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Cycle Chic

Twin Six adds graphic style to bicycle apparel.

ong winters notwith-

standing, the Twin

Cities have become

one of the most bike-

centric metro areas

in the U.S. And that’s
helping put fashion-forward bicycle
apparel line Twin Six on the bike
route map.

Brent Gale envisioned the Min-
neapolis apparel design firm in 2002
while working on a freelance project
for another cycling apparel company.
“T was doing research on cycling
jersey graphics and realized there was

“We consider
ourselves a lifestyle
line,” Gale says.
“And lifestyle is
driven by graphics.’

nothing out there that I would want
to pay full price for, much less even
wear,” he says.

Inspired to start his own ap-
parel company, Gale recruited Ryan
Carlson, with whom he'd worked at
Minneapolis-based Sussner Design.
The pair brainstormed
ideas during long bike
rides, then introduced

Carlson to
leave his gig at
advertising agency
Colle & McVoy.

“We consider ourselves a life-
style line,” Gale says. “And lifestyle is
driven by graphics.” Which is to say
that Twin Six positions itself neither
as a high-performance brand nor an
entry-level one: “We're right there in
the middle, price wise and function-
ality wise.”

The Twin Six line attracts a range
of riders, from weekend warriors to
intermediate-to-advanced racers,
and the jerseys’ fit reflects that range.
Traditionally, “Euro cut” jerseys fit
tighter to the body and are more
geared toward racers, while “Ameri-
can cut” or “club cut” jerseys are
looser and intended for recreational
cyclists.

“"We're doing something more
distinctive,” Gale says. “Our smaller
jerseys are cut closer to the Euro cut,
and our larger jerseys are cut closer
to the club cut, figuring
smaller guys tend to be
the racers and larger

the first fruits of their SCENE AND BE SEEN guys tend to be the
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sales were sufficiently
promising for Gale to
quit his day job in prod-
uct design and develop-
ment at Target, and for

Gel to know more

Twin Cities businesspeople
and their companies at
tcbmag.com/

peoplecompanies.

Gale calls the com-
pany’s “bread and
butter”—were picked
up in its first year by
outdoor-gear retailer
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Brent Gale (left) and Ryan Carlson named
their company after the distinctive Packard
Twin Six auto engine. Besides apparel,
Twin Six designs bike graphics (like those
on Handsome Cycles’ Speedy Devil, left).

REIL “Without
them, we wouldn’t
have had the numbers
that we needed to place a
preorder without putting
ourselves in a little bit of
risk,” Gale says. Twin Six jerseys now
are sold at 108 REI stores.

“What really attracted me was
that their graphics were original and
a little nontraditional from what else
you would see as a typical bike line,”
REI buyer Cynde Norr says.

Online orders accounted for 50
percent of Twin Six’s sales in 2010;
some 250 bike shops in a dozen
countries also carry its products. Its
estimated 2010 revenues were $1.3
million. The T-shirts and jerseys are
manufactured at “sweat-free” shops

in California. Twin Six also sells its
own brand ol sweatshirts, sweaters,
hats, and socks.

Twin Six’s target audience, Gale
says, is cyclists who “care about
the way they look off the bike, and
they're relieved that somebody’s do-
ing something that’s a little bit more
fashion forward than everybody else
on the bike.”

In addition to their apparel
line, Gale and Carlson are cur-
rently designing the graphics for the
Speedy Devil frame being developed
by Minneapolis-based Handsome
Cycles, and they’re collaborating with
Raleigh on a bike for 2012.

“We choose which one of their

bikes we think would be best for us
to sell, or would be best for our audi
ence,” Gale says. “Then we create an
aesthetic that they probably wouldn'
create without us.”

—Megan Wil
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