
26 •  SEPTEMBER 2011  w w w. h o w d e s i g n . c o m

Nice Ride Minnesota—a nonprofit bike-
share program launched in downtown Min-
neapolis—is a perfect storm of passion 
meeting practicality to enhance community. 

In 2008, Minneapolis mayor R.T. Ryback 
asked Duffy & Partners, a firm full of bik-
ing enthusiasts, to help build the bike-share 
brand from the ground up. In 2010, the Nice 
Ride Minnesota movement was unveiled in 
the Twin Cities to much skepticism: Would 
people use the big, green bikes? Would van-
dalism undermine the program? How would 
pricing work? 

One year after launch, about 100 sta-
tions connect the downtown Minneapolis 
grid with a transportation option that’s fun, 
healthy, accessible, cheap and environmen-
tally friendly. The program proudly reported 
at this benchmark that more than 100,000 
trips (from one station to another) were 
taken within just five operational months 
(the program runs April through November). 
Riders range from 16 to 75 years old, and the 
program is embraced by both one-day visi-
tors to the city and those who live and work 
nearby. Even the Minneapolis mayor utilizes 

the bikes as a means of transportation to his 
many city events. Sponsors range from the 
large-scale corporate variety—Blue Cross/
Blue Shield of Minnesota—to local organiza-
tion Bike/Walk Twin Cities, area businesses 
and individuals. 

“The green bikes are now part of our 
urban landscape. Planners around the coun-
try are taking note. Look for similar systems 
in every major U.S. city,” according to a press 
release announcing Nice Ride Minnesota’s 
one-year anniversary. 

The big green bikes are arguably a suc-
cess, thanks in large part to a brilliant brand 
built by Duffy & Partners. “I really like the 
simplicity of it all,” says design director 
Joseph Duffy IV of the look. “We wanted to 
create something that was both aesthetically 
pleasing and unique yet still simple enough 
to fit within typical and easily understood 
urban transportation iconography.” The bikes 
provided a perfect mechanism for an on-the-
go self-promotion vehicle. “With the majority 
of the program’s budget going into the equip-
ment itself, we had to work hard to promote 
the program from a grassroots/guerrilla level. 

We wanted the bikes themselves to be the 
brand and to do the heavy lifting from an 
awareness and marketing standpoint,” Duffy 
says. “They are really hard to miss.” 

Duffy says the firm approaches every 
project the same way, whether it’s for a For-
tune 500 company or a pro-bono client. The 
bike-share concept is truly something Duffy, 
an avid cyclist, bike racer and occasional 
two-wheeled commuter, and his colleagues 
believe in personally. “This project has been 
arguably the best project I’ve worked on to 
date. It’s 100% passion-driven, and it’s always 
a treat when you are both the designer and 
target market,” he says. 
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“We always try to bring our work to life in 
numerous applications to tell the brand story,” 
says design director Joseph Duffy IV. “Since 
swag is such a huge part of the cycling indus-
try, it was only fitting to add jerseys, cycling 
caps, socks and tees for Nice Ride.”
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