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Customer 
Centricity - 
Kaufmotiv basierte 
Kundensegmentierung am Beispiel 
von woom
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10 Years of 
Magic Moments
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Niche? Boring? 
Economically unviable? Pffft.
Our trajectory from garage-based start-up to global player is proof that 
kids' bikes are anything but boring: today, woom bikes are available in 
30 countries, we've got an average annual growth rate of 50%-plus, and 
in 2022 our turnover topped 100 million Euros.  Not bad, really.

So, back to the elusive wow factor: 
woom bikes are all about a superlight weight and purposeful engineering to 
suit the needs of kids. This vision led to the creation of our sophisticated 
sizing system that spans two balance bikes and five pedal bikes. It caters 
for kids aged 18 months to 14 years, and represents a key feature in our 
business model: woom bikes grow with the rider. Now we're talking. 

2014

2,000
bikes

2015  

6,000
bikes

2016

17,000
bikes

2017

41,000
bikes

2018

80,000
bikes

2019

144,000
bikes

2020

210,000
bikes

2021

290,000
bikes

Adored by kids.
Applauded by experts.



perfect fit
made just for kids ages 

1.5 to 14 years





custom components
90% of components

designed specifically for kids









super lightweight
at only 5.1 kg for the woom 2, 
it's the perfect tool to inspire 

your child to pedal





Clean up:
brand & product 

strategy in a startup



How to develop customer segments based on buying motives?
What are the overall most important for value dimenions for parents in regards to their kids and biking?
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Problem statement



Laddering: motives behind the consumption of children's bicycles

overriding benefit 
aspects

generalized values

functional 
consequences

original
value retention

dimension

 concrete
 Product-

 characteristics
Geringes Gewicht

Ansprechendes 
Design / Optik / 
knallige Farben

Mitwachsfunktion

Gute Beleuchtung

Ersatzteil-Service

Zubehör
Angenehme 
Sitzposition

>10 Nennungen > 5 Nennungen > 2 Nennungen Einzelnennung

Keine 
Rücken-sch

merzen

Kind kann länger 
fahren / weniger 

anstrengend

Gesundheit

Leichtes 
Handling

Mehr Spaß / Freude 
am Rad

mehr Motivation zur 
Bewegung

Statussymbol

Individualisierbar / 
Rad gefällt Kindern

Kinder können ohne 
Hilfe von Eltern 

fahren

Sicherheit

Verlässlichkeit

Rad kann getragen / 
mitgenommen werden

Wertschöpfung in 
AT

Regionaler 
Hersteller / 

Marke

Kostenersparnis

Zeitersparnis 

Stabile 
Komponenten

Hohe Qualität
Weniger Gefahr im 

Straßenverkehr

Kind lernt 
besser 

Radfahren

Stolz / Ansehen

LanglebigkeitBeruhigend für 
Eltern

Schnellere 
Verfügbarkeit

Einfacher für Eltern

Mehr Flexibilität

Weniger Unfälle
Kind wird 

fitter

Eigenständigkeit 
wird gefördert

Kind ist 
mobiler

Convenience für 
Eltern

Gutes Gewissen

Keine 
Enttäuschung

Mehr Freude am 
Sport

Wiederverkäuflich

Nachhaltigkeit

Weniger Konflikte
Mehr Erfolgsgefühl, 
Selbstbewusstsein

Beratung
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What drives the buying decision for all kids between 1 and 13 years?
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Exercise 2: 
Buying decision drivers for kids bikes





Customer Segmentation 



+-

+

-

older kidsyounger kids

Low customer value
(low willingness to pay, rarely buy 

new)

High customer value
(high willingness to pay, often buy new)

 Natureloving 
Parents

 

Sport Families
 Caring 
Parents

13%

19%

20%

 Independent 
Kids
13%

 Deciding Kids

17%

 
Budget 
Parents

18%



Umbrella brand 
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Brand promise for Active Families 
Emotional Benefit
Pass on the love to the sports, quality time together, 
proud, …

Rational Benefit
Quality, top engineering, good components ...

Brand promise for Caring Parents:
Emotional Benefit
Magic moment, “i take care” …

Rational Benefit
Safety, resale value ...

Brand promise for Deciding Kids 

Emotional Benefit
A cool bike, my peers will love it, i can show 
my personality …

Rational Benefit
I can “sell” it to my parents, it supports me in what I want 
to do (sport, leisure) ...



woom creates safe, innovative, 
and child-centric products to 
partner with parents seeking 
to create happy childhoods full 
of magic moments that lead to 
an active, sustainable lifestyle 
and a love of cycling.
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product

audience

motive
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All-rounders + specialists = 
Our growing product line-up
Over the years our all-rounder bike has been joined by two mountain 
bikes, one eMTB and an urban lifestyle bike. Each time around, we 
invested the same dogged focus for child-specific, ingenious designs. All 
we can say is, it's a good thing we moved out of the garage when we did. 

There's also a range of well-considered accessories and equipment at 
woom, plus we run an upCYCLING programme, which offers a simple, 
quick and affordable way to swap a current woom bike for the next size 
up. Spot a problem and want to solve it? Yep, that's the woom way – not 
only can we spot when we're short of space in a garage, but we're also 
attuned to parent's needs.
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Endorsed product brand strategy



let’s woom!


