Retail Spotlight

Bike Club Promotion that Works
BY RAY KEENER
In many shops that
support local bike clubs,
there’s an uneasy alliance. Shops want and
need the support of the
enthusiast
members,
who come to expect a
discount for their purchases.
Paul Tobio, president
of Ryder Bikes in Bradenton, Florida, has a
diﬀerent approach that’s
working well. “We want
to help the local club
(Sarasota-Manatee Bicycle Club, or SMBC) grow their membership, get new riders into the fold, as well
as capture their long-term member’s
business,” Tobio said.
Ryder gives a free $20 SMBC membership to customers who purchase
a bicycle. Ryder pays the club $10 for
each membership they give away. “It assists us to overcome bike price issues, or
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what items they get
for free,” Tobio added.
“It prevents having to
discount bikes or provide free accessories.”
Tony Renkert, president of the SMBC, is
equally enthusiastic
about the arrangement with Ryder. “We
get 20 to 25 new members a month through
Ryder. We help show
the ropes to new riders, and once they realize how much fun it
is, they go back for a
better bike.” SMBC currently has about
700 members.
The last word from Tobio: “We see the
support for our local club as integral to
our growth and to increasing the cycling
community in our area. They provide
all ride levels on a daily basis, so there
is another option for customers to ride
with a group and get more involved.”
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Who’s Your Customer?
BY RAY KEENER
need information and encouragement
Jay Graves, owner of The Bike Gal- to venture into traﬃc.”
lery in Portland, Oregon, recently
Conﬁrmation of these numbers
presented some ﬁndings on the ben- comes from the recently released
eﬁts of advocacy for retailers
at the NBDA regional semiWho Would Ride?
nars.
One slide of his Power- • Strong & Fearless: less than 1%
Point, a study of transporta• Enthused & Conﬁdent: 7-10%
tion cyclists, has sparked a lot
• Interested but Concerned: about 60%
of interest among retailers.
“The study basically divides • “No Way No How”: about 30%
cyclists into four groups,”
Graves said. “The names are Source: City of Portland
pretty self-explanatory.
“We’re focusing more and more on NHTSA study which showed that
the Interested but Concerned,” Graves 71 percent of Americans (the sum of
added. “These folks are not comfort- Graves’ ﬁrst three groups), want to
able in traﬃc, but will ride in low-vol- ride their bicycles more often.
ume, low-speed conditions like boule“Our business is changing. We’re
vards and oﬀ-street paths.
selling more commuter bikes and few“Many of our employees ﬁt into the er high-end bikes,” Graves said. “We
Strong & Fearless category. We’re con- as an industry need to do a better job
tinually looking at ways to help them of relating to the broader market, the
relate better to the needs and concerns 60 percent as well as the 10 percent,
of the bulk of our customers, who and it starts out on the sales ﬂoor.”

www.bicycleretailer.com

