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Guest Editorial
Keep an Open Relationship With Local Shops to Benefit Cycling
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BY DAVID LUPPINO
As a shop owner for the past 11 years 

I have learned a lot about bicycles and 
operating a shop. Most shop owners are 
lovers of the sport and get into the busi-
ness because of their passion for riding. 
But let’s face it; we also get into business 
to make money. The problem is that not 
everyone knows how to operate a busi-
ness to keep the doors open and create a 
thriving bicycle shop.

When I started, the mountain bike 
boom was taking off and the BMX mar-
ket was on fire. Our first Christmas sea-
son we had to use the empty space next 
door to store all the layaways. We had 
over 50 BMX and mountain bikes wait-
ing for that last minute pickup.

A few years went by and we were 
thrust in a new direction. I had never 

even ridden a road bike, but that’s what 
customers were asking for. Some guy 
named Lance Armstrong had won the 
Tour de France and it was cool to ride 
road. 

Now our industry is in a position to 
fix our transportation and obesity prob-
lems and our dependency on oil.

My point is we are in an ever-chang-
ing industry with many different usages 
for a similar product. As shop owners 
we have to keep up with the changing 
demand of customer wants and needs.

One of our major problems is we do 
not open our eyes to what we can do 
to make things better. Instead of not 
talking to the local bike shop down the 
street, we should embrace our fellow 
shop owners. They are no different than 
you; they have a lease or building to pay 

for, they have to pay for all that inven-
tory and they have to make a profit.

I kept good relations with one of my 
local competitors and even traded bikes 
with him if he needed something I had 
for one of his customers. We would talk 
on the phone and even visit each other’s 
shops. Now, I am not encouraging price 
fixing, I am encouraging an open rela-
tionship that will ultimately benefit the 
shops, customers and the community. 

Two years ago we started a shop co-
alition here in the Tampa Bay Area and 
now have seven bike shops that are part 
of SWFBUD-South West Florida Bicycle 
United Dealers. We pay Alan Snel to be 
our community watchdog for the safety 
and rights of cyclists and put pressure 
on the local government to do what is 
good for cycling in our community. We 

will also hold our third Bicycle Bash by 
The Bay, a day to celebrate bicycles.

As for my relationship with my com-
petitor, it turned out to be a great success 
for him and me. Three years ago he got a 
job opportunity he could not refuse and 
so it came time for him to sell his shop. 
He came to me and we worked out a 
deal that was good for the both of us.

Open your eyes and mind to more 
than just your front door and what sits 
inside your four walls. Together we can 
make cycling more than just a hobby or 
pastime. We can turn it into a healthy 
mode of transportation that our com-
munities and our government recognize 
as important to our country.

 
David Luppino is the owner of Suncoast 

Trailside Bicycles in Tampa, Florida.

Suppliers don’t have the gift of fore-
sight when it comes to predicting bike 
sales.

In recent years, with a booming road 
market and a strong economy, suppliers 
could rely on the health of the market 
and forecast aggressively.

However, in uncertain times such as 
these forecasting is more of a guessing 
game. The economy has softened and 
yet thanks to favorable trends such as 

environmental consciousness and high 
gas prices consumers are still snapping 
up bikes. 

Suppliers can’t be faulted for being 
short bikes in such an unpredictable 
market, however they can be blamed for 
bad timing. Retailers report poor avail-
ability of hot models in the midst of the 
summer selling season. And having sold 
through popular models, they can’t or-
der replacements until new model year 

bikes arrive.
In many parts of the country the sea-

son is short, and dealers need to take 
advantage of every sales opportunity 
within that limited window. That means 
having the right inventory mix to close 
the sale.

Not having certain bikes in stock 
makes it hard for a dealer to satisfy a 
customer looking for a specific make, 
model or size. Moreover, selling out of 

a certain model or category now could 
mean a lost sale as a consumer forgoes a 
new bike purchase until next season.

Industry leaders are in a position 
to adjust their model year transitions. 
Moving them back would take pressure 
off dealers during the key selling period. 
Given the challenges of forecasting, sup-
pliers should time their introductions to 
ensure that their dealers have what they 
need, when they need it most.
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