and even a competitive league that challenges
teams of employees to rack up the most bike
commuter miles.

While Surly and QBP focus on the hard goods—
bikes, frames, parts—a number of smaller compa-
nies see a promising market in soft goods: clothing
and other stylish accoutrements for the growing
numbers of cyclists who see ndmg as a hfestyle
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The market for bikes and biking accessories is
just now catching up with those for snowboard-
ing, skateboarding, surfing, and motocross—
sports that have spawned companies who push

a lot of soft goods to enthusiasts and, almost as
important, wannabes. According to Gene Ober-
priller, proprietor of the One-on-One Bicycle
Studio (“Going Steady,” p.45) “The Burton com-
pany sells a lot more sweatshirts than they do
snowboards. There are ten or twelve shoe com-
panies for skateboarders. That’s what we're
waiting for in the bike market.” He speculated
that the lag in the biking market was due to its
broad appeal, which makes it difficult to target
demographically. While a large share of snow-
boarders are in their late teens or early twenties,
bieyelists can be just about any age.

Helping matters along, he said, is the fact that
bike culture is becoming more detached from
the world of high-end racing. Lately, he has seen
friends leave major bike companies in order to
join up with clothing makers like Swobo, a San
Francisco company that specializes in bikewear
that looks like streetwear and favors natural fab-
rics over synthetic fibers. “It’s not about Lance
[Armstrong], it's not about Lycra,” said Ober-
priller, himself a former Lycra-clad professional
mountain-bike racer. “People who are into sin-
gle-speeds aren't suiting up to be Lance—no
offense to Lance and to people who like to suit
up like him. They just want to ride their bikes.”

The shift is epitomized by a new online ad
campaign by Shimano, perhaps the world’s best-
known bike-parts maker. The ad, apparently
targeted at the estimated 160 million non-bik-
ing Americans, touts upscale but low-mainte-
nance, auto-shifting coaster bikes from various
manufacturers, Its tagline: “Less Tour de
France, More Cul de Sac.” —Dan Gilchrist



