
In a world where climate change is a real threat to our
natural world and carbon emissions are polluting our
cities, the need for alternative greener approaches to

business has never been greater. Cue, Tern Bicycles.
Tern has been leading the way in sustainable practices 

for a long time in the field of urban mobility and cycle 
transportation. At the tail end of last year, the brand 
rolled out its Bikes for Business programme; an initiative 
that helps businesses transfer their logistics operations 
from four wheels to two.

“Bikes for Business is basically going out to our part-
ners globally with products and marketing materials and 
encouraging them to look for ways to integrate bikes into 
their supply chains and logistics,” explains Josh Hon. 

The flagship model of the scheme is Tern’s GSD, a 
heavy-duty cargo bike that can carry two kids, a week’s
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worth of groceries or 180 kg of cargo. Hon believes the
GSD can fulfil the logistics needs of business operations
across a variety of sectors.

“We think there is big potential there, so we’re looking to
learn and we’re working with our partners on that,” he adds.
“We think it is a big untapped market with great potential.”

Last-mile delivery has emerged as a hot topic in the cycle
industry, with the introduction of congestion zones and air
pollution concerns leading many businesses to re-evaluate
the vehicles they select for their logistics operations. 

Matt Davis believes urban-centred businesses can
benefit hugely from switching to cargo bikes over large
diesel delivery vehicles. “Petrol costs, maintenance
costs, insurance costs, accidents and training; all of
those things are historically assumed costs for running
a logistics operation,” he explains. “When you bring bikes
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and e-bikes into the mix a lot of those things change
substantially, and the numbers work out well.”

Hon also believes the switch to two wheels makes
economic sense: “In crowded urban centres bikes can
often get around faster than delivery trucks, so if there
is a city where a bike can deliver something faster than a
car, it’s logical,” he reasons. “It makes economic sense
for the company regardless of whether they care about
the environmental impacts.”

It seems economics is the golden ticket to bringing
businesses round to the idea of embracing more environ-
mentally friendly approaches within their logistics oper-
ations. “If you want to change human behaviour it has to
make economic sense first,” offers Hon. “Our goal is to
think about cities and industries where a bike makes
sense economically and to then create products for that.”

In addition to its partners’ operations, it’s key to Tern
that its own processes are as sustainable as they can
be. Wherever possible the brand looks for ways to
minimise packaging and works with sustainable suppli-
ers who have a similar eco-aware approach to their
business operations. 

Tern also operates a cycle to work incentive scheme for
its employees, who are paid around 50 cents per kilome-
tre to ride any of the brand’s bicycles to work. This money
is then used to pay off the bike, with employees having
two years in which to pay off the full amount.

“The other thing is to be putting a high enough quality
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product on the market that can be ridden and used over
an extended period of time and be repaired,” Davis says.
“So, we’re very big fans and supporters of local bike
shops and businesses buying through them, so they have
a local service contact. 

“When a business buys a bike, to keep it on the road for
longer, as well as all the consumables that go with it, it
helps to have a local shop on hand to keep that mainte-
nance going, just like you would with a car.”

Hon believes this approach is even more important
when e-bikes come in to play. “I don’t know if all local
bike shops realise this,” he says, “but if you’re selling an
e-bike, the local bike shop is essential. If you’re buying a
transportation vehicle that you’re relying on every single
day, then you must have local service.”

The pair are of the opinion that an e-bike should abso-
lutely be purchased from a local bike shop, which are indis-
pensable when an e-bike’s purpose is for transportation of
people or goods. According to them, the term ‘sustainabil-
ity’ doesn’t just apply to the environment but also alludes
to the sustainability of the cycling industry itself.

“The dealers also become a point of community

“IF YOU'RE SELLING
AN E-BIKE, THE

LOCAL BIKE SHOP
IS ESSENTIAL.”
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ability, both within and outside of itself? Hon insists
economic and convenience incentives have the biggest
impact on decision-makers in business. 

“It’s our part to encourage change,” he says. “But, of
course, it has to make economic sense and be convenient
for people. You can’t just appeal to environmentalism. You
have to appeal to people saving 10 minutes on their
commute if they cycle instead of drive, or saving a certain
amount of money each month on a public transport pass
by swapping the bus for a bike, for example.”

With its focus firmly fixed on transportation, Tern’s goal
as a company is as simple as getting more people to take
more of their trips by bike, more often. While altering
people’s and businesses’ attitudes and habits will always
prove challenging, the significant economic, convenience
and environmental incentives of integrating bicycles as an
urban transport alternative are near impossible to deny. 
www.ternbicycles.com

contact,” explains Davis. “We’re seeing a very exciting
trend globally of a shift towards a better bicycle infras-
tructure, and where there’s better infrastructure there’s
more cyclists. The local bike shop then serves as a
support for that burgeoning community and has an
opportunity to take advantage of that.”

While there is this shift towards better infrastructure,
is it currently adequate to make the bicycle a truly viable
option of urban transportation? Hon believes progress is
certainly being made: “I think we’re seeing it moving
pretty well in a lot of large cities,” he reasons. “There are
some really far behind but there are also those who are
doing really well. I think every city has advocates out
there pushing, and the bike industry needs to support
them city by city, community by community.”

One of the biggest obstacles to bicycles being consid-
ered a workable urban transportation alternative to cars
or public transport, according to Hon and Davis, is
perceptions of, and attitudes towards, cycling.

“For the last couple of decades there’s been this iden-
tification of people as a ‘cyclist’ and this has a lot to do
with sports and those hardcore people who ride back and
forth to work,” explains Davis. “We’re now seeing a very
exciting shift towards normalising cycling as transporta-
tion with the GSD and some of the other initiatives.” 

He humorously points out, “You don’t label people who
drive cars as ‘drivers’, everyone is just assumed to be
included in that category!” According to him, the more
people that ride bicycles for transportation more often, the
less the ‘cyclist’ label is necessary to separate them out,
and everyone simply becomes a part of the community.

The entire reason for Tern’s folding bicycles’ existence
was to interface well with public transport, so that all
these more sustainable modes of transport could inter-
act well with each other. “We’re excited to be seeing
these shifts in city planning,” Davis enthuses. “Especially
the ongoing conversation that e-bikes are making things
more accessible for everyday riders.”

While Tern champions this shift towards urban trans-
portation, the integration of cargo bikes for last mile
delivery and points out the importance of local bike
shops, the brand knows there is a lot more still to be
done to create truly sustainable cities in the future.

“We happen to believe that climate change is real,” Hon
states. “We’re seeing a shift in weather patterns around
the world; this is not small stuff and we’re only at the very
beginning. We absolutely must change the way we live on
the planet and consume things.”

But what can the bike industry do to improve sustain-

“WE MUST CHANGE
THE WAY WE LIVE 
ON THIS PLANET.”


	CIN_July19_web 38
	CIN_July19_web 39
	CIN_July19_web 40

