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Triumph: Marketing British Steel (A) 
 
 

Introduction 

In early 2007, Tue Mantoni, commercial director for Triumph, opened up his 
Financial Times, and read: “Triumph, the manufacturer of iconic British 
motorcycles, has raised sales thanks partly to “Born-again bikers” – older 
customers trying to recapture the carefree spirit of their youth.”1 Triumph’s 
unit sales had increased by 18.3% growing from 31,600 units in 2005 to 
37,400 units in 2006.2 Over the past five years, the company’s sales had 
grown at a compound annual growth rate (CAGR) of 11.2%.3 Consumers 
over 35 years old had doubled to represent a quarter of Triumph’s consumer 
group.4 At the same time, Triumph was experiencing strong growth in Asia 
(quadrupling of unit volume in 2006) and North America (unit sales 
increases of nearly 50% in 2006). 

 

                                              
1 J. Guthrie, “Born-again bikers rev up Triumph - Motorcycles,” Financial Times, Jan. 4, 2007, p. 18. 

2 These figures refer to global retail registrations. 

3 Figures taken from Triumph Company Capsule, www.hoovers.com, accessed April 17, 2007. 

4 J. Guthrie, “Born-again bikers rev up Triumph - Motorcycles,” Financial Times, Jan. 4, 2007, p. 18. 
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As Mantoni put down the newspaper, his mind turned to some of the company’s 
current marketing challenges. Having conducted a series of consumer surveys, the 
company saw that one of its major issues was the low conversion from consideration 
to purchase in comparison to its competition (See Exhibit 1). Mantoni was also 
interested in evaluating the dealer strategy and considering ways whereby dedicated 
Triumph dealers could become more profitable. Last, many industry experts had 
commented on Triumph’s brand image being tied too closely to its past. One external 
brand consultant stated: “[Triumph is] a real heritage brand that has been resurrected. 
Triumph presents an idealized view of motorcycles from the 1950s. It’s going to have 
to move quickly to build on what the brand is about.”5 

A Brief on the Motorcycle Industry 

Global motorcycle industry statistics often included a range of vehicle types including 
motorcycles, scooters, mopeds and three-wheelers. While each manufacturer looked at 
the market differently, Triumph considered their relevant market to be high 
displacement motorcycles with engines over 580cc. In 2006, the combined US and 
European market for 580cc+ motorcycles was estimated at 1.3m units. From 2002 to 
2006, units sold had increased at a CAGR of 3.8%. 

High-displacement motorcycles were typically divided into five major segments: 
cruiser (upright or backward leaning seating usually with larger engine sizes); roadster 
(similar to cruisers with smaller engine sizes); sport touring (a slightly forward seat 
arrangement designed for sporty performance and long distance travel); supersport (a 
knee-down forward seat designed for speed); touring (upright seating and designed for 
long-distance travel); and trail (upright seating for off-road use). See Exhibit 2 for 
details on industry sales by each product segment. 

In Europe, the market leaders in high-displacement motorcycles were dominated by 
four Japanese firms: Honda (19%), Suzuki (19%), Yamaha (17%) and Kawasaki (13%). 
Triumph held 4% of the European market. In the US, Harley-Davidson was the clear 
leader dominating 40.7% of the market. In Japan, Harley-Davidson also led the high-
displacement market with 31.7% market share even though the four Japanese 
competitors collectively controlled over half of the market. Exhibit 3 shows market 
shares of the top 10 high displacement motorcycle brands by region. 

The Motorcycle Consumer 

Triumph viewed the consumer of high-displacement motorcycles as falling into six 
major segments: the commuter, the fanatic, the fast and furious, the design conscious 
individual, the hobby-rider and the lifer. 

 

                                              
5 M. Cuddeford Jones, “A Baptism of Fire,” Brand Strategy, Feb. 2006, p. 22. 
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The Commuter sought the most efficient way to get from point A to point B and made 
purchase decisions based on practicality, functionality and technical performance. The 
commuter did not enjoy emotional benefits from the motorcycle and used it solely to 
fulfill basic transport needs. This individual was unlikely to consider themselves part of 
the biking community and mostly rode solo. 92% of the segment was made up of males 
and over 80% were over 35 years of age. Most commuters purchased Japanese bikes in 
sports touring, naked and cruising categories and 55% bought the bikes second hand. 
The segment represented 14% of the high-displacement motorcycle market. 

The Fanatic included those riders deeply enthralled with the technical characteristics of 
motorcycles and actively sought to improve their own riding performance. Most 
fanatics rode for relaxation or excitement and typically rode twice a week alone or 
part of a small group of friends. The fanatic had a neutral feeling towards the larger 
biking community. Purchase decisions were based on technical performance of the 
bikes. Approximately 92% of the riders were male and 59% of the riders were under 35 
years of age. 45% purchased the bikes new. The fanatics gravitated towards Japanese 
sports bikes, sports touring and cruisers. The segment represented 18% of the global 
motorcycle market. 

Named like the 2001 movie, The Fast & Furious segment demanded adrenaline when 
riding. Individuals in this group felt akin to similarly-minded individuals and basked in 
the attention of riding. Fast & Furious riders purchased bikes to reflect their 
individuality and personalized the bikes with accessories. Purchase decisions were 
made on a combination of technical performance with looks and design. Most 
European riders in the segment chose Japanese sports bikes whereas American 
counterparts bought cruisers. 94% were male and 67% were under 35 years old. 44 % 
of the segment purchased new bikes. Fast & Furious riders comprised 13% of the global 
high-displacement motorcycle market. 

The Design Conscious Individual pursued motorcycles to reflect their personal style. 
These individuals wanted the experience to be authentic and unique and typically sought 
specific accessories to personalize the bike. Purchase decisions revolved around looks, 
design and image. While the design conscious individual liked to tinker, technical 
performance was not high on the list of purchase attributes. The segment used the bike 
for recreation and some trips and rode alone, with a small group or as part of a larger 
crowd. Riders typically had large capacity cruisers, naked or touring bikes. 96% were 
male and 71% were over 35 years of age. The segment was more likely to buy new bikes 
in contrast with other groups, with 60% buying new. The segment was also the largest, 
representing 20% of all high-displacement motorcycles globally. 

The Hobby-Rider used their motorcycle to escape from everyday drudgery and inject a 
youthful spirit into their soul. The segment did not participate in the biking community 
and mostly rode on the weekends alone. Purchase decisions were made based on 
weight functionality, performance and looks/design. They were considered to be the 
most brand conscious segment and consumed a wide range of motorcycles. 95% were 
male and 53% were under 35 years old. 47% bought the products new (which was in 
line with market average). The segment was the second largest behind the design 
conscious rider with 19% of the global high-displacement market. 
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