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TOPCASES & CO. words Giampaolo Meda

Strolling through personal interpretations and the very first trials to get standard items, here you have how 
motor cyclers and producers have faced the luggage “problem” from middle of last century up to today .

From
the tartan rug
to the aerodynamic suitcases 

During the 30ies some way a line is drawn marking a pre-
vious and a later period of time.
In those years actually some few motorcycles appeared on the 
market equipped with a series suitcases made of iron plate, 
fixed to the motorcycle with a stiff procedure. 
The first signs of a stronger and more popular demand of ap-
propriate luggage arrived with the scooter drivers in the 50ies. 

At that time for the scooters a tartan rug wrapped around the 
saddle and fixed with an elastic ribbon could not miss at all. 
Then, step by step other pieces of luggage were added as 
they faced more and more engaging raids across Europe on 
the saddles of their scooters, organized by the different clubs 
representing their brands, no matter if on a Vespa or on a 
Lambretta. 

Some years later in the United States lots of choppers, the so-
called “ Steel Horses” invade the routes equipped with tho-
se typical saddlebags that originally had used to be used by 
the cowboys. This type of bag was mainly made of leather is 
still today very well appreciated by those who ride Harley-
Davidson; in any case the style of this type bag is similar to 
the spirit of the Harley-Davidson riders. 
As you may have understood the motorcycle riders in those 
years were accustomed to use the equipment they could find 
available in the market, but with some skilled modification to 
get it fitted to their motorcycle. 
Most of the times it was something very much similar to a 
“mass”, banded together with elastic ribbons, actually a not 
rational solution, putting together what we call the canadian 
tent and the beauty-case of our girl-friends.
Such situation often neglected the importance of safeguarding 
a certain balance between front axle assembly and back axle 
assembly. Just to be clear: the centre of gravity went lost; so, 
for this reason, the pleasure of riding, the sense of liberty, 
all those aspects that were mentioned here above, got often 
neutralized.
Not before the 70ies some companies started to specialize 
themselves in the field of the accessories (Some of these com-
panies are still operating and producing).
This means that finally the motor tourists no longer need to 
manage the situation trying to make shift. The first modern 
motor cycles suitcases can be found in the market. They are 
made of plastic material on purpose for the two-wheels, they 
are equipped with a support kit based on bayonet with locks. 
There is this sort of equipment for all types of motorcycles , 
from the moped scooter (motorino) to the maxi motorcycle. 
Some people even propose to use the tank seat as a bag ( the 
famous “bag” - those who are over half a century of age for 
sure have carried it as a shoulder bag). 
Our photo gallery shows some of these first proposals. If we 
look at them, we cannot help smiling, when comparing with 

This picture was taken in 1961. 
It shows how the Harley Davidson 1200 owner 
has solved his luggage problem: building a 
small double person house, with the possibility 
of eating and sleeping inside… even if with 
some contortion. Most probably it weighed 
more than one two-wheeler of middle-range 
power.

One beautiful vintage picture. It was found on 
the site www.choppersaustralia.com
It shows a “young couple” on the saddle of a 
H-D Sportster dated 1964, including luggage: 
two bags located in front of the handle-bars 
and on the back mudguard. 

Since ever the ideal bag for the motorcycles in 
american style, we mean the chopper, 
the H-D from the 50ies to today, are the 
traditional haversack bags to be fixed to the 
saddle or also to the stiff frame. They are the 
direct prosecution of those in leather that 
used to be used by the cowboys. This picture 
was found on the web net, published by the 
famous italian magazine “Biker’s Life”.

During the 70ies no man got out home 
without carrying his man’s handbag 
(motorcycles riders including). 
Considering that carrying it on his 
shoulder on a two-wheeler was 
complicated because it fluttered, 
the company brand Nino Martelli of 
Bologna invented a new model of a 
leather bag to be put in the tank....

In 1975 there were already different small 
italian companies committed with the 
production of bags for moped cycles, as for 
instance the brand Artes of Bologna. On the 
magazine “ Motociclismo” it advertised its 
stiff models made of Simil-leather.

By the middle of the 70ies thso-calles tank 
bags gain ground and take the stage. Giudici, 
the brand from Milano, was one of the better 
well-known producers of that period.
The picture shows one Honda CB FOUR on 
which Giudice advertises its model Daytona in 
impermeable rubberized fabric; the words say it 
is universal and needful as support for the pilot.

One BMW dated 1973 equipped with 
the stiff bags, that by that time were 
produced by the german company 
Hagity-Remp. The shape of the two 
side bags reminds the shape of the 
fuel jerry cans.

The first suitcase GIVI. It’s called E34N and 
revolutionize the market thanks to its special 
coupling, which patents and calls MONOKEY 
®: a single key can open / close the box and 
hanging / released by the motorcycle. 

In 1980 the memorable 
Nonfango by Galter 
presents in a “very 
attractive” way one 
briefcase equipped 
with universal support, 
to be fixed not only on 
mopeds, motorcycles 
and scooters, but also 
in cars, trucks, boats 
of any type (that’s 
what is written on this 
vintage advertisement). One page advertising GIVI published on the magazine 

MOTOCICLISMO, it explains the awesome qualities 
of the luggage rack MOTORACK (patented), made of 
light alloy with adjustable toggle, prepared to fit the 
MONOKEY suitcase, the only one (up to today) that has 
only one key for the opening and for the unblocking.

By the end of the 70ies the Viganò brand was a very well known company for 
the two-wheeler riders . In its catalogue it proposed a well “nourished” series of 
accessories to carry luggage on a two-wheelers. They proposed hampers, smart 
side bags in ABS (but if we look at them today they seem mini beach-freezers), but 
also protection legsguards; all this for mopet riders. 
For true motorcycles on the other hand “unhookable” suitcases sets for all the 
models, including Moto Guzzi brand (well!). The pearl is represented by the compact 
LADY series, advisale for the most powerful.

BMW brand R 100RT of the begining of 
the 80ies – For its motorcycles the german 
company starts to sell stiff suitcases showing 
its brand drawing. For the fans of this german 
company these suitcases became a true must.
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the solutions we can find nowadays.
From the 80ies onwards there was a boom that caused a 
strong spreading of the moped scooters. This fact opened the 
market to the establishment of a mass of companies speciali-
zed in the development and production of special accessories 
and parts. 
A this point also GIVI appears and sets up its production in 
1978. At the beginning GIVI proposed luggage racks and 
other accessories made of metal. Later on came true stiff bags 
that were to be fitted on the sides and at the back of the mo-
torcycles: the trunk itself already acts as a rest for the back. 
By that time the SEAT TANK BAG became a very spread and 
popular accessory: almost all models proposed the vertical 
extension and the transparent bag as containers for the road 
maps.
This model of bag turns out to be a proposal by a wider and 
wider range of brand series motorcycles. 
Among them we can find some H-Ds, BMWs of the LT and 
RT series, the tourer versions by Guzzi California, Honda Gol-
dwing, Kawasaki GTR 1000… just to mention a few. 
Some years later the big scooters arrive to the market. They 
are equipped with their special “important” undersaddle, ha-
ving also wide carrying capacity thanks to the top cases and 
to the solutions that were developed on purpose for them.
During the 90ies GIVI steadies its markets further, and beco-
mes synonymous for motorcycle suitcases. 
That is to say, a true reference point for this field from the 
point of view of stylistic solutions and in terms of fixing sy-
stems ( patented). Also the quality of the applied raw ma-
terials, as well as the assembling efficiency are assessed as 
very good.
The latest GIVI Brand catalogue proposes stiff suitcases and 
top cases, as well as universal soft yielding side bags, equip-
ped with a anti-heat bottom coat and waterproof zip. 
They were developed on purpose to be ideal in terms carrying 

capacity (for instance, we could mention those models to be 
put in the scooter tunnel). Accurate attention was paid onto 
the realization and construction of the fixing systems and of 
the profiles that must be aerodynamic in order to match as 
much as possible with the design of the motorcycles. 
Also managers or other citizens riding on motorcycles for wor-
king reasons have specific demands. For them GIVI developed 
and produced business cases and trolleys suitable to carry 
computers. Later one these were also equipped with a fixing 
griddle adjustable for fitting Monokey and Monolock (the most 
popular types). 
GIVI also revolutionized the small trunk, in the sense that it 
managed to introduce “automotive” options, as the inner ligh-
ting or the opening with remote control. Not to mention those 
further solutions that are able to make one motorcycle safe for 
tourism tours, whereas often they were supposed to be used 
for something completely different, as the town scooters, the 
enduro, the naked. 
Have a nice ride, everybody!

In the whole world “self-made” staff has raged for years. Here you have a pair of 
examples of ways to face adventurous trips. Sticky tape, spiders, elastic ropes 
were means to wrap luggage. The Vespa of the picture (a PX 125 America dated 
1982) was found in the site www.viagginvespa.com. The other picture comes 
from the site www.ipodmania.it

Our sincere Thanks go to the magazine Motociclismo for its permission to publish some of the pictures proposed from its photo recorder files. 

In 1985, Nonfango is introduced to the market including the very first stiff tank 
seat bag , as an “additional proposal”. It is an innovative idea, but the fans do 
not seem to appreciate it very much. 

In 1985 GIVI enters the market. 
Immediately it follows suit the 
solutions by Krauser, that was 
the leading brand. GIVI proposes 
an universal set for the enduro of 
that period, which included the 
front protection dome, the trunk 
with the luggage rack and back 
resting point, stiff side bags in 
black and white colours (and in 
two sizes). Saying of the brand 
“Givi protects you with style ”.

In 1985 KRAUSER was 
imported in Italy by the Turin 
company Driver Italia. Its 
fame and prestige gets more 
important also in Italy thanks 
to one very interesting “tris/
three pieces”: side and back 
bags, having a defined shape, 
equipped with double fixing 
joint to the frame, reflectors, 
double locking systems, all of 
this duely sanctioned by the 
german TUV. To the whole set 
belongs also the luggage rack 
including specific fixing joints 
for motorcycles. 
The brand saying is “Krauser is 
krauser”. 

HOMOLOGATED AS JET, HOMOLOGATED AS FULL-FACE
LIGHTEST AND WITH A BEST FIELD OF VIEW

THE INNOVATION OPENS TO NEW PERFOMANCES

info@givi.it _ www.givi.it

homologation
full-face / jet

THE ITALIAN SIGN OF MOTODESIGN

Anti-shock visor

with GIVI patent

Integrated

smoked sun
visor

DSA chin-rest

Dynamic
Shock Absorption

Only 1390 gr.
-15% weight reduction
compared to conventional
system helmets

Easy opening 
with cursor 
opening

Available sizes
from XXS to XL

Frontal air ventilations
for a best comfort
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Hendrika Visenzi
appointed as Marketing

and Communication Manager

“My strategy?
Products for new users

to be considered as main target, 
and  better services

for the sales net”.

Recently Hendrika Visenzi was appointed as Sales Manager, and 
also as Responsible for the Marketing and Communication De-
partment of the Company. 
We met her in order to hit it on the nail talking about her new 
commitments. 
“GIVI’ mission consists in granting people the needful conditions 
to transport on their two-wheelers all that is most beloved and 
delicate for them in a safe, elegant and simple way: their head, 
lives, children, friends, fiancée, their PC…”, this is what Mrs. Vi-
senzi wishes to express right away. 
Forty years old, two children and an iron will beyond an angel 
face surrounded by long blond hair.
She states further: “GIVI’s aim is therefore that of contributing to 
make people’ s life easier offering them products that help them 
using their motorcycles in a safer way, but at the same time gran-
ting comfort and a satisfactory elegant design. In this way more 
people could turn into fans of two-wheelers, even those who 
have never thought of it. 

Well, does GIVI aim at becoming attractive for everyone?
“Yes, from the sporty motorcycle rider to those who prefer to ride 
on scooters, men or women, as a means to move in the towns or 
for short day-trips “.

Mrs. Visenzi, your start as manager in this important Italian 
company clashes with the present hard moment for the world 
economic system. What strategies did you plan? 

“It is necessary to catch the opportunities created by the chan-
ges. Accordingly also to check the usual offering sysem granting a 
new organization of our own sales net following the rules of the 
present market. But some tenets must be kept: GIVI’s promptness, 
rationality and efficiency have the trust and the satisfaction of 
the retailers. It is my intention to confirm our commitment in this 
sense. GIVI shall always be in the position of GIVIng prompt an-
swers to the national and international demands coming from the 
sales net. This is one main tenet, in order to respect our partners’ 
needs, in particular those of the authorized GIVI’s retailers, whom 
we actually consider our most important partners. 

Which are your main goals?
“A stronger support to the market share, to our retailers, increasing 
the relationship contacts, enhancing the potentialities, assuming 
together with them their organization and market problems. Well, 
let’s say it is necessary to pay much attention to the customer sa-
tisfaction. Keeping a view to these aspects we have increased our 
support to the after-sales department and we try to optimize our 
efficiency adopting and introducing new computer tools. 

What is your opinion about the end-users?
“It is obvious that while life styles are changing all the time, the 
ways of assuming the motorcycles change as well. We observed 
how the scooters riders emerged, becoming an urban end-user, 
no matter if men or women. For them this transport means is sim-
ply a way to get easier either to the working place, or back home 

in the evening, or to an appointment. They represent a demand 
evolution, which GIVI must keep in mind proposing appropriate 
products”. 

Can you give a concrete example? 
“The helmet model X01 used to be sold in the market in a version 
that had been decided by the company management. Though the 
sales were successful we wanted to consult the end-users and 
also the channel through which the sales points act the audit. 
Listening to that audit we proceeded with the implementation 
of the original project. Nowadays the Helmet X01 can count on a 
double approval certificate: for the wholesize and the jet versions. 
To it belong the following accessories: two interchangeable key-
protections, being one for the summer time, getting more air insi-
de, and another for the winter season, being more protective. 
It is quite comfortable to have the possibility of fitting one speci-
fic chin-protection depending on the climate situation. This fact 
makes the model X01 one product that is innovative from a tech-
nical point of view, and less complicated as a standard module 
considering the inferior quantity of pieces involved. Therefore it is 
lighter, without losing safety quality. Hence the offer was checked 
at the moment it was available to be used “.

This means that at GIVI the product itself always represent the 
core business?
“It is quite so, and will be more and more like that. At the same 
time we intend to offer marketing and communication to our sales 
net, in order to make its work easier. Further on our Sales Mana-
gement should include all the stakeholders in its strategic actions, 
also the suppliers, because we live in a network world and the 
company is a node of that same net, it means a system to which 
everything is connected, even if staying independent.

You have mentioned the technology. GIVI has renewed its in-
ternet site this year. Is the virtual net a help for the business? 
If yes, to which degree? 
“Our products need to be tried, touched, “experienced”, when the 
customers buy them. Therefore I do not believe that the sales 
amount can be increased through Internet. On the other side GIVI 
is very much present in the net as far as the second-hand products 
is concerned. This fact confirms that the brand prestige is steady 
Internet instead makes the communication and the services ac-
cess easier. It is necessary to work on the two fronts, the virtual 
and the real one, whereas we always must learn from both.”

Periodically GIVI issues one newsletter where it announces 
the novelties to the sales net, updates the prices lists, shares 
other news regarding developments. Do you get reactions to 
those news? 
“I’d say the reaction is positive. About 30% of the e-mails messa-
ges turn out to get opened. Anyway we hope that this percentage 
will increase, in order to reach a better awareness of the value of 
our efforts. To communicate we have to be two. So it is necessary 
that also our interlocutors mature their challenges on their side. 
We try to be near them, also through the organization of special 
events.  Recently we have celebrated the GIVI’s Thirtieth (30th) 
Anniversary in Rome. For this occasion we have organized a din-
ner inviting our dealers. This moment had a positive feedback. 
In October we plan to organize a series of open days in our pre-
mises for the most important customers. We foresee for 2010 the 
organization of a fantastic incentive exotic tour.

This magazine is another GIVI’s novelty in 2009. To whom do 
you mail it? 
“To all our italian and foreign dealers. Besides it also remains 
published on our web site www.GIVI.it, which we have recently 
renewed changing it graphic and contents aspects”.

Did your new role mean novelties in the end-users communi-
cation field? 
“GIVI has always had a press office service addressed to special 

newspapers and magazines issed for motorcycles riders. So, as 
I explained, nowadays the range of end-users has got wider, is 
not only the motorcycle rider himself alone. This means, the fun-
ctional use of the two-wheels has spread around. Since 2009 we 
have proceeded with the press office contacting not too much 
specific on and off line magazines.Besides we have sponsorized 
the USA Motorcycle GP”. 

Hendrika, when did you start working at GIVI? How would 
you grade your personal balance regarding your story in this 
company? 
“I was nineteen when I started. I rose through the ranks. At the 
beginning I was the switchboard operator. One may assert, I’ve 
grown up with GIVI, that became a brand present in the whole 
world, that evolves together with the world. Therefore I face my 
responsabilities with enthusiasm, curiosity towards the future and 
strong engagement”. 

GIVI & THE MARKET
In 1983 Givi developed and produced its first suitcase, model E34. 
Since then among motorcycle riders in Italy and all over the world 
the word GIVI means “suitcase trunk”. The company was founded 
in 1978 and has now eight own branches in the following countri-
es: USA, Brasil, Malesia, Germany, Austria, France, UK, Spain. Fur-
ther on the company counts on fifty importing companies in forty 
countries, from New Zealand to Russia, from Australia to Rep. of 
South Africa, not to mention Asia as a whole. GIVI has recently 
started to apply its experience and know-how also in the helmets 
field (Head Protection System, HPS). Therefore at the moment the 
GIVI brand covers a complete range of items for the two-wheelers 
riders and their families offering innovative technological solu-
tions that grant fully functionalities. Another primacy aspect of the 
GIVI brand is: it is almost the exclusive supplier to the leading 
motorcycles producers as far as all the needful equipment is con-
cerned. The company’s sales net consists in authorized dealers 
and distributors. This means that GIVI can also be considered as 
a big organization.

A moment of the dinner organized by some Romans dealers. 
Meeting strongly desired by Hendrika and Vincenzo .
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South Africa

Indonesia

South America

Australia
SEND YOUR PICTURES OF YOUR TRAVEL AT THIS MAIL BOX info.magazine@givi.it
THE MOST FUNNY AND ORIGINAL WILL BE PUBBLISH

WORLD di Melania Costanzi
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Norway Brazil

Mauritania

Chile



X01. 
BIRTH OF A FULL FACE HELMET

THAT CHANGES THE FACE OF FULL FACE HELMETS

info@givi.it _ www.givi.it

THE ITALIAN SIGN OF MOTODESIGN

Summer/Winter
configuration change
in a few seconds 

Micrometric buckle chin strap,
anti roll-off system

Removable inner lining,
anti-allergenic, transpiring
with memory foam cheek-
pads

Integrated
smoked sun
visor

Anti-shock visor
with GIVI patent

Available sizes
from XS to XL

The overall containment
at 1,490 Kg pledge
a higher comfort while 
riding

External shell
in Lexan: light,
resistant and safe.

homologation
full-face / jet


