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Campaign Title:  Doubling the Market Share of BMW Motorbikes 
 

Brand: BMW Motorrad 

 
Company(s) Involved: UM, BMW Motorrad USA 

 
Category:  Automotive 

 

 

Summary 
 

This is a story where we doubled BMW Motorrad’s market share from 1.6% to 4% 
over the two year period, 2013 to 2014.  The US motorbike category is dominated 

by well-established players such as Harley Davidson and Honda. 
 

Our aim was to harness media advertising at highly efficient weight levels to 
incentivize the motorbike owners to reevaluate BMW.  Central to the development of 
the media and creative strategies over this period was the use of a weekly tracker 

which we not only used as a standard tracker, but we also modeled the results to 
pinpoint the underlying trends.   

 
Critically, UM’s tracker, AMP, has the innovative facility to passively measure TV and 
online ad exposure.  This was aligned to our tracking trends in Year 2 benchmarked 

on Year 1, which enabled us to make great strides in the overall longer-term ad 
effectiveness. 

 
 

Marketing Challenge 

 

The marketing challenge was very clear: we wanted to double the market share of 
BMW Motorrad (motorbikes) in the USA over the two-year period, 2013-2014.  In 
2012, our market share was 1.6%.  Two years later, it was 4.0%.                             

In advertising terms, the market is dominated by Harley Davidson and Honda which 
have a share of voice, of over 40% and 20%, respectively.   

 
With this in mind, we needed to intensify our efforts to build the brand and have the 
consumer see BMW Motorrad afresh.  Our idea: to help ensure the motorbike 

owners would reevaluate and reconsider BMW as their brand of choice, we 
incorporated video advertising to demonstrate the BMW Motorrad models in 

untapped areas where we traditionally have-not used online video or TV advertising 
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for many years.   
 

As the research results subsequently showed, it was the emotional response to the 
advertising which played a valuable role in the campaign’s success. 

 

Underpinning our insights was the state-of-the-art agency tracker, AMP, 

which directly ties media exposure to consumer response enabling us to 
see what’s working and what’s not.   

 
 
 

 
Methodology 

 
A key element of research’s leadership in the iterative strategy development and 

measurement was to utilize a weekly ad tracker among motorbike owners which we 

proactively scrutinized in two ways:  

 
a) We probed the un-modeled weekly data to ensure that our run-rate was on track with 

our forecasts created from pre-campaign models.  

b) We modeled actual responses to determine the real underlying trends and effects and 

compared these to our model’s expectations.  

 

We approached the solution from both a creative and media perspective.  For creative, we 

probed the key message elements’ effectiveness– this became valuable feedback as the 

campaign unfolded and directly enhanced creative development in the latter part of Year 2. 

 

For media, an integral part of the initial tracking specification was that we used UM’s AMP, 

Audience Measurement Platform.  AMP can passively track ad exposure on the Nielsen TV 

and online panels and subsequently ask survey questions to the panel about brand attitudes, 

etc., where Nielsen in turn provides responses matched on an ad exposed/non-exposed 

basis.  This enables unambiguous benchmarks for our campaign trending. 

 

Notably using Year 1’s data as a baseline, we rapidly established what was working in the 

media and creative interface and applied that as the campaign developed in Year 2. 

 
 

 
 

Creative Execution 

 
A total of four video creative treatments were used as a vital component of the two-year 

campaign.  

 

Year 1 activity established that no more than two executions should be used during the 

campaign year.  We were able to establish this by tracking the responses over time to three 

ads, although the actual response was optimal for two. 
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Consequently, Year 2 activity used only two executions which included the most successful 

of the previous treatments.  In Year 2, research indicated we should develop a much more 

aspirational ad.  Creative agency, Tether, developed an execution, “The Ride”, featuring a 

key scene, a solo rider out in the mountains, scoring very well with our prospects in market: 

 

As we reported to the BMW Motorrad client at the time: “What these results imply is 

that a key role for TV is to enhance the aspirational emotional bond between BMW 

Motorcycles and the prospective buyer.  This is a role where TV can excel.” 
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Impact on Business 

 
 

 

Overall, the results directly transferred into strong market share results, where 

Overall, our core communication KPI’s over a two-year period lifted very measurably.  

Indexed scores, based on early 2013 saw lifts  of +29 to +200% in less than 24 months: 

 

Powerful as the results are, one central element the research team played was to 

assiduously track the campaign on a weekly basis:   

 

Mid-way through our weekly tracking of the campaign in Year 2, we were able to 

determine the campaign was not meeting its communication KPI’s.  Therefore, we 

alerted the media investment team and the client and recommended rearranging both 

the remaining weeks of activity to have a higher ad weight per active week.  The 

overall lifts through proactive weekly media management improved the impact 

per GRP by at least +17%: 

 
The results of this mid-campaign shift were substantial. Post-campaign modeling 

affirmed the combination of creative and media enhancements lifted the ad 

awareness effect per GRP by +50% year-over-year: 
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over a two-year period we more than doubled sales to 4% market share. 
 


