
When U.S. powersports giant Polaris Industries announced last July it would
buy 25 percent of Austrian bike-maker KTM for about $80 million—and

that it had the option to buy a controlling stake sometime in 2007—motorcy-
clists both here and abroad had to be thinking a little harder about the mammoth
ATV, snowmobile and cruiser-bike maker based near Minneapolis, Minnesota.

The deal, six years in the making, is being presented as a merger for the usual
reasons of good manners, corporate self-esteem and industry relations. But make
no mistake; this marriage-in-progress is effectively a takeover of KTM by a pow-
ersports powerhouse that’s become a cornerstone of America’s motorized recre-

ation industry. With 2005 sales of $1.87 billion (up 5
percent over 2004), Polaris’ revenues dwarf those of
KTM, which in 2005 were $540 million, a 12 percent
increase over the previous year from its portfolio of
23 off-road and street motorcycles. 

The two companies appear to represent a perfect
fit. KTM’s off-road line is already world-class, and its
growing range of V-twin 1000cc streetbikes—pow-

ered by the lightweight and compact 75-degree V-twin LC8 motor (now being
developed into 1200cc guise to power the RC8
sportbike due to debut in 2008)—nicely comple-
ments Victory’s range of well-engineered and beau-
tifully designed large-capacity V-twin cruisers. This
means Polaris dealers will have an exceptionally
competent off-road line to sell alongside their
snowmobiles and ATVs. 
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Wisconsin (which produces
90,000 power units a year), its
Spirit Lake, Iowa, factory
(whose 550 employees—55
percent of whom are female—
assemble Victory motorcycles)
and the company’s state-of-
the-art R&D center in

Wyoming, Minnesota, I also got
the chance to ride a pair of
Victory’s latest models—the
Jackpot and Kingpin—and
speak to some of the key peo-
ple driving this little-known
middle-America corporation
that’s set to become a major
force in world motorcycling in
coming years. 

After a disastrous launch
seven years ago, Victory has
been successfully re-invented as
the New American Motorcycle,
underscored by excellent
machines and sky-high cus-
tomer approval ratings, all of
this under a team headed by
Mark Blackwell. Blackwell, 52, is
a man who’s already left his
mark on American motorcycling,
having graduated from a Honda
Dream 50 to a Yamaha DT-1
flattracker to a Husqvarna 400
on which he became the first-
ever U.S. 500cc national
motocross champion in 1971 at
age 18. An eye injury suffered in

the Luxembourg GP in the ’72
season spelled the end of
Blackwell’s racing career, but not
the end of his involvement in
bikes. Working first for Fox 
Shox then at firms such as
Husqvarna, U.S. Suzuki and
Arctic Cat, Blackwell put himself

through business school, study-
ing mostly at nights after work-
ing a full day in the office or 
on the road, eventually earning
an MBA from Pepperdine
University. At Arctic Cat, ironi-
cally Polaris’ number-one com-
petitor, Blackwell quadrupled
sales to over $500 million in
just five years by persuading his
former bosses at Suzuki to sell
him engines to launch a range
of Arctic Cat ATVs. In 2000,
Blackwell crossed the street 
to Polaris to breathe new life
into its moribund Victory
Motorcycles division. The highly
successful job he and his team
have since done there, plus his
significant global experience and
international outlook, made
Blackwell the obvious choice to
drive the integration of KTM
into the Polaris operation in his
new role as Vice President,
Victory Motorcycles and
International Operations. As
such, there’s no better man to
talk to about the implications
and framework of the forthcom-
ing marriage with KTM.

Alan Cathcart: Mark, when you
joined Victory, what did you
find?
Mark Blackwell: Tom Tiller
(CEO of Polaris) made it very
clear we had a lot of work to
do to turn Victory around. But
he also made me understand
that he and the board were
committed to the business. The
first year was very difficult. The
dealers were loaded with
unsold inventory, and even by
offering big discounts they
were still only moving fewer
than 2000 bikes a year. The
V92C wasn’t a bad product,
but it wasn’t very appealing. It
didn’t significantly differentiate
itself for the customer; we just
didn’t meet the attributes
important to cruiser customers.
We were good on performance
and handling, but these were
less important than style and
comfort, the two most impor-
tant attributes for cruiser cus-
tomers. Plus, we needed to
improve quality. Fortunately,

This collaboration will espe-
cially benefit KTM, whose
largest market by far is the
U.S.A., making it badly hit in
terms of profitability by the 30
percent collapse of the U.S. dol-
lar since 2002. But it’ll also ben-
efit Polaris in terms of providing
high-end engineering capability
for its ATV range (KTM is slated
to supply engines to its partner
to power new performance ATV
models). The deal will also deliver
improved distribution for Victory
motorcycles outside the U.S.
through KTM’s company-owned
importers. The first such
arrangement was unveiled in
March, with news that KTM
will distribute all Polaris prod-
ucts in the key German mar-
ket—not just Victory, but
Polaris ATVs, snowmobiles and
Ranger off-road vehicles, too.
More such distribution deals
are sure to follow. 

In addition, joint purchasing
will help drive down manufac-
turing costs for both compa-
nies. Selling KTMs through
Polaris dealers in the U.S. will
increase customer exposure.
Polaris’ expertise in the ATV
market will benefit KTM’s immi-
nent arrival in this growing sec-
tor with a sporting range of
high-tech four-wheelers pow-
ered by a dedicated four-stroke
motor due to debut in the next
12 months. And it can only be a
matter of time before KTM
motorcycles are manufactured
in the U.S., thus driving down
prices in a key market responsi-
ble for more than 25 percent of
KTM’s total sales by helping
reduce exposure to exchange-
rate fluctuations. 

“In essence, this partnership
combines the substantial
strength, passion and success
of two industry leaders with
very similar, successful 50-year
histories, but who do not com-
pete directly today,” says Polaris
CEO Tom Tiller. “It’s a very nat-
ural fit for both of us, which will
bring benefits to each.” 

Aside from a whirlwind two-
day tour of the company’s
engine plant in Osceola,
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cowboy—we’d build stuff, take
it out and test it, break it, then
redesign it. What Allan and I
tried to do was take the design
to the front of the process and
build in quality, and that meant
hiring more skilled design engi-
neers, and fewer development

guys in the shop with ham-
mers. But it paid off.

AC: Is it true Victory’s warranty
claims are less than 1 percent of
total production?
MB: Yes. I’ve been looking at
customer satisfaction data for
many years, but I’ve never seen
such good responses as what
we’re seeing today. So we think
our quality is as good if not
better than anyone else’s.  

AC: How did you address the
styling issue?
MB: Fortunately, we already had
a relationship with Arlen and
Cory Ness, although it wasn’t
really going anywhere. So one of
the first things I did was to

work out an agreement with
them with specific goals, and we
started to have them consult
with us more regularly. We used
Arlen and Cory to help us
understand what was cool in
the market, what trends they
saw emerging from the custom

bike arena. The result was they
gave us really early input to the
Vegas and Kingpin, which our
design team could use to create
ideas which they’d show Arlen
and Cory, together with focus
groups and customer clinics.
Previously, all product decisions
came from within, but we turned
that around and embraced the
voice of the customer, drove
every decision by what the peo-
ple that spend money on our
product really want.

AC: After you kickstarted the
turnaround, did sales pick up at
once?
MB: Not really. We struggled
for about two years, and part
of that was cleaning out old

inventory. But when the
Freedom engine appeared in
the Touring Cruiser in 2002, it
got people believing in us,
because the bike now had
much more power. It was much
smoother, the original clunky
shifting was gone, and people

started to say, “Hey—they’re
getting there!” Our competi-
tors come up with a new
engine every 10 years or so,
but here we were in our fourth
model year, and we’d already
invested heavily in a second
new engine. Such a big invest-
ment on the part of Polaris
implied commitment to Victory,
which indeed it was, even if it
was also an admission that
we’d taken our first whack at
the melon three years earlier—
and missed! The turning point
was the summer of 2002
when we showed the ’03
Vegas, and people said, “We
know where this is going, and
we like it!” It got people really
excited. That was the turning

Allan Hurd had been hired at
the same time as me, and he
made a big difference engi-
neering the turnaround.
Together with Gary Laskin,
Victory’s product manager, we
established a five-year product
plan based on the voice of the

customer, with years one and
two locked in; that was the
Vegas and Kingpin, with the
re-engineered platform. Year
three was a little flexible—we
were already thinking about the
Hammer—with years four and
five filled more with ideas than
firm models. The Jackpot was
one idea that eventually tran-
spired. Plus, we already knew
we’d have to get into other
segments like full-dress touring
machines and so on, and you’ll
see the fruits of that in coming
years. Tom Tiller had also made
it clear that quality was a key
issue, and we’re proud this has
advanced. Victory had been
very innovative in terms of its
market segment, but also kinda

Left: Polaris’ youthful CEO

Tom Tiller is plenty savvy.

When Victory stumbled

early, Tiller wiped the slate

clean and started over with

an eye toward the long-term

health of the brand. Above

and below right: Arlen and

Cory Ness, the duo who

helped Victory’s product

teams achieve design and

sales success via gorgeous

styling themes on Victory’s

later-model cruisers.
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improve and update the exist-
ing models?
MB: The ’06 Kingpin is a per-
fect example. This is an
extremely good motorcycle
with very high customer satis-
faction scores. Most of the
press like the product, and the

dealers love it. The only criti-
cism the dealers have is they
say they feel like a Maytag
repairman—they don’t have
much service business! We told
them that’s a good thing
because customer satisfaction
will provide more repeat busi-
ness, and what you have to
focus on is your apparel and
accessories sales, and taking
care of your customers. But as
good a bike as the Kingpin
was, for 2006 with both the
Vegas and Kingpin, we fitted
the 100-cubic-inch six-speed
overdrive version of the
Freedom engine. This has taken
the bike to the next level with
extra torque and lower rpm at
cruising speeds with the six-

MB: That’s one of the most
important points of our strategy.
We know that in this market
segment a large number of cus-
tomers aspire to own an
American cruiser—but Harley is
clearly the original motorcycle,
and the best-known cruiser.

They’re parked on the front
lawn. So to be able to occupy a
space where we clearly set our-
selves aside from Harley in the
customer’s mind, we’ve devel-
oped this position of Victory
being the New American
Motorcycle. That position was
staked out before Allan or I
arrived, but I thought it was
strategically a very sound posi-
tion, and still do. Customers
told us Harleys are OK bikes,
but what’s cool about them is
their mystique. We kept hearing
that over and over, so our guys
naturally came up saying,
“We’re going to give you less
mystique and more motorcycle.”
Strategically that wasn’t bad,
but the problem was that the
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Below: The author aboard the first-generation 950

Super Duke. When the bike arrives next year it will use

the fuel-injected 990cc engine. Right: KTM’s Stefan

Pierer, who put together the merger plan with Tiller.

Below right: KTM’s new 990cc Adventure is one of a

new wave of bikes destined for the

U.S. market. Far right: The ill-

fated V-four MotoGP

engine used by

Team Roberts.

speed. So, yes, we’ll continue to
not only launch new models,
but also to refine our existing
ones. 

AC: What’s your plan in terms
of Victory’s position in the mar-
ketplace?

the bulk of the cruiser market,
and we started to see acceler-
ation.  

AC: Do you plan to keep
launching at least one com-
pletely new Victory model every
year?
MB: That’s what we promised
the dealers when I got started,
that they’d see one totally new
model each year for the next
few years. I didn’t say forever,
mind you! But as we get a little
further along, what you might
see is even bigger news, but
maybe it’s more staggered.
There might be two new models
one year, and none the next.  

AC: Are you still continuing to

point in sales, followed by the
Kingpin, which replaced the
original V92C in what we call
the Classic Cruiser segment.
The Vegas had entered the
Custom Cruiser segment, and
so we had a Custom and a
Classic cruiser that covered



people are buying Victory today
are these: We’re American. And
secondly, because of the
styling. We’ve made our mark.

AC: But isn’t a key element of
styling the look of the engine,
which simply by its appearance
reflects the fact that it’s a mod-
ern design?
MB: Yes, and that has settled
really well with some cus-
tomers—but not all of them.
Some customers have the
Harley engine, the pushrod
engine idea, in their head. I
mean, I’ve had people at shows
literally say, “Where are the
pushrods on the Victory
motor?” And you say, “It’s an
overhead cam engine, so it
doesn’t have any.” So then they
say, “I understand that, but
where are the pushrods?”
There are a lot of people that
just don’t get it. Some folks
don’t care for the look of our
engine—they tell us it looks
kinda industrial, like a big air
compressor. So what our
design team have done with
the second-generation
Freedom engine is give the
cylinders a more muscular

appearance, a more pumped-
up look. It still sets itself apart
from the others because it
doesn’t have the pushrods, and
it’s very different looking, but
we think the more modern look
clearly separates us from
Harley and the others. And the
engine performs; it has sub-
stantially more horsepower and
torque than the market leader,
and that reputation is starting
to get around. 

AC: Has this acceptance been

reflected in sales?
MB: Very much so. Our retail
sales grew at a 35 percent rate
in 2004, and in 2005 they
grew at a 45–50 percent rate
month after month, building to
a 56 percent increase in the
final quarter. If you look at the
research, both brand awareness
and perceptions of the brand
have improved dramatically, and
so we’re hearing that many
more people are considering us.
We can see for ourselves that
there are 50–60 percent more
people visiting dealers, taking
demo rides and seriously con-
sidering a Victory.

AC: What are your targets for
Victory’s future growth? Are
you hunting down Harley?
MB: By 2010 we expect to
have about a 5 percent share
of the North American cruiser
and touring markets. We think
that that’s a reasonable
share—it’s not one that
threatens our competitors, but
yet it’s a very large business.
At that point we will exceed
$300 million annual volume. In
the last five years we’ve gone
from less than $20 million a

Victory really wasn’t that differ-
ent. There was a brand promise
that Victory’s products weren’t
delivering—until the Vegas
came. But with the advent of
the Vegas, when you said to
customers that here was the
New American Motorcycle, they
looked at it and said, “I get it!”
It’s very new, very modern, very
forward looking, and it has
modern technology. It has fuel
injection standard, it has air and
oil cooling, overhead cams and
four valves per cylinder, plus it
looks cool. It has a lot wrapped
up in the package at a competi-
tive price. By contrast, the
Harley has primarily retro
styling for more money, while
most of the Japanese, I would
argue, are copying Harley. So
we not only set ourselves apart
from Harley-Davidson, but also
from virtually everybody else in
this market. And it was really
clear we were American and we
were new. And that position is
really resonating in the market-
place, because the research
that we see shows it, and feed-
back from the consumers is
that they get it, and they value
that approach. The two reasons
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The Polaris/KTM
Merger
A dealer’s perspective

Seattle-based dealer
Motoplex (www.moto

plex.net) is an ideal example of
the potential synergies arising
from the merger between Polaris
and KTM. Founded in 1970 by
professional hockey player Jim
Powers, who still runs it today
with his son Garrett, Motoplex is
KTM’s largest dealer in North
America. But alongside the
orange-and-black off-roaders, Motoplex also sells Yamahas, Polaris ATVs
and snowmobiles, and, since ’04, Victory motorcycles. “This deal with Polaris
is a win-win for everyone,” Powers says. “We’re excited about it. We have an
unregistered 990 Super Duke here for which we have dozens of potential 
customers. But we can’t sell it because it’s not homologated. Polaris will help
fix that, and I can see a big market here for KTM’s V-twin streetbikes.”

WITH THE
ADVENT OF THE

VEGAS, WHEN
YOU SAID TO
CUSTOMERS
THAT HERE

WAS THE NEW
AMERICAN

MOTORCYCLE,
THEY LOOKED

AT IT AND SAID,
“I GET IT!”
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year to exactly $100 million, so
in the next five years we’re
aiming to go from $100 million
to $300 million.

AC: When did you start talking
to KTM about a possible union?
MB: Tom Tiller first met Mr.
Pierer (KTM’s CEO) about six
years ago, when he visited for
a chat, just wanting to get to
know them. But in his mind he
saw a company that was a lot
like ours, culturally and opera-
tionally, and since then there
have been discussions about
how we might help each other.
These discussions got serious
toward the end of 2004,
increasing in intensity until by
about April last year it was
pretty clear we wanted to work
together. But both sides had
seen a lot of mergers or
strategic partnerships fail
because of cultural clash. So
we said, here are two compa-
nies that have been really suc-
cessful in the last 50 years,
and the last thing we want to
do is screw them up and
destroy the value that’s been
created. So what if we work
together for a two-year period,

to make sure we can get the
cultural fit OK. So that’s what
we’re doing. We’re brokering a
marriage here, and this is the
engagement period. 

AC: Was Daimler Chrysler an
example of how not to do it?
MB: Yes—a perfect example.
Daimler Chrysler was supposedly
a merger of equals, but when
you see what happened to
Mercedes quality and all the
challenges Chrysler has had to
grapple with … that was some-
thing we wanted to avoid.
There’s another example I’ve
read quite a bit about, the
Renault Nissan union, where
they put all the emphasis on
culture, the exact opposite of
Daimler Chrysler. Carlos Ghosn
(CEO of Renault) realized that
unless people in each company
could work together, it would
be a catastrophe. But as I
understand it, they were both in
serious trouble, and that forced
them to sit down and do it. And
it worked, even though you
can’t have two cultures more
different than French and
Japanese. I think the Austrian
culture and the U.S. culture are

very different, but they’re much
more alike than French and
Japanese!

AC: So if the two cultures are
compatible, you will merge?
MB: Hopefully, yes. If that
happens, the major sharehold-
ers of KTM, Mr. Pierer and Mr.
Knunz, will become major
shareholders in Polaris, and
there’s a lot of incentive on

both sides to make this suc-
cessful.

AC: How can this benefit the
customer?
MB: The first thing is that KTM
announced earlier this year it
wants to enter the ATV market.
I think we can help them get
there faster because of our
knowledge—we’re the number-
two player in the world in ATVs.  

AC: On the other hand, KTM is
good at engines …
MB: They’re really good at
engines, and they’re good at
chassis, too. But an ATV chas-
sis is different from a motorcy-
cle chassis. Sure, they’d succeed
eventually—but we can help
them get there faster, and
probably help them avoid mis-
takes. So how does that benefit
their customers if they come to
market faster with higher quality
products? I’m sure their ATV
will be just as their brand
promises—ready to race, and
painted orange. And what our
folks will be doing is sharing all
our learning. They’ll design and
build it at KTM, but if we can
help them with the development
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Polaris, A Short History
From small beginnings to a major presence

Like KTM, founded in 1953 by Ernst Kronreif and Hans
Trunkenpolz in the town of Mattighofen north of Salzburg,

Polaris’ roots reach back to the aftermath of WWII. Allan Hetteen
and friend David Johnson built their first snowmobile in a small
workshop in Roseau, Minnesota, eventually founding Polaris. The
go-anywhere winter vehicles were a hit, but in an effort to shift the
snowmobile’s image from utility device to recreational vehicle,
Hetteen took a snowmobile trip across Alaska. Company backers
were angered by the trip’s expense, so in a fit of dudgeon Hetteen
left and founded Arctic Enterprises practically across the road, man-
ufacturing Arctic Cat sleds that, for a time, outsold those of Polaris.
The snowmobile market softened in the late ’70s, and Polaris was
almost shuttered. But in an uncanny preview of an identical scenario
in Milwaukee, a management group headed by then-President Hall
Wendell purchased the company and, in 1985, diversified into ATVs,
which eventually catapulted the maker into the number-two spot
behind Honda. Now, with the KTM merger on the horizon, the com-
pany founded half a century ago on the frozen plains of Minnesota
looks set to become a true world player.

SO WE SAID,
HERE ARE TWO

COMPANIES
THAT HAVE

BEEN REALLY
SUCCESSFUL IN

THE LAST 50
YEARS, AND

THE LAST
THING WE

WANT TO DO 
IS SCREW 
THEM UP.

The late Allan Hetteen—original

partner and second president of

Polaris—with the Snotraveler,

one of the very first recreational

snowmobiles.



and speed things up, we will.

AC: Does that mean Polaris will
acquire the use of the KTM
engine?
MB: That’s a strong likelihood.
There are certain engines in
their lineup that make a lot of
sense to us. We’re up against
super-lightweight high-perfor-
mance engines, whereas for the
most part, many of our engines
in our ATVs are more focused
on durability, so they’re proba-
bly heavier and don’t have the
performance. We’ve recently
introduced the world’s first
sport ATV with independent
rear suspension for the Outlaw,
and that has a good engine in
it. But if you think about drop-
ping KTM’s lightweight
motocross engine in it, that
could be a great product. That’s
a perfect example.

AC: Will Polaris dealers in
North America start selling
KTMs?
MB: We’re working on that right
now, one of the specific key
cooperative projects we have
established, involving new-
model development, technology
sharing, distribution, branding,
manufacturing and purchasing. 

AC: Is the lack of any crossover
between Victory and KTM a key
element in the marriage?
MB: It’s very important. We’ve
had people not that familiar
with the market asking if this
strategic alliance is going to be
like Suzuki and Kawasaki, for
example, when in fact it couldn’t
be more different. In that case
you had two very similar
Japanese companies with very
similar product lines, competing
in identical market segments,
which were trying to get their
scale and their volume together
to cut development and manu-
facturing costs. We are not
direct competitors with KTM.

We are very strong in North
America and they’re quite
strong over here, but very
strong in Europe, where we’re
still growing. We’re in snow-
mobiles, all-terrain leisure
vehicles, ATVs and on-road
heavy cruisers. They’re in off-
road bikes and dual-purpose
adventure-sport models, and
now sporting streetbikes—
nothing like a Victory. So the
products are very complemen-
tary. We’re both innovative,
but they’re probably better at
lightweight high performance,
while we’re better at durability
and cost and quality from a
business standpoint. Their
products are very high quality,
but they need to drive their
costs down to be able to com-
pete because the ATV market
especially is a very, very com-
petitive market, with Chinese
imports and all kinds of
dynamics. And if you think
down the road with some
next-generation engines
where there might be shared
platforms or even shared com-
ponentry, there is a lot of
opportunity to benefit.

AC: Tell us a little about your
R&D center in Wyoming,
Minnesota.
MB: Prior to our investment in
KTM, Wyoming was our
largest single investment in
the history of the company—
about $35 million. It’s a
120,000-square-foot state-
of-the-art facility. If you look
at the history of Polaris, it’s
been all about product innova-
tion. That, and our people,
have been our two greatest
strengths; we are constantly
coming up with new ideas. So
the reason we put that much
investment into that facility
was to attract and retain
world-class engineering talent.
The center also features tools
that help us communicate with

our other facilities, as well as
our partners in other parts of
the world. For example, elec-
tronic whiteboards where you
can go in and pull up a CAD
drawing, and their engineers in
Austria can sit there and cri-
tique the design together with
us. Or we can then have our
manufacturing partner look at
it and say, here’s a way to
make the part to a higher qual-
ity at a lower cost. And all that
can be done in real time in dif-
ferent parts of the world.

AC: Do you plan to sell
Victorys through KTM’s dealer
network, or would you estab-
lish your own?
MB: That’s a great question.
We think the products are
complementary, and would
make a nice offering to a
prospective dealer. Let’s say
there is a marketplace where
we don’t have a dealer, and
you go to one with a complete
line of Polaris ATVs, Victory
motorcycles, KTM on- and off-
road products, and maybe
snowmobiles; that’s a pretty
attractive package for any
dealer. There’s a lot of oppor-
tunity there.

AC: How about the future
development of the Victory
range—fully dressed tourers
and other markets that have
been successful for rivals in
the U.S.?
MB: Let’s set Victory aside
for a minute and think of
Polaris as having a big motor-
cycle business. It’s my vision,
my dream, that we would
have a billion-dollar motorcy-
cle business. You’d say, come
on, a few years ago you were
turning $20 million a year,
now you’re up to $100 mil-
lion, but you’re telling me
you’re going to be a billion-
dollar baby! Well, 20 years
ago we didn’t have an ATV

business, and now we have a
billion-dollar ATV business,
and we’re number two in the
world. I’m not suggesting we’re
going to take on Honda or
Harley-Davidson and be a
giant motorcycle manufacturer.
But I believe we can be a solid
player. Like I mentioned earlier,
a 5–10 percent U.S. market
share is not a big threat to
anybody, but it’s a huge busi-
ness. Going forward, with
Victory, you get a really solid
cruiser and touring lineup, and
then you start looking at other
attractive segments, and go
there. And there are three
ways to do it: You develop it
yourself from scratch, you
partner with someone, or do it
with an acquisition. We’ve just
signed an agreement we think
has the best fit, and that’s
with KTM. So if you think long-
term for Victory motorcycles,
remember it’s Polaris’ motorcy-
cle business, and beneath that
umbrella there could be a num-
ber of brands that are attrac-
tive and successful. I think our
board and management team
is committed to that vision.
You’re going to see a lot of
movement and excitement from
Polaris and KTM in the future,
both in the run-up to the wed-
ding and after we get married.
As I believe we will … MC

[KTM IS] 
PROBABLY 
BETTER AT

LIGHTWEIGHT
HIGH PERFOR-
MANCE, WHILE
WE’RE BETTER

AT DURABILITY
AND COST AND

QUALITY.



The KTM/Polaris

merger will help

both companies.

But the biggest

beneficiary—at

least relative to

sportbike enthusi-

asts—will be KTM,

whose lineup of

radical streetbikes

such as the RC8

(left) and 990

Super Duke—bikes

that haven’t made

it to U.S. dealer-

ships due to

homologation

costs—will now be

fast-tracked.
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