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FAST
Create a Smooth Transition
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FASTTATK
> City Transit Authorities Take Health to the Streets

GRANT HARR,S ON, 45, created B-cycle-automated kiosks that let riders rent bikes at prices

akin to mass transit-at Humana, in partnership with Crispin Porter + Bogusky and Trek.

The national rollout will bring 50,000 bikes to a dozen U.S. cities in the next three years.

"Health-insurance companies have to change. We can't focus solely on policy reform;
we're hoping to become a health-creation company. The focus for us is to make fun things
healthy. Fifty percent of people drive to work less than 5 miles in their cars. They could be
doing this on a bike, lf somebody starts commuting this way, within a year, he or she will
have lost 13 pounds on average.

When we launched our companywide bike-sharing program, 2,4OO ol our lO,O00 employ-
ees signed up to use the bikes within the first six weeks and l27o of those people hadn't ridden
in years. When you get people on two wheels, you unlock this feeling of being a kid again.
Biking is going to be a great advocacy source for change for cities and for health as well,"
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ASTTATK -
> City Transit Authorities
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Create a Cooler
Alternative
MICH AEL LEJEU NE, 45, heads
a 20-person in-house design
studio tasked with bringing
more riders aboard L.A.'s
publ i c-tr ansp ortati on sy ste m.
He led the campaign design
for this summer's expansion
of Metro Rail's Gold Line, a
light-rail line that connects
Pasadena with downtown
and East L.A.

"Public transportation has
never been a cool idea in Los
Angeles. We probably have
the worst traffic in the
country, and people regu-
larly commute two hours or
more a day, yet drivers of all
stripes steadfastly cling to
their cars, Our goal is to
make Metro cool.

To compete in one of the
most media-saturated cities
in the country, we're trying to
inject a sense of fun and
personality, like the herb-
seed packets we'll slip under
the ticket windows to fre-
quent riders. For our weekly
passes, we designed 52 dif-
ferent colorful and typo-
graphically beautiful cards,
with a different green tip
printed on each, To get peo-
ple excited about the Gold
Line, we designed T-shirts
that show the light-rail
entwined with the colors
of the different Metro lines,
It's about getting people
to engage with the brand
more and then get out of
their cars,"
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