Articletitle: Imagine:The bicycle as a consumer product (~900words + picture)

Imagine, just for a moment, that the bicycle had not been inventethgineno mountain bikes, no racing bikes,
and nobicycle industry. ImaginenoUGiQa Sl &aé& AF &2dz GNBO®

Now imagine that a global consumer product brand, such as Samsung, Ford, Philips or even Apple introduced a
new Yonsumer product for personal transp@Ths small light producttakes &ss effort to use than walkinget
travels4 times the distancelt is beautifully designed, well made, easy to use, clean and desitakéea mobile

phone t is also affordable, within reach of anyone who appreciatebdtgefits youngandold, men, women and
children.Thisamazingproductconneds friends and familywork, home, school andhops It iseasierthan

waiting for buses or trainand actually goes door to dogor take it alondgor longerjourneys) It costs a fraction

of the cost ofpolluting petroleumpowered productssoit breaksthe monopolies of sooters, motorbikes and

even cars, as the only options for personal transgard morequeuing!

As well as athese advantages it also delives somethingeven more valuabl® its owners health and fithess
Unlikeindoor fitness poducts the user cartake in surroundingand connect with other human beingsgyetting
from A to Bcan be fun

This imaginary business case fduay S g WO2 y a dz¥Y S NJ LINE R dzO@althfagdNidnds@bWE 2 v |
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alongsideconsumer productsuch as mobilphonesand microwave ovens.

Sohow can thebicycle industryreach the other 80%he global consumer market?
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How would Samsungd-ord, Philips or Apple
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PUREcycleby Tom Eato®2004



Conparingconsumer product industrieso the bicycle industrghows some interestingontrasts:

Consumer product industry Bicycle industry

Concentrates otthe majority ofthe populationg

mass marketeveryone. mainly sporty males

Continuously innovates acroasange of values,
low cost to high cost

Profitable across range of values, low cost to higr

cost
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(as leading TaiwaselLaptop and mobile phone supermarket buyers)
makers).

The industry is lbjective. There are ndkhicrowave
enthusiastsbr $hobile phone raceif there were

they would probably be sent to mental hospitals) enthusiasts, like us.

Concentrates mainly on existing users and enthusijasts

Innovation tends to happen mainly at tiégh cost
premiumend of the market

Most profitisin high cost products, low cost products
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The industry is less objectivegmetimes with almost
religious zeal, werS ¥ SNJ ( 2
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ThemassWo f dzS marEbSHag/thqaotentlal for the blcycle mdustryhere are some suggestlons

Gonsumerproducts aredesignedandtargetedfor the vast majority of the
population, all users atall price points Following this approach, the

potential for? 02 y & dzY SNJ LINR RdzO (i &
FAOY SaaQ isdosolutaly. nfasdiseOvie &ird Gnly just scratching the surface.

Mark Sanders is an awandinning, multi-million selling product designerHe worksin the consumer
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achieve massivpotential growthand popularity.

This was done in the automotive industry 100 year
aga when Ford introduced the Model T, for
everyone The automotive industrgow
concentraes onthe mass marketLikewise prior to
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Focus on the user benefits rather than the product. Empathise with the potential wesgrsdjallyfor
users from demogrdfics who tend not to choose cyclingvhat wouldreallyimprovetheir lives?

Desigrand innovationis vital tochange theausefulnessand imageof the bicycleNot just colour, brand
names and minor geometry tweaks, but reger focusedmprovements. Inngations such aslean
enclosed transmissions, weather protection, easy clehrels and framesimple low cost geargero

maintenance

Innovate at the low2 & & WSy (i NEnarkeSidsSstmany 2 ¥
LJS 2 LiftrSdciion to cyclingand so vital fothe industry This
marketis too important for tle industryto leave to supermarket
buyers todesign,specify’o RIS Sy 3IAYySSNRO ¢
focused innovations should be, even Apple have beautifully desig
entry level iPodsfor sale in supenarkets.

Cross fertilisgpeople,ideasand innovationgrom other industries
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designersthey arethe future.

product industryand in the bicycle industry. www.mas-design.com
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Entry level iPod by Apple Low cost, well
designed and available in supermarkets
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Additional examplesof consumer productsnd bicycles/ Pictures and captiofisrequired)

Philipsc toaster, innovation and value
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Huge potential for innovative welledigned, inexpensive products.
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Limegconsumer product approach. Hampered by expensive gears, high(gndeack of commitment by &k ?).



