sales tax. In that case, the chapter is the sales
tax payer.
➪ Withholding Tax
	Remember, withholding tax must be paid on all prizes over $600. Make sure the winner pays it and the chapter
collects/remits it. If the chapter doesn’t collect it, the chapter still has to remit it and the withholding tax rate
is higher.
CONTROL YOUR TAX DESTINY
Taxes vary based on state laws, county laws and city laws.
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10 KEYS TO FINANCIAL SUCCESS
8. TAXES (2/2)

CHECKLIST FOR CHAPTER TAXES
Use this checklist to help you in determining what, if any, taxes your chapter owes.
1. Does the chapter sell any merchandise?
* Depending on your location, the sale of merchandise may trigger a sales tax liability. There is no
hard and fast rule for a threshold level of sales. Some states are not concerned with sales under
$1,000, while other states insist on collecting sales tax on that amount. Many chapters avoid this
issue if their sponsoring dealer is able and willing to process chapter merchandise sales through
the dealership.

If you think you have a sales tax issue, contact the state revenue department and discuss the
situation in a “what if” manner. They can help you resolve any questions.
2. Does the chapter have any income?
* Income tax laws state that “every dollar of income, unless specifically excluded by statute, is
taxable.” That takes in a lot of territory. Unless your chapter is 100% dealer-funded, you may have
a federal and possibly state income tax issue. Remember, a H.O.G.® chapter is a business and has a
requirement to file income tax returns.

If you have a concern in this area, discuss it with your sponsoring dealer to get his/her perspective
and guidance.
3. Does the chapter pay $600 or more, in any calendar year, to any one person for rents, services
or prizes?
* While not technically a “tax return,” a Form 1099 must be filed with the IRS when a business (a H.O.G.
chapter, for example) pays out a cumulative amount of $600 or more, in any one year, to a person
for rents, services or prize winnings. A “best practice” is to have all persons who meet these criteria
complete a Form W-9 and then have a tax professional prepare the Form 1099.
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NO*
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NO*
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NO*
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10 KEYS TO FINANCIAL SUCCESS
9. COVER YOUR ASSETS

Banking: have valid signature cards, dual signatures, reconciliations and online banking.
Property: have signature cards and insurance.
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10 KEYS TO FINANCIAL SUCCESS
10. KNOW YOUR RESOURCES
FOR MORE INFORMATION…
REFER TO THIS RESOURCE:
Chapter Handbook
Chapter Officers
Chapter Manager
Sponsoring Dealer
Local Professionals

TO GET INFORMATION ON:
General and/or specific guidance on dealing with chapter financial issues
Perspective and past experience in handling financial situations
All aspects of chapter financial operations
How he/she (the sponsoring dealer) wants chapter financial
operations instituted
Advice on complex financial situations

Go online to IRS.gov if you need any of the following forms:
• Form SS4 – Application for Employee ID Number (used to obtain business ID Number)
• Form 1120 – US Corporation Income Tax Return
• Form W-9 – Request for Taxpayer ID number and certification
• Publication 78 – Online search for charities at http://apps.irs.gov/app/pub78
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HELPFUL HINTS FOR FINANCE
BE SURE TO…

BECAUSE…

MORE INFO

Verify that the chapter
is using the correct
Tax ID number

The Tax ID number is what
identifies the business to
the IRS

Call your bank to find out
what Tax ID number is on the
chapter’s bank account

Ensure that the chapter
is maintaining proper
books and records

• It’s the right thing to do
• It’s required
• It can be expensive if
we don’t
• Good books and records
make it easier to hand off to
new officers

Chapter Handbook

Consider utilizing
internal controls

It helps protect the
chapter’s assets

Chapter Handbook

Be aware of
chapter tax issues

• S o you can avoid paying
taxes if you don’t have to
• So you can plan in advance
for any taxes you must pay

Chapter Handbook,
sponsoring dealer,
local professionals

• T he agreement clearly
defines all responsibilities
for the charity event
• The agreement transfers
most of the tax and recordkeeping issues to the charity

Chapter Handbook

Use a “letter of
agreement” when
working with charities
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FINANCIAL FAQS

Q. Is a H.O.G.® chapter exempt from taxes?
A. No. All chapters are subject to various federal, state and local taxes. Part of our responsibility is to manage chapter
finances in such a way that we meet our tax obligations while protecting chapter assets.
Q. How much money is a chapter allowed to have on hand?
A. Establishing the amount of cash on hand is a decision that is made at the chapter level, bearing in mind that our
members joined the chapter to ride and have fun, not to be part of an investment club.
Q. Is a “raffle” the same thing as a “door prize”?
A. No. A raffle occurs when we sell chances to win something of value. A door prize also involves the awarding of a prize,
but no tickets are sold. For example, if everyone who attends a chapter meeting automatically receives a chance to
win a prize, we have a door prize. If those attendees purchase a ticket, then it becomes a raffle.
Q. Can we publish the chapter financial reports in our newsletter?
A. There is no prohibition against such a practice, but it is not recommended. Once distributed openly in the newsletter,
you cannot control who has access to these reports.
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NOTICE TO POTENTIAL RECIPIENTS OF PRIZES

FEDERAL TAX LAW REQUIRES THAT:
1. For prizes and awards that meet or exceed $600 in any calendar year to any one recipient, we must ask for name,
address and social security number. If you decline to furnish the information, we must withhold 28% of the payment
and forward that amount to the Internal Revenue Service.
2. If the award exceeds $5,000 in value AND you purchased a ticket or paid a fee for a chance to win the prize, we must
ask for name, address and social security number. If you provide the information, we must withhold 25% of the value
of the prize and forward that amount to the Internal Revenue Service. If you fail to provide the information, we must
withhold 28% of the value of the prize and forward that amount to the Internal Revenue Service.
3. If the award exceeds $5,000 and NO tickets or other fees (other than as an event registration fee) were purchased
for a chance to win the prize, we must ask you for name, address and social security number. If you provide the
information, no withholding will be deducted from the value of the prize. If you fail to provide the information, we must
withhold 28% of the value of the prize and forward that amount to the Internal Revenue Service.
4. Where non-cash prizes are awarded, we reserve the right to delay the conveyance of the prize for a reasonable period
of time (approximately 60 calendar days) until all withholding taxes are paid by the winner. If the winner declines
to provide the requested name, address and social security number, we reserve the right to dispose of the prize,
withhold appropriate taxes from the proceeds and remit the balance to the winner. We do not guarantee the amount
of such payment or the date it may be paid. We also reserve the right to simply disqualify you from the drawing and
pick a new winning ticket.
I understand and accept these terms.

(signature)

(date)
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BUILDING STRONG
FOUNDATIONS
WHAT SUCCESS LOOKS LIKE…

•
•
•
•

Officers understand and follow the Chapter Charter
Officers follow the guidance in the Chapter Handbook
Officers fulfill their key responsibilities at chapter functions
Plans are in place to execute responsibilities and implement new ideas
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WHAT IS A H.O.G.® CHAPTER?

A H.O.G. CHAPTER IS:

• Dealer-sponsored
• Members coming together to ride Harley-Davidson® motorcycles
• From the H.O.G.® Chapter Charter: “The purpose of the local chapter shall be to promote responsible motorcycling
activities for Harley Owners Group® members by conducting chapter activities and encouraging participation in other
H.O.G. events.”

A H.O.G. CHAPTER IS NOT:
• Profit or sales focused
• Advocates for owners
• Political or religious

ANNUAL H.O.G.® REQUIREMENTS
•
•
•
•
•

Fill 4 primary officer positions (Director, Assistant Director, Secretary and Treasurer)
Renew Chapter Charter and update officer list
Hold 4 closed chapter events
Publish 4 communications
Annual chapter dues, if charged, may not exceed $36

FINDING ANSWERS TO YOUR QUESTIONS

When questions come up in chapter life, what are the best sources for answers? Start with #1 and work your way down
until you have your solution!
H.O.G. CHAPTER
1ST — CHAPTER CHARTER & HANDBOOK
2ND — DEALER/H.O.G.® MANAGER
3RD — H.O.G.® TEAM AT HARLEY-DAVIDSON MOTOR COMPANY
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H.O.G.® CHAPTER RESOURCES

YOUR SPONSORING DEALER/CHAPTER PROGRAM MANAGER
Sponsoring dealers have lots of knowledge, a wealth of experience and the authority to make final decisions.
CHAPTER CHARTER
CHAPTER HANDBOOK
Need a copy? Go to hog.com for one.
HOG.COM
Unable to access officer areas of the Web site? Your name may need to be added to the chapter officer list.
CHAPTER OFFICER NEWS
Not receiving the Chapter Officer News? Your name may need to be added to the chapter officer list.
The new electronic Chapter Officer News provides an opportunity to share your best principles through Just
Chapping. Send your ideas or suggestions by email to cindy.johnson@harley-davidson.com or by mail to: Just
Chapping, Harley Owners Group, P.O. Box 453, Milwaukee, WI 53201.
OTHER CHAPTER OFFICERS
Share contact information today to share questions and experience later.
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DEALER CHAPTER
RELATIONSHIPS


WHAT SUCCESS LOOKS LIKE…

• Both the chapter leadership and the dealer have clear and reasonable
expectations of each other
• Officers and the dealer interact and communicate effectively
• Officers can adjust to the dealer’s management style
• The chapter goals are aligned with the dealer’s vision for the chapter
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MUTUAL BENEFITS TAKE-HOME TOOL
THINGS
YOU
CAN
CONTROL

THINGS
THAT
MATTER

WHAT
YOU SHOULD
FOCUS ON
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KEYS TO RELATIONSHIP

COMMITMENT
• For the relationship to thrive you have to be committed
• Accountability means high standards in the relationship
• Lack of commitment means ambiguity

AUTHENTICITY
• Be willing to tackle real issues, even if it means conflict, to avoid fake perceptions
• Tell the truth even when it makes you vulnerable
• Focus on results; this isn’t about status, power, or ego

COMMUNICATION
• The root of all evil in relationships is a failure to communicate
• Make it effective, concise and professional
• Tell me the truth, tell me early
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SUCCESSFUL CHAPTER/DEALER RELATIONSHIPS

ALIGN YOUR GOALS

• Understand the dealer’s plans for the chapter
• Develop the chapter plan together
• Allocate resources

WORKING WITH THE DEALER

➪   Set a meeting time, preferably at a place outside the dealership
➪   Put your plans in writing
➪   Explain mutual benefits
➪   Make simple, reasonable requests
➪   Don’t expect the dealer to do all the work
➪   Keep the dealer in the loop
➪   Show your appreciation
➪   Present yourself professionally

ANNUAL PLANNING MEETING

BE SURE TO:

➪   Clarify chapter goals and objectives
➪   Affirm a chapter development and membership retention plan
➪   Determine an activity schedule for the year
➪   Establish an annual budget
➪   Review insurance, releases, H.O.G.® Chapter Charter Application and other requirements
➪   Plan for officer training
		 – H.O.G. Officer Training selection
		 – Succession planning
➪   Develop the communication plan
➪   Develop a plan for integrating new members into the chapter
➪   Thank the dealer

ASK YOUR DEALER:
➪    From your perspective, how have things been going with the chapter?
➪   What can we do better in the coming year?
➪   How can we work together more closely in the coming year?
➪   What do you see as the two most important things for the chapter to do this year?
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ANNUAL MEETING CHECKLIST

PERSONS IN ATTENDANCE

S ponsoring dealer and/or other dealership representatives responsible for H.O.G.® chapter operations
P rimary chapter officers
C hapter Manager
O ther persons, at the discretion of the sponsoring dealer
– Discretionary chapter officers
– Lawyer
– Accountant/bookkeeper

CLARIFY AND REAFFIRM CHAPTER GOALS AND EXPECTATIONS
O btain consensus regarding the sponsoring dealer’s goals, expectations and requirements
R eaffirm the ride and have fun (R & F) factor
U pdate Chapter Officer listing with H.O.G.
R eview and assess chapter finances and financial operations
F unds on hand
P ayment history
C ash controls
Adherence to budget
Adopt any necessary changes to finances and financial operations
C ash controls
C ollections
C ash reserves
Adopt or affirm a membership retention/development plan
E stablish and/or adopt an activity schedule (or adopt guidelines regarding activities) for the coming year
Establish

and/or adopt a budget and budget guidelines for the coming year
R eview insurance, release and reporting requirements
Arrange for circulation and review of the Chapter Handbook by primary and discretionary
chapter officers
C omplete and adopt required legal documents (annual corporate reports, etc.)
C omplete and adopt minutes of the meeting and file in the minute book
T hank your sponsoring dealer!

31

32

GETTING THE
MESSAGE OUT
WHAT SUCCESS LOOKS LIKE…

• H .O.G.® newsletter and Web site guidelines are followed and meet the
dealer’s consent
• Communications to members are creative, audience appropriate and
motivational and include a call to action and simple feedback mechanisms
• There is a communications plan for every major event
• Communications are designed to promote and inspire – not just announce
• Words or phrases are elevated and presented in an insightful, clear,
concise and exciting way – to every audience
• Newsletters and Web sites are fun and creative and compel the reader/
viewer to want to read them
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COMMUNICATIONS CHECKLIST

Use this checklist with every message you send. Use it to remember the questions to ask yourself when designing
communication. It will help you make a connection every time.
I dentify the desired action.
What do you want people to do after receiving your message? When do you want them to do it?
D
 etermine your audience and their knowledge level.
Who are you communicating with and what do they already know about the subject?
Should you send different messages to different groups of people? How much detail will you need to give?
Will you need feedback to make sure they’ve understood?
S elect the right tools for the message and the audience(s).
What communication tools will you use to reach the audience? Use a variety that will appeal to their different
knowledge levels, interests and preferred communication methods.
Examples: e-mail, newsletters, posters, phone calls, letters, Web postings, meetings & text messages (SMS).
D
 evelop a communications plan.
Communicate early and often, using a variety of tools to reach different audiences.
Plan to provide members with WHAT they need to know WHEN they need to know it.
Use the Event Communications Planner to map plans for a specific event.
D
 evelop your basic message.
Motivate: Always address WHY: So what? Why should people care? Answer this first.
Be clear, focused and compelling about what you want people to know/do.
Inform: Be sure to answer the key questions:
– WHO: Who is involved?
– WHAT: What is going on?
– WHERE: Where is it taking place?
– WHEN: When is it happening?
– HOW: How can people participate?
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COMMUNICATIONS CHECKLIST (2/2)
F ocus the basic message for your tools and audience(s).
• Include appeal and motivation!
• Use eye-catching graphics and graphic elements where possible.
• Use scripting – write for your audience.
• Keep your communications simple, clear and fun.
• Be very brief for posters and e-mails.
• Put the important points at the beginning.
• Make it fun and easy to read – do not fill the page with copy.
• Vary the type style to create emphasis (use bold for important points).
• Tell where people can find more information.
• Be sure to include enough data for members to find you (for example, the meeting’s address or where to
go to find directions).
F ollow up to see if your plan worked.
How will you measure success? What feedback tool will you use? What information do you want to gather?
When do you need to know?
Examples of informal ways to gather feedback:
– Show of hands at a monthly meeting to see who saw the announcement, read the e-mail
–	Approaching people at a monthly meeting to find out whether they know about an upcoming activity and how
they found out
Examples of formal ways to gather feedback:
– Feedback cards
– Surveys
– E-mail
– Forms
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EVENT COMMUNICATION PLANNER

Use this planner to map out a communications plan for a specific event. Use the Communication Checklist for guidance
when completing this form.
Event title:
Date of event:
Date of first communication:
Frequency of communication:
Five words (to describe event and create interest):
1.
2.
3.
4.
5.
Basic message (make it clear, focused, and compelling):

Information:
• Who?
• What?
• Where?
• When?
• How?
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DATE

AUDIENCE

MOTIVATOR

MESSAGE

DESIRED
OUTCOMES
MEDIA

MEASUREMENT

THE AUDIENCE
Who do you need to reach?
Should you send different messages to different groups of people?
What do they already know about the subject? How much detail will you need to give?
Will you need feedback to make sure they understand?

THE MOTIVATION

Your message should be:
✓ CLEAR
✓ FOCUSED
✓ COMPELLING

What do you want your audience to do, and why should they do it?

THE FIVE WS
Answer:

W H O?

W H Y?

WHAT?

H O W?
W H E N?

W H E R E?

Include a call to action.
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COMMUNICATION TOOL SELECTOR

So many tools, so little time ...
How do you choose which tools you should use for a communications task? With all the options available, just picking
a few good ones can seem overwhelming.
One way to make a good choice is to think about two issues:
1. How detailed is the message?
2. How much feedback do you need?
Communication tools all provide different levels of feedback at different rates. To help you sort through your options,
here are many of the tools available to you, viewed from the perspective of providing detail and getting feedback.

TOOL

LEVEL OF
DETAIL

QUALITY OF FEEDBACK

SPEED OF
FEEDBACK

Chapter meetings

Medium

Excellent

Immediate

Newsletters

High

Poor

Slow

Web sites

Medium

Poor

Slow

E-mail

High

Medium

Varies

Posters

High

Poor

Slow

Flyers

High

Poor

Slow

Face-to-face

High

Excellent

Immediate

Personal phone calls

High

Excellent

Immediate

Phone hotlines

Medium

Poor

Slow

Training

High

Excellent

Immediate

Letters

High

Poor

Slow

SMS text messaging

Low

Poor

Varies

Social media

Low

Varies

Varies
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A QUICK GUIDE TO TYPE
Font – Also called a typeface, this is a set of characters with a specific design.
This is the Arial font.
This is written using the Minion Pro font.
Kerning – When letters like “A” and “V” appear next to each other, it may look like there is too much space between them.
Kerning is the adjustment of space between two characters.
Leading or linespacing – Leading (which rhymes with bedding) is the space between lines of type.
It is measured from the baseline of one line to the baseline of another line.
Points – The size of a font is measured in points. For example:
This is 10 point type. This is 12 point type.

This is 14 point type.

Serifs – The small strokes on the top and bottom of letters.
This is a sample of a serif font (Garamond).
This is a sample of a sans-serif font (Verdana).
Type family – The complete collection of variations and styles within a particular font. A type family may include light,
bold, extra bold, italic, condensed or shadowed type styles.
Serif or sans-serif font? – Some experts believe that serif type is easier to read in the body text of a document.
Sans-serif type works well on the Web.
Headline type – Use 18-30 point fonts for newsletters. Headlines should be at least twice the size of body text.

Example of Headline Size
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FEEDBACK

DID IT WORK?

Feedback helps you:
• Adjust your communications.
• Identify additional opportunities for communication.
There are both formal and informal ways to gather feedback on communications.

GATHERING FEEDBACK
FEEDBACK CARD
Use a 3x5” note card at a meeting, after a ride or at an event. On the card, place the following questions:

1. What is one
thing that
worked well?
2. What is one
thing
didn’t work we that
ll?
3. What would
you do
differently nex
t time?

This card gives you instant feedback and it is anonymous.
The answer to the second question tells you what the problem is and the answer to the third question is usually the
solution to the problem.
Chapters have used this with much success. For example, when verbally asked for feedback, members say that
things are fine, but when feedback cards are used, officers have discovered areas for improvement. This provides an
opportunity to discover problems and solve them quickly.
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GATHERING FEEDBACK (2/3)

ONLINE SURVEYS

SurveyMonkey.com is a Web site that allows you to create and manage online surveys. For small surveys, you can use it
at no charge. For surveys over 10 questions, there may be a small fee.
You can select from a variety of question types, including multiple choice (one response allowed or multiple
responses allowed), drop-down menu selection and open-ended free-form essay questions. There are also a variety
of formatting options.
This is a short sample survey showing four different question types on a single page.

Select Response
from Menu
Multiple Choice –
Multiple Answers
Free-Form Essay

Multiple Choice –
Single Answer

Once your members have completed the survey, you can view an analysis of the results and download them into
a spreadsheet.
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GATHERING FEEDBACK (3/3)

GATHERING NEWSLETTER/WEB SITE FEEDBACK
One of the easiest ways of making sure your newsletters and Web site are good and useful is to get feedback on them
on a regular basis – every six months or year or so. You can use the Newsletter/Web Site Feedback Form – put it directly
in your newsletter if you want or use it as a starting point for your own survey. Consider making a digital version as well
and linking to it from the chapter Web site.
Here are some questions to get you started.

CONSIDER ASKING…
Newsletter
• Do you enjoy reading the chapter newsletter?
• Do you find it helpful and informative?
• What do you think of the layout?
• What can we do to make it better?
Web Site
• How often do you visit the chapter Web site?
• Can you find the information you want quickly?
• How well do you like the design?
• What other information would you like to see on the Web site?
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NEWSLETTER/WEB SITE FEEDBACK FORM

On a scale from 1 to 5, where 1 is “Poor” and 5 is “Great!”, please rate how well the following components of the H.O.G.®
chapter’s newsletter and Web site meet your needs by circling a number. The higher the number, the more satisfied you
are with the component.
		

Not at all		

Average		

Perfect!

Quality of content

1

2

3

4

5

Readability

1

2

3

4

5

Overall design

1

2

3

4

5

Personal interests

1

2

3

4

5

Do you enjoy reading the newsletter? Visiting the Web site?

If you were in charge, what would you add to the newsletter or Web site? What would you change?
(Please describe. Attach additional page if needed.)

If you would like to discuss your experience further, please write your name and phone number below and I will call you.
Name:
Telephone:
Return in the enclosed envelope, or fax to

. Thank you.
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CHAPTER WEB SITE
FREQUENTLY ASKED QUESTIONS

WHERE ARE THE WEB SITE GUIDELINES IN THE CHAPTER HANDBOOK?
Marketing and media. This section also contains the Event Statement for Chapter Web Sites and the H.O.G.® Chapter
Online Privacy statement (both of which are required to be on your Web site in order for it to be linked on hog.com).
HOW DOES OUR CHAPTER GET OUR WEB SITE LINKED TO HOG.COM?
Review and follow the H.O.G. Chapter Internet Guidelines in the Marketing, “Chapter Websites and Social Media
Guidelines” section of the Chapter Handbook. Submit your complete Web site address, chapter name and chapter
number to cindy.johnson@harley-davidson.com. Upon review and approval of the site, your chapter will be listed. Allow 3-5
weeks for review and approval. Chapter sites will be listed at the sole discretion of Harley Owners Group® based upon
the guidelines.
HOW SHOULD OUR CHAPTER NAME BE LISTED?
Chapters need to use their official chapter name. If you don’t know what your “official name” is, just look at the back of a
chapter member’s vest!
Your chapter rocker can only contain your “official” chapter name. (It never includes the word H.O.G.)
CAN WE USE H.O.G. AND HARLEY-DAVIDSON LOGOS ON OUR SITE?
Chapters are only licensed to use the H.O.G. logos. In addition, when using the H.O.G. eagle logo, it should be used
in conjunction with the chapter rocker, as stated in the H.O.G.® Chapter Charter. Refer to the Chapter Handbook for
instructions on logo use.
WHAT LINKS CAN WE INCLUDE ON OUR SITE?
“As few as possible” is the short answer. Your chapter site should be about your chapter, not a portal to the World Wide
Web! You should absolutely include a link to your sponsoring dealer. Links to H-D.com and HOG.com are great. Any other
links must be family-oriented and non-political, just like everything else your chapter does. And links should never be to
sites that are in direct competition with the H-D® dealer network. (Keep in mind that sites you link to also probably have
their own set of links, so beware.) Use your dealership’s Web site as a guide – what sites does it list as a link?
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CHAPTER WEB SITE
FREQUENTLY ASKED QUESTIONS (2/3)

WHAT KIND OF PICTURES CAN WE HAVE ON OUR SITE?
Pictures from your chapter events are great way to show the public how much fun your chapter has and give them a
reason to join.
Pictures of children under the age of 18 cannot be used without written consent from the children’s parents.
CAN WE POST OUR MEMBERSHIP ROSTER AND E-MAIL LIST ON OUR SITE?
We certainly don’t recommend it. In fact, full names should never be posted on the public part of your Web site. The
exception to that are your chapter officers, if they agree to it. You want to have contact information of some sort in the
event a potential member has questions. If you must list names, use a first name only, or a nickname. It’s important that
you protect your chapter members’ privacy.
In the members-only area of your site, if the chapter members approve publishing their names and e-mail address as
a roster, you can list them. However, we don’t recommend it. Why? Because unless your chapter members have a clear
understanding of how to use this information, you open the chapter up to issues like members using the list as part of
their business mailing list or adding everyone’s name to their address book and sending out jokes to everyone.
CAN WE POST OUR CHAPTER ENROLLMENT FORM AND RELEASE ON OUR SITE?
Absolutely! It’s a great idea and it makes it convenient for potential members to complete the form. The chapter
enrollment form and release is available to download in the officer section of hog.com – you can even customize it
with your chapter name. No other changes can be made to the form besides adding your chapter name on the chapter
name line.
WHY DO WE NEED A PASSWORD-PROTECTED “MEMBERS-ONLY” AREA AND WHAT ITEMS NEED TO BE IN
THAT SECTION?
“Membership has its privileges.” The public should not have access to certain things that your members pay dues
to receive. One of those things is the chapter newsletter. The chapter newsletter is an exclusive benefit of chapter
membership, and while having it online is a great convenience for your members, it takes away from the exclusivity of
the benefit if anyone on the Internet can see the newsletter. Other things that should be in a password-protected area
include: any advertising your sponsoring dealer approves, message boards or forums, and membership lists.
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CHAPTER WEB SITE
FREQUENTLY ASKED QUESTIONS (3/3)

CAN WE HAVE A MESSAGE BOARD OR FORUM?
Message boards and forums can be great for your members, which is why we strongly recommend putting them in your
members-only area. Message boards and forums must be monitored closely (“moderated”) as they have a tendency to
become a place for members to grumble, which can be destructive to the chapter and the dealer. Spammers love them,
too. We recently had to notify a chapter to remove their message board because it was filled with links to porn sites.
If you don’t put your message board in the members-only area, you must place a disclaimer in plain view
informing members that anything they post can be seen by anyone who visits the site.
HOW SHOULD WE DEAL WITH NEGATIVE OR INAPPROPRIATE MESSAGE BOARD POSTS?
The person who moderates the message board should remove the messages promptly and, if the inappropriate
message came from a member, talk with that person about why the post was inappropriate. If that person persists in
inappropriate behavior, you may want to talk to the dealer for advice on handling the situation.
CAN WE HAVE A CLASSIFIED SECTION OR “WANT ADS” ON OUR CHAPTER SITE?
The handbook guidelines in the “Marketing/Chapter Internet and Social Media Guidelines” section state that classified
advertisements are prohibited. However, if (and only if) your sponsoring dealer approves, they may be part of your
members-only section.
For a complete listing of chapter Internet and Web site guidelines, please refer to the “Marketing/Chapter Internet and
Social Media Guidelines” section of your Chapter Handbook.
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NEWSLETTER IDEAS

This list was generated by participants at previous officer trainings and is meant to get you thinking about what you
might want to include in your chapter’s communications (newsletters, Web site, etc.). Be sure to discuss these with your
dealer! Remember that all newsletters and online content must be approved by the dealer.
CHAPTER-SPECIFIC
• Activities report and survey (what’s next)
• Articles about ride leaders (promoting rides)
• Ask the dealer section
• Assistant Director section
• Beginner tutorial/facts about chapter
• Cell phones for soldiers (dealer approval)
• Challenge book – points given for rides, miles,
states, etc.
• Chapter charter, mission/vision statement
• Chapter chatter article, chapter stories
• Chapter election info
• Chapter forms
• Chapter history
• Charities, fundraisers (dealer approval) – breast
cancer (save the tatas), etc.
• Club merchandise for sale (dealer approval)
• Contests/raffle give-aways
• Dealer corner – ads, comments, discounts/specials,
events, employee of the month
• Director’s corner
• Emergency assistance within chapter
• Group picture of chapter
• Guests who came to chapters
• Lady page (1 lady rider, 1 lady passenger)
• LOH column, info, membership, news
• Meeting location and map of chapter locations
• Meeting minutes/board business meeting
minutes/highlights
• Officers’ articles
• Parts swapping (dealer approval)
• Pin stops
• Position announcements
• Renewal reminders
• Ride rules, definitions, descriptions, difficulty
ratings, maps and routes, previews, recaps/
reports, stories

• Statistics/miles ridden by chapter
• Viagra award (certificate for when bike was kept up
when it should have gone down)
• Volunteer info/opportunities, needs
• Winners for events, race results – DO NOT announce
winners of raffles or prizes
DESIGN TIPS
• All publication information
• Author pictures
• Captions
• Chapter # (required)
• Chapter logo
• Chapter mascot
• Deadline date for publications
• Dealer shop header on first page
• Different theme for each newsletter
• Provide e-mail addresses
• Hotline phone number
• Index/tables of contents
• Keep it current and relevant
• Logos
• Lots of color
• Send a newsletter that’s too large to e-mail or
includes dealer coupons as bulk mailing
• Upcoming events on main page
• Publications in multiple languages if needed
• Separate banner background for
officer newsletters
• Use Times New Roman or Arial
• Versions of printed newsletter (one for dial-up, one
for high-speed connection, a PDF version, a pocketsize version, both color and black & white)

WANT TO USE PHOTOS IN YOUR NEWSLETTER OR ON YOUR WEB SITE?
BEFORE YOU DO, READ ABOUT IMAGE RELEASES IN CONNECT WITH SOCIAL MEDIA.
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NEWSLETTER IDEAS (2/4)
EVENTS
• Breakfast rides (details)
• Calendar – one month, 2 month, 6 month or year
including rides, meetings and other pertinent
information such as overnight events/hotel
cost/details
• Chapter/dealer events (color coded)
• Current/future rides
• Event flyers, photos, picks, registration forms
• Events from other local chapters/groups (with
Sponsoring Dealer approval)
• Info about Rider’s Edge® courses
• Ladies of Harley® (LOH) activities/events
• Last ride coverage
• Million Mile Monday
• MSF schedule for area
• Off-season social event calendars
• Other chapters’ ride info, club events
• Parties
• Personal events
• Polar bear ride (winter riding info)
• Rides for out-of-town members
• Safety classes
• Save the dates
• State rally info, teasers
• Sunday rides
• Training events
• Treasure hunt rides

GENERAL INFORMATION AND ARTICLES
• ABCs of Touring
• AMA info
• Bike maintenance corner, bike safety check
• Biker etiquette
• Bumped and bruised (thank-you letters)
• Celebrity reviews
• Clothing review/fashion tips
• Computer column
• Editor articles
• Entertaining articles
(from hog.com or other source)
• Event design tips
• FAQs
• Feature stories
• Good Samaritan story
• Group riding techniques (hand signals, safety
section/tips, parking tips)
• H-D facts/questions/trivia
• Health and welfare (medical corner,
nutritional message)
• Highlight brand-new bikes, gadgets, accessories
• Historian corner – history of bikes, areas, Harley
models, H.O.G.® organization
• How-to articles
• Letters to the Editor
• Member-submitted articles
• Motorcycle maintenance tips from
Sponsoring Dealer’s service department
• Open/closed ride info
• Packing tips
• Parts and flowers
• Problems encountered/lessons learned
• Question or quote of the month/day
• Requests for submissions
• Riding gear/info/tips
• Sandwich of the month
• Survey results (national or chapter)
• Tip of the month
• Top ten list
• Touring tips
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NEWSLETTER IDEAS (3/4)
H.O.G.® ORGANIZATION
GENERAL INFORMATION
• Benefits of being in chapter/H.O.G. organization
• H.O.G. national and state events
• H.O.G. ride event line (hotline)
• H.O.G. ride reports/stories/events
• Important H.O.G. facts
• Info from Officer tab section on hog.com
• National H.O.G. articles
• National H.O.G. membership renewal info
• Review of H.O.G. roadside services
HUMOR/FUN
• Humor from rides
• Cartoon corner (caption contest)
• Crossword puzzles/games/word search
• Quotes regarding bikers/snippets
• Find a hidden H.O.G., H.O.G. number/chapter number,
member, photo (with prize)
• Guess where photos
• Guess who (ride stories with initials)

MEMBERS
• Awards – 5 year, high mileage for month, boner
award (orange Harley bone around neck), lucky
duck award, etc.
• “Bacon Bits” or “Who’s in the H.O.G. Pen” (tidbits of
member info)
• Ads of member businesses (with dealer approval)
• Anniversaries, birthdays, weddings, births, deaths
• Baby/early years photos of members – who is
this baby?
• Biker down and not out (sick reports)
• Charter members
• Current member status, status change of members
• Human-interest stories about chapter members
• Intro to new member tips
• Lost and found
• Members’ unique ride stories
• Membership applications, count, list compared to
last year, renewal applications, report, survey
• Membership benefits
• Military corner – member updates, departing
members, veterans
• Page of active member points (points given for
activity attendance, volunteering, etc.)
• Pet of the month
• Thank you, recognition, volunteer of the month
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NEWSLETTER IDEAS (4/4)
NEWS/POLICY UPDATES
• Local news, weather, traffic conditions
• Rules of the road/riding rules/alcohol
• Safety Officer articles/report
LOCAL INFORMATION
• Biker-friendly restaurants/businesses
(dealer approval)
• Community grand openings (dealer approval)
• Destinations
• Different outings
• Dining guide
• Featured ride of the month (directions, maps,
GPS coordinates)
• Goodies corner (new places to go)
• Independent rider route reports
• Out-of-town travel
• Ride hook-ups for riding to events together
• Road closures, construction, condition

WEB-SPECIFIC CONTENT
• Access to forms Web site
• Blog
• Calendar – click on date to get details/reminder
e-mails (site)
• Dealer’s section (site)
• Electronic delivery – opt in for online delivery
• E-mail reminders
• Forum, comments, shoutbox, reader feedback,
suggestions box
• Hotline on Web site
• Link to section to interesting sites
(state rallies, hog.com, h-d.com,
Sponsoring Dealer’s Web site, etc.)
• Links to general info on Web site
• Links to other H.O.G.® chapters
• Links to traffic, weather
• Newsletter archive
• Officers-only section on site
• Photo gallery
• Ride planner
• Ride sign-up
• Ride surveys (surveymonkey.com)
• Web site auto-send e-cards on birthdays
• Web site slideshow, surveys, tutorial
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NEWSLETTER TIPS

•
•
•
•
•
•

Include emotion and motivation in your articles.
Put the most important information at the beginning of an article.
Use plenty of white space. Use graphics to illustrate your content.
Keep content fresh and useful.
Use no more than two typefaces (fonts). Use variations within a font for emphasis and contrast.
Select a format that works and stick to it. Develop a chapter style manual that lists your newsletter conventions.
This will help ensure consistency as different volunteers work on the newsletter.
• Include “Word from the Dealer” in every issue.
• More information can be found in the Create Compelling Messages section of this Toolkit.

WEB SITE TIPS

DO
• Keep the design simple and easy to read.
• Include privacy and event statements.
• Include basic chapter information.
• Include chapter forms: renewal, bylaws, etc.
• Seek approval/help from your sponsoring dealer and H.O.G.® Manager.
• Make sure the dealer has password access to the entire Web site, in case a responsible member leaves or
becomes disgruntled.
DON’T
• Include competing products and services.
• Conduct financial transactions online.
• Include non-family oriented material, particularly nudity, politics and swearing.
• Include modified or unauthorized trademarks.
• Include members’ personal details without their permission.
• Take paid advertising.
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DESIGNING YOUR CHAPTER WEB SITE
G et sponsoring dealer approval.
• Where will the site be located?
• What is the approval process for content?
• Who will pay the cost for building, hosting and maintaining the site?
R
 ead the chapter Web site guidelines (see H.O.G.® Chapter Handbook).
F ind a host.
• Determine where the site will be located.
		 – Will the chapter Web site be part of the sponsoring dealer’s Web site or separate?
		 – Can the chapter pay for a hosting service, or will you need to use a free service?
		 – Can the chapter pay for the domain name?
• Use the phone book and ask the advice of other chapter members to find a place to host your chapter Web site.
• Use register.com or a similar service to register your domain name.
D
 efine purpose or goal.
Decide on content for the Web site.
Create the Web site.
• Determine who will be building.
		 Design using best principles.
		 – Not everyone has a high-speed connection.
		 – Not everyone has a large screen.
		 –	Text should be readable (avoid using fancy backgrounds and brightly colored text).
		 – Make the site easy to use.

SUBMIT TO H.O.G. ORGANIZATION FOR LISTING ON HOG.COM
AND THE H-D® DEALER LOCATOR.
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WEB SITE GUIDELINES

The following guidelines apply to all H.O.G.® chapters, both domestic and international. All guidelines are supplements to
the H.O.G.® Chapter Charter and are in effect for, and must be complied with by, all chartered H.O.G. chapters.
These guidelines may also be found in the Chapter Handbook.
I. Purpose
	The purpose of a chapter Web site should be to motivate, recruit, retain and entertain members. It is another avenue
to share information. The site should supplement your chapter newsletter, not replace it.
II. Content
1. The sponsoring dealer or retailer must approve all content of the Web site. If, at any time, H.O.G. determines in
its sole discretion that a chapter Web site is incompatible with the family-oriented, non-political philosophy and
objectives of H.O.G., the H.O.G. Chapter Charter may be revoked.
2. Content should be informational. All content pertaining to events and activities must include a statement
outlining H.O.G. policy regarding who can attend events.
3. Confine Internet publications you wish to share with the general public and protect the exclusivity of member
benefits, such as your chapter newsletter.
4. Any chapter-related forms (release forms and chapter membership enrollment forms) may be located on your site.
To obtain an electronic copy of these forms visit the chapter officer section of hog.com.
5. Privacy statements: All Web sites should include a privacy statement.
6. Programs that voluntarily ask for information (like a guestbook) can be utilized. The Program must be voluntary
and a proper warning statement must be displayed informing users that other people who visit the site may
obtain the information they provided.
7. Web site links should follow the H.O.G. family-oriented and non-political philosophy. The sponsoring dealer or
distributor must approve any links listed on the chapter Web site.
III.Web site registration
	The sponsoring dealer or retailer must register the chapter Web site and approve the domain name. The domain
name shall not include any Harley-Davidson trademarks other than H.O.G. and should be descriptive of the chapter
name. The chapter is responsible for maintaining all content and service for the Web site.
IV. Trademark license
	Chartered H.O.G. chapters have a license to use H.O.G. trademarks and logos on their Web sites in conjunction with
their chapter name and number, and in connection with material relating to chapter activities, subject to compliance
with the terms hereof and the terms of the H.O.G. Chapter Charter. H.O.G. trademarks and logos cannot be altered
in any way and cannot be used in connection with any other words or graphics. Chartered chapters cannot grant
or assign rights to the use or display of H.O.G. trademarks and logos to any person or entity for any purpose. This
prohibition includes Web site developers and/or hosts. Chartered chapters are not licensed to use Harley-Davidson
trademarks and logos and cannot use them on their Web sites for any purposes.
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V. Chapter Web sites are prohibited from conducting/including the following:
1. Transactions. A transaction is defined as obtaining funds through the Internet. The chapter Web site shall be
nontransactional. Members can download forms but those forms cannot be processed via the Web site.
2. Advertising cannot be utilized on the Web site, other than dealer advertising, which we have traditionally
permitted because of the dealer’s right in his/her dealer contract to promote the sale of Harley-Davidson®
products and services.
3. Classified advertisements.
4. Links that are political or non-family oriented.
5. Listing your chapter roster. Any content you list on your Web site shall not reveal private information about the
members of your chapter, including names.
6. Programs that involuntarily store user information (chat rooms and bulletin boards) which store e-mail addresses
without user’s consent.
7. National H.O.G.® enrollment and benefit forms.
8. Illegal activities.
9. Displaying or using, as determined by Harley-Davidson at its sole discretion, objectionable materials or links to a
Web site that uses objectionable materials.
VI. Compliance
	Compliance with these guidelines will result in having the chapter’s Web site address listed as a link on
www.hog.com, the official Web site of the Harley Owners Group® organization. If, at any time, H.O.G. determines at
its sole discretion that a chapter Web site is incompatible with the family-oriented, non-political philosophy and
objectives of H.O.G. organization, the link listed at www.hog.com will be removed and the H.O.G.® Chapter Charter
may be revoked.

USING THE H.O.G.® WEB SITE

➪   Use as a database for your chapter members
➪   Check chapter memberships against H.O.G. memberships to ensure your members are H.O.G. members
➪   Download H.O.G. documents and forms
– Enrollment forms
– H.O.G. Charter
–	Volunteer certificates
➪   Program forms
➪ Download H.O.G. logos
➪   Input your chapter’s events so that members worldwide can see when and where they are
➪ More benefits are being added all the time
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ONLINE PRIVACY STATEMENT

Personal privacy and security of information are mutual concerns of H.O.G.® organization, its members and visitors to the
[insert chapter] Web site. This statement explains H.O.G.’s Internet policies and security measures relating to personal
privacy and information security. The [insert chapter] chapter collects and stores the following information about you
when you visit the [insert chapter] Web site: the name of the domain from which you access the Internet (for example,
google.com, if you are connecting from a Google account); the date and time you access the Web site; and the Internet
address of the Web site from which you linked directly to our Web site. The chapter uses this information to measure
the number of visitors to the different sections of its site. This helps H.O.G. organization to make its Web site more
responsive to its members and prospective members.
H.O.G. organization will not obtain personally identifying information about you when you visit our site unless you choose
to provide such information. If you choose to send e-mail, registration or other personal information over the Internet,
you do so voluntarily.
The [insert chapter] will not disclose personal information provided to it except as follows:
• at your request, which may be oral, in writing, by telephone, electronic or other means we recognize;
• to assist the H.O.G. organization in evaluating its Program and to continue to improve the quality of your online and
membership experience;
• when disclosure is required by law, such as pursuant to court order, subpoena, legal process or government agency
examination or investigation, or to protect or enforce our rights;
• to companies that perform services for the H.O.G. organization in connection with your membership, such as data
processing and financial transaction processing companies and agencies;
• to Harley-Davidson affiliated companies and carefully selected third parties for their own use to provide products and
services or other opportunities to you, unless you have instructed us in writing not to do so;
• and in connection with Harley-Davidson corporate due diligence and audits.
By your use of and connection to our Web site, you understand and consent to this privacy statement. If for any reason
you are concerned that the personal or member information maintained by the H.O.G. organization is not correct, or if for
some reason you believe the H.O.G. organization has not adhered to these privacy principles, please notify us by calling
1-800-CLUB-HOG.
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E-MAIL COMMUNICATION CHECKLIST

Before pressing “Send”…

I f promoting an event, have you included motivation and emotion in the first line of the e-mail message?
D oes this e-mail message make sense? Are the actions clear and do they have owners?
•
•
•
•

Does

the e-mail message meet the P.A.S.S. test? Have you clearly answered these questions?
What is the purpose of this communication?
What action is involved, and does it have a due date?
What supporting information does the recipient need?
Has the communication been effectively summarized in the subject line?
I s the message well written? Is it concise, while providing enough data for action to be taken or decisions made?
D o the links in the message work? Are the attachments included?
I s the e-mail message being sent to the correct recipients (not too many and not too few)?
I f forwarding e-mail outside the officer distribution list, do you know if it is permissible to forward the
communication (and contained e-mail addresses) to the new recipients?
I f an officer communication, have you made sure that the To: line contains only chapter officers?
I f you are doing a mass e-mail, is everyone’s e-mail address in the BCC: section and not the To: section?
H ave you avoided typing in all caps (to avoid looking like you are yelling at people)?
Has
 the message been re-checked for grammar, spelling and use of jargon?
H ave you followed privacy requirements?

DON’T ASSUME THAT EVERYONE HAS REGULAR
ACCESS TO E-MAIL OR THAT E-MAIL IS ALWAYS
AN APPROPRIATE CHANNEL FOR YOUR MESSAGE.
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CONNECTING W/
SOCIAL MEDIA
WHAT SUCCESS LOOKS LIKE…

• C hapter officers use social media to build strong connections among
chapter members and to welcome new members
• Chapter officers listen and respond to others’ posts and comments
• Chapter officers feel free to use social media to thank others, apologize for
problems, and ask for favors as appropriate
• Riders have reasons to connect with the chapter through social media
• Communicators are persistent in creating online material and seeking
an audience
• All chapter members use social media appropriately, with their sponsoring
dealers’ full approval, review and participation, and in accordance with
appropriate guidelines
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SOCIAL MEDIA

Social media describes “Web sites that are based on user participation and user-generated content” – or, put simpler,
Web sites that facilitate conversations. They connect people with less effort, which is great for our busy lives. The big
change is that the conversation is a dialogue and can be in real time.

SOCIAL MEDIA CAN:
•
•
•
•
•

Generate excitement without requiring a lot of time or effort.
Allow you to stay in the forefront of riders’ minds with updates about your chapter’s events.
Allow you to quickly share information with large numbers of people.
Make people feel connected.
Promote your chapter and its events with little or no cost.

WHAT ARE THE BASIC PRINCIPLES OF PROMOTING THROUGH SOCIAL MEDIA?
•
•
•
•
•
•

Keep your updates brief and to the most interesting details of what’s going on.
Avoid negativity, needless wordiness and uninteresting details.
Make it a conversation, not a monologue. When people write to you, write back.
Encourage riders posting about your events – it builds buzz.
You need permission to use people’s images. Check with legal counsel to see what’s required in your area.
Remember that your social media sites are extensions of the chapter and the content you post here must continue to
be approved by the dealer.
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CHAPTER ACCOUNTS

As a H.O.G.® chapter, you are allowed (with your dealer’s approval) to create your own social media accounts. You can
easily create an organization page, invite people to become “fans,” and create events listings for both open and closed
events as another method for inviting people. Keep in mind that it will take a while to build the linkages with people
that will let you promote your event effectively. You’ll start with a very small audience, so you don’t want Facebook or
Twitter to be your only way (or even your primary way) of getting the word out.
The standard rules governing communications apply to social media. Remember to get your sponsoring dealer’s
approval before you post anything, and register any accounts in your sponsoring dealer’s name, not an officer’s. That
way, if an officer leaves the chapter, your chapter’s accounts aren’t still tied to that person.

TWITTER
What Twitter does is called “micro-blogging” – you create status updates limited to 140 characters or less. The length
requirement allows the updates to be sent by SMS text message. You’re forced to be brief and give a bite-sized piece of
information to your “followers.” One way around this is to post a link to a Web page with more info.
If you want something to be especially searchable, you make a hashtag – a name preceded by a pound sign. So if
you set up #HoustonHOG for your chapter and promote it, riders can post tweets containing this hashtag and create a
stream of updates from different chapter members that anyone can view.
Encourage riders to tweet about your events and where they are (not while riding, of course!). This will build buzz for
the next event and allow people to go back and connect online with those they met at your chapter’s events.
After the event, review all the tweets saved under your hashtag – this is real, in-the-moment feedback about how the
event went.

WHAT
NOT
TO TWEET:

– It’s raining here and it sucks!
– Wow, this is the crappiest band.
– I put mustard on my hot dog just now.
– The ride is taking forever to take off and it’s so hot out.
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FACEBOOK

Users connect with their friends and post “status updates,” little bits of text sharing what’s going on in their lives right
now. Then their friends can respond. (When a user logs in, s/he sees a list of friends’ updates.)
Users can create an event listing on the site and invite others – who are then able to invite others, too. People can be
invited even if they don’t have a Facebook account – they can RSVP with an e-mail. They can also join groups with a
common interest or mark themselves as a fan of certain things.
In addition to promoting interesting information about your event, you also have the opportunity to recruit volunteers
through this medium.
Remember, anything you post should be fun, interesting, exciting, attention catching – all the usual rules of
promotion still apply.

Malcolm Reynolds Looking forward to riding on Route 66 today - the bike and the road are all I need.

Jane Cobb Have you tried Joe’s Diner in Tucumcari? Should be on the way. They have amazing chorizo!

Malcolm Reynolds Thanks for the tip! I’ll get there right around dinner time, too. Share

Share

WHAT DO I HAVE TO SHARE?
• Links to media coverage you’ve received
• Links to videos you’ve posted promoting your chapter or its events
• Information about events that you’re cleared to share, such as the entertainment (once the contracts are all signed!)
or the types of rides available (once confirmed)
• Links to others writing on the Internet to rave about your chapter or its events
• Photos of chapter activities for which you have appropriate releases

TYPES OF FACEBOOK ACCOUNTS

YOU CAN ALSO CONSIDER USING:

•
•
•
•

•
•
•
•
•

Regular account = real person
Chapter should set up a page or group
Page: more public, large numbers
Group: more private, small numbers

Foursquare
Instagram
Picasa
Tumblr
Flickr
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FLICKR

Flickr allows anyone to upload photos in sets – say, “2014 Houston H.O.G.® chapter rides” – share them with others
easily, and comment on them. You can also mark them with “tags” – like “Harley,” “observation ride,” “bike show” or
“contest winners.” These allow people looking for photos of those specific things to see your photos.
Be careful of what licensing options are listed for your images. Generally, you want “all rights reserved” – this keeps
others from downloading and using your images in ways you may not have permission to. Don’t forget to get your
sponsoring dealer’s approval before posting any photos to Flickr or other photo-sharing sites.

WHAT DO I HAVE TO SHARE?

YouTube allows anyone to upload a video and share it with others. You can comment on videos and easily share them
with others. The best part is that the service is free – no paying for the space, the traffic or the ability to be “stumbled
upon” by people viewing other videos.
If you create promotional videos for your chapter or your events, post them to YouTube to increase interest. You can
post short videos of your planning team talking about some of the great activities you’ve got planned, for example, or
show some of the scenery that will show up on the ride.
If you create a video and post it to YouTube, the link can be shared on other social media (Facebook, Twitter, etc.) and
propagate from there, creating a cascading group of people interested in your chapter and its activities. Remember,
though, the quality of the video is important – it can make the difference between encouraging someone to get involved
in the chapter and encouraging them to pass. Share the best of what you have to offer and show how fun chapter
involvement is.
If you create videos to post online, besides working to make them good videos, you also need to ensure that all
components of your video are your original creation – including images and audio – or that you have permission to use
the pieces that aren’t yours. If not, your video could get taken down and you could even be sued. YouTube offers a library
of authorized music if you need it. Make sure that the composer and performers who contribute music to the chapter’s
video have signed the appropriate licensing agreements.
Be sure to get your sponsoring dealer’s approval before creating and uploading any videos.
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SOCIAL MEDIA PRINCIPLES

LISTEN & RESPOND
PLEASE, THANKS, SORRY
REASONS TO
YOU

ASK QUESTIONS
DON’T SELL
SHARE STORIES

DO THE RIGHT THING
BE PERSISTENT
BE A WINDOW
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SHARING PHOTOS AND VIDEO

Sharing photographs and videos of your event opens new paths of promotion for your event, allowing people to
experience the event through these media and find it in new ways – on Facebook, YouTube, Flickr and more. It’s a
great promotional strategy.
However, doing so also creates privacy concerns. Right of privacy laws allow individuals to control the use of their
image by others. This means that all your chapter’s members and event guests have the right not to have their images
posted to the Internet or used in your promotional materials.
How can you respect your riders’ privacy, avoid lawsuits and use these exciting new promotional technologies?
There are several main strategies – ideally, use all.
1. If you plan to use photos or videos of people, get image releases from them. Get the legal guardians to sign for
any minors; however, do not post photos of minors. Store these releases in a safe place, much like your chapter
release forms.
Your sponsoring dealer or H.O.G.® Manager can help you generate an image release. It should include the following
information:
• The legal name and date of the event
• The sponsoring chapter’s name
• The rider’s name and address
• The rider’s signature
• The signature of the parent or legal guardian of any minors
• A list of things you want permission to do (take photographs, video images, voice recordings, etc.)
• A list of where you want permission to use those things – you can make a list or ask for permission to do whatever you
want (for example, you might request permission for “any legitimate use we deem proper, in any media now existing or
later to be developed, in perpetuity”)
2. If you are taking photos or videos at your event, post signs at your event saying so! You may have seen the
sample below.
3. In general, be sensitive when you’re posting photos. You might find a photo of a friend falling off his bike hilarious,
but he might be really embarrassed by it.
4. Always make sure to get your dealer’s approval before uploading any photos or videos.

DON’T FORGET:
Photos you post in an official H.O.G. capacity would be considered
property of the chapter. Make sure the copyright is stated somewhere by
each photograph, whether in the photo’s description or in the form of a
watermark on the photo itself.
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LESS RISK,
MORE FUN

WHAT SUCCESS LOOKS LIKE…
•
•
•
•
•
•
•
•
•

Risk management is a priority
Officers recognize risk reduction as good leadership
Systems are in place to handle various types of risk
Chapter events/activities are handled safely and responsibly
Releases are handled well, stored properly and not altered
Insurance is properly implemented
Documents are signed correctly
Gambling and other regulatory risks are handled properly
Alcohol doesn’t incur liability for the chapter
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H.O.G.® CHAPTER INSURANCE
Hold safe, insured events

H.O.G. INSURANCE
• The H.O.G. organization pays for basic policy
• Provides legal defense and, if necessary, settlement payment (up to policy limits)
• Provides event and liability coverage (not motorcycle insurance)
COVERAGE: AUTOMATIC VS. MUST APPLY
Coverage is automatic for closed events with pre-approved activities. This covers many typical chapter events and
activities. With automatic coverage, no paperwork is required!
• If coverage is not automatic, apply for insurance coverage.
• Apply six weeks ahead of event. E-mail or fax is best.
EXCEPTION: Don’t bother applying for coverage for dangerous or excluded activities. Insurance is not offered through
the H.O.G. organization for these activities.
Insurance conditions (insurer requirements) must be met.
• Collect releases from all participants
• Report injuries in a timely manner
PRE-APPROVED ACTIVITIES
Auctions
Field events
Bike blessings
Flea markets
Bike shows
Food fundraisers
Bike washes
MSF rider safety
courses
Bingo
Observation runs
Carnival games

Picnics
Chapter meetings
Poker/dice runs
Chapter rides
Scavenger runs
Charity rides
Seminars
Children’s activities
Social gatherings
Craft shows
Sports
Drill teams

An Event Planning Questionnaire is available elsewhere in this Toolkit.
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INSURANCE COVERAGE
Some events are automatically covered by H.O.G.® chapter insurance. Others require that you apply for coverage. Still
other events are excluded and will never be covered by H.O.G. insurance. The distinctions are based on who can attend
(“type” of event) and what activities are planned.
Are you wondering whether you need to apply for insurance for the event you’re planning?
Use the following guide to decide.

WAYS TO OBTAIN H.O.G.® CHAPTER INSURANCE:
WHAT
Pre-approved Activities

Activities Not
Pre-Approved

Closed Event

Automatic Coverage

Must Apply

Open Event

Must Apply

Must Apply

WHO

Automatic – Insurance coverage is automatic if you hold closed events with pre-approved activities.
Must Apply – You must apply for insurance if coverage is not automatic. Please note that non-automatic insurance
coverage is not in force until the chapter makes payment for the coverage to HDI.
Terms:
• Who Can Attend
OPEN EVENT: Advertised as open to the public or where guests outnumber members
CLOSED EVENT: Closed to the public; participation is limited to chapter members and guests only,
and guests do not outnumber members
• What Activities Are Planned
PRE-APPROVED ACTIVITIES: Activities listed in the Chapter Handbook as pre-approved
(includes field events described in the Handbook)
ACTIVITIES NOT PRE-APPROVED: Everything else
INSURANCE CONDITIONS
H.O.G. insurance requires chapters to do the following for all events they cover:
1. Collect releases from all participants
2. Report any injuries in a timely manner
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INSURANCE FLOWCHART FOR CHAPTER EVENTS

WHO
can attend?
Open (guests ≥ members)
Closed (guests < members)

Closed Event

Open Event

No

WHAT
activities are planned?
Are they all on the pre-approved list or
the Field Events list in the
Chapter Handbook?

Yes
Insurance is automatic!
No insurance application required.

Insurance is not automatic
Chapter must apply for insurance, using
the “Non-Approved or Open Activities”
form or the “Parades” form.

Day-of-event releases

Chapter receives a quote from the
underwriter for coverage.

Everyone must sign release except:
Adult chapter members with a current
annual chapter membership enrollment

decide whether to proceed with event. If
so, pay invoice. Event is then covered.

not have to sign a day-of-event release
when atteinding their own chapter’s
closed event.
NOTE: Minors (members or not) need
these releases every time:

Day-of-event releases
Everyone signs releases!

- Chapter Event Release for Minors
- Minor’s Assumption of Risk (12 - 18)

RIDE AND
HAVE FUN!
85
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APPLYING FOR INSURANCE

C opy the most recent application form from the H.O.G.® Chapter Handbook (or the chapter business section of
www.hog.com)
– Chapter Application for Non-Approved or Open Activities
– Chapter Application for Parades
– Additional Insureds
R ead the instructions
C omplete the form and attach a flyer for the event
Fax
 to Harley-Davidson Insurance; follow-up with an e-mail to lisa.squires@hdfsi.com or carolyn.doughty@hdfsi.com
W
 ait for a reply
I f approved, confirm your agreement and pay the bill

CHAPTER APPLICATION FOR
NON-APPROVED OR OPEN ACTIVITIES

CHAPTER APPLICATION
FOR PARADES

FORM MUST BE FULLY COMPLETED TO BE CONSIDERED.
Mail or fax completed form six weeks prior to event to:
Harley-Davidson Insurance
222 W. Adams, Suite 2000
Chicago, IL 60606-5312

Mail or fax completed form six weeks prior to event to:
Harley-Davidson Insurance
222 W. Adams, Suite 2000
Chicago, IL 60606-5312

ADDITIONAL INSUREDS
FAX: 800-699-2142 • PHONE: 888-690-5600 • EMAIL: dealershipinsurance@hdfsi.com

FAX: 800-699-2142 • PHONE: 888-690-5600 • EMAIL: dealershipinsurance@hdfsi.com

What to Do: 1) Fill out the form completely. All information must be provided. 2) Mail or fax the completed form to the address
above. 3) Include any promotional ﬂyers. 4) If you have questions, please contact Harley-Davidson
Insurance at the
Chapter Name:
number above. (Excluded activities are not eligible for coverage)
Contact Name:
FORM MUST BE FULLY COMPLETED TO BE CONSIDERED.
Phone:
Today’s Date:
Mail or fax completed form six weeks prior to event to:
E-mail Address:
Chapter Name:
Chapter #:
Harley-Davidson Insurance

E
L
E
L
P
P
LE
P
M
SAM
M
SA SA

Contact Name:

222 W. Adams, Suite 2000
Chicago, IL 60606-5312

Mailing Address:

FAX: 800-699-2142 • PHONE: 888-690-5600 • EMAIL: dealershipinsurance@hdfsi.com

Ofﬁcer Position/Title:
Fax:
E-mail Address:
Activity/Event Date(s):

Chapter Name:
Phone/Day:
Contact Name/Ofﬁcer Position:
Contact Address:

Phone/Evening:

Chapter #:

Fax:
Date of Parade:

COMPLETE SECTION THAT APPLIES (I or II)

I. If Others Control Parade
Chapter #:
Do the organizers of the parade have insurance coverage in place?
(Please attach a copy of the organizer’s proof of insurance)

Scheduled Hours:

Is the organizer requiring the Chapter to provide proof of insurance?

Do the organizers of the parade have a permit or registration process for the Chapter to complete?
Anticipated Total Attendance:
(If yes, please attach a copy of all documents received from the organizer, to include a copy of any invitation to participate in the
Fax:
Phone/Day:
Phone/Evening:
Anticipated Number of Your Local Chapter Members Attending:
parade, any Orders of March (parade rules), and any published announcement of the parade.)
E-mail Address: ®
What Safety measures are in place before and during the parade?
Anticipated Number of Members from other H.O.G. Chapters Attending:
Part 1. Additional Insured(s) (A1) – $100 additional premium per additional insured.
Will there be food provided?
Yes
No
Attach
a copy of any contracts held with each additional insured.
Will Chapter Road Captains be used in connection with the Chapter’s participation in the parade?
Please list non-approved activities and/or open events:
Reason for Requesting
A1 Name
A1 Address
1)
2)
Coverage
II. If the Chapter is Sponsoring the Parade
3)
4)
Yes
No
Does the Chapter control the parade?
Does this activity involve an element of speed?
Yes
No
Who is invited to participate in parade?
Are passengers allowed, or required, to participate with the rider?
Yes
No

Final Destination:

Ofﬁcer Position/Title:

Number of miles (if applicable):

Who will take the required registration/releases etc.?

Detailed Description: Give a precise description of the activity/event. If a bike game, include details such
asare
diagrams,
rules, and police escorts to be used?
How
Road Captains
safety precautions. Attach promotional ﬂyers and lists of activities. Provide this information for each non-approved activity you are
What Safety measures are in place before and during the parade?
proposing. Attach additional sheets as necessary.

H.O.G.®

©2014 H-D

Are participants required to provide proof of insurance?
Is a permit required to conduct the parade? If so, attach a copy of the permit.
Attach a copy of any ﬂyer or announcement regarding the parade.
Attach a copy of your route plan for the parade and your rules for participation (Order of March).
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RELEASES

INSURANCE CONDITION ONE:
Collect releases from all participants.
EXCEPTION: Adult members with annual chapter membership enrollment form/releases on file do not have to sign
a day-of-event release when attending their own chapter’s closed event.
NOTE: Minors (members or not) need releases every time.

Helpful Hints for Releases
• When in doubt (when you’re not sure whether the exception applies), require a release.
• Make release forms available before the event.
• Bring blank release forms to all chapter events.
• Do not alter the release form. Even back-to-back printing is not allowed.
• Consider using a “released” participant identifier, such as a wristband.
• Store all release forms in a safe place at the sponsoring dealership for seven years.
• Consult the Chapter Handbook (section F) and develop a system for collecting day-of-event releases.
Who Signs Which Release Forms?
FORM

SIGNER

Chapter Event Release Form for Adults

Adults

Chapter Event Release Form for Minors

Minor’s guardian

Minor’s Assumption of Risk Acknowledgment Form

Minors

Chapter Membership Enrollment Form and Release

Adult and minor members
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OBTAINING RELEASES

Publicize release requirements
Make release forms widely available
Communicate about the form’s availability
Determine a release collection process appropriate to your event
Plan how you will handle minors without releases signed by a parent or guardian

SAMPLE RELEASE FORMS
These forms are available on hog.com under Chapter Officer Tools, Downloadable Forms – or in the Chapter Handbook.

CHAPTER EVENT RELEASE FORM
FOR ADULTS
Name of EVENT(S):

CHAPTER EVENT RELEASE FORM
FOR MINORS
Date:

Location:

Chapter Name:
Date:
The undersigned (on my own behalf and on behalf of my heirs, personal representatives, successors and assigns), for and in
Name/Location:
consideration of the opportunity to participate in a “Ride,” “Poker Run,” “Rally,” “Field Meet” or “Activity” Event
(hereinafter,
EVENT(S)
sponsored and/or conducted by Harley-Davidson, Inc., Harley-Davidson Motor Company, the Harley Owners Group®, authorized
In consideration of my minor child (“the Minor”) being permitted to participate in a “Ride,” “Poker Run,” “Rally,” “Field Meet” or
Harley-Davidson Dealer(s) and/or local H.O.G.® chartered Chapter(s) and their respective ofﬁcers, directors, employees and agents
“Activity” (hereinafter, EVENT(S) sponsored and/or conducted by Harley-Davidson, Inc., Harley-Davidson Motor Company, the
(hereinafter, the “RELEASED PARTIES”) releases and holds harmless the “RELEASED PARTIES” from any and all claims ®
Harley Owners Group , authorized Harley-Davidson Dealer(s) and/or local H.O.G.® chartered Chapter(s) and their respective
and demands, rights and causes of action of any kind whatsoever which I now have or later may have against the “RELEASED
ofﬁcers, directors, employees and agents (hereinafter, the “RELEASED PARTIES”) I agree as follows:
PARTIES” in any way resulting from, arising out of, or in connection with the performance of their Chapter duties and my
participation in any said EVENT(S).
1. I know the nature of the EVENT(S) and the Minor’s experience and capabilities, and believe the Minor to be qualiﬁed to
Chapter Name:

CHAPTER MEMBERSHIP
ENROLLMENT FORM AND RELEASE
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participate, in the EVENT(S) or enter into restricted areas where the EVENT(S) are conducted. IF I OR THE MINOR BELIEVE
Member
This Release extends to any and all
claims Name:
I have or later may have against the “RELEASED PARTIES”ANYTHING
resulting from
or arisingI WILL INSTRUCT THE MINOR TO IMMEDIATELY CEASE OR REFUSE TO PARTICIPATE FURTHER IN
IS UNSAFE,
out of their performance of their Chapter duties whether or not such claims result from negligence (except
willful
neglect)AND/OR
on the LEAVE THE RESTRICTED AREA.
THE
EVENT(S)
Mailing Address:
part of any or all of the “RELEASED PARTIES” with respect to the EVENT(S) or with respect to the conditions, qualiﬁcations,
2. I FULLY UNDERSTAND
and Zip:
will instruct the Minor that: (a) THE ACTIVITIES OF THE EVENT(S) MAY BE DANGEROUS and
instructions, rules or procedures under
I UNDERSTAND
THAT
City: which the EVENT(S) are conducted or from any other cause.State:
participation
in the EVENT(S)
and/or entry into Restricted Areas may involve RISKS AND DANGERS OF SERIOUS BODILY
THIS MEANS THAT I AGREE NOT TO SUE ANY OR ALL OF THE “RELEASED PARTIES” FOR ANY INJURY
RESULTING
TO
E-mail Address:
INJURY,
INCLUDING
PERMANENT DISABILITY, PARALYSIS AND DEATH (“RISKS”); (b) these Risks and dangers may be
MYSELF OR MY PROPERTY ARISING FROM, OR IN CONNECTION WITH THE PERFORMANCE OF THEIR
CHAPTER
DUTIES
the Minor’s own actions or inactions, the actions or inactions of others participating in the EVENT(S), the rules of the
IN SPONSORING, PLANNING ORPhone:
CONDUCTING THE EVENTS.
Member Nat’l caused
H.O.G. by
Number:
Name
Event:of the premises and equipment, or THE NEGLIGENCE OF THE “RELEASED PARTIES”
Date:in
EVENT(S), the condition
andoflayout
®
Expiration
Date ofofNational
H.O.G.
Membership:
I am experienced in and familiar with
the operation
motorcycles
and
fully understand the risks and dangers
inherent
performing
theirinChapter duties: (c) there may be OTHER RISKS NOT KNOWN TO ME or that are not readily foreseeable at this
Location:
motorcycling. I am voluntarily participating in the EVENT(S) and I expressly agree to assume the entire risk
of (d)
anyTHE
accidents
time;
SOCIALorAND ECONOMIC LOSSES and/or damages that could result from those Risks COULD BE SEVERE AND
®
Chapters
hereby
to
abideinby
it as
a member
of this Dealer
sponsoredFUTURE.
Chapter.
I haveI might
read the
Annual
for H.O.G.
personal injury, including death, which
sustain
to Charter
my person
and property
as a and
result
of myagree
participation
the
events,
andCHANGE
COULD
PERMANENTLY
THE MINOR’S

MINOR’S ASSUMPTION
OF RISK ACKNOWLEDGMENT
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any negligence (except willful neglect) on the part of any or all of the “RELEASED PARTIES” in performing their chapter duties.
I have obtained my parent’s consent to participate in the ACTIVITIES conducted over the course of the above EVENT(S) and/or
solely responsible
for and/or entry into restricted areas and HEREBY ACCEPT AND ASSUME
I recognize that while this Chapter is chartered with H.O.G.®, it remains3.aI separate,
consent toindependent
the Minor’s entity
participation
in the EVENT(S)
enter into restricted areas. I understand that I am assuming all of the risks of personal injury which might occur during the EVENT
ALL SUCH RISKS, KNOWN AND UNKNOWN, AND ASSUME ALL RESPONSIBILITY FOR THE LOSSES, COSTS AND OR
its actions.
ACTIVITIES and I state the following:
WAIVER OF RIGHTS UNDER STATE STATUTES
DAMAGES FOLLOWING SUCH INJURY, DISABILITY, PARALYSIS OR DEATH, EVEN IF CAUSED, IN WHOLE OR IN PART, BY
THIS IS A RELEASE, READ THE
BEFORE
SIGNINGOF1.THE
NEGLIGENCE
DUTIES.
Both“RELEASED
my parents aPARTIES”
nd I believeIN
I aPERFORMING
m qualiﬁed to pTHEIR
articipaCHAPTER
te in the EVENT
ACTIVITIES and/or enter into restricted areas
I further agree to waive all beneﬁts ﬂowing from any state statute which would negate or limit
the scope of this release and
Motor Company,
I agree that the Sponsoring Dealer, Harley Owners Group® (H.O.G.®), Harley-Davidson, Inc., Harley-Davidson
established in connection
with themy
EVENT ACTIVITIES. I will inspect the area and equipment and if, at any time, I feel anything
Indemniﬁcation Agreement, including but not limited to Section 1542 of the California Civil Code which provides:
4. I HEREBY RELEASE, DISCHARGE AND COVENANT NOT TO SUE the “RELEASED PARTIES” sponsors, advertisers, owners
to be unsafe,
I will immediately
Chapter and their respective ofﬁcers, directors, employees and agents (hereinafter, the “RELEASED
PARTIES”)
shall not beleave
liableand refuse to participate further in the EVENT ACTIVITIES.
and lessors of the premises used to conduct the
EVENT(S), FROM ALL LIABILITY TO ME, THE MINOR, my and the Minor’s
orextend
responsible
injurywhich
to methe
(including
death)
damage
myinproperty
during any H.O.G.® or H.O.G.®
“A general release does not
to thefor
claims
creditorparalysis
does notorknow
or or
suspect
to to
exist
his favoroccurring
at
personal representatives,
heirs,
AND
CLAIMS,
DEMANDS,
ON
2. I assigns,
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d thaand
t thenext
EVEof
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ACFOR
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RY DANG
EROUS ANLOSSES,
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E RDAMAGES
ISKS AND D
ANGERS OF MY BEING
the time of executing this release,
if known
to him must
affected
his settlement
the debtor.”
Chapterwhich
activities
and resulting
fromhave
actsmaterially
or omissions
occurring
duringACCOUNT
thewith
performance
the duties
of the Released
Parties,
OF ANYofINJURY,
including,
but not limited
to, death
or damage
to property,
CAUSED OR ALLEGED TO BE CAUSED
SERIOUSLY
INJURED
OR HURT,
MY BEING
PARALYZED
OR KILLED.
®
members
even where the damage or injury is caused by negligence (except willful
understand
andTHE
agree
that all H.O.G.
NEGLIGENCE
OF THE
“RELEASED PARTIES” in performing their Chapter duties.
INneglect).
WHOLE IOR
IN PART BY
By signing this Release, I certify that I have read this Release and fully understand it and that I am not relying
on any statements or
3. I knall
owrisks
thatofthinjury
ese risand
ks adamage
nd dangers may be caused by my own actions or inaction, the action or inaction of others participating
and their guests participate voluntarily and at their own risk in all H.O.G.® activities and I assume
representations made by the “RELEASED PARTIES.”
5. If, despite,
this release,
I, the
Minor
or injury
anyone
the
Minor’s
behalf
makes
a claim against
any of the
“RELEASED
in the
EVENT
ACTIVITIES,
the
EVENT
ACTIVITIES,
the condition
and
layout of the premises and equipment, or
arising out of the conduct of such activities. I release and hold the “RELEASED
PARTIES”
harmless
from
any
or on
loss
torules
my of the
PARTIES” named above, I AGREE
TO INDEMNIFY
AND SAVE
AND
HOLDresponsible
HARMLESS
“RELEASED
PARTIES”
and each
negligence
ofTHAT
others,
including
those
persons
forTHE
conducting
the EVENT
ACTIVITIES.
person or property which may result from my participation in H.O.G. activities and EVENT(S). I the
UNDERSTAND
THIS
MEANS
of
them
from
ANY
LITIGATION
EXPENSES,
ATTORNEY
FEES,
LOSS,
LIABILITY,
DAMAGE,
OR
COST
THEY
MAY INCUR DUE TO
IS ANOT
RELEASE
READ
BEFORE SIGNING
THAT THIS
I AGREE
TO SUE– THE
“RELEASED
PARTIES” FOR ANY INJURY OR RESULTING
DAMAGE
TO MYSELF
OR MY
I
HAVE
READ
THE
ABOVE
ASSUMPTION
OF
RISK
ACKNOWLEDGMENT,
UNDERSTAND
I HAVE
READ, AND SIGN
THE CLAIM MADE AGAINST ANY OF THE “RELEASED PARTIES” NAMED ABOVE, ASSERTING NEGLIGENCEWHAT
ON THE
PART
PERFORMANCE OF THEIRITCHAPTER
DUTIES IN SPONSORING,
VOLUNTARILY.
Rider PROPERTY ARISING FROM, OR IN CONNECTION WITH, THE
Passenger
OF THE “RELEASED PARTIES”
in performing their Chapter duties.
PLANNING OR CONDUCTING SAID EVENT(S).
Signature: ___________________________________________
Signature: ____________________________________________
6. I sign this agreement on my own behalf and on behalf of the Minor.
WAIVER OF RIGHTS UNDER STATE STATUTES
______________________________________________________
_____________________________________________________
PARENTAL
CONSENT,
RELEASE
OF RISK, AND INDEMNITY
Print Name: __________________________________________
Name:
___________________________________________
I further agree to waive all beneﬁtsPrint
ﬂowing
from
any state statute whichI HAVE
wouldREAD
negateTHIS
or limit
the scope
of this Release
andAND WAIVER OF LIABILITY, ASSUMPTION
Participant)
(Date)
AGREEMENT, UNDERSTAND THAT BY (Signature
SIGNINGofITMinor
I GIVE
UP SUBSTANTIAL RIGHTS I AND/OR THE MINOR WOULD
Indemniﬁcation Agreement including, but not limited to, Section 1542 of the California Civil Code which provides:
Address: _____________________________________________
Address: _____________________________________________
OTHERWISE HAVE TO RECOVER DAMAGES FOR LOSSES OCCASIONED BY THE “RELEASED PARTIES” FAULT, AND SIGN
IT
VOLUNTARILY
AND
WITHOUT
INDUCEMENT.
“A general release does not
extend to the
claims which the creditor does not know or suspect to exist in his favor at the
City/State/Zip: ________________________________________
City/State/Zip:
________________________________________
time of executing the release, which if known to him must have materially affected his
settlement with the debtor.”
_____________________________________________________
Child’s Name (printed):______________________________________________________
___________________________________________________________________________________________
Date: ________________________________________________
Date: ________________________________________________
(Printed Name of Minor Participant)
(Age)
it and that I am not relying on any statements or
By signing this Release, I certify that I have read this Release and fully understand
____________________________________________________
_______________________________________________________
representations made by the “RELEASED PARTIES”.
Member Signature:

®

Local Dues Paid $:

©2014 H-D

(Signature of Parent or Guardian)

(Printed Name of Parent or Guardian)

Rev. 12/15/13

Date:
Date:

(Dues not to exceed maximum amount prescribed in, Annual Charter for H.O.G.® Chapters, as contained in the H.O.G.® Chapter Handbook.)

RETURN THIS FORM TO YOUR CHAPTER
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MANAGING INJURY RISK (8/8)

INJURY REPORTS

INSURANCE CONDITION TWO:
Report injuries in a timely manner.
• Chapters should strive to hold activities that are both fun and safe. But you should also plan for injury reporting, just
in case.
• Be sure to have copies of the Injury Report Form (found on hog.com under Chapter Officer Tools, Downloadable Forms)
along on the ride. If an accident occurs, from an insurance perspective these things
should occur:
– A responsible person should complete the injury report
– The secretary should process the report and fax or mail it to Harley-Davidson Insurance in a timely manner
– Attach a copy of the release form(s) for the individual(s) involved in the incident
If you have an injury at an event, please see the Reporting an Injury and Emergency Care Guidelines forms later in this
Toolkit. A guide for threatening weather conditions is also available there.

INJURY REPORT
FORM
Mail or fax completed form to:
Harley-Davidson Insurance
222 W. Adams, Suite 2000
Chicago, IL 60606-5312

E
L
P
M
SA

FAX: 800-699-2142 • PHONE: 888-690-5600 • EMAIL: dealershipinsurance@hdfsi.com

Chapter Name: ___________________________________________________________ Chapter #: ____________________________
Reporting Chapter Ofﬁcer Name: ____________________________________________ Home Phone: _________________________
Mailing Address: __________________________________________________________ Work Phone: __________________________
_________________________________________________________________________ Best time to call: ______________________
E-mail Address:

Chapter Insurance Certiﬁcate #: _____________________________________________ Date of Injury: _________________________
Place of Injury:

Name, address, ages of person(s) injured:

Names, addresses, telephone numbers of persons who saw incident. Attach extra sheets if necessary.

When, where, how injury occurred. Attach a separate sheet if necessary.

Type of injury. Check appropriate boxes.
Fatal

Head

Neck

Back/Spine

Arms

Legs

Internal
Injuries

Amputation

Name, address, phone number of person(s) having pictures of accident scene:

©2014 H-D

Name, address, phone number of responding police department and complaint #:

ATTACH A PHOTOCOPY OF EACH INJURED PERSON’S SIGNED RELEASE FORM (REQUIRED).
ATTACH THE POLICE REPORT IF AVAILABLE. ONLY POLICE SHOULD TAKE WITNESS REPORTS.
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R CONTRACTS
R TRADEMARKS
AND LOGOS

MANAGING BUSINESS/TAX RISK (2/6)

INCORPORATION

INCORPORATE IF DEALER ALLOWS
Incorporation shifts legal responsibilities from individuals to corporations. Ultimately, the decision to incorporate is the
sponsoring dealer’s. However, your sponsoring dealer will probably want your input into the decision. Incorporation isn’t
hard as long as you get the right help. Besides, you only have to do it once!
Here are some suggestions for incorporating your H.O.G.® chapter.
• Obtain your sponsoring dealer’s written permission to incorporate.
• Select an attorney. Incorporation isn’t a do-it-yourself project.
• Incorporate under the laws of your state; they’re all different.
• Send your articles of incorporation to the H.O.G. organization.
• Seek competent accounting advice. Tax status and reporting requirements vary by state.
• Do not incorporate using a name that includes Harley-Davidson trademarks, including Harley, Harley-Davidson, or H.O.G.
BYLAWS
Proposed bylaws and articles of incorporation should be sent to the H.O.G. organization for approval prior
to incorporating.

CONTRACTS
WRITE IT DOWN, SIGN IT RIGHT ALWAYS…
• Use contracts to document your agreements. Ensure that the documents reflect the deal you have made make sure
you understand them.
• Consider special insurance requirements, such as:
– Coverage over standard limits
– Adding additional insureds, such as landlord or sponsor
• If in doubt, seek competent legal advice.
• If you’re not sure, don’t sign.
• Get dealer approval before signing.
• Have the Director sign or delegate signing authority.
• Sign using the full legal name of your chapter, your name and your officer title.
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MANAGING BUSINESS/TAX RISK (3/6)

BEWARE OF THE INDEMNITY CLAUSE

Be wary of contract language that shifts someone else’s responsibility onto the chapter. We should be responsible for
certain risks associated with chapter activities, but we don’t want to take on the risks that should be shouldered by
others. In particular, watch out for the “indemnify and hold harmless” clause in some contracts. They can be written to
shift responsibilities of others onto the chapter.
Compare these two indemnity clauses:

“The chapter agrees to indemnify and
hold harmless the Springfield Convention
Center for any injuries or damages arising
during the chapter’s event held at the Center.”

“The chapter agrees to indemnify and
hold harmless the Springfield Convention
Center for any injuries or damages
arising out of the chapter’s conduct
during the chapter’s event held at the Center.”

If the phrase “out of the chapter’s conduct” is missing, the contract makes you responsible for injuries or damages
arising out of anyone’s conduct during the event. You shouldn’t take on that responsibility. Arenas and convention
centers have insurance to cover their own conduct. You should not indemnify them for damages arising out of the acts
of their employees.
Read contracts carefully and, if needed, have a lawyer or HDI review it before signing. You do not have to accept
something just because it is printed on the contract. Read and challenge form contracts offered by others; you can
modify them ... or go somewhere else.
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MANAGING BUSINESS/TAX RISK (4/6)

EVENT PRODUCTION POLICY

ONE EVENT, ONE PRODUCER
For the sake of clear lines of responsibility, control and insurability, don’t hold dual-produced events.
Producer = “owner” of the event
Sponsor = “backer” or “supporter” of the event – one who provides something of value in return for recognition
FLYER FUNDAMENTALS
Show the world (and the insurance company) who the producer is by designing your flyer like this:

TOP

Producing chapter takes the
top line and doesn’t share it.
Single producer only!
Include H.O.G. logo
(not H-D) if desired.

List event facts in a
straightforward manner:
Who • What • When • Where • How

List sponsors
(with logos if desired).
The H.O.G. organization
is not a sponsor.
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MANAGING BUSINESS/TAX RISK (5/6)

LOGO USE

DO IT RIGHT OR NOT AT ALL
Use of H.O.G. logos is a benefit provided by the H.O.G. organization to local chapters. The logo holds a positive image,
and all chapters need to do their part to protect this.
HERE’S HOW YOU CAN DO YOUR PART:
• The H.O.G® Chapter Charter gives you the license to use the logo in conjunction with the official chapter name on
chapter publications, if the dealer approves.
• Use the official logo found in your Chapter Handbook.
• Use the logo as is; do not alter it in any way (such as adding text or combining with other graphics).
• Get approval from your Chapter Manager if you want to use the logo on anything other than publications
(like T-shirts and pins). Use authorized agents to produce those items.

INCORRECT

CORRECT
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MANAGING BUSINESS/TAX RISK (6/6)

WORKING WITH CHARITIES

Work with a charity is an optional chapter activity. This is a sponsoring dealer decision.
Find a charity that will work with you – the chapter-charity relationship should be a working partnership.
Never deposit charity funds in chapter accounts.
Document your working relationship with the charity by a written agreement. Use the Letter of Agreement in the
Chapter Handbook as a guide. Many charities have their own form of agreements. If your chapter and the charity cannot
agree on the terms of a working relationship (particularly about the deposit of money or handling of expenses), find
another charity.
If the charity is producing the event, such as a poker run, and your chapter is sponsoring it by providing services, make
sure that:
• The charity’s insurance extends coverage to the chapter and its volunteers.
• The official chapter name (and optionally the H.O.G. logo) is displayed in the sponsor/bottom (not the producer/top)
section of the flyer.
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GAMBLING POLICIES AND PROCEDURES

DON’T GAMBLE WITH YOUR CHANCE TO GAMBLE

Gambling means selling or buying chances to win something of value, as happens in:
• Raffles
• 50-50s
• Bingo
Gambling is regulated or prohibited in every state. If gambling is not prohibited in your state:
• Seek legal advice
• See your state’s web site: www.state.XX.us (where XX is replaced with your state’s two-letter abbreviation)
• Get a permit
• Comply with the law
• Consider local licensing requirements
• If a charity benefits, use their 501(c)(3) license and resources
• Set up a repeatable
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BUILDING AWARENESS AND
DEALING WITH NON-COMPLIANCE

INSTRUCTIONS:
Copy, trim, fold and carry this card for future reference. Refer to Dealing with Non-Compliance whenever you have to
confront a chapter member about alcohol or other serious issues that affect the safety of the group.

Pull person aside; don’t confront in public
Express concerns and make expectations clear
Give choices; don’t judge
Follow through; don’t put up with it again
Take issue to dealer if needed

DEALING WITH
NON-COMPLIANCE
Set policy
Communicate policy, many channels
Apply it consistently and stick to it
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EVENT PLANNING QUESTIONNAIRE
EVENT:
Who is likely to attend?
_______ # of local chapter H.O.G.® members
_______ # of others (including ____ from other H.O.G. chapters)
_______ Total
Will food be served? _____ Yes _____ No
What activities will take place? Which ones are pre-approved?
Activity

✔ Pre-approved*

✔ NOT Pre-approved

*See the Chapter Handbook for a list of pre-approved activities.
NOTE: “Fastest Wins” NEVER applies to motorcycle events.
For the listed activities that are not pre-approved, which involve the following elements of risk?
(Note risks in the right-hand column above.)
Open event
Passenger allowed or required
If a ride is involved, is adequate time allowed to ride the distance?
____ miles / ____ hours = ______ average mph
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REPORTING AN INJURY

➪   Call the police.
•    Always carry the phone number(s) of the local police agencies when you ride; do not assume that 911 service
is available.
•    Do not assume that a particular cell phone will work in a given area. Always double-check before you ride.
➪   Report only the facts to the police – do not attribute blame or fault.
➪   Take pictures of the injury scene, if possible.
➪   Get a copy of the police report as soon after the injury as you can; if possible, inquire at the injury scene about how
and where you can obtain the report.
➪   Submit (fax) the following items to Harley-Davidson Insurance (HDI):
•    The completed Injury Report Form. Use the most current form (found in the Blank Forms section of the Chapter
Handbook) and include your e-mail address. Provide a summary of the facts surrounding the injury. Do not make
judgments as to fault.
•    A copy of the person’s release form.
•    A copy of the police report, when obtained.
If the incident involves a death or serious physical injury, or if you need further instructions, contact HDI at 888-6905600 by phone or 312-368-9548 by fax. These HDI phone and fax numbers are also on the Injury Report Form.
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EMERGENCY CARE GUIDELINES
Immediately call for emergency assistance (911 or other emergency number) and tell the operator:
– Specific location of emergency
– Type of emergency
– Number of people in need
– Type of care currently being administered
– Phone number from which you are calling
Do not move the distressed person unless in immediate danger.
Immediately attempt to identify any medically trained personnel at scene. Accept & enlist their assistance.
I f medically trained personnel are not present, then tend to the injured person within your capabilities. Do not
perform any type of medical assistance for which you have not been trained.
Only
 trained medical personnel should remove helmets or gear.
S tay with injured parties until help arrives.
If
 possible, send one rider to warn oncoming traffic of accident.
S et up flares or warning markers.
Appoint someone to act as flag person and direct oncoming riders not to stop at accident scene.
Follow

this emergency response protocol in all cases:
1. Summon help as quickly as possible.
2. Attempt to stabilize victim with competent assistance until help arrives.
3. Clear the area and access to victim. Riders who are not involved should move to a different location.
4. Document all actions in writing.
5. Take photographs of the area if injury is the result of an accident.
6. Report all actions.
NOTE: Attending medical personnel are responsible for:
• Transporting injured to a medical facility
• Decisions regarding further medical treatment
• Obtaining and relaying medical insurance information
	
NOTE: The Harley-Davidson Motor Company, Harley Owners Group® and/or the H.O.G.® chapter do not pay for emergency
medical services or transportation. Such expenses are the responsibility of the injured party or his/her medical
insurance provider.
 careful about any comments you make. Do not attempt to assign blame, speculate about causes or guess at the
Be
extent of injuries.
U nder no circumstances should you accept any responsibility or make any remarks about liability or
medical treatment.
 a “Refusal of Care” statement signed by an individual that refuses medical assistance, if possible. If the person
Get
is unwilling to sign a statement, note the refusal in your own words on the Injury Report Form and sign it.
S omeone on site (choose person before there is a problem) completes an Injury Report Form.
S ecretary forwards the Injury Report Form, with the release form(s) for the injured individual(s) attached, to
Harley-Davidson Insurance.

85

THREATENING WEATHER CONDITIONS
Always think about safety first.
Always err on the side of caution.
Remember,

you’re setting the example for safe riding, so always ride within the limits of the least talented rider.
P ull off the road and seek shelter in a safe area based on the specific conditions (a low area, such as a ditch or
culvert, may be appropriate for a tornado but not flash flood conditions, for example).
 very careful of approaching traffic if you pull off the road under an overpass. Remember that large groups
Be
congregating under overpasses create additional safety risks.
L ocate emergency shelters and if possible take cover.
C ommunicate in a calm and reassuring manner.
M
 onitor local news media or weather band broadcasts for updates.
 the weather becomes questionable during a stop, have riders put on rain gear before continuing. Pulling over to
If
the shoulder to put on rain gear increases risks significantly.

ALWAYS USE YOUR BEST JUDGMENT.
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MAKING
MEMBERSHIP
STICK


WHAT SUCCESS LOOKS LIKE…

• New members feel welcome, find activities to match their interests
and find it easy and fun to participate as fully as they want to
• Existing members actively participate to the extent they want to,
mentor new members and contribute their input and experience
for the benefit of all
• All members have ample opportunity to express their interests
and concerns
• The chapter has a mechanism for effectively addressing
member feedback
• Chapter officers can transform low participation challenges
into opportunities
• Chapter officers have a plan for appealing to riders from diverse groups
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NEW MEMBER WELCOME KIT
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It’s often a nice gesture to have a welcome kit for first-time visitors and new members. In creating one, you may find it
helpful to use the H.O.G.® Membership Kit or Local Chapter Welcome Kit from the dealer as a resource.
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ENGAGING RIDERS INTO THE CHAPTER

These ideas were suggested by your fellow officers. Check with your dealer and H.O.G.® manager BEFORE implementing
anyof these ideas. Be sure to consider the risk, financial cost and any requirements for additional insurance.
• Meet members from other chapters.
• Adopt new members – have an experienced chapter member adopt a new member for one year to help him/her get to
know other members and get involved in the chapter.
• Use a reward system for participation – points redeemable for prizes, raffle tickets (if legal in your state) or pins/
patches. Be sure to work with your Chapter Manager or Marketing Field Manager when designing any pins or patches.
• Have an experienced member attend Rider’s Edge meetings to talk about the chapter.
• Have new members sit together at one or two tables at the beginning of the first meeting. As the meeting starts,
introduce them. Then say “They’re not new anymore. Who has room for them at their table?” and have them move to sit
with other members.
• If your budget allows, give them patches for free in stages: the chapter logo after the first month, the rocker after the
third, etc.
• Use greeters at meetings and events to make people feel welcome.
• Use a secret greeter selected by the dealer. The 10th person to shake his/her hand wins a prize.
• Have photo displays or photo DVDs of chapter activities at events and meetings. Be sure to get photo releases for
non-chapter members.
• Offer a new member orientation ride.
• Have a volunteer appreciation party.
• Ask your dealer to hand out chapter registration forms with new bike purchases to encourage membership.
• Have your Membership Officer contact new members to provide an introduction to the chapter Web site, meeting
• information, etc.
• Have your newsletter editor interview new members for the newsletter

NEW MEMBERS are more likely to return when they have fun at a meeting. Be sure to check with first-time
visitors after your meetings to see what you can do to make them feel more welcome at your meetings, and check out
Meeting Best Practices within the Producing Remarkable Events section of this Toolkit to get some ideas for keeping
your chapter meetings interesting.
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PASSING
THE TOURCH


WHAT SUCCESS LOOKS LIKE…

• Members feel leadership continuity in the chapter regardless of the
stage of the current officer slate
• New officers are mentored by outgoing officers and assume their duties
with no interruptions to chapter processes
• Implicit knowledge of chapter functioning is made explicit in a form
that becomes a valuable chapter resource
• New officers’ ideas are valued and used (when not contrary to H.O.G.®
or dealer policy)
• There is a mechanism for handling officer transition problems
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CHOOSE TOMORROW’S OFFICERS TODAY
CHAPTER OFFICER
KNOWLEDGE

• Explicit knowledge: the written rules
• Implicit knowledge: the unwritten rules

WHY HAVE A
TRANSITION PLAN?

• Identify potential leaders early
• Provide developmental experience
• Smooth the transition

IDENTIFYING FUTURE LEADERS

•
•
•
•
•
•
•

TRANSITION THE NEW OFFICER

Involvement in chapter activities
Communication skills
Relating to other chapter members
Integrity
Creativity
Energy
Time

• Officer diaries detailing implicit knowledge
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H.O.G.® CHAPTER SWOT TEMPLATE
INTERNAL

STRENGTHS

WEAKNESSES

EXTERNAL
OPPORTUNITIES

THREATS

1. Strengths: What are the sources of energy, experience and knowledge for the chapter?
2. Weaknesses: What are areas that need some attention and shoring up?
3. Opportunities: What possibilities exist to build a stronger group?
4. Threats: What are possible barriers or stumbling blocks for the chapter to be mindful of?
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TRANSITION SCENARIOS

1. A chapter member in their mid-30s is a VP at a major bank and has made it clear he/she wants to replace the retiring
director. You feel that right now this person is a bit green for the job…but there’s no question you want him/her to be a
chapter leader and eventual chapter director.

2. A past officer is having a hard time letting go and always interferes with the new officer’s decisions

3. The current Treasurer is moving away and no one has expressed an interest in replacing this person.
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TRANSITION PLAN

Officer position:

Who will be taking the position?

Who can help mentor or assist with understanding the job?

What explicit and implicit knowledge does he/she need in order to do the job well?

Who (or what experiences) can provide this knowledge?

Steps to be taken to get that person ready for the position:
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REMEMBER THIS:

What did you pick up in Passing the Torch?
Put it down here.

ALSO REMEMBER:

•
•
•
•

Every officer eventually must step down; help the next person fill your very big shoes
Mentor and train new officers to make transition as smooth as possible
Convey implicit and explicit knowledge when handing over the reins
New ideas and diversity are assets your chapter receives with new officers
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PERSONALITIES;
COMMUNICATION
AND CONFLICT


WHAT SUCCESS LOOKS LIKE…

• There is a free and open flow of ideas, different opinions are respected
and members really listen to one another.
• Everyone is engaged and relationships are nurtured.
• Rides and chapter events become more fun when a greater diversity of
people are involved.
• Officers are skilled at transforming conflict situations into productive
outcomes
• Officers have a comfort zone with the dealer
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LIFE STAGES

Everyone faces certain challenges or crises at a certain age. Here are some of the major life stages that people go
through in adulthood, based on the ideas of Erik Erikson. These stages help us understand what motivates people and
why they act the way they do.

IDENTITY
•
•
•
•
•

Adolescence and into 20s
“Who am I and where am I going?”
Concerned with establishing an identity
Initial: confusion about role in the world, may be “trying on” different identities
Success: achieve a sense of identity, maintain fidelity to pledge and sustain loyalties

INTIMACY
•
•
•
•
•

20s and early 30s
“Am I loved and wanted? Am I capable of loving in return?”
Concerned with achieving emotional intimacy with close friends and partners
Initial: fear of rejection, protective isolation
Success: ability to make long-term commitments through close friendships, partnerships or marriage – and to make
sacrifices and compromises

GENERATION
•
•
•
•
•

30s into 60s
“Will I generate something of real value?”
Concerned with contributing to society in a lasting way and guiding the next generation – not necessarily children
Success: Sense of productivity and accomplishment
Failure: Sense of stagnation or staleness

INTEGRITY
•
•
•
•
•

Late 60s on
“Have I lived a full life?”
Concerned with looking back on life and contemplating accomplishments
Success: contentment and satisfaction
Failure: depression or hopelessness

If you know your members’ motivations based on the stage of life they’re in, it will be easier to figure out where they’re
coming from.
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PERSONALITY TYPES

ACTIONISTS

• T ask-oriented – get to the point and get the job done!
• Hate long meetings and small talk
• Value efficiency and results – and tend not to be too worried if that hurts a few feelings
along the way

FACT FINDERS
• D etail-oriented – do it right and follow the rules
• Great at organizing tasks, creating clear policies and procedures, and making sure they
are followed
• Value quality and improving processes – and tend not to mind if that makes things take a
bit longer

PEACE KEEPERS
• R elationship-oriented – we can all get along and make a great experience
• Great mediators who naturally work out compromises
• Value harmony more than speed or specific policies – and tend to see harmony as
producing the greatest level of quality for the chapter’s events

VISIONARIES
• Vision-oriented – keep the end in mind
• Great at showing how individual tasks contribute to the whole experience and inspiring
the team to get things done
• Value the big vision (and getting everyone invested in making it happen
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THE 3-STEP PROCESS

1
Identify
the
behavior

2
Counter
the
behavior

3
Redirect the
member’s
interests

WHO ARE YOU DEALING WITH?
WHAT ARE THE CHARACTERISTICS OF THE PERSON?
* What is his/her motivation?
* What drives his/her thinking or actions?
* What did you “hear” from him/her?

Setting yourself
up for success is crucial…
and it is never too late. Even if it
is not early in the process, you can go
back and reset the tone, expectations and
understanding of those you work with.
Use this approach when dealing with
individuals one-on-one or as a
group.

SET THE TONE.
* Take command.
* State your positive position.

LISTEN TO IDENTIFY COMMON GROUND.
* Listening is your greatest tool.
* Multiple views = SUCCESS!
* Reduce differences; focus on shared goals.
* Repeat shared key points.
* Backtrack (repeat or reference) key points.
* Restate the key points; focus your comments on those you mutually agree on.

MIRROR THE MEMBER.
* “Mind your manner” – use the same voice tone and level of gestures (do not mimic).
* Body language – use open, positive gestures.
* Create comfort zones.
OPEN A NEW OPPORTUNITY TO PARTICIPATE TO MEET
MEMBERS’ NEEDS. TURN ATTENTION TO SHARED GOALS.
* “Let us work through this together and see if we can make the chapter better and the job
easier, more successful.”
* Divergent approaches, common goals. Find common ground to lessen differences and put
each other at ease. Show that you are listening and considering that person’s points. That
is all that most people want.
ASSIGN RESPONSIBILITY AND ACCOUNTABILITY.
* “I will be counting on you to
, okay?” (Get a commitment.)
* Set expectations.
* Make assignments, attach accountability.
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UNIVERSAL STRATEGIES

USE A POSITIVE APPROACH.

Point of view: “The way I see it ...”
“This may be a detour from our objectives tonight ...”
Plurals: “we” and “us,” rather than “I” and “you.”

KEEP IT NON-CONFRONTATIONAL.
If someone is difficult to work with, talk to him/her privately.
Be specific about problem behaviors.
Use non-confrontational words like “Perhaps ...”, “Maybe ...” and “Possibly ...”
Explain why the behavior is perceived to be negative.
Show him/her a path to positive outcomes, how he/she can change or improve.

EXPLAIN HOW NEGATIVE APPROACHES DEFEAT THEIR GOOD INTENTIONS.
If you focus on just the negative, the chapter may never move on to having fun events. Getting caught up in what
could go wrong in an event so much that you are not sure it is worth doing defeats the goal of having events,
riding and having fun.

TAILOR ASSIGNMENTS TO THEIR STRENGTHS;
DEPLOY THEIR TALENTS FOR EVERYONE’S BENEFIT.
For example, use someone’s keen sense of the negative to help you plan strategically: plan for good things to
happen, identify potential problems and plan ways to avoid them.
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TIPS AND TECHNIQUES
PERSONALITY

BEHAVIOR

WHAT TO DO

Dwells on History
and Past Events

Tends to want to talk
about what happened in
the past even though it
has nothing to do with the
subject being discussed.

Do not embarrass him/her.

Takes up a considerable
amount of time trying to
relate past history with
the current topic.
Negative

When he/she pauses, bring him/her back to the subject
at hand.
Ask the group for ideas about the subject being
discussed and divert the attention from this person.
Remind him/her of the limited time to work through
this issue.

Shoots down every
suggestion on the table.

The group can be your biggest asset here. Let them deal
with his/her negative attitude.

Causes great panic over
every little issue.

Ask him/her to come up with alternatives if he/ she doesn’t
like any that have been suggested. Then let the group deal
with his/her suggestions.

Expresses the belief
that the group has no
possibility of
succeeding.

Talk to him/her at break or after the meeting to work
out issues.
Don’t box this person in. (“You don’t think we can do it?
Well, just watch me ...”) This builds resistance, maybe even
sparks sabotage.
Leave him/her an opening to change position.
Use him/her as a “smoke detector” to identify potential
tripping points in the plan.
Assign this person responsibility for success.

Holds Side
Conversations

Distracts others
by holding
side conversations.

Stand behind him/her when you are leading the meeting.
(Do not be obvious.)
Call on him/her with questions.
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TIPS AND TECHNIQUES (2/3)
PERSONALITY

BEHAVIOR

WHAT TO DO

Gets Side-Tracked

Rambles on about a
subject that is peripheral
to the topic

Redirect his/her conversation to the topic being discussed.

Aggressive personality …
disruptive.

Do not lose your cool. Try to keep the members of the group
calm, too.

May usually be easy
to get along with but
has poor problem
solving skills.

Try to find something positive in his/her comments.
Note the points on which you agree. Encourage the group to
do the same.

Argumentative

Ask if he/she has a question about the topic
being discussed.

Quickly move to the next topic.
Get the group involved. Open some of his/her comments up
for discussion; then rely on the group to keep things in line.
Talk things over outside the group. You may find the real
reason for his/her aggressive behavior.
Too Helpful

Has the best of intentions.
Keeps others from
participating fully.

Question others in the group directly. Give him/her less
opportunity to “volunteer.”
Show appreciation … then suggest ways to get
others involved.
Ask him/her to help wrap things up.
Recap important decisions.
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TIPS AND TECHNIQUES (3/3)
PERSONALITY

BEHAVIOR

WHAT TO DO

Clashing
Personalities

Two or more members
antagonize one another.

Point out areas of common agreement.
Look for ways to downplay disagreements.

Can lead to divisions
within the group.

Keep returning the focus to the topic at hand.
Ask direct questions relating only to the topic.
Rely on a “voice of reason” from within the group.
When necessary, ask that personal disputes be “checked at
the door” for the good of the group.
Remind the group that we are here to ride and have fun.

Whiners

Always complain about
things. Try to avoid
personal responsibility.

Do not agree; take command.
Accept input; expect solutions.
Set reasonable goals; make them accountable.

Know-It-Alls

Always have the answer.

Be prepared – know your stuff.

No matter who has a
suggestion, they have a
better idea.

Repeat back to them what you think they’ve been trying
to say – they want to know that you are listening to their
great advice.

They have been there and
done it ALL.
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YOUR INTERESTING PERSON

As a chapter leader you will frequently find yourself working with “interesting” people. They will challenge your ability
to help them contribute to the chapter. This worksheet can help you analyze the situation and find ways to reduce
your own level of stress and help the other person make a contribution.
1. What personality type is the other person?
Actionist
F act Finder
P eace Keeper
V isionary
2. Why do you think this person joined the chapter, besides a desire to ride?
S ocial reasons
P ersonal growth reasons
Accomplishment reasons
E njoyment reasons

3. What is the other person doing that is particularly challenging? Describe the behavior.

4. What could you say to the person to counter the behavior?

5. How could you redirect the member into being more productive?
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SOURCES OF CONFLICT

PERSONALITIES

INFORMATION
We all make decisions based on the

perceptions and expectations. These

interpretations of the same information can

People working for the same goal can have

RESOURCES
PLAN

A

PLAN

Competing for limited resources such as
money, time and volunteers is a common

B
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CONFLICT STYLES
AVOID

•   Ignore conflict rather than resolve it
•   Can be useful if the conflict is unimportant
•   Satisfies your needs by avoiding or postponing confrontation
•   The result is often that no one’s needs are met and the conflict remains
unresolved, continuing to cause problems in the future

GIVE IN

•   Let others have their way
•   Good approach if the other person is right, or if the issue is less important than
the relationship
•   Meets others’ needs at your expense
•   Can breed resentment and anger, leading to more conflict

COMPROMISE

DOMINATE

COLLABORATE

•   Both sides give and take
•   Emphasizes harmony
•   Can meet part of everyone’s needs
•   Sometimes the compromise’s solution doesn’t work well for anyone
•   My way or no way
•   Appropriate where there is little room for discussion
– H.O.G.® organization or dealer policy violations
– Emergency situations
•   Meets your needs at the expense of others
•   Frequent use may breed anger and resentment leading to more conflict
•   Search for a solution that meets everyone’s needs
•   All invest in creating the best solution
•   Energizing, fun
•   Requires skill to facilitate
•   Can be time consuming
•   Best approach when the issue is really important
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THE ROAD TO PRODUCTIVE CONFLICT

1. IDENTIFY

Clarify the issue
• Be sure everyone is clear what issue is causing the conflict
• State the issue as you see it and ask if everyone agrees that this is the issue

2. RESPOND
Choose how you will respond
• What is appropriate for this conflict?
• Whose needs will be met?
• How will you handle emotional fallout (if any)?
Choose a solution to the problem

3. RESOLVE
Implement your solution
Plan for emotional/interpersonal fallout
• How will resentment be dealt with?
• Do you need to let off steam? Do others?
Track how things are going
• Is everyone abiding by what was agreed?
• Is the solution still working?
• Adjust solution as
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STEPS TO COLLABORATION
R ES

Get

a g re

OLVE

eme

nt

if all will agree to
3 •   tryAsktheparticipants
selected approach
•   If helpful, choose a date to review
progress and see if the issue
is resolved

RESOLV
E

Generat
e/eva
alternat luate
ives

RESPOND
Create a positive view
of the future

2

1

•   Use brainstorming techniques to generate ideas
for reaching the vision
•   Evaluate the alternatives and pick the best one

•   Describe a possible future where the conflict issue has
turned into an advantage; a positive change for the chapter
•   Ask those involved in the conflict if they would be willing to
help work towards that vision
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CONFLICT RESPONSE STYLE SURVEY

Directions: Read each statement. On the score card, write the number that most accurately reflects how often the
statement describes your response to conflict situations that arise in your chapter. When you have finished the survey,
total each column on the score card.
1.

When conflict occurs, I just want to get away.
Almost Never
Rarely
Sometimes
		
1		
2
3

Often
4

Almost Always
5

Often
4

Almost Always
5

Each party in the conflict should give a little to reach resolution.
Almost Never
Rarely
Sometimes
Often
		
1		
2
3
4

Almost Always
5

2.

I sacrifice my point of view if the other person feels strongly.
Almost Never
Rarely
Sometimes
		
1		
2
3
3.

4.

It is important to prove my point.
Almost Never
Rarely
		
1		
2

Sometimes
3

Often
4

Almost Always
5

Conflict can be a good way to come up with energy and new ideas.
Almost Never
Rarely
Sometimes
Often
		
1		
2
3
4

Almost Always
5

5.

6.

I try to let other people resolve conflicts.
Almost Never
Rarely
Sometimes
		
1		
2
3

Often
4

Almost Always
5

I would rather make peace than get involved in a heated discussion.
Almost Never
Rarely
Sometimes
Often
		
1		
2
3
4

Almost Always
5

7.

8.

Meeting in the middle is a good way to resolve a conflict.
Almost Never
Rarely
Sometimes
		
1		
2
3
It’s important to me to win in a conflict situation.
Almost Never
Rarely
Sometimes
		
1		
2
3

Often
4

Almost Always
5

Often
4

Almost Always
5

9.

10. I try to look at conflicts with others as an opportunity for understanding and growth.
Almost Never
Rarely
Sometimes
Often
		
1		
2
3
4

Almost Always
5

11. I would rather focus on areas of agreement rather than argue.
Almost Never
Rarely
Sometimes
Often
		
1		
2
3
4

Almost Always
5

12. I believe that good relationships are more important than being right or wrong.
Almost Never
Rarely
Sometimes
Often
		
1		
2
3
4

Almost Always
5

13. I work for a solution that lets each side win a little and lose a little.
Almost Never
Rarely
Sometimes
Often
		
1		
2
3
4

Almost Always
5
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CONFLICT RESPONSE STYLE SURVEY (2/2)

14. If I know I’m right, there isn’t much point in continuing to discuss it.
Almost Never
Rarely
Sometimes
Often
		
1		
2
3
4

Almost Always
5

15. In a conflict, I try to meet my needs and the other person’s needs, too.
Almost Never
Rarely
Sometimes
Often
		
1		
2
3
4

Almost Always
5

16. I try to postpone getting involved in a conflict until I’ve had time to think things through carefully.
Almost Never
Rarely
Sometimes
Often
Almost Always
		
1		
2
3
4
5
17.	I reach agreements as quickly as possible so there isn’t any need for an argument.
Almost Never
Rarely
Sometimes
Often
Almost Always
		
1		
2
3
4
5
18.	Having both sides feel like they have won isn’t realistic. I’ve found a good solution when both sides feel like
it’s a draw.
Almost Never
Rarely
Sometimes
Often
Almost Always
		
1		
2
3
4
5
19. Making my point is more important than being accepted or liked.
Almost Never
Rarely
Sometimes
Often
		
1		
2
3
4

Almost Always
5

20. I listen carefully to others’ opinions when resolving conflicts.
Almost Never
Rarely
Sometimes
		
1		
2
3

Almost Always
5

Often
4

CONFLICT RESPONSE STYLE SURVEY SCORE CARD
A

B

C

D

E

1 ______

2 ______

3 ______

4 ______

5 ______

6 ______

7 ______

8 ______

9 ______

10 ______

11 ______

12 ______

13 ______

14 ______

15 ______

16 ______

17 ______

18 ______

19 ______

20 ______

TOTAL

TOTAL

TOTAL

TOTAL

TOTAL
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PLANNING
THE YEAR

WHAT SUCCESS LOOKS LIKE…
• T he chapter and dealer have a annual meeting that includes aligning the chapter’s plan
and dealer’s activities for the coming year
• Details are taken care of far in advance of a chapter meeting or activity
• Memorable event experiences are created for members
• Creative thinking techniques are used to help spark new ideas and original solutions
to common event challenges
• There is a wide mix of activities
• Events are promoted effectively and attract all types of members
• Members have opportunities to ride and have fun
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ANNUAL PLAN CHECKLIST
U pdate Chapter Officers with H.O.G.® as applicable by December 31
S chedule and hold annual meeting with dealer
Who:
When:
Where:
What:
C reate a calendar of events
D raft a budget
Notes:

ANNUAL DEALER MEETING
BE SURE TO:
C larify chapter goals and objectives
Affirm a chapter development and membership
retention plan
D etermine an activity schedule for the year

ASK YOUR DEALER:

From
your perspective, how have things been
going with the chapter?
W
 hat can we do better in the coming year?

E stablish an annual budget

 can we work together more closely in the
How
coming year?

R eview insurance, releases
and other requirements


What
do you see as the two most important
things for the chapter to do this year?

P lan for officer training
– H.O.G. Officer Training selection
– Succession planning
D evelop the communication plan

Develop
a plan for integrating new members into
the chapter
T hank the dealer
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ANNUAL DEALER MEETING CHECKLIST

PERSONS IN ATTENDANCE

S ponsoring dealer and/or other dealership representatives responsible for H.O.G.® chapter operations
P rimary chapter officers
C hapter Manager
O ther persons, at the discretion of the sponsoring dealer
– Discretionary chapter officers
– Lawyer
– Accountant/bookkeeper

CLARIFY AND REAFFIRM CHAPTER GOALS AND EXPECTATIONS
O btain consensus regarding the sponsoring dealer’s goals, expectations and requirements
R eaffirm the ride and have fun (R & F) factor
Review

and assess chapter finances and financial operations
Funds on hand
Payment history
Cash controls
Adherence to budget
Adopt any necessary changes to finances and financial operations
Cash controls
Collections
Cash reserves
Adopt or affirm a membership retention/development plan
E stablish and/or adopt an activity schedule (or adopt guidelines regarding activities) for the coming year
E stablish and/or adopt a budget and budget guidelines for the coming year
R eview insurance, release and reporting requirements
Arrange for circulation and review of the Chapter Handbook and training videos by primary and discretionary
chapter officers
Complete

and adopt required legal documents (annual corporate reports, etc.)
Complete

and adopt minutes of the meeting and file in the minute book
T hank your sponsoring dealer!
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114
12. Holiday Party

11. Poker Run

10. Dance

9. Seminar

8. Picnic

7. Party

6. Charity Event

5. Overnight Ride

4. Day Ride

3. Short Ride

2. Officer Meeting

1. Chapter Meeting

EVENT TYPES

RIDER TYPES
a. Weekend riders
b. Large group riders
c. Small group riders
d. Once a month riders
e. Fair weather riders
f. Ride to eat
g. Ride for adventure
h. Ride for travel
i. 5-star hotel
j. 1-star hotel
k. Campers
l. 2nd shift riders
m. Long-haul riders
n. Around town riders
o. ____________
p. ____________
q. ____________
r. ____________
s. ____________
t. ____________

RIDER TYPE INTERESTS
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25. Web Site

24. Newsletter

23. Officer Transition

22. Financial Reporting

21. Member Drive

20.

19.

18.

17.

16.

15.

14. New Member Ride

13. New Member
Reception

EVENT TYPES

RIDER TYPES
a. Weekend riders
b. Large group riders
c. Small group riders
d. Once a month riders
e. Fair weather riders
f. Ride to eat
g. Ride for adventure
h. Ride for travel
i. 5-star hotel
j. 1-star hotel
k. Campers
l. 2nd shift riders
m. Long-haul riders
n. Around town riders
o. ____________
p. ____________
q. ____________
r. ____________
s. ____________
t. ____________

RIDER TYPE INTERESTS (2/2)

THE BRAINSTORMING PROCESS

Groups can be powerful sources for new ideas. Group members suggest ideas, which in turn stimulate new ideas from
others. This approach encourages all ideas and does not judge or evaluate.
Create the
brainstorming
group

Groups of 6-12 people are best. Smaller groups place too much
pressure on individuals to generate ideas. Larger groups are too
hard to manage.

Define the
Try to have a specific focus. It’s easier to brainstorm about
problem clearly specific questions, like “What are ways we can improve the
pre-ride meeting to make the ride more fun?” or “What rider
needs are we not meeting with the observation run?” than about
a broad question like “What are some ways we can improve the
experience?
Generate ideas Have members of the group suggest ideas. Go for quantity, not
quality. The aim of the brainstorming session is to generate as
many ideas as possible. After many ideas are produced at the
brainstorming session, they can be researched, thought through
further and narrowed for quality.
Limit the
time for the
brainstorming
session

Optimal brainstorming sessions last 60 minutes. They can
extend to 90 minutes, but research shows that the focus
of participants deteriorates rapidly after that point. Minisessions that run 15-30 minutes with a handful of people can
be successful in generating rapid ideas. This works best with
groups that trust and support one another’s ideas.

Encourage
crazy
ideas

It’s much easier to make a “crazy” idea sane than it is to start
with reasonable ideas and come up with something truly
creative. In brainstorming, the “crazier” the idea, the better.
Shout out bizarre and unworkable ideas to see what they
stimulate. Exaggerate them to the extreme. No idea is too
ridiculous or far-fetched. By doing this, you will help open up the
group to new, unexpected ideas – ideas they never could have
reached by being “reasonable.”
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THE BRAINSTORMING PROCESS (2/2)
STOP

Postpone
judgment on
the ideas

This is VERY IMPORTANT! Even one judgmental comment can
stop the flow of new ideas. If participants make judgmental
comments, gently remind them of this rule.
Don’t pass judgment on ideas until after the brainstorming
session has ended. Do not suggest that an idea won’t work
or that it has negative side effects. Brainstormed ideas are
important for the other ideas they inspire even more than for
their content. Even the ideas that seem foolish are vital to the
process and result.
Avoid evaluating ideas in any way. It will derail the focus of your
brainstorming session: creating new ideas! You will get to
evaluate the ideas later.

Record ideas
quickly

Taking time to write everything down about a particular idea can
slow the process and block the flow of ideas.
Have members of the group write ideas on colored sticky notes
to post on the walls, windows or any surface in the room that
participants can see. Have large sheets of butcher paper handy
in case ideas need to be mapped or drawn. You may want to
number ideas so that participants can easily refer to and build
upon them.

Build on the
This is the hidden secret to successful brainstorming sessions:
ideas of others build and expand on others’ ideas – use their ideas as inspiration
for your own. Combine ideas to explore new possibilities. By
using others’ ideas, you communicate value and appreciation for
each idea, which encourages even more ideas.
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BRAINSTORMING TECHNIQUES

RANDOM WORD

Mental patterns can limit creativity. One great way to break free is to create new patterns of thought – to see
connections to things that didn’t seem possible before.
The random word brainstorming technique uses a seemingly unrelated idea or word and its associations to help
you break out of your established thought patterns. The biggest obstacle to this technique is deciding in advance
that it won’t work. You should resist the temptation to reject random words just because you don’t see how they fit
the situation.
STEP 1: Clarify and define your topic. For example, select an event area from this list:
• Pre-event
• Post-event
• Activities
• Registration
• Open / close
• Food
STEP 2: Create a random word with your partner or choose one from the list. Write it below.
Word:

Word:

Word:

Word:

STEP 3: Next to your word above write down your mental associations with it. For example:
• What do you know about it?
• What are its characteristics?
• What comes to mind when you think of the word?
• How does it behave?
• Why does it behave like that?
• What can it do?
• How does it do that?
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BRAINSTORMING TECHNIQUES (2/7)

RANDOM WORD LIST
Adult
Album
Backpack
Bathtub
Boss
Brake
Car race
Chest
Circus
Compact disc
Cylinder
Drum
Elephant
Feather
Flower
Gloves
Headlight
Ice cream
Knife
Man
Milk
Muffler
Oil filter
Pendulum
Poker run
Radar
Ring
Saddle
Sex
Skeleton
Speedometer
Spotlight
Sunglasses
Teeth
Toilet
Trike
V-Twin
Wheelchair

Air
Alphabet
Balloon
Bed
Bottle
Bridge
Carpet
Child
Clock
Compass
Dealership
Dung
Eraser
Festival
Foot
Goggles
Helmet
Insect
Leather jacket
Map
Milkshake
Nail
Paintbrush
Pepper
Post office
Rainbow
Road trip
Salt
Ship
Slipknot
Sphere
Square
Surveyor
Telescope
Tongue
Tunnel
Vulture
Window

Air filter
Apple
Banana
Bee
Bowl
Butterfly
Carrot
Chisel
Clutch
Computer
Diamond
Ears
Explosive
Film
Fork
Grapes
Highway
Jet fighter
Leg
Maze
Mist
Navy
Pants
Perfume
Potato
Record
Rock
Sandpaper
Shoes
Snail
Spice
Staircase
Swimming pool
Television
Torch
Typewriter
Water
Woman

Aircraft carrier
Arm
Bank
Bible
Box
Button
Cave
Chocolates
Coffee
Crystal
Dress
Earth
Eyes
Finger
Freeway
Guitar
Horse
Journey
Library
Meat
Money
New rider
Parachute
Pillow
Printer
Restaurant
Roof
Sandwich
Shop
Software
Spiral
Star
Sword
Tennis racquet
Torpedo
Umbrella
Weapon
Worm
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Airplane
Army
Barbecue
Bird
Boy
Cappuccino
Chair
Church
Coffee shop
Cup
Drill
Egg
Fairing
Fire
Fruit
Hammer
Hose
Kaleidoscope
Liquid
Meteor
Monster
Ocean
Passport
Plane
Prison
Ride leader
Room
Satellite
Shower
Solid
Spoke
Stomach
Table
Thermometer
Train
Vacuum
Web
X-ray

Airport
Baby
Bathroom
Boots
Brain
Car
Chess board
Circle
Comet
Cycle
Drink
Electricity
Fan
Floorboard
Fungus
Hat
Ice
Kitchen
Magnet
Microscope
Mosquito
Oil
Pebble
Planet
Pyramid
Rifle
Rope
School
Signature
Space shuttle
Sports car
Sun
Tailpipe
Tire
Triangle
Volcano
Werewolf
Zombie

BRAINSTORMING TECHNIQUES (3/7)

THRIL

THRIL stands for “three-fold repetition of initial letter.” That means that you will try to write sentences using three
words that start with the same letter as you brainstorm about your topic.
Some examples include:
• Ask acrobats for advantageous pricing.
• Buttered bike bash – who can stay on?
• Collaborate with carvers to create unique signage.
Once you’ve spent some time writing sentences, look at your results and see what other ideas they might inspire. How
might you adapt them to make your topic more fun and unique in other ways?

NO CONNECTION, NEW CONNECTION
The “no connection, new connection” technique uses objects and free association to help generate new ideas. This
approach often works well for people who prefer a hands-on approach as opposed to a verbal approach.

CLARIFY
TOPIC

CLARIFY
TOPIC

CREATE 10
IDEAS

Once you have clarified the topic you want to work on, select two or three objects (or photos
of objects) that, at first glance, have nothing to do with what you are considering. The objects
can be anything you have around the house or office – a glass, a child’s toy, a book, a watering
can, a stapler – anything can work.
Place the objects on a table. Look at the objects and see everything you can about each one,
or each in relation to the others. Look at color, shape and texture. Think about the qualities
and the function of the object. Write down each of your observations.
As you think about the objects, see what ideas come to you about your problem. Write each
idea down.
Try to get at least 10 ideas. That may seem difficult at first, but keep at it. This will force your
brain to move away from established patterns into new ones.
The ideas don’t have to be realistic or doable. In fact, crazy ideas are often very helpful. Just
keep writing the ideas down and get back to thinking about the objects.
When you have at least 10 ideas and you feel that you have gotten everything you can, start to
evaluate your ideas and see what might be helpful.
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BRAINSTORMING TECHNIQUES (4/7)

FREE ASSOCIATIONS

Imagine the event and write down at least five words that pop into your mind. Where do these words lead you?
How can they improve your event?

ST WATER
A
F
K
A
E
BR
HT ENGINE
G
I
L
SUN

TIRES

CREATE 8
Working around the table, have each person list one idea to improving your area of the event. Keep going around the
table as long as people have ideas.
Ideas don’t have to be realistic or doable. Crazy ideas might spark some great ones.
Once you have 8 (or more), evaluate those ideas to see what you can add to your event.

NEW RIDER
Imagine you are a new rider attending an event for the first time. Write down what you would want/expect to see. Apply
those areas to your event.

IES
T
T
O
P
TA
R
O
P
F
O
PLENTY
LOCAL RIDER
M EET-U P
F R EE C O FFEE
MES
A
G
Y
L
D
N
E
I
R
F
D
KI
C
I
S
U
M
E
AWESOM
P R O F E SSI O N A
L STUNT SHO
W
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BRAINSTORMING TECHNIQUES (5/7)

GRAPHICAL INSPIRATION

For a period of time, try to put your ideas on paper ONLY IN IMAGES – draw, sketch, doodle, chart and visualize.
This will help you open up the creative right side of your brain to create ideas. Respond to others’ quick sketches with
your own. Cover parts of drawings, or try to combine them. Have a large goal for the number of ideas to encourage
the group to keep going and to respond with their quickest creative impulses. Consider using some of them for the
techniques below.

	DOODLE for a few minutes. Once you’re finished, think about
what the image looks like. What ideas does this give you about
your question?
	Make a MIND MAP. Start with your central idea at the center of
a piece of paper. Add ideas, characteristics and whatever comes
to mind around this idea, connected by lines. Freely associate
ideas. Record your ideas through words or images. Incorporate
key words and symbols. Do this as quickly as possible. Use lines,
arrows and colors to demonstrate relationships. Don’t judge
what you’re recording; just put material down as quickly as you
can – draw blank lines if you must. Once you’ve done this, look for
the ideas that seem the most interesting or unusual. How can
you make your topic reflect these ideas more? How might it help
if your topic did reflect these ideas more?
FISHBONE DIAGRAMS can be useful for determining specific
causes of problems to be solved. Start with an arrow
horizontally drawn across a sheet of paper – this is the “spine” of
the fishbone diagram. Write the broad problem along the arrow.
Next, draw diagonal arrows into the spine (as “ribs”) and label
them with every area that could possibly cause the problem.
If you can pinpoint possible causes for these problems, write
them on diagonal arrows pointing into the broader cause. Once
you’ve done this, discuss each cause, from simplest to most
complicated. Which causes give the best explanation? Redraw
the diagram to put the most important causes at the “head” of
the diagram, and focus your efforts on changing these.
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BRAINSTORMING TECHNIQUES (6/7)

ASK

• C ome up with a few ways of asking your question or describing your topic. Type them into a search engine and see
what comes up. How have others talked about this topic (even outside the H.O.G.® organization)? How have others
solved your problem? What ideas does this give you?
• Pick someone you respect. What would they do/say in response to this issue? What does that inspire you to do?
• Actually ask some people what they would do – new H.O.G. members, old H.O.G. members, your mom, etc.
What ideas do they give you?

FORCED RELATIONSHIP
Creative ideas often come from unexpected places. This technique takes an unrelated experience and relates it to the
problem being resolved in order to develop unexpected solutions.
• Think about something you like to do in your spare time (other than riding, if possible). Spend some time describing
the characteristics of this activity and your mental associations with it.
Record all of these.
• Then, look for similarities between the activity and the problem you are considering. Write down all the similarities
you can. What ideas for solutions do these similarities give you?
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BRAINSTORMING TECHNIQUES (7/7)

FIVE FOR FIVE

Imagine experiencing a perfect, exciting, inspiring event through your five senses.
Write down at least five words that pop into your mind for each sense: what you feel, taste, smell, hear, and see.
You should have at least 25 words when you’re done.
Select an area of the event from the list.
• Pre-event
• Post-event
• Activities
• Registration
• Open/close
• Food
Apply these words about what you would want to experience to bring more WOW! and excitement to that area
of the event.

PLAYING OPPOSITES
Thinking in an alternate direction can often suggest creative solutions to a problem. This approach generates ideas by
reversing the problem to generate ideas.
• What are the negatives or problems you’re facing with this issue? After you’ve listed some, consider how you can turn
them into positives.
• What are your biases and assumptions about what will work? What if the exact opposite were true – what would
change? What ideas does that give you?
• Try answering the question “How can we really shoot ourselves in the foot with this?” Once you have a good list of
ideas, devise ways to do the opposite and avoid the pitfalls.
• Imagine someone you hate, can’t stand, really don’t respect. What would they suggest? What opposite ideas might
this give you?
• Take a look at the list of ideas you already have. What if you did the opposite thing? What ideas does that give you?

124

EVALUATING IDEAS

NOMINAL GROUP PROCESS

The nominal group process gathers individuals’ ideas, shares them with the group in a non-threatening way, and helps
the group to reach a decision. It may be useful for a group with diverse points of view. When this process is used well, it
ensures through dialogue that the final decision is acceptable to everyone in the group.
You need:
• A group of people (12 people or fewer – break into smaller groups if needed)
• A table around which to sit
• Paper for everyone in the group to write ideas on (notecards work well)
• Writing utensils for everyone
• A flip chart, marker board or other writing surface that everyone can see – and a big marker
• A specific question to answer (for example, “What can we do to make pre-registration more fun?”)

Choose someone to record ideas for the group and someone else to facilitate the process.
Start by having everyone sit around the table silently, writing down ideas for a period of time.
Then, go around the room, having each person share an idea. As each person shares, the recorder writes the idea on
the flip chart/marker board without rewording it.
The goal is to list all ideas so everyone can hear and see them, NOT to discuss them at this time. Others may only
ask clarifying questions. Continue around the room listing ideas until all ideas have been recorded. Numbering ideas
may be helpful. Then, the facilitator asks if anyone has questions about any of the ideas or wishes to offer explanations
or interpretations.
After this, the group is free to discuss and compare all ideas. The facilitator should work to keep the group on track
(discussing the question at hand), keep the discussion on friendly terms, and make sure everyone participates. The
facilitator must remain neutral; if s/he wants to discuss the ideas, perhaps another group member can take over as
facilitator for a while.
After discussing all ideas and making sure that everyone understands all alternatives, the group needs to choose three
to five top-priority ideas to pursue. The group can choose its own method for picking these ideas. Here are
some examples:
The facilitator asks each person to take a few minutes and write down the ideas that seem especially important to him/
her. (Individuals will vary in how many ideas they list, from a few to all ideas.) Look at which ideas have the most votes.
Group participants rate each idea on a scale from zero (no priority) to 10 (of primary importance), where each person
may have as many 10 ratings as s/he wishes. The facilitator collects these ratings and adds them together to create a
group rating.
Each group participant receives five small dot stickers, which they may use to mark ideas. They may mark one idea, five
different ideas or something in between. Each dot counts as a vote.
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EVALUATING IDEAS (2/5)

DEVELOP CRITERIA AND RATE

It can be much easier to come up with ideas than to figure out which to pursue. This is one of the easiest methods for
evaluating ideas.
First, as a group, select some criteria on which you will rate your ideas. (For example, “How easy would this be
to implement?”)
• How do you know if you’ve chosen good criteria?
• They measure how well your ideas solve the problem you started out with.
• They measure the characteristics that are most important to your group.
• They are “how much” questions, not yes-or-no questions. For instance, “Can this be done inexpensively?”
is a yes-or-no question; “How inexpensively can this be done?” is a much better criterion.
• Questions are asked such that the desired outcome scores highest.
• Each criterion is a single item. For example, “How unique and fun will it make the experience?” is really two criteria.
• They are stated clearly, so that everyone knows what is being asked.
• There is a reasonable number of them. (Five is reasonable; twenty probably isn’t.)
• Your group is in agreement that these are good criteria to use to evaluate the ideas.
Once you have your criteria, it is time to rate ideas. Have everyone in your idea-generation group rate every idea on the
agreed-upon criteria. Use a scale from one to five. For example, if your criterion is “How inexpensively can this be done?”,
a score of one means implementing the idea would be very expensive, while a score of five means the idea would be
incredibly cheap to implement.
The ideas that get the highest scores are likely also the best choices for you to pursue – they likely are the best match
for your officer group’s values and situation.
In the future, you can try setting up your criteria before you generate ideas as a way of getting people thinking together
about your goals in generating ideas.
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EVALUATING IDEAS (3/5)

THE STOPLIGHT METHOD

To evaluate your ideas, use the colors of a stoplight. If you like, you can use red, yellow and green sticker dots to rate the
ideas and see which will be easiest to implement.
Look back over those crazy red ideas one more time and see what made each appealing in the first place. Is there any
aspect of the idea that you can use? You will be surprised at the nuggets you can find in the “trash” pile!
Finally, sort through the green and yellow ideas to see which might be best.

RED
You like it, but it
can’t be done

Interesting, but
has some issues

Easy to implement, well
worth exploring further
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EVALUATING IDEAS (4/5)

COLLECTIVE IDEA AIRING

Everyone has good ideas. This approach gives you a chance to suggest one of yours and then have everyone else in the
group build on your original idea.
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EVALUATING IDEAS (5/5)

PLUS MINUS INTERESTING

This method, developed by Edward de Bono, uses a point system to evaluate ideas. Make a chart for each idea, with one
column each for plus, minus and interesting.

IDEA: Equip volunteers with stilts
In this column, write
down all the positive
aspects of the idea
and assign points.

In this column, do the
same with the idea’s
negative aspects.

Use this column to write down
the things that might occur
if the idea were carried out
and assign points.

+

-

INTERESTING

Increased injury risk.

Riders may be amused at the
sight of volunteers on stilts.

Would make locating
volunteers easier.

EXAMPLE
+2

-4

+1

Once you’ve looked through all your ideas, total the points. Negative scores indicate ideas that, in present form, are
probably not workable. Aspects of them may be salvageable, though. The more positive the score is, the more likely that
the idea is a good one to pursue.

QUESTION BRAINSTORMING
The goal of this kind of brainstorming is not to generate ideas but to generate every possible (meaningful) question
about an idea – in order to help you evaluate the idea.
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HELPING WITH FUTURE EVENTS

As you reach the end of your ride, consider doing a brainstorming session as a way of debriefing and sharing the wealth
of knowledge you’ve developed. Here are some broad questions that you can adjust to focus on different areas of the
ride or the event planning process:
• What problems came up that need creative solutions?

• What do you wish you could have done?

• What would you have liked to do differently?

• What worked well?

• What didn’t work as well?

• What did riders like most?

• What were riders less impressed with?

• What have you learned that might be useful to others doing the same thing later?

The ideas you come up with can be saved for future ride planners, helping your chapter to grow in creativity and avoid
past problems.
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PUTTING THE STEPS TO WORK

PLAN
PROMOTE
INVESTIGATE

ITEMIZE
EXECUTE
EVALUATE
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EVENT PLANNING CHECKLIST
PLAN

STEP/TASK
Set the date, time
and location

COMMENTS
I f not done as part of the annual calendar, set at your first event-planning
meeting. Look for conflicts with other events or holidays.

Get sponsoring
dealer approval
Establish event
scope

How long? How many people? Will this be an open or closed event?
What will you do?

Develop a budget

How much will the event cost? How much of the event will be funded by
registration fees? Can you negotiate multi-event deals (for the location,
catering, entertainment, etc.) or book early to get a better rate? Have you
considered sponsorship?

Establish timelinex

What needs to be done to make the event successful? When? What can be
done at the same time? What steps are dependent on others?

Acquire insurance,
if necessary

Be sure to apply for insurance coverage at least 6 weeks prior to the event
(if not pre-approved in the Chapter Handbook).

Identify resources

What equipment and materials will you need (portable toilets, clipboards,
signs, prizes, giveaway items, etc.)? When do you need to order them?
What volunteer positions do you need to fill? What training will they need?
How will you thank the volunteers?

Define event
schedule

What activities will take place at your event? When will each of them happen?
What support materials do you need for each activity?
How will you open and close the event on a good note? How will you
pass on the legacy?

Develop your
registration plan

Will you need to register riders? Will you pre-register? Will you take on-site
registrations? What support materials are needed? How many volunteers
will you need to register the number of people you expect? What is the
registration fee? Will you have a registration packet? If so, what will be in it
and when will it be distributed?

Develop
registration flow

How will people move through the registration area? Where are the potential
bottlenecks?

Develop your
contingency plan

What is your event backup plan? If you need to cancel, who makes the
cancellation decision? How will you notify riders?

Develop
your internal
communication
plan

How will your event team communicate with one another? How often? Do you
want to set up a phone tree? What’s the “official” means of communication?
How will meeting details be communicated? How will you communicate
progress to the chapter and sponsoring dealer (if needed)?
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EVENT PLANNING CHECKLIST (2/3)
PROMOTE

INVESTIGATE

STEP/TASK

COMMENTS

Target messages

With whom do you need to communicate? New members?
Current members? Do you need to vary the message for different
audiences? Do you need to use different communication channels for
different audiences?

Emphasize action

What will you do to inform and motivate your audience? Remember – your
goal is to create action!

Multiple
communication
channels and messages

What messages will you send and when will you send them?

STEP/TASK

COMMENTS

Obtain equipment
and supplies

Make sure your event leaders have all the materials they need (forms,
armbands, etc.). Coordinate suppliers.

Ride and evaluate
the route

Do this twice – once to create maps, and again just before the event to
make sure nothing has changed.

Make copies of maps,
releases and any
registration forms

What’s your estimated attendance? Have you made copies of all the
release forms? Do you have enough copies? Do you have a way to make
extras on-site?

Check with the
Department of
Transportation, law
enforcement and
municipal authorities
(if needed)

Ask about planned construction or other events. Let them know about
increased traffic. If you’ll need street closures, temporary parking
permits or parade permits, make sure you start early enough to go
through the process.

Produce registration
packets (if needed)

133

EVENT PLANNING CHECKLIST (3/3)
ITEMIZE

STEP/TASK

COMMENTS

Register people quickly

How many volunteers will you need to do this?

Distribute event
updates

Have you communicated any route changes or schedule changes?

Make it fun!

EXECUTE

EVALUATE

STEP/TASK

COMMENTS

How will volunteers
communicate during
the event?

How will you communicate last-minute changes to volunteers’
assignments or sudden needs? How will you communicate any sudden
route or schedule changes to riders?

What are your
emergency procedures?

Have you assigned roles to cover emergencies like weather problems
or injuries?

Plan to have fun

The event planning team needs to have fun as well!

STEP/TASK

COMMENTS

Get feedback

What went well? What didn’t go well? What should you change
next time? Ask riders, volunteers and the event team. How are you
documenting this information and sharing with the planning team? How
will you share the information with the next group to plan future events?

Volunteers

Thank volunteers and get their feedback.

Kick start

Use this to kick start ideas and planning for the next event!
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EVENT SCHEDULING TOOL

1. Start by creating a master event calendar to refer to throughout the year.
2. For each event, use a fresh copy of the Event Scheduling Tool.
3. Work backwards from the date of the event and schedule the appropriate steps. Be sure to schedule so that you can
communicate with chapter members at monthly meetings.
EVENT:
STEP

DATE

NOTES

PLAN

PROMOTE

INVESTIGATE

ITEMIZE

EXECUTE

EVALUATE
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PORTABLE RESTROOM CALCULATOR

Few things can spoil an otherwise great event like inadequate sanitary facilities!
This chart helps you determine how many portable restrooms you may need at your event. Note that these are minimum
numbers. If you want to prevent queues, you may want to add more units. Also, based on the male/female mix you expect
at your event, you may want to add more. Studies have shown that women take, on average, 40% longer than men to use
restroom facilities.
EVENT DURATION (HOURS)
1

2

3

4

# OF
PARTICIPANTS

5

6

7

8

9

10

UNITS NEEDED

1-50

1

1

1

1

2

2

2

2

2

2

50-100

2

2

2

2

2

3

3

3

3

3

100-250

4

4

4

4

4

4

4

6

6

6

250-500

5

5

5

5

6

6

8

8

8

8

500-1,000

5

5

6

7

7

8

8

8

9

9

2,000

6

10

12

13

14

14

14

15

15

15

3,000

9

14

17

19

20

21

21

21

21

22

4,000

12

19

23

25

28

28

28

30

30

30

5,000

15

23

32

32

34

36

36

36

36

36

6,000

17

28

34

38

40

42

42

42

42

42

7,000

20

32

40

44

46

48

50

50

50

50

8,000

23

38

46

50

54

57

57

57

57

57

10,000

30

46

57

63

66

69

69

72

72

72
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RIDING,
IT’S WHAT WE DO
WHAT SUCCESS LOOKS LIKE…

•
•
•
•
•

Rides are planned carefully and routes are evaluated before the ride
Ride leaders are familiar with the routes and ride plan
Pre-ride meetings are held
Safe riding techniques are ALWAYS used during group rides
Ride leaders are aware of the danger of unsafe situations and have a
plan in place to deal with them
• Feedback is requested after rides
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RIDE LEADER RESPONSIBILITIES

TYPES OF RIDES

• Destination vs. route
• Guided vs. self-guided
• Event vs. parade

NO MATTER WHAT KIND OF RIDE IT IS, DON’T FORGET TO CONSIDER...
•
•
•
•

How will you set up?
How long will it take?
What distance will you cover?
Where will you set up stop areas? Will you use right-side or left-side turns? Where will stops be (restaurant, outside,
gas station)?
• How will you ensure ease of set-up and safety?
• Who will participate? How many people?
• What information are you giving to the riders?
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ROUTE EVALUATION FORM
ROAD CONDITIONS

RATING

construction

_____________

dirt roads

_____________

freshly paved roads

_____________

resurfaced roads

_____________

other:

_____________

other:

_____________

ISSUE RATING KEY

H = HIGH CONCERN

This means that the element
is present and requires riders
to be skilled in dealing with
it. It is recommended that all
riders are briefed on this issue
and those without the proper
skill level should be given
extra instruction and time
to prepare.

TERRAIN ISSUES
mountainous areas

_____________

sharp curves

_____________

blind side roads

_____________

number of lanes

_____________

other:

_____________

other:

_____________

M = MODERATE CONCERN

This means that this element
is present; however, with
adequate preparation, all
members can handle it.

WEATHER CONDITIONS
sun

_____________

rain

_____________

snow

_____________

wind

_____________

other:

_____________

other:

_____________

L = LOW CONCERN

This means that either the
element doesn’t exist or
is easily managed by all
members of the group.

OTHER ISSUES
other:

_____________

other:

_____________

other:

_____________

other:

_____________
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PRE-RIDE MEETING TOPICS
Identify ride leaders. Make sure they will be easy to identify on the ride.
Discuss the ride destination. Include any information riders should have about the destination.
Discuss the route. Mention any hazards or special conditions riders may encounter.
Review staggered formation riding with the group. Not everyone may be familiar with it.
Identify sweep riders.
Be sure everyone understands that although it is a group ride, safety is a personal responsibility and riders must
obey the laws of the road on an individual level, regardless of what the group does.
If it isn’t safe to pass, go through an intersection or make a turn – THEN DON’T.
Keep the meeting short and to the point.
Review the T-CLOCS safety check with all riders.
T – Tires and Wheels
C – Controls
L – Lights
O – Oil
C – Chassis
S – Sidestand
Leave on time.
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GROUP RIDE PLANNING CHECKLIST
Choosing the Route or Destination
W
 hat is your destination?
H ow many participants do you expect?
C an the destination accommodate the number of
bikes you anticipate?
W
 hat time of year will you ride?
Are there any seasonal factors you need
to consider?
W
 hat day of the week will you ride?
Are there any factors you need to consider?
W
 hat time of day will you arrive?
Are there any factors you need to consider?
W
 ill you have an open route or a fixed route?

Planning the Ride
W
 here/when will the ride start?
W
 here/when will the ride end?
W
 here will you stop for gas? Meals?
W
 ill you have any additional local stops? Where?
What needs to be planned for these stops?
W
 hat will your riders need to complete the ride?
For example: maps, entrance tickets to local
destinations, etc.
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GROUP RIDE PLANNING CHECKLIST (2/2)
F or what tasks will you need volunteers?
H ow many volunteers will you need?
W
 hat will the volunteers need?
W
 hen and where will you brief the volunteers?
W
 hat permits do you need?
(Parking? Street closures? Other?)
W
 hich local police departments do you need to
inform about the ride?
H ow many ride leaders/sweep riders will
you need?
H ow will you communicate
(leader to sweeper, group to group)?
H ow will you make adjustments in case of
road construction, weather, riders out of
formation, etc.?
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GROUP RIDING TIPS

➪ Group riding requires an extreme level of awareness and concentration. Clear your mind of distractions and strong
emotions (anger, frustration, etc.).
➪ Know your limits and ride within them; never ride above your abilities.
– Mental
– Physical
– Motorcycle
– Environment
– Experience level
➪ Come to the ride prepared.
– Arrive with a full tank of gas and an empty bladder
– Bring appropriate riding gear for the expected range of conditions
➪ Maintain a constant speed. This helps prevent the “rubber band effect.”
➪ Always ride in a tight but courteous staggered formation or single-file line.
➪	Your eyes should be watching a few bikes up the road from you, not fixed on the bike directly in front of you.
Always look at least 4 seconds ahead.
➪ Riding side by side is very dangerous and may be against the law in some states. The only time bikes are to be side
by side is when the group is stopped at an intersection.
➪ Never come up on the motorcycle in front of or beside you.
➪ In a staggered or single-file formation, do not pass the bike in front of you.
➪ If an exit is missed, stick together as a group, proceed to the next exit, and then return to the correct exit.
➪ When in a curve, the rider on the outside of the curve is required to give room to the rider on the inside of the curve,
in case the inside rider has to use the full width of the lane to safely negotiate the curve.

GROUP RIDE EVALUATION
At the end of your group ride, it may be helpful to ask the riders three basic questions:
1. What went well?
2. What didn’t go well?
3. What should we change next time?

143

GROUP RIDE FUNDAMENTALS

STAGGERED FORMATION RIDING

This is the primary riding formation
(see the image to the right).
Single file is used when directed by the ride leader.
ONE-SECOND RULE
The bike in the lane to your left or right should be at
least one second ahead of you.
TWO-SECOND RULE
Maintain at least two seconds between you and the
rider directly in front of you.

1 SECOND

FOUR-SECOND RULE
Look ahead four seconds at your immediate path of
travel to give yourself more time to react to a hazard.

2 SECONDS

TWELVE-SECOND RULE
Also look ahead at your anticipated path of travel.
Twelve seconds is about one city block.
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GROUP RIDE FUNDAMENTALS (2/3)

CHANGING LANES OR PASSING

4-LANE ROAD
When your group wants to pass slower traffic or change lanes on a
4-lane road such as a freeway or interstate, the group may pass
as a unit. When it is safe and legal, the lead rider should signal the
lane change when he/she has determined that the entire group can
change lanes and pass as a unit. The other riders then follow this
lead and signal one at a time to move into the next lane. Your lead
rider should maintain a merging speed that will allow enough space
for following riders to safely merge.
Since riding in a group doesn’t change your right-of-way, be alert
to the fact that cars entering or exiting the roadway may cut
through your formation if your group is traveling in the far lane. It
may be better to move the group over one lane when everyone has
safely entered the roadway.
In heavier traffic, resist the temptation to close up the formation too
much. Maintain your space cushion.
NOTE: Entering or exiting a 4-lane road such as a freeway or
interstate always requires a single-file formation. This increases the
space cushion and allows more reaction time. Change to staggered
formation only after safely merging onto the roadway.

2-LANE ROAD
It is usually very difficult for a group to pass a slow-moving car.
If the lead rider decides to pass the car, each rider must
decide on his/her own if it is safe to follow.
Pass as if you were riding alone.
IMPORTANT: After passing the vehicle, move on ahead to make
room for all the bikes that will come behind you.
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GROUP RIDE FUNDAMENTALS (3/3)

STOPPING AT AN INTERSECTION

Break staggered formation and pull up beside the bike in the
adjacent lane.
When the ride leader has determined it is safe, he/she will proceed,
followed by the second bike, the third bike, the fourth bike, etc.
If you don’t make it through the intersection with the group, RELAX.
Proceed when safe.

GROUP PARKING
Orderly parking reduces the time needed to get off the road.
The ride leader leads the group off the road. The ride leader should
ride all the way around the lot to allow all riders to get off the road.
If fueling, the ride leader will pull all the way around, then pull up to
the fuel station.
Follow the ride leader to the selected parking area and establish
your parking position.
Each bike should pull ahead of the intended parking place and then
back up into the spot.
After you pull into your parking position and the group has settled
down, you can move to the fueling area.
If you find yourself at the end of the group and can’t get off the road
while waiting for others to park, GO AROUND.
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EMERGENCY TIPS

EMERGENCY CHECKLIST

Supplies to carry in case of an emergency include:
E mergency numbers for police in the area in which you will be traveling (call Information)
B asic first aid kit (may be provided by chapter)
D isposable camera (may be provided by chapter)
C ell phone (not provided by chapter)
C opies of the Injury Report Form

ROLE ASSIGNMENTS
Key roles to assign before a ride include who:
• Is certified to give first aid?
• Calls for emergency assistance (911)?
• Takes the other riders to a safe place?
• Takes pictures of the scene?
• Talks to police officers?
• Handles the media if they show up?
• Fills out and submits the injury report to Harley-Davidson Insurance?
All release forms, injury report forms and insurance forms are available in the Chapter Handbook or the chapter
business section of www.hog.com.
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GROUP RIDES VS. PARADES
No

POLICE ESCORTS

Yes

Open

INTERSECTIONS

Closed

No

ON-LOOKERS

Yes

Varies

NUMBER OF RIDERS

Large

PARADE PLAN OVERVIEW
The overall goal of a parade is to safely showcase Harley-Davidson® motorcycles, the people who ride them and the sport
of motorcycling.
WHAT CREATES RISK IN A PARADE?
• Vehicle access and flow
• Absence of crowd setbacks or barricades
• Distractions and excitement
• Length of events, course and security requirements
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PARADE PLANNING CHECKLIST
Choosing the Route Develop an overall concept of what you would like to do to present to the city.
W
 hat time of year are you holding the parade?
W
 hat time of day?
W
 hat day of the week will you ride?
Are there any factors you need to consider?
H ow many participants do you expect?
W
 hat is the population in the area?
Consider traffic and public transportation.
W
 hat will you need in the way of resources?

Designing the Parade Conduct a planning meeting to work out the details.
S elect your staging area. Is the size suitable for
line up, restroom and beverage purchases?
W
 hat time will the parade start?
W
 hat time will the parade end?
H ow many intersections will be crossed?
H ow will intersections be staffed (officer at each
intersection, leapfrog, etc.)?
W
 here will the parade land?
H ow will staff communicate?
H ow many volunteers do you need?
W
 hat will they do?
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PARADE PLANNING CHECKLIST (2/2)
 hat do you need to provide your volunteers
W
(reflective vests, bottled water, sunscreen, etc.)?
W
 hen and where will the volunteer briefing be?
H ow many participants do you expect?
W
 hat time of day will the parade be held?
H ow will you monitor that parade participants are
event participants (wristband, headlamp sticker,
etc.)? Who will do it?
W
 hat will you tell staff to do with motorcycles
trying to join in that are not Harley® motorcycles?
C ontact the city to obtain permits for parking,
parade, street closures, mass gatherings, etc.
C ontact police department officials to determine
their willingness to participate.
W
 hat fees will be required for permits and
police services?

Conducting the Parade Plan to manage the parade.
H ow will you communicate with volunteers
and staff?
H ow many volunteers will you need as catchers
and alley and row managers?
H ow will you promote the parade in order to get
people out to watch?
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PARADE TIPS

•
•
•
•
•
•
•
•
•
•
•

No passing.
Watch your speed.
Use staggered formation.
Stay in your lane.
No 4-way flashers.
Start slow and gradually increase speed.
No stopping for photos or “high fives.”
No throwing “treats” to the crowd.
Break-downs – move to the shoulder of the road.
Make room for someone pulling out of the parade.
Watch for police “leap-frogging” on your left or right.

KEY ELEMENTS OF PARADE PLANNING

1. CHOOSING A SAFE ROUTE
2. DESIGNING THE PARADE
3. PREPARING TO RIDE

4. CONDUCTING THE PARADE
An “after action review” will help your chapter not have to reinvent the wheel for the next parade. Keep a record of actions
taken, contacts, permits required/obtained and other tips.
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SHARING SECRETS
FOR SUCCESS
WHAT SUCCESS LOOKS LIKE…

•
•
•
•

Officers know their roles and effectively perform them.
Everyone works cooperatively to run a successful chapter.
Knowledge is shared with other chapter officers and members.
Officers have the tools to address challenges they face in their roles.
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OFFICER ROLES

A full job description for each officer position is available in the Chapter Charter. This is a brief summary of each officer’s
responsibilities. All officers are responsible for helping the sponsoring dealer and Director with upholding the H.O.G.®
Chapter Charter and all H.O.G. operating policies.

DIRECTOR

LADIES OF HARLEY® OFFICER

➪ U pholds the H.O.G.® Charter.
➪ Conducts Chapter Meetings.
➪ Coordinates chapter officer responsibilities.

➪ E ncourages women members to take an active part in
chapter activities.

ROAD CAPTAIN

ASSISTANT DIRECTOR

➪ Assists in the planning of routes for chapter rides.

➪ P romotes membership, membership orientation,
membership retention.
➪ Keeps chapter members informed of H.O.G.®
organization programs.

SAFETY OFFICER
➪ P rovides chapter members with information relating
to the availability of rider training.

TREASURER

EDITOR

➪ C ollects and distributes chapter funds.
➪ Reports financial transactions to sponsoring dealer/
retailer/chapter manager on a monthly basis.
➪ Complies with all revenue recording and
reporting requirements.

➪ Assembles and organizes all forms of
chapter communications.
➪ Ensures all forms of chapter communications are
approved by the sponsoring dealer/retailer/H.O.G®
Manager before publication or distribution.

SECRETARY

PHOTOGRAPHER

➪   Administers/maintains:
– meeting minutes
– annual reports
– membership reports on hog.com
– insurance and legal documentation
– event releases
– enrollment releases
➪ Stores these permanent records at the sponsoring
dealership/retail store.

➪ O btains and organizes chapter images for use in
chapter communications and chapter history.

WEBMASTER

MEMBERSHIP OFFICER

➪ A ssembles and organizes materials for the chapter
web site, social media sites.
➪ Obtains approval from the sponsoring dealer/retailer/
H.O.G.® Manager before publication.
➪ Makes sure chapter web and social media sites
comply with the H.O.G.® chapter internet guidelines.

➪ A ssists the chapter secretary with chapter
membership duties.

HISTORIAN

ACTIVITIES OFFICER

➪ P repares and maintains an account of the history of
the chapter.

➪ Assists in planning and administering chapter events.
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SOMETHING
FOR NOTHING
WHAT SUCCESS LOOKS LIKE…

•
•
•
•
•
•

The chapter has an effective, ongoing volunteer program in place
Events are staffed with the optimal number of volunteers
Volunteers’ motivations and needs are satisfied
The skills and abilities of the volunteers match their jobs
The volunteers are trained and equipped to do their jobs well
Volunteers return for new events and spread the word by recruiting others
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SUPPORT YOUR VOLUNTEERS
VOLUNTEER NEEDS
RESPECT

CONNECTION

TASK

TRAINING & TOOLS

A friendly, safe and
agreeable working
environment

An understanding of
how the task supports
the event

A specific, manageable
task that has a clear
beginning and end

Adequate training in
the skills needed to
complete the task

The opportunity to
give feedback upon
completion of the task

A task that matches
reasons for volunteering
to event needs

Precise, written
instructions

All tools and supplies
needed to complete
the task without
interruption or delay

Recognition, rewards
and appreciation which
match the reasons for
volunteering

The name and location
of his/her immediate
supervisor at the event

Freedom to accomplish
the task conveniently

REMEMBER: VOLUNTEERS ASK “WHAT’S IN IT FOR ME?”

?
? ?
?
?? ? ?? ?? ? ??? ?? ?
? ? ? ? ?
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T.A.S.K.S.

Use this mental checklist to assess volunteers for job placement. Target your questions to the specific job you need
filled, if appropriate. Add your own examples to spark their thinking.

TALENT
• W
 hat special talents do you have that we could use in a volunteer position? (For example: strong organizational skills,
outgoing personality, ability to multi-task, etc.)

ATTITUDE
• How do you feel about ... (working outside, physically demanding work, etc.)?
• Can you handle large groups of people or do you prefer to work with them one at a time?

SKILLS
• F ill in this sentence: I’m really good at ... (getting people from point A to B, coming up with new and creative ideas,
first aid/CPR, etc.)

KNOWLEDGE
• What do you know about riding and Harley-Davidson in general?
• Do you have a good memory? (People good with small details would be good at an info booth, for example.)

STYLE
• H ow would you describe yourself (i.e., introvert/extrovert, laid back/life of the party, good at getting people’s
attention, etc.)?
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PLANNING CHECKLIST

This is a space for you to organize what you need (and what you already have) before you dive into recruiting volunteers –
so you don’t end up making more work for yourself.
What is your timeline for recruiting volunteers for your event? (If you’re recruiting at chapter meetings, what needs
must be met before each meeting?)

What will happen at the event?

What are the goals for the event?

What worked well last year? (If you weren’t involved last year, ask people who were.)

How can you build on those successes?
Who is responsible for
recruiting volunteers?
Activities Officer

What didn’t work well last year?

The officer team
Someone else:

Who worked well last year? Who can you go back to who will
do a great job again?

Is your event location:
One site / stationary
Multiple sites
Riding

Is there a pool of volunteers already available to you,
or will you be starting from scratch?

How experienced is your committee in recruiting and managing
volunteers? Who has the experience? Are there others who can
provide assistance in recruiting volunteers (dealers, chapters, friends)?
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Don’t forget tasks that are:
• Before the event
• After the event
•  Throughout the event
• Large
• Small
• One time only

PLANNING CHECKLIST (2/2)

Have practices for carrying out certain roles or tasks already been established?
Does your officer team already have some pre-established volunteer tasks and tools? Where are they?
Do they need updating?
How are you using the Chapter Handbook as a guide? (Pay special attention to the tasks in the timeline.)
TENTATIVE SCHEDULE

DATE

Determine event activities and what will happen at each.
Determine event goals.
Determine categories of volunteers needed (parking, games, registration, etc.).
Determine specific tasks that need to be filled.
Determine shift length.
Calculate number of volunteers needed.
Describe volunteer tasks.
Recruit all volunteers.
Match all volunteers.
Develop contingency plan for too few/too many volunteers showing up.
Describe training and tools needed for volunteer tasks.
Train volunteers.
Gather all supplies, tools and equipment volunteers will need.
Determine volunteer reward budget.
Determine volunteer reward strategy.

HOLD EVENT.

159

STAFFING CALCULATOR
Job Positions
• Job name or category
• Requires leader?
• Are there sub-jobs?

Notes, Calculations, Etc.
• Total time?
• Shift time?
• Volunteer-to-participant ratio?

Sub-Totals

 JOB CATEGORY: REGISTRATION

#

Parking

Leader(s)? YES, 1 for west entry and 1 for east entry

2

Posting signs

Job 1: Greeter

2 hr shifts, 8 am to noon
1 per 25 riders

4

Bike games

Job 2: Release forms

2 hr shifts, 8 am to noon
1 per 25 riders

4

Job 3: Gift bag distribution

2 hr shifts, 8 am to noon
1 per 25 riders

8

Job 4: Answer questions

2 hr shifts, 8 am to 4 pm
1 per 25 riders

8

Short-term (events, activities, etc)

Registration



26
#

Leader?
1.
2.
3.
4.

Leader?

#

1.
2.

Long-term (chapter needs, etc.)

3.

Leader?

#

1.
2.
3.
Primary officer
Secondary officer
Mentor

161

Totals

SAMPLE

Job Categories

WHAT’S MY JOB?
Task name:

Working conditions:
Inside

Major duties/commitments:
(What will the volunteer do?)

Outside
Potential exposure to:

Materials and tools required
and who will provide them:

To carry out these duties, you must:
Have & wear appropriate clothing:

Expected times to perform task:

Be able to:
lift

Due date:

bend

Start time:

stoop
End time:

reach
Tolerate:

Report to:

noise

Person:

chaos
crowds
Be friendly and outgoing
Have good attention to detail

Location:
Volunteer coordinator contact information
(if there are questions):

Have the ability to:
Name:
Phone:
E-mail:
Ways to have fun:
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VOLUNTEER ASSESSMENT FORM
Member Name:

H.O.G.® #:

Phone:

Alt. Phone:

Skills and resources I may be willing to offer to the chapter at least once next year:
G raphic design
D onate printing of materials (brochures, newsletters, posters)
E dit articles for newsletters
H elp with newsletter mailings
H ost prospective members at breakfasts
I ntroduce a speaker
L ead a roundtable discussion
M
 aintain membership database, print labels, mail renewals
M
 ake meeting arrangements for monthly meetings
T elephone chapter members to invite them to meetings
T elephone new members after they have attended a meeting
W
 ork registration at an event
W
 rite articles for newsletters
C ontribute to a community service project
S peak at a meeting on the following topic(s):
O ther:
BEST TIME(S) FOR
VOLUNTEER WORK:

MON

TUES

WED

THURS

Before 8:00 a.m.
8:00 a.m. - 10:00 a.m.
10:00 a.m. - 12:00 noon
12:00 noon - 2:00 p.m.
2:00 p.m. - 4:00 p.m.
4:00 p.m. - 6:00 p.m.
6:00 p.m. - 8:00 p.m.
8:00 p.m. - 10:00 p.m.

Have you held leadership positions in other organizations? If so, what kind of positions?
Are there any tasks or types of tasks for which you do not want to volunteer?
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FRI

SAT

SUN

TRAINING AND TOOLS DESCRIPTION
TASK:
➪ Volunteer(s):

➪ What do the volunteers need to do to be successful?

➪ By when do they need to be trained?

➪ How will you know if they have been trained properly? What are your success criteria?

➪	Who will do the training?

➪ What are the space, materials and budget requirements?

➪ What equipment will the volunteer need to do the task successfully?
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VOLUNTEER FEEDBACK FORM

Name of Volunteer Task:
On a scale from 1 to 5, where 1 is “Poor” and 5 is “Great!”, please rate your satisfaction with the following elements of
your volunteer experience by circling a number. The higher the number, the more satisfied you are with the experience.
Poor				Great!
Overall volunteer experience

1

2

3

4

5

Follow-up and support received

1

2

3

4

5

Quality of meetings and work sessions (time well
spent, adequate preparation, pleasant environment)

1

2

3

4

5

Degree to which everything you needed to complete
the task was provided (tools, information, training)

1

2

3

4

5

Degree to which commitments made to you were kept

1

2

3

4

5

Did you experience any problems or difficulties that we need to address in order to make your future volunteer
experience better? (Please describe. Attach additional page if needed.)

If you would like to discuss your experience further, please write your name and phone number below and I will call you.
Name:

Telephone:

Return in the enclosed envelope, or fax to________________________________________. Thank you.
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REWARDS AND RESOURCES

What are some ways to thank volunteers? What would make them feel that volunteering was worthwhile?
Is it material or personal? What would make you feel valued, rewarded and thanked?

ION
T
I
N
G
O
REC
INKS
R
D
D
N
F OOD A
GS
A
B
T
F
I
G
TES
A
C
I
F
I
T
CER

RIE
O
S
S
E
C
C
OR A
S
E
H
T
CLO
IES
T
I
V
I
T
C
A
PARTY

S

One kind of reward is appreciated by every volunteer:
Share the event’s success with your volunteers.
After they’ve put in time and effort, there’s nothing better than knowing that the event was a success and that they
had a part in making it happen. A great way to do this is to have an after-event volunteer party.
Whatever form of recognition you decide to give your volunteers, don’t forget to plan for it in your budget.
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MY VOLUNTEER PLAN
DETAILS:
Time/date/etc.

RESOURCES: What people, tools,
information, budget or systems will you
use, find or create?
Committee/Team:
Tools: Planning Checklist, Staffing
Calculator

Recruiting Team Meeting:

Committee/Team:
Tools: Strategize Recruiting, Matching
WIIFM with Experiences, What’s My Job?,
Volunteer Assessment Form, T.A.S.K.S.

Job Leaders Team Meeting:

Committee/Team:
Tools: Training & Tools Description

NOTES

Volunteer Team Meeting: review event plan,
list jobs, calculate # needed and plan for
contingencies

RECRUIT

ACTIONS: What meetings, work sessions,
decisions or processes will you initiate &
complete?

MANAGE

PLAN

FOR

EVENT/ACTIVITY/CHAPTER OPERATIONS
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THREE PRINCIPLES
OF LEADERSHIP
WHAT SUCCESS LOOKS LIKE…

• Officers are visible to members as leaders
• Information is communicated as appropriate and members are
educated on the role of the chapter
• Officers work together as a team, taking into account their officer
job descriptions and responsibilities as well as team members’
preferences and interests
• A positive environment is created in which chapter members
interrelate well
• All members are involved optimally, regardless of cliques
and inexperience
• Officers know how to delegate effectively
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KEYS TO SUCCESSFUL LEADERSHIP
VISION AND
A PLAN

The biggest asset of any leader is vision, and the plan that
is used to achieve the vision.

COMMUNICATE
YOUR VISION

Effective communication helps leaders to reach out to
people and convey to them their vision and plans.

MAKE MATURE,
TIMELY DECISIONS

Decision-making is a heavy responsibility of any leader.
Timely, mature and successful decisions make leaders
successful and lead to respect.

SUPPORT CHANGE
AND IMPROVEMENT

Support change and innovations. Don’t be defensive;
realize that fresh new eyes are looking at issues and
contributing positively.

SET A
HUMBLE EXAMPLE

Set the example. You provide the template for what “right”
looks like. But being the leader does not mean that you are
always correct. To lead, you must learn to follow.
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KEYS TO SUCCESSFUL MOTIVATION
RECOGNIZE
GOOD WORK

Encourage the chapter to stay motivated by regularly
recognizing them for good work. Chapter members will
be more driven to succeed when they know they are
appreciated and valued as individuals.

PRAISE AS
YOU GO

Praise progress instead of waiting for perfection.

ENCOURAGE
CREATIVE INPUT
MAKE EVERY JOB
MEANINGFUL

Create an atmosphere that encourages input. Inspire
members to be cocreators in your chapter instead of
limiting them to pigeonholed roles.
Work should be fun and have a creative outlet no matter
the position. Create enjoyable routines, implement fun
team-building activities and encourage creativity in even
seemingly mundane positions.
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KEYS TO SUCCESSFUL DELEGATION
PUT THE JOB
IN CONTEXT

Be clear about what is required and why it is important.
Show how the job supports larger goals. When volunteers
are clear on how the work you are delegating contributes to
the overall success of the team, they will feel better about
the work. Volunteers should also be clear on how their tasks
help the team reach the vision and what their deadlines are
(for example, be clear about when they should be providing
status reports).

DELEGATE BOTH
RESPONSIBILITY
AND AUTHORITY

When you give someone responsibility for a job, you also
have to give them the authority to get the job done.
Delegation means letting go of some control, but without
authority, your team members may not be able to complete
the task. Empower your team by giving both responsibility
and authority.

SUPPORT,
DON’T ABDICATE

Delegating a task doesn’t mean dropping it entirely.
Particularly in the early stages, people need support and
encouragement to take on additional responsibility. They
may need skill training or positive feedback as they try new
tasks. If you leave them on their own, your team members
may feel unsupported.

ONLY DELEGATE
WHEN APPROPRIATE

Be sure your team members have the skills, information,
authority, capability and willingness to complete delegated
tasks. If not, then the work will not get done and they may
lose motivation.

DON’T STEP
ON TOES

When you delegate, think about who else may feel
responsible for this task. Be sure that there is clear
communication within the team as to who is responsible for
which areas.
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H.O.G.® CHAPTER LEADERSHIP PRINCIPLES

These principles are at the heart of leading H.O.G. chapters, riding and having fun. Keep these in mind as you navigate
through technical details and challenges, and don’t forget to include your teammates in the leadership process – if
you work well with your team, you’ll be surprised at how much fun the process can be and how much you accomplish.

ADAPTIVITY Be ready to change, even on short notice. Be prepared for problems.
COHESIVENESS Everyone understands his/her part of the process and responsibility for the
results.

COURAGE Challenge yourself. Be willing to be scared in order to create something great.
Be willing to take the wrong turn and have to find your way back again. Being
too safe is dull.

CREATIVITY Keep changing things up. The last thing we want is monotony.
CURIOSITY AND How can things be done better?
QUESTIONS
DECISIVENESS Choose a path and get riding.
DETERMINATION Remember that mistakes can be part of the road to great solutions.
EDUCATION Help them understand how to do what they need to – then get them going on it.
ELEVATION OF OTHERS Thank them and reward them. Respect your team and their abilities. Be humble.
EQUALITY Everyone has areas of primary responsibility but anyone can contribute
anywhere. Great ideas are great ideas regardless of the source. All ideas (even
yours) are questioned and evaluated fairly.

EVALUATION Is what you’ve been doing working? How well?
EXPLORATION Find something new. Explore places you’ve never been.
FOCUS Keep your eyes on the common goal. Learn from the past but leave the baggage
at the curb.

FORESIGHT See problems coming and raise red flags early to avoid nasty surprises.
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H.O.G.® CHAPTER LEADERSHIP PRINCIPLES (2/2)
HONESTY AND Have a concise plan and communicate it clearly. Be up-front with problems.
ASSERTIVENESS Listen with an open mind. Be willing to give things up for the greater gain.
INNOVATION Take new angles and put things in new packages.
LAUGHTER Don’t take things (or yourself) too seriously.
MENTORING Inspire competence and confidence in your team by providing personal
coaching time.

MOTIVATION Help your team find the fun in what they’re doing. Provide encouragement and
recognize achievements.

PLANNING Keep track of the details and little things. Have deadlines! Know when to stop
talking about ideas and make a decision.

PRIORITIES Realize that time and energy are finite. How can you do fewer things in a better,
more productive way?

SELFLESSNESS Be willing to accept responsibility, both for yourself and for the team.
TENACITY You may have to change the plan, but don’t get discouraged. Keep going for the
goal. There’s always a way.

WOW! FACTOR How do you want people to feel? Where can you give them a Wow! experience?

172

TIPS FOR CHAPTER LEADERS

These ideas were suggested by your fellow officers. Check with your dealer and H.O.G.® Manager BEFORE implementing
any of these ideas. Be sure to consider the risk, financial cost and any requirements for additional insurance.
➪ The dealer or an appointed representative should always be invited to attend chapter meetings and be given an
opportunity to speak.
➪ Rotate the location of chapter meetings and ride to it.
➪ Make a giant thank-you card for your sponsoring dealer and have as many members sign it as possible.
➪ Elect/choose new officers two months before the present officers’ terms expire so they can work together.
➪ Have the current officers introduce new officers to the chapter.
➪ Have one officers meeting open to general membership so members can see how the officers operate.
Consider having a “member at large” participate in officer meetings as the voice of the chapter.
➪	When handling member complaints, be sure to get the complaints in writing. Provide a solution and record what
it was. Keep your dealer and chapter manager updated.
➪ Call or e-mail officers in other chapters to see how they do their jobs. Request a copy of their chapter newsletter or
request to be put on their e-mail distribution list.
➪ Have officer candidates fill out an application listing their abilities, interests, etc.
➪	Suggest officers stay in positions a minimum of two years.
➪ Encourage all members and volunteers to become future officers.
➪	Give members a speaker request form they can use to suggest guest speakers for chapter meetings.
➪ Have 30 minutes of social time prior to meetings.
➪ Invite service technicians from the dealer to meetings to give tech talks.
➪	Invite all dealership staff (dealer, P&A, MotorClothes,® service, sales) to share what’s new at each meeting or on a
quarterly basis.
➪ Invite another chapter to attend your meeting (with both dealers’ approval).
➪ If you are blindsided with a question that cannot be answered on the spot, defer the decision to the
officer meeting.
➪ Move the meeting outside for 10-15 minutes. Bring in an instructor from MSF or Rider’s Edge® to demonstrate or
coach in a skill. Be sure to set this up ahead of time.
➪ Invite a representative of Harley-Davidson to bring in samples of new products.
➪ Play an off-bike game (from the Chapter Handbook) at the meeting.
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VALUES-BASED LEADERSHIP

If someone asked you what your values were, would you be able to answer him or her? How about if you were asked
what your chapter’s values are? Values-based leadership involves talking with your fellow officers about what is most
important to you as you lead the chapter. Values are abstract, broad concepts:

RESPECT THE INDIVIDUAL & BE FAIR
Working with people who aren’t committed to respecting one another is a recipe for serious conflict and disaster.
On the other hand, chapters who treat one another well, respect others’ ideas and collaborate tell of the great
experience they’ve had.

TELL THE TRUTH
Simple concept: deal truthfully and fairly with others.

ENCOURAGE INTELLECTUAL CURIOSITY
What makes your chapter’s events different from last year’s chapter events? You want your potential participants
to see that it isn’t the same old thing they’ve been to or heard about. You want to improve on all the things that
haven’t worked well in the past and give members a new, exciting experience.

KEEP YOUR PROMISES
In other words, “the buck stops here.” To be a chapter leader is to take on a good deal of responsibility –
and to be accountable for keeping track of those tasks and seeing that they get accomplished.
Leadership also sometimes means making decisions that don’t turn out as well as originally thought. Accountable
leaders admit those decisions, then keep going in their work.

HAVE FUN
It’s right there in “ride and have fun” – key for all H.O.G. organization activities.
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MEETING BEST PRINCIPLES

People dislike going to meetings for many reasons ... and they fall under one of these categories:

BUSINESS MATTERS
Often, meetings get bogged down when members ramble on about business matters for too long. Here are some
things you can do to counteract that:
• Have and stick to an agenda.
• Send the agenda out early.
• Start on time, stay on track and stick to the agenda.
• Put important items first on agenda.
• Keep things positive.
• Keep officer reports brief. Remember that not all officers have to report.
• Cover old business and new business, then have fun or send them home.
• Don’t discuss business matters in detail – have a separate officers meeting instead.
• Put items in the newsletter instead of going over in meetings if possible.
• Remember it’s OK to table a topic to be brought up separately.
• Don’t read minutes at the meeting.
• Don’t be redundant/repetitive.
• Don’t call it a meeting – call it a social, a gathering, etc.
• Handle disruptions effectively.
• Handouts are helpful.
• Make officers available for questions/discussions after the meeting.
• Make sure it’s of interest to the majority of members. (Know your members’ interests!)
• Keep it relevant, brief and informative.
• Give everyone a chance to speak.
• Review upcoming events.
• Share chapter calendar with the entire chapter.
• Meetings should be about engaging members, educating them on various riding subjects and decisions, and having
fun/sparking emotion.
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MEETING BEST PRINCIPLES (2/4)

LOCATION/TIME OF DAY

If you hold your meeting someplace too far away from most of your members, or at a time where few people can
make it, people are more likely to skip your meeting. Instead:
• Make sure that your meeting location is centrally located, easy to find, and has plenty of parking for bikes.
• Don’t forget: your dealer’s showroom might be a great place to hold a meeting (if that works for your dealer).
• Poll your members to find out which day and time works best for most people.
You’ll never get everybody, but you can aim to get a majority.
• Get feedback from members about what works for them. Meet the needs of your members.
• Change up the location if that works for your chapter.
• Or be consistent – same location, same time.
• Pick a location with good amenities.
• Have a dedicated room if possible.
• Have alternating meetings to accommodate all members who may have time conflicts – maybe a weekend.
• Do a few meetings on the road – ride meetings.
• Pick a location that wants you to be there.
• Provide easy directions for new members.
• E-mail minutes out and go ride instead.
• Have a meeting before the ride – or have a ride to the meeting location.

FOOD/DRINK
Food and drink contribute greatly to the flavor of your meeting and the comfort of your members. Some ideas:
• Keep it simple and affordable.
• Have a chili cook-off.
• Offer a barbecue or potluck before the meeting.
• Don’t always rely on the same volunteers – get everyone to help provide food.
• Offer coffee and light snacks or desserts.
• Food is not required – do what’s best for your chapter.
• Offer themed food for holidays and events.
• Offer birthday cakes or anniversary treats.
• If budget allows, consider a caterer for special occasions.
• Consider a men vs. women bake-off.
• Have “officers cook for everyone” night.
• Don’t mix alcohol and riding.
• The chapter should not supply or furnish alcohol. Alcohol must be served by a licensed vendor and not the chapter
members or officers. The chapter also cannot use chapter funds to pay for a bartender to serve alcohol, as this
counts as furnishing.
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MEETING BEST PRINCIPLES (3/4)

PLACE MEETING IS HELD

If you hold your meeting in a room that’s too small or stuffy, or where you can’t control the temperature and it’s always
either too hot or too cold, members won’t want to come. Instead:
• Make sure the location is clean and comfortable, with restrooms available.
• Set temperature at the level comfortable for the majority of members.
• Make sure everyone can see.
• Ensure you have good lighting, sound and acoustics.
• Limit background noise, outside distractions and sidebar conversations.
• Make sure the environment is such that everyone can hear what’s being communicated.
This may mean having a sound system.
• Show slide shows/pictures of the chapter on screen.
• Jazz the room up with themes, decorations, displays, photos and pictures on walls
(ex: recent rides, chapter gatherings, new motorcycles).
• Provide ample seating for everyone.
• Try different seating arrangements – theater-style, rounds, random seating – whatever works best for your chapter.
• Have officers sit at tables with chapter members.

THE UNEXPECTED
Sometimes absolutely weird things can happen to disrupt a meeting. Think of as many potential situations as
possible and try to set up contingency plans for them. Some things to plan for include:
• The power goes out.
• The meeting location has been double-booked.
• Your speaker doesn’t show up.
• The person in charge of bringing snacks can’t make it.
• There’s a thunderstorm forecasted for the day of your outdoor meeting.
• Consider ways to use the unexpected to make your meetings more lively and fun.
• Stay calm – it’s contagious.
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MEETING BEST PRINCIPLES (4/4)

SPECIAL GUESTS

If you have guest speakers, you want to make sure they’re interesting and relevant. Consider the following:
• Have the dealer approve them first.
• Arrange advance notice and agreement on topics and time allotted.
• Keep speakers brief and on agenda.
• Let members know who’s speaking ahead of time.
• Ensure their content is fun and relevant to the chapter.
• Consider inviting dealer or dealer staff to speak at meetings.
• Have speakers request a time slot 2 weeks before and review what they want to speak about.
• Have them at the end of the meeting.
• More than one guest in a meeting can become arduous. Keep it to one guest speaker & a Q&A session.
• Consider inviting experts, insurance reps, charity spokespeople, HD personalities, RM, motorcycle officers, patrol
officers, paramedics, etc.
• Keep them around after for Q&A.
• As always – no politics, religion or other controversial topics.

HOW NEW AND EXISTING MEMBERS ARE TREATED
New members in particular can feel intimidated the first time they come to a meeting. Here are some things you can
do to make all members feel welcomed and appreciated:
• Make sure you’ve communicated the meeting time and location clearly and invitingly to all new and potential
members. Some ideas for how to do so are in the Creating Media for Print and Web and Crafting Compelling Messages
sections of this Toolkit.
• Always make room in your agenda to welcome those who are attending for the first time.
• Mention existing members’ efforts at previous rallies and events during your meeting.
• Have a greeter at the door engaging all attendees.
• Before the meeting, have officers welcome everyone – new and existing members.
• Consider recruiting existing members to be “ambassadors” who welcome new members and introduce them around.
• Recognize birthdays and anniversaries.
• Have the Editor interview new members for rider’s spotlight – including picture, bio and profile in newsletter.
• Likewise, have existing member bike profiles in newsletter.
• Don’t embarrass new members – find out what they are comfortable with.
• Have officers interview new members privately and do introductions for them.
• Connect and interact – find out what they ride, favorite places to ride, etc.
• Free raffle tickets for new members.
• Give new members chapter nametag, patches/pins at first meeting.
• Offer a group riding course or tips for new members.
• Offer a new members ride.
• Introduce existing members to new members.
• Offer mentors to new riders/members.
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WELCOME TO
THE FAMILY
WHAT SUCCESS LOOKS LIKE…

• New riders/members have their needs quickly identified and met
• New riders/members feel welcomed into chapter culture, social life and
riding experiences
• Events, activities, communications and resources appropriate for new
riders/members are created
• New riders/members develop into active chapter members and continue
to participate on the level they choose
• New rider/member feedback is solicited and used to improve the chapter

179

WELCOMING NEW RIDERS

Here are some categories and ideas to get you started. If you have an idea that doesn’t fit into any of these categories,
create a new one.

DEALER
• Dealership bulletin board
• Benefits of free first-year H.O.G.® membership

EVENTS
•
•
•
•

Customized rides
Special meetings
New rider activities
New member socials

MENTORS
• Not every new rider will want one, but they are a great option to have available
• Can be a formal or informal relationship, for riding or social parts of chapter membership
• Anyone can be a mentor; we all have areas of expertise and general knowledge about the entire experience of
motorcycling

RESOURCES
•
•
•
•
•

New rider online community
Newsletter
New rider bios
New rider guest column
Rider Services

NEW RIDER COURSES:
Harley-Davidson Riding Academy™ New Rider Course
Harley-Davidson Riding Academy™ Skilled Rider Course
Harley-Davidson Riding Academy™ / MSF Guide to Group Riding
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