Investigative Report

The BRC as Brand
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they require a “brand name” to

current and prospective riders,

sell the necessity of training—

particularly because they can offer a driver’s license-waiver upon
graduation, meaning no further testing at the Department of Motor
Vehicles. Franchises, however, need an on-going flow of students
to stay profitable and in business. Fun, easy “brand name” training
is simply more important to for-profit operations than it is for non-
profits. Once again, it may be coincidence that many claim the train-
ing was “dumbed down,” but if so, it is certainly an aspect that fits
well into a move to franchising.

The new marketing focus appeared in full force when the Basic
RiderCourse rolled out in 2001, To make the brand identification
even clearer, the MSF invented terms and trademarked them: Rid-
erCourse and the RiderCoach specifically. The MSF also began
talking as if the instructors worked for them and not for the state pro-
grams, In other words, the MSF was rider education and the local
programs were simply the way to deliver it.

Al the same time, the MSF cut off communication with the state
programs, dropped their membership to the State Motorcycle Safety
Administrators (SMSA) organization and began ignoring input or
complaints from states. Although initially puzzling to many, this can
also be seen as the abandonment of the non-profit programs the fran-
chise report had predicted.

The MSF is also developing an extensive set of courses includ-
ing ScooterSchool, Advanced Traction and Brake Management, an
On-road course, Skills Practice and a driver’s license-waiver course
for those who already know how to ride. This proliferation of pro-
grams is also odd, since both the state administrators and the MSF
agree that states can’t even keep up with the demand for the novice
course. So who would offer these extra courses?

In our August. 2004 interview with the MSF, Tim Buche seemed
to hint at franchises when he said, “There might be those who say,
as a business, ‘we want to offer these other courses.™ It occurs to
us that a one-time customer base isn't, after all, as appealing as are-
peat business, Particularly since there's an opportunity for addi-
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and by advocating a safer riding

environment.” This opens the door to just about anything the MSF

decides ensures access—including taking over more state programs.

The 1981 report had anticipated opposition from non-profit pro-

grams if franchises were introduced in their territory. If, however,

the MSF was the non-profit program administrator, it’s unlikely
that it would oppose itself.

Broken Model

In December of 2003, Tim Buche made his now infamous
remarks in Washington, D.C. We wonder if people would have been
so surprised if they had known that the franchise plan existed?

What was interesting was Buche’s choice of words—"a broken
economic model.” He didn’t then and hasn’t now proposed a new
economic model. He has, though, repeatedly said that those who are
being trained should pay for the training. This is exactly what they
would do in a franchise economic model. Is that the new economic
model he was thinking of? We don't know, but it certainly fits with
what he said in a paper presented at the FIM 4th International Pub-
lic Policy Conference in Prague in April, 2004. At that conference,
Buche talked about other “delivery partners” than the state pro-
grams and included “manufacturer specific training, retailer oper-
ated courses, military programs and independent training sites.”

Is California the Key?

It was also in December, 2003, that the MSF won the California
contract to administer the largest motorcycle safety education pro-
gram in the country. Maybe it was coincidental that California was
the state it had, so long ago, designed to accommodate franchises.

Perhaps it was coincidental that Rider's Edge had been unable (0
b-ecom.e arecognized provider before then. And just a twist of fate
that Rider’s Edge is in the process of doing exactly that since the
MSF 1ok over the administration. Accordi ng to a very highly placed
source in the California Highway Patrol, Rider’s Edge may be ree-



