Editorial

We Need Original Research Not New Analysis of Old Data
The 2007 U.S. Bicycle Market Overview, a new report released by the National Bicycle Dealers Association,
compiles and analyzes data from a
variety of sources. These include the
National Sporting Goods Association,
the Outdoor Industry Association, the
U.S. Department of Commerce and this
magazine.
While useful, this report must be
viewed with a certain amount of skepti-

cism. Because the information is culled
from multiple studies, its data sources,
deﬁnitions and methodology are inconsistent. That means more leeway is
necessary in analyzing and explaining
the data. Projecting market totals often
requires big leaps in logic.
The survey’s author, Jay Townley, admits in his closing comments that, “We
are presenting our best estimates because of the lack of complete and uni-

versal U.S. bicycle industry reporting.”
When commenting on its monthly
sales and membership report, the BPSA
statistics committee chairman often offers similar caveats.
It’s a shame that the industry’s trade
associations are forced to rely on incomplete and questionable statistics,
in some cases gathered by other organizations, due to weak commitment by
members to support accurate and time-

ly statistics programs.
Until there is consensus and momentum among bicycle brands to support
reliable data capture programs, we will
be forced to make educated guesses and
assumptions on the size of the market.
By relying only on numbers provided
by outside sources and not conducting
our own scientiﬁc, original research
we’re undermining our success as an
industry.

Guest Editorial

Corn and Vidalia: Simple Techniques to Maximize Your Sales
BY DAN MANN
A few years ago, I decided to stop by a
local market for a few ears of fresh corn.
This market was nothing special—but
the parking lot was always full of cars,
so I thought I’d give it a try.
Inside were concrete ﬂoors, wooden
bins ﬁlled with produce from cardboard
boxes and old-fashioned scales hanging
from the ceiling. The proud owner was
seated behind the counter.
I walked to the counter with three
ears of corn. He stepped up and began
to put them in a bag and ring me up.
“What are you having with the
corn?”
“Grilled chicken,” I said. First time
anyone had been interested in my dinner plans in quite some time.
“Sounds good. Have you ever fried
corn?” he said. It was almost like he had
a secret.

“No, I never have. How would you do
it?” Curious.
“Well, you’d go over there and grab
one of those fresh Vidalia onions we
pulled oﬀ the truck 20 minutes ago,
chop it up and put it in a skillet. Then,
you’d cut the corn oﬀ the cob and put
the kernels in the skillet with it. Now,
you’ll want three or four slices of butter
and some salt and pepper.”
My mouth was watering and I was
already looking for that 20-minute-old
Vidalia onion.
“You like red pepper?”
“Uh-huh.”
“Well, just over there you’ll see some
giant red peppers. Grab one of them, and
slice that up with the corn and onion. A
little fresh parsley and you’re done.”
I was done, all right. I couldn’t get to
my skillet fast enough.
“One other thing you might want to

consider....those tomatoes on the counter may be the best we’ve had all year.
They’d be great sliced on your plate next
to that chicken.”
I had walked to the counter with three
ears of corn. I walked out of the market
with corn, tomatoes, onion, red pepper
and butter.
What this merchant did for me was
simple: He listened to understand why I
was in his market. He didn’t try to “sell”
me anything. He pointed out some
items in his store that might be of interest. He wasn’t in a hurry. He was focused
on my experience. He painted a “mental
picture” for me.
What this merchant did for himself
was dramatic. You can probably apply
this story to your business without my
help. But, just in case:
1. Focus your staﬀ on every customer.
You never know which one could “make

your day.”
2. Slow down. These days, with less
traﬃc, you have more time to let the
sales process unfold naturally.
3. Listen. The best opportunities for
additional sales occur when you learn
what the shopper needs, where they’re
going, what they’re doing, what their
skill level is and why they’re doing it.
4. Suggest. You may not be the expert
on every activity, but you are in a position to know what your store has to oﬀer
and where it is.
5. When you talk about your products, you should initially focus on the
customer’s experience not on the product’s technical features.
Dan Mann is the founding partner at
TMG, a consulting ﬁrm that specializes in
sales training for the bicycle industry. He
can be reached at dmann@manngroup.
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