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Imagine, just for a moment, that the bicycle had not been invented. Imagine no mountain bikes, no racing bikes, 
and no bicycle industry. Imagine no UCI:  itΩǎ Ŝŀǎȅ ƛŦ ȅƻǳ ǘǊȅΦ  
 
Now imagine that a global consumer product brand, such as Samsung, Ford, Philips or even Apple introduced a 
new Ψconsumer product for personal transportΩ. This small, light product takes less effort to use than walking, yet 
travels 4 times the distance. It is beautifully designed, well made, easy to use, clean and desirable. Like a mobile 
phone it is also affordable, within reach of anyone who appreciates its benefits; young and old, men, women and 
children. This amazing product connects friends and family, work, home, school and shops. It is easier than 
waiting for buses or trains and actually goes door to door (or take it along for longer journeys). It costs a fraction 
of the cost of polluting petroleum powered products, so it breaks the monopolies of scooters, motorbikes and 
even cars, as the only options for personal transport ς no more queuing!  
 
As well as all these advantages ς it also delivers something even more valuable to its owners: health and fitness. 
Unlike indoor fitness products, the user can take in surroundings and connect with other human beings - getting 
from A to B can be fun.  
 
This imaginary business case for a fun ƴŜǿ ΨŎƻƴǎǳƳŜǊ ǇǊƻŘǳŎǘ ŦƻǊ ǇŜǊǎƻƴŀƭ ǘǊŀƴǎǇƻǊǘ, health and fitnessΩ, by 
global brands is compelling and ǘƻǘŀƭƭȅ ǘǊǳŜΦ ¢Ƙƛǎ ΨƳǳǎǘ ƘŀǾŜΩ ǇǊƻŘǳŎǘ has a potentially unlimited market, 
alongside consumer products such as mobile phones and microwave ovens. 
 
So how can the bicycle industry reach the other 80%, the global consumer market?   
 

 
 
 
 
 
How would Samsung, Ford, Philips or Apple 
ƛƴǘǊƻŘǳŎŜ ŀ ΨŎƻƴǎǳƳŜǊ ǇǊƻŘǳŎǘ ŦƻǊ ǇŜǊǎƻƴŀƭ 
ǘǊŀƴǎǇƻǊǘΩ ŀƭǎƻ ƪƴƻǿƴ ŀǎ ΨǘƘŜ ōƛŎȅŎƭŜΩ ǘƻ ǘƘŜ 
ƻǘƘŜǊ ул҈Σ ΨōƭǳŜ ƻŎŜŀƴΩ ŎƻƴǎǳƳŜǊ ƳŀǊƪŜǘΚ 
 
 



Entry level iPod ς by Apple. Low cost, well 
designed and available in supermarkets. 

Comparing consumer product industries, to the bicycle industry shows some interesting contrasts:

Consumer product industry Bicycle industry  

Concentrates on the majority of the population ς 
mass market, everyone. 

Concentrates mainly on existing users and enthusiasts, 
mainly sporty males 

Continuously innovates across a range of values, 
low cost to high cost. 

Innovation tends to happen mainly at the high cost, 
premium end of the market. 

Profitable across range of values, low cost to high 
cost. 

Most profit is in high cost products, low cost products 
stuck in ŀ ΨǎŜƭƭ ōȅ ǇǊƛŎŜ ƻƴƭȅΩ ΨŎƻƳƳƻŘƛǘȅ ǘǊŀǇΩ 

Main Brands ƛƴƴƻǾŀǘŜ ǘƻ ŀǾƻƛŘ ǘƘŜ ΨŎƻƳƳƻŘƛǘȅ 
ǘǊŀǇΩΦ .ȅ ŀŘƻǇǘƛƴƎ ΨLƴƴƻǾŀǘƛƻƴ combined ǿƛǘƘ ±ŀƭǳŜΩ 
(as leading Taiwanese Laptop and mobile phone 
makers). 

ΨLƴƴƻǾŀǘƛƻƴΩ ƛǎ ǎŜǇŀǊŀǘŜŘ ŦǊƻƳ ΨǾŀƭǳŜΩ ŀƴŘ ǘƘŜ ΨŎommodity 
trapΩ is accepted όŜƎ ǎǇŜŎΩǎ ŀƴŘ ƎǊŀǇƘƛŎǎ ŘƛŎǘŀǘed by 
supermarket buyers) 

The industry is objective. There are no Ψmicrowave 
enthusiastsΩ or Ψmobile phone racersΩ (if there were 
they would probably be sent to mental hospitals). 

The industry is less objective, sometimes with almost 
religious zeal, we prŜŦŜǊ ǘƻ ΨŎƻƴǾŜǊǘΩ ƴƻƴ-users into 
enthusiasts, like us.   

 
The mass ΨōƭǳŜ ƻŎŜŀƴΩ market has huge potential for the bicycle industry, here are some suggestions: 

¶ Separate out the successful ΨǎǇƻǊǘ ŀƴŘ ŜƴǘƘǳǎƛŀǎǘΩ 
part ƻŦ ǘƘŜ ŎȅŎƭŜ ƛƴŘǳǎǘǊȅ ŦǊƻƳ ΨŎƻƴǎǳƳŜǊ ǇroductsΩΦ 
5ŜǾŜƭƻǇ ǘƘƛǎ ΨōƛŎȅŎƭŜ ŀǎ ŎƻƴǎǳƳŜǊ ǇǊƻŘǳŎǘΩ ǎŜŎǘƻǊ ǘƻ 
achieve massive potential growth and popularity.  
 

¶ This was done in the automotive industry 100 years 
ago, when Ford introduced the Model T, for 
everyone. The automotive industry now 
concentrates on the mass market. Likewise prior to 
±ŜǎǇŀ ǎŎƻƻǘŜǊǎ ƛƴ ǘƘŜ мфслΩǎΣ ŘŜǎƛƎƴŜŘ ŦƻǊ ŜǾŜǊȅƻƴŜΣ 
oily motorbikes were the only options. 
 

¶ Focus on the user benefits rather than the product. Empathise with the potential users (especially for 
users from demographics who tend not to choose cycling). What would really improve their lives? 

 

¶ Design and innovation is vital to change the usefulness and image of the bicycle. Not just colour, brand 
names and minor geometry tweaks, but real user focused improvements. Innovations such as clean 
enclosed transmissions, weather protection, easy clean wheels and frame, simple low cost gears, zero 
maintenance.  

 

¶ Innovate at the low cƻǎǘ ΨŜƴǘǊȅ ƭŜǾŜƭΩ ƻŦ ǘƘŜ market; this is many 
ǇŜƻǇƭŜΩǎ introduction to cycling and so vital for the industry. This 
market is too important for the industry to leave to supermarket 
buyers to design, specify, ΨōŀŘƎŜ ŜƴƎƛƴŜŜǊΩΦ ¢Ƙƛǎ ƛǎ ǿƘŜǊŜ ǊŜŀƭ ǳǎŜǊ 
focused innovations should be, even Apple have beautifully designed 
entry level iPods, for sale in supermarkets.   

 

¶ Cross fertilise people, ideas and innovations from other industries. 
9ƳǇƭƻȅ Ψ.ƭǳŜ hŎŜŀƴΩ ǇŜƻǇƭŜΤ women, non-enthusiasts, young 
designers, they are the future. 

 

Consumer products are designed and targeted for the vast majority of the 
population, all users at all price points. Following this approach, the 
potential for ΨŎƻƴǎǳƳŜǊ ǇǊƻŘǳŎǘǎ ŦƻǊ ǇŜǊǎƻƴŀƭ ǘǊŀƴǎǇƻǊǘΣ ƘŜŀƭǘƘ ŀƴŘ 
ŦƛǘƴŜǎǎΩ ŀƪŀ Ψ.ƛŎȅŎƭŜǎΩ is absolutely massive, we are only just scratching the surface.  
 
 
 

Mark Sanders is an award winning, multi-million selling product designer. He works in the consumer 
product industry and in the bicycle industry.      www.mas-design.com  



 

++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++ 
Additional examples of consumer products and bicycles/ Pictures and captions (if required) 
 

 
 Samsung ς low cost camcorders 

 
Philips ς toaster, innovation and value    
 

     
Vanmoof ς by Sjoerd Smit  (supermarket bikes ŎƻǳƭŘ ōŜ ōǳƛƭǘ ǘƻ ǎƛƳƛƭŀǊ ǎǇŜŎΩǎ ŀǘ ƴƻ ŀŘŘƛǘƛƻƴŀƭ Ŏƻǎǘ)  
 

 
After motorbikes for men, the мфслΩǎ {ŎƻƻǘŜǊǎ ōǊƻǳƎƘǘ ŎƭŜŀƴ Ŝŀǎȅ ǘƻ ǳǎŜ ǘǊŀƴǎǇƻǊǘ ŦƻǊ everyone  



  
Ford Cars ς target all users: men and women, young and old. 
 

 
Supermarkets ς Ƴŀƴȅ ǇŜƻǇƭŜΩǎ ƛƴǘǊƻŘǳŎǘƛƻƴ ǘƻ ōƛŎȅŎƭŜǎΦ  
Huge potential for innovative well designed, inexpensive products. 
 

  
CƻǊ ǘƘŜ ǎŀƳŜ ŎƻǎǘΣ ŀǎ ŦŜŀǘǳǊŜ ǊƛŎƘΣ ƭƻǿ ǉǳŀƭƛǘȅ ōƛƪŜǎΦ .ƛŎȅŎƭŜǎ ŀǎ ŎƻƴǎǳƳŜǊ ǇǊƻŘǳŎǘǎ ŎƻǳƭŘ ƻŦŦŜǊ ΨƭŜǎǎ ŀƴŘ ōŜǘǘŜǊΩΦ 
 

 
Lime ςconsumer product approach. Hampered by expensive gears, high price (and lack of commitment by Trek ?). 
 
  
 


