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their weight and their handling prowess. | didn’t buy
those bikes because of the manufacturer who
happened to sell them. The danger of course — for that manufacturer or the dealer — is that being the best
commaodity is a title that is fleeting. If the purchase is strictly based upon the physical product, what happens

when the next “best” product is sold by someone else?

Contrast that to what some of those previous niche brands have been doing. ... A visitor to the Long Beach
show today will no longer walk away thinking that brands like Triumph or BNV are only niche players. Mot only
do they have a full lineup of products to sell today, but they have also established and communicated what
they stand for as brands.

Some customers will still chase products that are the lightest, fastest, most comfortable, etc. regardless of
manufacturer, but as a manufacturer or as a dealership wouldn't you rather also have plenty of customers who
are attracted by the brand itself?



