
Even though consumer confi -
dence is up, overall numbers 
for the motorcycle industry are 

down. The health of our industry can 
be gauged in several ways, but it’s pri-
marily gauged through new bike sales. 
Bike sales drive the industry forward, 
because the original equipment manu-
facturers set the industry direction for 
the future.

The new bikes introduced each year 
dictate what accessories aftermarket 
companies produce, what journalists 
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If a rising tide lifts all boats, then this underserved 
segment of riders could play a major role in the 
motorcycle industry’s future.
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BEYOND

The fast-growing female 
rider segment not only 

brings direct buying 
power, but moms who 

ride may also infl uence 
a younger generation of 

future customers—
their children.

WHY THE INDUSTRY IS

ON WOMEN

write about and, to some extent, what 
clothing the safety apparel companies 
produce. Since motorcycle dealers are 
the heart of the consumer experience, 
every new model directly affects their 
customer relationships and ultimately 
their bottom line.

Compounding a downturn in new 
bike sales is the fact that the existing 
rider base is aging rapidly and fewer 
people are getting into motorcycling. If 
we don’t get new riders into this sport, 
particularly younger enthusiasts, there 

eventually may be little left to keep the 
industry afl oat, as people’s interests 
move on to other easier-to-access 
outdoor sports.

Millennials present a challenge to 
the motorcycle industry, and every 
company wants to attract them. They’re 
younger enthusiasts who could po-
tentially have a lifelong interest in the 
sport, but they overwhelmingly don’t 
want to own things. Millennials, by and 
large, would rather rent than own. 

Since they prefer experiences over 
items, their consumer profi le leans 
toward crowdsourcing a bike for a day, 
when they want a quick ride, or renting 
a bike for a weeklong vacation. They 
are less likely to purchase a new bike 
(or car) and often have no place to park 
it anyway. This means they also aren’t 
supporting dealers with tire changes, 
maintenance and accessory purchases.

The Motorcycle Industry Council 
(MIC) last year announced that women 
make up 19% of the riding population. 
This makes women the fastest growing 
demographic amongst motorcycle rid-
ers. This demographic has been steadily 
growing, and not only do many women 
prefer to buy new, but there is an even 
greater female ownership within young-
er generations. Gen X motorcycle own-
ers are 22% and Gen Y are 26% women, 
according to the survey. 

The motorcycle industry is fi nally 
taking notice. This isn’t to say that 
several companies hadn’t already been 
focused on bringing women into the 
sport, and making products specifi -
cally for them. Harley-Davidson and 
BMW have been marketing to women 
for a long time, and more recently the 
Polaris-owned Indian Motorcycles has 
joined them. Many female-focused ap-
parel companies have come and gone. 

The American Motorcyclist Associa-
tion used to host a Women & Motorcy-
cling Conference every three years, and 
several organizations exist to support 
women riders, including my own 
Women’s Motorcycle Tours.

Until only a couple of years ago, 
there hadn’t been many events where 
women could get together and talk 
motorcycles. At least not events geared 
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specifi cally to women. When I fi rst 
started riding 24 years ago, the local 
newspaper in Sharon, Connecticut, 
did a feature on me, because they’d 
never seen a lady riding around town 
on a motorcycle before. When I pulled 
up at gas stations, people would stare. 
Women in cars would ask me ques-
tions about personal safety and wish 
me luck on my journey. I rarely saw 
another woman on two wheels.

These days, it’s different. OEMs are 
starting to make more adjustable, 
lower-seat-height models that are 
“female-friendly,” although not overtly 
marketing them to feminine custom-
ers. There’s a proliferation of wom-
en-only motorcycle events, clubs and 
activities now as well. 

Smart dealerships are starting to 
create shopping ‘experiences’ in their 
retail spaces, some with sections spe-
cifi cally targeting women. The smart-
est dealerships are offering gathering 
spaces for women, as well as weekend 
and evening programs specifi cally 
designed for female audiences.

You may be asking, “What’s all this 
fuss about women?” Women are not 
only the fastest-growing demograph-
ic, but often the ones who decide 

Dedicated women’s riding gear departments are starting to 

pop up in brick and mortar retail outlets, a sign of recognition 

that companies ignore female riders at their peril.

No longer confi ning themselves to the 
passenger seat of a motorcycle, more 
women riders—either alone or in groups 
or clubs—are at the controls every day.

Dedicated women’s riding gear departments are starting to 

’s riding gear departments are starting to 

’

pop up in brick and mortar retail outlets, a sign of recognition 

that companies ignore female riders at their peril.

whether their children are allowed 
to ride motorcycles. By focusing on 
selling to the women’s market, we’re 
addressing two issues at the same 
time. First, we’re generating new rid-
ership and therefore more bike sales. 
Second, we’re enchanting the next 
generation of motorcycle enthusiasts. 
If both mom and dad are cool enough 
to ride, then the kids’ enthusiasm 

should naturally follow.
Because my own journey to self-con-

fi dence came on two wheels, I generate 
a lot of programs and content promot-
ing motorcycling to women. Because 
of that, I am sometimes asked why 
there must be all-women’s things when 
there aren’t also all-men’s things. Exclu-
sively women products and marketing 
can be confusing in such a male-dom-
inated sport. 

However, most women are taught 
by our culture to be outward-focused. 
Many women unwittingly take this to 
an extreme, and sometimes lose track 
of what feeds our souls. When we come 
together through motorcycling (or any 
other activity), it’s exciting to encoun-
ter other like-minded women who are 
awakening their inner passions, espe-
cially when they’re just as enthusiastic 
about motorcycling. It feels good to 
be with people who understand each 
other, without having to explain it, so 
we want to keep recreating that expe-
rience. That camaraderie is ultimately 
why women-only events are rising in 
popularity.

Women are wired differently than 
men. Not only are they physically 
different from men, but they also learn 
differently, communicate differently, 
and build confi dence differently than 
men. These differences are sometimes 
subtle, but they are very real. Savvy 
marketers know that the more specif-
ically you can speak to, communicate, 
and show imagery that moves your 
target customer, the more effectively 
you can sell to them. 

Creating more enthusiasts sells more 
bikes, which helps the industry overall, 
and keeps the OEMs in business. They 
will then continue to create magnif-
icent machines that move both the 
body and the soul. 

It’s up to motorcyclists to spread the 
word about our fantastic hobby, and 
how fun and economical they are to 
ride. Encourage everyone you meet 
to learn to ride a motorcycle, because 
happy people lead happy lives. Explain 
that there’s no better way to see the 
world than on two wheels, no matter 
your age or gender.  MCN
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