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Executive Summary 
The motorcycle industry has struggled to rebuild since the 2008 recession.1 By the time the economy recovered 
- the average motorcycle rider had aged, going from an average age of 40 in 2009 to 50 a decade later.2,3 In that 
time, younger generations did not replace these aging riders at the rate seen in previous generations - and since 
baby boomers have been the ones driving growth and sales, their ‘greying’ has been felt across the industry.1 This 
VKLIW�KDV�OHIW�GHDOHUV�WR�ȴQG�QHZ�ZD\V�WR�DWWUDFW��HQJDJH��DQG�LQȵXHQFH�D�QHZ�JHQHUDWLRQ�RI�EX\HUV��ZKR�KDYH�QHZ�
desires and tendencies. 

As we enter this new phase of our industry, it’s crucial to not only know how to reach new buyers in this greying 
market, but to know exactly who the average motorcycle buyer is and what’s motivating them to purchase so you 
FDQ�PRUH�H΍HFWLYHO\�UHDFK�WKHP�ZKHQ�WKH\�ZDON�LQWR�\RXU�GHDOHUVKLS��7R�JHW�WKLV�LQVLJKW��ZHȇYH�VXUYH\HG�&\FOH�
Trader consumers and uncovered in more detail exactly who makes up the current motorcycle industry and how 
they came to their decision to purchase. From there, we’ve put together in-depth data analysis and actionable tips 
FRYHULQJ�KRZ�WR�UHDFK�FXUUHQW�EX\HUV��KRZ�WR�HQJDJH�WKH�LQFUHDVLQJO\�ȴQDQFLDOO\�SRZHUIXO�PLOOHQQLDO�DXGLHQFH��DQG�
KRZ�WR�XVH�WKH�ERRPLQJ�R΍URDG�PDUNHW�WR�\RXU�DGYDQWDJH�

1https://www.revzilla.com/common-tread/can-rider-training-turn-around-the-us-motorcycle-industry     |     2KWWSV���ZZZ�IRRO�FRP�LQYHVWLQJ��������������PRWRUF\FOH�VWDWLVWLFV�WKDWOO�ȵRRU�\RX�DVS[
3https://www.rideapart.com/articles/304226/mic-2018-stats-who-are-we/

4Hotjar 2019

Before we talk engagement strategies - let’s take a deep dive into who these motorcycle consumers are and 
what expectations they have when it comes to the buying process. Knowing your consumer through and 
through helps you not only provide better service but assists in building your overall customer relationships - 
ultimately helping you close the sale.

The Motorcycle Consumer; Who Are They?

 

Current Motorcycle Riders
$W�ȴUVW�JODQFH��WKLV�JURXS�LV�ODUJHO\�PDGH�XS�RI�
unmarried Baby Boomers who are retired with 
an annual household income of more than $100k, 
which isn’t overly surprising considering their 
employment status. They are still working and earn 
D�GHFHQW�KRXVHKROG�LQFRPH�WKDW�D΍RUGV�WKHP�WKH�
ability to be able to make larger purchases, such as 
a motorcycle. This is likely the same audience you’ve 
dealt with day in and day out at your dealership 
for years. The reality is, older riders can’t ride 
forever - that’s why it’s becoming crucial for dealers 
WR�GLYHUVLI\�WKHLU�R΍HULQJV�DQG�WDS�LQWR�GL΍HUHQW�
audiences.

While current riders are important, they aren’t the only persona that exists within our industry. Millennial riders, 
ZKLOH�RIWHQ�HOXVLYH��DUH�WKH�XS�DQG�FRPLQJ�SRZHUKRXVH�ZKHQ�LW�FRPHV�WR�ȴQDQFLDO�EX\LQJ�SRZHU��$QG�GRQȇW�IRUJHW�
DERXW�WKH�JURZLQJ�R΍URDG�FRPPXQLW\���WKH\�DUH�HTXDOO\�DV�LPSRUWDQW�WR�IRFXV�RQ�DQG�LWȇV�FUXFLDO�WR�XQGHUVWDQG�
exactly who they are and how they can be best reached - but more on that later.

 

54% 28%

28% 71%

31%

aren’t married

are Baby Boomers are employed

make more than 
$100k annually

only have 2 people 
in their household

Who Are They?4
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The Buyer’s Path & Preferences
To understand how a buyer gets to the point of purchase 
- it’s important to take a look at what motivated them to 
SXUFKDVH�D�PRWRUF\FOH�LQ�WKH�ȴUVW�SODFH��7KH����UHDVRQ�
riders said they got into riding was because they just 
wanted a bike - plain and simple. Others also valued the 
ease of transportation a bike provides and another group 
was inspired by friends or family who ride. But no matter 
how well a motorcycle can change their lifestyle or how 
excited the buyer is to get out on the road - it’s still a big 
purchase that these buyers take seriously. With that in 
mind, it’s not surprising that they spend time researching 
and comparing the various available options.

2QFH�D�EX\HU�KDV�ȴJXUHG�RXW�WKH�W\SH�RI�ELNH�WKH\�ZDQW��
WKH\�PRYH�IDLUO\�TXLFNO\�GRZQ�WKH�SDWK�WR�SXUFKDVH�ZLWK�
31% of buyers saying they start researching just three 
months in advance before making a purchase. These riders 
typically know what they want out of the gate with 61% 
saying that your dealership won’t change their mind about 
what they are interested in. But as for type of manufacturer, 
they have a bit more wiggle room. 77% of buyers say they 
DUHQȇW�ZHG�WR�D�VSHFLȴF�PDQXIDFWXUHU���PHDQLQJ�\RX�KDYH�
WKH�SRZHU�WR�LQȵXHQFH�WKHP�LQ�PRUH�ZD\V�WKDQ�RQH��7KLV�LV�
a great area of opportunity for dealers to guide these riders 
through the buying process, catering to them and educating 
them as they decide what manufacturer is right for their 
needs - hopefully creating a lifelong customer.

So, now that you know who the average motorcyclist is, 
what can you, as a dealer, do to best reach them? 

We’re glad you asked.
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42%

of buyers start research 
at least 6 months in 

advance

Searching & Buying5

77%

of motorcycle buyers 
DUHQȇW�ZHG�WR�D�VSHFLȴF�

manufacturer

61%

say that a dealership won’t 
change their mind about 
what they’re interested in
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How to Reach These Riders

84% of buyers say listings 
are an important 
part of their search

97%
of motorcycle 
buyers are 
searching 
year-round

90% of consumers won’t 
click on a listing 
without a price

Units with 5+ photos get

5x more connections
than those without

Descriptions with up to 250 words can

increase connections
by as much as 19%

Why Hone Your Online Dealership?8Hone Your Online Dealership
It’s no surprise the way consumers receive information has 
FKDQJHG�VLJQLȴFDQWO\�VLQFH�WKH�ULVH�RI�WKH�GLJLWDO�UHYROXWLRQ��
To put it simply, the Internet has drastically changed how 
all buyers shop and make purchasing decisions. In fact, 
the average consumer consults 24 resources on their path 
to purchase and 19 of those are digital. Buyers used to 
come directly to a dealership to conduct their research, but 
nowadays, consumers check a number of sources before 
they even walk into a dealership. They check online reviews, 
dealer websites, third-party marketplaces, like Cycle Trader, 
and social media as they search for all the information they 
need to make the right decision on their next ride. In fact, 
53%6 of shoppers say they always do research before they 
buy to ensure they are making the best possible choice.

7KLV�VKLIW�LQ�FRQVXPHU�EX\LQJ�KDELWV�KDV�DOVR�VLJQLȴFDQWO\�
changed and heightened buyer expectations in the digital 
space. Buyers are expecting more from dealers and 75%7 
of consumers admit that they judge a business’ credibility 
based on their website. Think of your website, or wherever 
you choose to host your listings, as the face of your business. 
Consumers want to get a good feel for your dealership 
before they actually take time to visit. They are looking 
for a consistent, updated, and professional experience 
especially when they are making a larger purchase such as 
a motorcycle. If you don’t provide the online experience 
they are expecting, they might feel a sense of uncertainty 
RU�XQHDVLQHVV�DERXW�\RXU�GHDOHUVKLS�DQG�ȴQG�DQRWKHU�
competitor in just a few clicks. 

To manage your consumer’s expectations online - it’s crucial 
to present your dealership and your listings in the best light 
possible. This means including all the information they need 
in your listings up front - including a nice variety of photos, a 
detailed description of the unit, and the current price. Don’t 
make consumers do more work than they need to - make it 
easy for them to get a good feel of the unit they’re interested 
LQ�ULJKW�R΍�WKH�EDW�

6https://www.thinkwithgoogle.com/data/shopping-research-before-purchase-statistics/     |     7https://www.markbrinker.com/a-bad-website-can-hurt-your-business     |     8Hotjar
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When building your online listings, keep these tips top of mind;

<HV��WKHVH�WLSV�ZLOO�WDNH�PRUH�WLPH�RQ�\RXU�SDUW��EXW�\RXU�H΍RUW�ZLOO�EH�ZRUWK�LW�LQ�WKH�ORQJ�UXQ��%X\HUV�ZDQW�
to know that you, as a dealer, care about your online presentation and that you took the time to elevate their 
research experience right from the get go. It’s important to put yourself in the buyer’s shoes to realize that buying 
D�PRWRUF\FOH�LV�D�ODUJH�ȴQDQFLDO�SXUFKDVH�DQG�WKH\�WDNH�LW�YHU\�VHULRXVO\��%\�WDNLQJ�WLPH�WR�LQYHVW�LQ�\RXU�RQOLQH�
GHDOHUVKLS�XS�IURQW��\RXȇOO�HQG�XS�UHDFKLQJ�PRUH�TXDOLȴHG�EX\HUV�TXLFNO\�	�HɝFLHQWO\�

Price
It’s crucial to provide a price on all of your listings, this can even be the MSRP if a 
PDQXIDFWXUHU�KDV�VHW�UHTXLUHPHQWV�IRU�ZKDW�SULFH�\RX�FDQ�LQFOXGH��$FFRUGLQJ�WR�RXU�UHVHDUFK��
almost all buyers refuse to click on a listing without some kind of pricing listed. Keep in mind 
that 97% of buyers are searching year-round for a good deal and 42% say they are searching 
PRUH�LQ�WKH�ZLQWHU���LWȇV�LPSHUDWLYH�WR�DOZD\V�LQFOXGH�D�SULFH��HYHQ�LQ�WKH�R΍�VHDVRQV��
Remember, your buyers are looking for their next bike at the best price — and if you don’t 
want to share that information with them when and where they want it, they are more than 
KDSS\�WR�ȴQG�DQRWKHU�GHDOHUVKLS�WKDW�ZLOO�

Description
Buyers want to imagine themselves on their next ride and you, as the dealer, are the link that 
can help them understand what a particular bike can do for them. Take advantage of this 
when crafting your listing descriptions. It’s important to paint a crystal clear image of what 
WKH�ELNH�R΍HUV��DQG�SDUWLFXODUO\�FRQVLGHULQJ�WKDW�����RI�RXU�DXGLHQFH�LV�D�ȴUVW�WLPH�EX\HU��
LWȇV�LPSHUDWLYH�WR�WU\�WR�EDODQFH�WHFKQLFDO�VSHFLȴFDWLRQV�RI�WKH�XQLW�DQG�D�PRUH�GHVFULSWLYH�
marketing message throughout your description.

Imagery
+DYLQJ�D�ODUJH�YDULHW\�RI�KLJK�TXDOLW\�SKRWRV�KHOSV�HOLPLQDWH�DQ\�HOHPHQW�RI�VXUSULVH�ZKHQ�
a buyer shows up to your dealership. They want to know up-front exactly what the bike 
looks like, what kind of condition it’s in, and if there’s any damage before they visit the unit 
in person. Keep in mind that honesty is always the best policy, especially when building 
trust with your buyers. Having top-notch photos is crucial to get more eyes on your listings 
considering that units with 5+ photos get 5x more connections than those without. Providing 
a video to go along with your listing photos is another great option and allows you to walk 
consumers through every facet of the bike they’re interested in just like you would at your 
dealership.

marketing@cycletrader.com (877) 354-4068 5



As you can see, motorcycle buyers are motivated, with 
65% expecting to hear back within the same day they 
originally reached out. The longer it takes you to get 
back to them, the more likely it is they are going to 
head down the street to your competition. In fact, 52% 
will contact another dealer if they don’t hear back from 
you in a timely manner. The window of opportunity is 
getting smaller and these buyers are eager to buy their 
next ride - 71% plan to have the keys within a week of 
UHDFKLQJ�RXW��7KH\�ZDQW�WR�KHDU�IURP�\RX��DQG�TXLFNO\��
because they’ve done their research, narrowed down 
their choices, and are ready to purchase. If you don’t 
prioritize helping them, they will move on because at 
the end of the day, their top concern is not whether 
they get their next ride from you or the other guy - 
they just want to get out and ride.

Cater to Their Communication Expectations
Your online presence isn’t the only thing consumers 
are heightening their expectations on during their 
path to purchase. Their communication expectations 
are also on the rise, especially considering we live in 
D�ZRUOG�WKDWȇV�DFFXVWRPHG�WR�LQVWDQW�JUDWLȴFDWLRQ��
Consumers can get anything and everything they 
want within just a few clicks, and mobile devices are 
making it even easier for them. 68% of Cycle Trader’s 
WUDɝF�FRPHV�IURP�D�PRELOH�GHYLFH��VR�LQFRUSRUDWLQJ�
the mobile buyer into your overall communication 
strategy is key.

9Hotjar 2017

What Are Their Communication Expectations?9

65%

52%

45%

71%

would like a response back 
within the same business day

will contact another dealer if they 
don’t hear back in a timely manner

will wait just one day for a 
response before they move on

plan to have the keys within a week 
once a dealer contacts them
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Cater to Their Communication Expectations (Continued)

Make it easy for your buyer to contact you and cater to their communication expectations throughout the entire 
buying journey. To make sure your dealership stays top of mind through it all - you’ll want to make sure you:

1RZ�WKDW�\RX�DUH�HTXLSSHG�ZLWK�D�IHZ�WLSV�DQG�WULFNV�WR�UHDFK�WKH�FXUUHQW�SRSXODWLRQ�RI�PRWRUF\FOH�ULGHUV��OHWȇV�
WDNH�D�ORRN�DW�KRZ�\RX�FDQ�H[SDQG�\RXU�R΍HULQJV�DQG�KRZ�\RX�FDQ�WDS�LQWR�QHZ�DXGLHQFHV�

Define your value story���<RX�PLJKW�NQRZ�ZK\�\RXȇUH�YDOXDEOH�WR�\RXU�FXVWRPHUV�R΍�WKH�WRS�RI�
\RXU�KHDG��EXW�KDYH�\RX�WUXO\�GHȴQHG�LW"�7DNH�VRPH�WLPH�WR�UHDOO\�FRQVLGHU�ZKDW�\RX�EULQJ�WR�WKH�
table that your competition cannot. Write it down, memorize it, and consider it your elevator pitch 
or your core message. This messaging should be shared with your team and with your customers 
��ZHDU�LW�SURXGO\�DV�D�EDGJH�RI�KRQRU��<RXU�YDOXH�VWRU\�VKRXOG�ȵRZ�LQWR�HYHU\WKLQJ�\RX�GR�DW�\RXU�
dealership - this means incorporating it into your overall communication strategy.

Prepare for all types of buyers - No two buyers are alike - and the Powersports industry is 
becoming more and more diverse so this is a particularly critical time to reach all types of buyers. 
2QH�WKLQJ�WKH\�GR�KDYH�LQ�FRPPRQ�LV�WKDW�WKH\�DUH�DOO�ORRNLQJ�IRU�D�XQLTXH�H[SHULHQFH�DQG�LWȇV�
important that your value story/core messaging can cater to each of them. While your value story 
can be tweaked for each buyer demographic, keep in mind, the core messaging should remain 
consistent.

Regularly train your employees - You’ll want to make sure every person on your team is speaking 
the same language when it comes to your core messaging. We encourage team training sessions 
or putting together talk tracks on what your value story is, why it’s important, and tips on how 
WKH\�FDQ�DFWLYHO\�XVH�LW�GXULQJ�WKH�VDOHV�SURFHVV��<RXU�YDOXH�DQG�XQLTXH�GL΍HUHQWLDWRUV�VKRXOG�EH�
something that every person on your team can recite without hesitation.

1

marketing@cycletrader.com (877) 354-4068 7



Expand Your Buyer Pool & Tap Into New Audiences; Offroaders & Millennials

10KWWSV���ZZZ�JOREHQHZVZLUH�FRP�QHZV�UHOHDVH����������������������HQ�2΍�5RDG�9HKLFOH�0DUNHW�LQ�WKH�8�6�WR�H[FHHG���EQ�E\������*OREDO�0DUNHW�ΖQVLJKWV�ΖQF�KWPO�����_�����11:H�$UH�6RFLDO�����_�����12Hotjar 2019

We’ve mentioned the overall ‘greying’ of the motorcycle community and this shift, felt throughout the industry, 
KDV�OHIW�GHDOHUV�WR�ȴQG�QHZ�ZD\V�WR�UHDFK�EX\HUV��:KLOH�WKLV�VKLIW�KDV�XQGRXEWHGO\�SUHVHQWHG�FKDOOHQJHV��LW�DOVR�
provides dealers with the opportunity to think out of the box and reach untapped audiences they might not have 
IRFXVHG�RQ�SUHYLRXVO\��:LWK�WKDW�LQ�PLQG��LWȇV�WLPH�WR�VHW�RXU�VLJKWV�RQ�UHDFKLQJ�ERWK�WKH�JURZLQJ�R΍URDG�PDUNHW�
and millennials. 

7KH�ULVH�LQ�SRSXODULW\�RI�R΍URDG�XQLWV�KDV�FRPH�DW�WKH�SHUIHFW�WLPH��&RQVXPHUV�DUH�ȵRFNLQJ�WR�$79V�DQG�879V�
just as motorcycle sales have seen a downturn, helping dealers to maintain their business, despite the shift in 
ZKDW�FRQVXPHUV�DUH�EX\LQJ��7KH�R΍URDG�PDUNHW�LV�H[SHFWHG�WR�JURZ�IURP�86'���ELOOLRQ�LQ������WR�DURXQG�86'�
13.5 billion by 2024.10 The opportunity to reach these buyers is at an all time high, but are we as an industry 
prepared to support that growth? It’s no secret that the Powersports industry as a whole has consistently led with 
PRWRUF\FOHV�IRU�\HDUV��FRQVLGHULQJ�����RI�R΍URDG�EX\HUV�IHHO�WKDW�WKH\�GRQȇW�JHW�WKH�VDPH�DWWHQWLRQ�IURP�GHDOHUV�
as motorcycle buyers. 

%XW�R΍URDG�ULGHUV�DUHQȇW�WKH�RQO\�JURXS�\RX�VKRXOG�EH�IRFXVLQJ�RQ��ΖWȇV�WLPH�WR�UHDFK�WKH�PLOOHQQLDO�DXGLHQFH�DV�
well. These individuals are between 23-38 years old and compromise 24% of the current population. They are the 
most educated and racially and ethnically diverse generation to date. But - at the end of the day - they don’t have 
huge incomes yet with younger millennials only making around $25k and older ones making around $48k. They 
are set to take over the Baby Boomer generation this year and they are a market we should be heavily focusing on 
as an industry.

1RZ�IRU�WKH�KDUG�TXHVWLRQ��+RZ�GR�ZH�JR�DERXW�FDSWXULQJ�WKH�DWWHQWLRQ�RI�WKHVH�R΍URDGHUV�DQG�PLOOHQQLDOV"�7R�
best reach these demographics from a marketing perspective, you need to:

Engage Passionate Followers & Build Your Community
We are a passion based industry and these riders are looking for ways to engage and get information about the 
PRWRUF\FOH�	�R΍URDGLQJ�OLIHVW\OH���DQG�VRFLDO�PHGLD�LV�D�JUHDW�SODFH�WR�GR�MXVW�WKDW��2YHUDOO��VRFLDO�PHGLD�XVHUV�
have grown by 13% year-over-year11 - with Instagram growing the fastest in 2018, but nearly 50%12�RI�R΍URDGHUV�
VD\�WKDW�LWȇV�QRW�HDV\�WR�ȴQG�FRQWHQW�DQG�JXLGHV�DERXW�WKH�OLIHVW\OH��6RFLDO�PHGLD�LV�DQ�DPD]LQJ�WRRO�\RX�VKRXOG�
EH�XVLQJ�WR�VKDUH�WKLV�W\SH�RI�LQIRUPDWLRQ�ZLWK�\RXU�R΍URDG�DQG�PRWRUF\FOH�EX\HUV��ΖW�FDQ�EH�WHPSWLQJ�WR�IRFXV�
your social presence on street units alone - but dirt riders are also passionate about their unit of choice, so it’s 
LPSRUWDQW�WR�FDWHU�WR�WKHP�DV�ZHOO��6KDULQJ�WKLV�W\SH�RI�FRQWHQW�GRHVQȇW�KDYH�WR�EH�GLɝFXOW��6RPH�HDV\�H[DPSOHV�
of posts could be sharing OEM videos, posting cool places to ride in your local area, or posting laws that your 
buyers should be aware of while riding in your state. Creating a social strategy allows you as a dealer to develop 
your own communities, build long-term relationships with customers, gives customers a place to share feedback, 
DQG�LQȵXHQFHV�ZKDW�VKRZV�XS�LQ�VHDUFK��ΖI�\RXȇUH�QRW�XVLQJ�VRFLDO�PHGLD�WR�\RXU�DGYDQWDJH���LWȇV�WLPH�WR�VWDUW��

Think about your recent sales or customers who come back into your shop regularly. 
$UH�DQ\�RI�WKHP�PLOOHQQLDOV��R΍URDGHUV��RU�ERWK"�7KHVH�FRXOG�EH�JUHDW�EUDQG�DGYRFDWHV�
for your dealership through their own social platforms. Just having people out there 
talking about your dealership and your product expands the reach of your dealership 
because they are sharing this message with their audience - and if you like their 
imagery, you can always repost it onto your feed, saving you the trouble of creating 
this content on your own.

marketing@cycletrader.com (877) 354-4068 8



13KWWSV���ZZZ�SUGDLO\�FRP�UHSRUW����SHUFHQW�VD\�ZRUG�RI�PRXWK�LQȵXHQFHV�WKHLU�SXUFKDVHV�

Be Authentic & Visual
Most buyers can smell a sales pitch a mile away, and can become disengaged immediately - so, don’t lose them 
before you even start the conversation. The digital market has made it easier than ever for buyers to research 
DQG�ȴQG�DQRWKHU�EXVLQHVV�WKDW�EHWWHU�PHHWV�WKHLU�QHHGV��0DNH�LW�\RXU�JRDO�WR�SURYLGH�WKHP�ZLWK�YDOXH��ΖQVHDG�
of writing a blog post on why they need to buy a particular unit, focus on topics they really want to hear about 
OLNH��Ȋ+RZ�WR�3LFN�<RXU�)LUVW�0RWRUF\FOH�2΍URDG�8QLW�Ȇȇ�RU�Ȋ7RS�0LVWDNHV�$OO�1HZ�%X\HUV�0DNH�ȋ�<RX�FDQ�VKDUH�WKLV�
FRQWHQW�ZLWK�FRQVXPHUV�WKURXJK�RQOLQH�FKDQQHOV�RU�HYHQ�SULQW�RXW�SDPSKOHWV�RU�ȵ\HUV�WR�KDQG�RXW�LQ�\RXU�VWRUH��
And no matter what you do - whether it’s posting helpful content or promoting your product - remember that 

visuals are important. Buyers (but especially millennials) process information - and retain 
LW���PXFK�PRUH�HɝFLHQWO\�ZKHQ�LWȇV�LPDJHU\���VR�DJDLQ��SOD\�WR�WKDW��:H�DOO�NQRZ�WKHUH�
DUH�VRPH�DZHVRPH�ELNH�DQG�R΍URDG�VKRWV�RXW�WKHUH�WKDW�MXVW�PDNH�\RX�ZDQW�WR�ULGH���VR�
invest some time and energy in getting these pictures to share. No matter what you’re 
doing - from writing content, to taking part in an event, to working around the shop - 
consider how you can share those visuals with potential buyers.

Focus on the Experience & Take the lifestyle to them
/DVW�EXW�QRW�OHDVW��\RX�QHHG�WR�IRFXV�RQ�WKH�H[SHULHQFH�\RXȇUH�R΍HULQJ�\RXU�SRWHQWLDO�EX\HUV���DQG�QRW�just on 
social media. For millennials, it’s important to keep in mind that they are interested in more than just riding bikes. 
They like outdoor activities, spending time with family and friends, working out - the list goes on and on. How can 
\RX�LQFRUSRUDWH�WKLV�NQRZOHGJH�LQWR�ZKDW�\RX�DUH�R΍HULQJ�DW�\RXU�GHDOHUVKLS"�7U\�WR�WKLQN�RI�\RXU�GHDOHUVKLS�DV�
more than just where a transaction takes place. Rather, look at it as an opportunity to provide value outside of 
your product. 

<RXU�GHDOHUVKLS�FDQ�EH�D�ZD\�WR�KHOS�FRQVXPHUV�VSHQG�WLPH�ZLWK�IDPLO\�	�IULHQGV�DQG�D�SODFH�WR�SURYLGH�
education. Try hosting helpful workshops or events or try partnering with local businesses to host a concert or 
HYHQW�WR�GUDZ�PLOOHQQLDOV�DQG�R΍URDGHUV�LQ��$QRWKHU�LGHD�FRXOG�EH�VHWWLQJ�XS�D�ERRWK�DW�\RXU�ORFDO�DPSKLWKHDWHU��
park a unit in front of a local grocery store or restaurant, or participate in a local charity event or festival. It’s 
important to reach your customers where they are especially if you’re looking to attract new buyers. Plus - word of 
mouth is still absolutely a factor in today’s market. In fact 83%13�RI�FRQVXPHUV�VD\�WKDW�ZRUG�RI�PRXWK�LQȵXHQFHV�
their product purchases - so the more people talking about you, the better.

$V�\RX�ORRN�WR�HQJDJH�WKH�R΍URDG�DXGLHQFH�DQG�DWWUDFW�QHZ�PLOOHQQLDOV�LQ�\RXU�FRPPXQLW\�
LQWR�WKH�ULGLQJ�OLIHVW\OH��GRQȇW�IRUJHW�WR�EH�DXWKHQWLF��ȴQG�ZD\V�WR�EXLOG�\RXU�FRPPXQLW\��
and focus on the experience you’re providing.

Engage Passionate Followers & Build Your Community (Continued)

Setting up an Instagram contest is another great way to reach the millennial 
GHPRJUDSKLF�VSHFLȴFDOO\��&RQWHVWV�GRQȇW�UHTXLUH�PXFK�ZRUN�IURP�\RX��EXW�FDQ�KDYH�D�
far reaching impact in terms of the number of people sharing and talking about your 
brands. Millennials bikers are incredibly interested in participating in giveaways and 
are willing to share images in exchange for some type of prize (promotional gear, leather jacket, gloves, etc.). This 
JRHV�IRU�WKH�R΍URDG�DXGLHQFH�DV�ZHOO��<RX�FRXOG�DVN�XVHUV�WR�OLNH�\RXU�SKRWR�DQG�WDJ�D�FHUWDLQ�QXPEHU�RI�IULHQGV�
on your post, or have them share the post on their story as an entry into your giveaway. Giveaways are simple yet 
H΍HFWLYH���VXGGHQO\�\RX�DOVR�KDYH�D�ZKROH�QHZ�OLVW�RI�SRWHQWLDO�LQȵXHQFHUV�ORRNLQJ�DW�\RXU�EUDQG�
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Cycle Trader®�LV�SDUW�RI�D�XQLTXH�
portfolio of Trader Interactive 
marketplaces for buying and selling 
powersports vehicles, including 
&\FOH�7UDGHU��$79�7UDGHU��3:&�7UDGHU��
and Snowmobile Trader, with over 
WKUHH�GHFDGHV�DV�SDUW�RI�WKH�Ȋ7UDGHUȋ�
family of brands. Our mission is 
to bring powersports buyers and 
sellers together by providing our 
dealers and manufacturers with 
comprehensive listing packages 
and innovative advertising products 
that place inventory in front of 
UHOHYDQW��KLJK�TXDOLW\�EX\HUV��/LVWLQJ�
inventory through our powersports 
brands ensures that dealers can 
maximize their exposure, generate 
connections, drive sales, and boost 
SURȴWV��)RU�PRUH�LQIRUPDWLRQ��YLVLW�
www.CycleTrader.com.

Conclusion
No matter where we’re headed as an 
industry - it’s imperative that you focus on 
more deeply understanding not only who 
your consumers are, but also broader trends, 
both in our industry and outside of it. 

In this changing market, adapting your 
sales strategies to align to these evolving 
consumer trends is what will allow you to be 
most successful in years to come. Being able 
WR�GHOLYHU�D�TXDOLW\�H[SHULHQFH�WKDW�GHOLJKWV�
potential customers right from the start is 
what will allow you to stand out among the 
competition and win market share not just 
DPRQJ�R΍URDGHUV�RU�PLOOHQQLDOV���EXW�ZLWK�
the entire Powersports market.

&RS\ULJKW�k������7UDGHU�ΖQWHUDFWLYH��//&��$OO�5LJKWV�5HVHUYHG�
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