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I n 2007, then-57-year–old Bonnie 
Tu signed up for the Formosa 900 
(also called the Tour of Taiwan). 
Tu, who is the Chief Financial 

Officer of Giant Bicycles, hadn’t ridden 
since she was a kid. In preparation, she 
went to her local shop to kit up.

“I couldn’t find the proper apparel, 
bike, or accessory,” Tu said. “So I had 
to wear extra small men’s apparel and I 
had to ride a men’s bike.” 

She rode portions of the tour that 
year, and returned in 2008 to complete 
the trip in 15 days. “The tour was 
excellent,” she said, “but the apparel 
annoyed me. We females should be 
entitled to have our own bikes and 
apparel and accessories so we can look 
good on the bike, so we can enjoy the 
ride. During that experience, I decided 
that the bicycle industry didn’t treat 
females fairly, so we (Giant) should do 
something.”

So she did — she created a sister 
brand, Liv. 

Tu got into the cycling industry as 
an investor. As a university student 
majoring in literature and art at 
Taiwan’s Tamkang University, cycling 
captured Tu’s imagination. She wasn’t 
a rider, but in 1972 she read about the 
health benefits of cycling, and she 
bought stock in fledgling Giant Bicycle 
Company, becoming one of its first 
shareholders. 

“In Taiwan people used the bicycle 
as a transportation tool,” Tu said. “I 

read in a magazine from the U.S. that 
people were using it for sport, and 
that cycling is good for cardiac health. 
Sport for health seemed to me like a 
good investment.”

By 2007, when Tu first participated 
in the Formosa 900, Giant had been 
trying unsuccessfully to break into 
the women’s market for years. Post-
tour, when Tu approached senior 
management, distraught that she 
couldn’t find a women’s bike and 
apparel, Giant gained new perspective 
on how to approach the women’s 
market. “Women’s needs are so 
different from men’s,” Tu said. “The 
Giant management group finally 
understood that bikes weren’t all that 
was needed, but apparel, accessories 
and also a shopping experience to 
meet the female consumer’s needs.”

Tu and her colleagues at Giant 
launched Liv in Taiwan in 2008 
through their Giant dealers. They 
also launched a Liv concept shop 
so the brand could learn how to sell 
to women. Since then, the brand 
split from Giant and has launched 
concept stores worldwide — including 
countries that aren’t always thought 
of as hotbeds of women’s cycling like 
Dubai. 

That’s because Tu’s mission isn’t 
just to make bikes and gear that 
appeal to women, but to turn cycling 
into a mainstream sport for women 
worldwide.

“In Taiwan and everywhere, we try 
to propose to women that cycling is a 
very good sport for you — especially 
for runners. In Asia we have a lot of 
women that run marathons. We’re 
trying to educate those women that 
cycling is a good alternative because 
it’s a low-impact sport.” 

The fitness benefits of cycling are 
the first point that Tu wants to drive 
home. She also sees cycling as an 
entrée for empty nesters — a way for 
women to get back into “the stream 
of society.” And she understands how 
cycling can boost a woman’s self-
esteem, making her strong mentally 
and physically. “The more you ride 
the better you get,” Tu said. “It’s very 
easy for women to feel free on a bike 
and to build their confidence and self-
esteem.”

So Tu has taken her brand and 
her mission to countries where the 
community of female riders is small 
or non-existent, and even countries 
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where cycling is considered taboo. 
Liv is a sponsor of the Afghanistan 
women’s cycling team, as well as Iran’s 
national women’s team. After opening 
a Liv store in Dubai, Tu was inspired 
to develop cycling apparel for Muslim 
women. “We need to provide product 
that fits women’s lifestyles,” says Tu. 
“Wherever you live, if you’re a woman 
and you want to ride a bike, we need 
to provide you a decent outfit.”

Tackling women’s needs worldwide 
is a big task, but one that Tu, who is 
often referred to as the Godmother 
of Cycling, is up to. What she’s 
found: “Men are concerned more 
with tech and performance. Females 
take technology for granted — it’s 
important, and they assume that they 
are getting the best. But as women, we 
believe we are entitled to something 
chic, beautiful, and distinctive. We 
believe design should be better. We 
care about the total look.”

Worldwide, however, tastes vary. 
What women want from a high-end 

performance bike is similar from 
country to country. But women’s taste 
in commuting and “shopping” bikes 
is radically different from country to 
country, particularly when it comes 
to color and graphics. American and 
European women prefer what Tu calls 
“sober, mature, low-profile” colors 
and graphics, while Asian markets go 
for bright colors and patterns. 

“Even though we spend a lot 
of time thinking about color and 
graphics, and even though our 
apparel is very fashionable, we are not 
a Barbie brand — we don’t exist just 
for looks,” Tu said. “We base Liv bikes 
on women’s geometry, so they don’t 
just look good but they feel good. 
When we come up with a product, I 
sit all my team members down and 
ask them 'do you want to buy it?’ If I 
hear them say this is for another kind 
of woman, not me, we don’t produce 
it. Only when everyone sitting around 
the table wants that product badly do 
we make it. It’s our heart and sweat 

and blood that we’re selling under the 
Liv brand.”

Tu keeps her team of designers 
hard at work. And she’s grown Liv 
into 10 percent of Giant’s revenues 
over the past eight years by focusing 
on what syncs with women’s lifestyles 
country by country. In the U.S., 
she has established an ambassador 
program with professional, semi-
professional, and amateur racers and 
riders. “They all have such a passion 
to promote cycling to females,” 
she said. At home in Taiwan, Tu is 
working with the city of Taipei to run 
a citywide bike-share program. 

And she pedals regularly — 30 
miles at least twice a week and loves 
climbs. Tu has ridden up the highest 
mountain in Taiwan, as well as 
Japan’s Mount Fuji. She’s led groups 
of Taiwanese bike dealers to Japan to 
ride, and she’s ridden in China, the 
U.S., and Europe. “And when I go on 
holiday, I make sure that the hotel 
will provide a decent bike,” she said. 
Tu has now completed the Tour of 
Taiwan five times, the latest just days 
after our interview, when she took 
a group of female Taiwanese bike 
dealers.

It seems very matter-of-fact when 
Tu describes it. It’s step-by-step 
advocacy, but she sees the results. In 
the U.S. last July, she met Liv dealers 
and ambassadors who thanked her 
for her work and shared their stories 
of how Liv had impacted their lives. 
“This touched me very deeply, and 
made me very proud,” said Tu.

And it gave her even more reason to 
continue her efforts full force. 

 “It’s still in the very beginning,” Tu 
said. “I do not think Liv is already a 
success and that we can rest. I am on 
a crusade. I am naïve and full of ideas 
and passion — I am trying to create a 
better world.”  

Berne Broudy is a Vermont-based writer and 
photographer.


