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Q2

● Developed our brand with 2 bikes
● We prioritized work and recreation
● Decided to join Asia; Bangalore & Melbourne
● Production facility; bangalore

Q3

● We priced and prioritize our brand.
● We developed ads and distributed them 

through numerous outlets (local, web, newspaper)

● Hired 7 service and sales people for each store

                          



Q4
● Improved ads by simplifying them. 
● Hired more sales people
● Opened store in Hangzhou
● Designed new bikes, 

speed, mountain and youth bike

Analysis 
● Only team in Asia
● Largest Market Share
● Need to improve bikes and ads
● Where do we expand next?



Critical turning point
● Received 3 million to fund future expansion
●  Decided to aggressively expand
● We started to have a new focus on youth bike.
● We increased our manufacturing

● Decreased the prices of our bikes.
● Expanded our stores to LATAM and Europe.

Q5



Q6
● Negative: low attention bike prices
● Little ad modifications
● Starting to focus on scorecard
● Expanded even further regions.
● New bike designs to compete with other companies.
● Bought 10 3D printers to expand capacity to 

14000 when demand is 4500. 

Q7
● Improvement in bike prices and improvement 

in bike design to compete with region and teams

● Need to improve ads, best ad is youth ad rated 80. 
● Get a loan and invest in R&D
● Goal to double demand from 7k to 15k. 



Q8
● More R&D investment
● Cutting prices to increase sales. 
● Opening stores in every city
● Adding R&D to new bikes
● Improving advertising,

best ad scores in priority categories



Results



Marketing Strategy (4P’s)

Product: Carbon fiber bikes, lightweight, made for everyone with various colors and sizes. Comes with 

accessories and reliable tires for everyone's safety.

Price: Our prices range from $500-$900, we give small 15-50 price rebate with purchases, but all this is 

depending on what bike you purchase and what region its purchased in. compared to every other company 

our goal is to produce high quality bikes for low price point.

Promotion: We have a large variety of promotion, such as ads from various magazines, billboards, websites 

and posters.

Place: The regions we are available at are LATAM, ASIA, MEA, and EUROPE 



Product(Q3-Q8) 

● Bikes started of basic with room to improve for the future

● We improved to our liking but didn't pay attention to competition

● Used r&d for improvements to satisfy customer

● Changed colors and ties constantly for satisfied customer



Price(Q3-Q8)
Quarter 3- two bikes with baseline prices considering the region

Quater4- six bikes, still baseline prices withe asia region

Quarter5-  Minor adjustments, still only in asia

Quarter 6- prices increased, opened up to new regions

Quater7- prices are adjusted towards our competition

Quater8- prices dropped to sell cheapest best bike

Quarter six we didn't pay attention to the other region price points and it set us back, but with focus on that 

and other teams price point we massively improved



Promotion (Strengths)

● Ads in beginning quarters (Y, Y-2 and Y-3) 

scored average ranging in 70-75 scores for 

youth bikes.

● Ads in final quarters (Y-4) increased to 79 

scoring .

● Work bike ads started with ad judgement 75-80 in the 
beginning quarters.

● In the final quarter-8 we got the ad judgement of 93. 



Promotion (Weaknesses)

Poor ads for Mountain bikes less than 70 score

● Recreation and Speed ad judgment is 
in acceptable range (70-77)

● Didn’t improved since initial quaters



Place(Q3-Q8)

● Started in Bangalore & Melbourne
● Opened up into all 20 cities

● Very little competition in Africa and Asia



Sales



Strengths
Financial performance:

● Operating profit

● Lots of stores

Market performance:

● Higher demand of market share in 

primary segment (youth) and 

secondary segments (work)

● Only team in Asia

Wealth

● A value greater than one indicates 
the firm is adding wealth to the 
stockholders.



Weakness

Investment in future:

● R&D Licenses purchased late

● Poor ads at the start

● Poor bikes at the start

● Needed loans to continue 

growth


