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Upcoming BizWest Networking Events
Northern Colorado  

Energy Summit  
July 20

Ranch Events Complex, 
Loveland

Bravo!  
Entrepreneur Awards  

August 18
Fort Collins  

Marriott

Green Summit  
October 18
Plaza Hotel  

and Convention Center 
Longmont

A faster
New regional bus 
services lure riders 
with comfort, 
reliability, amenities. 
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Bruce Atwood, a driver with Bustang, Colorado’s new-
est interregional bus line, waits for the last passengers 
to board before driving the southbound bus to Denver. 
Atwood was the first driver Bustang hired.

commute
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QUOTABLE

“For a lot of people, 
it’s the last trip that 
matters. They want to 
have assurance that 
there’s another bus 
later if they miss that 
one.”
Timothy Wilder, Transfort 
service development manager. 
Page 10

Call Us To Plan Your Group Event

307-778-7222 • WWW.CFDRODEO.COM • 800-227-6336

 JULY 22  CINCH Rodeo Shoot-Out  

 JULY 22  Sam Hunt  
with special guest  
Maddie & Tae 

 JULY 23-31  PRCA Rodeo

 JULY 23 Fall Out Boy 

 JULY 24  Billy Currington with 
special guest Ned LeDoux

 JULY 25, 26  Championship Bull  
Riding World Finals 2016 
The Road to Cheyenne 

 JULY 27  Kenny Chesney  
with special guest  
Courtney Cole

 JULY 28 Jake Owen with special 
guest Old Dominion

 JULY 29  KISS with special guest 
Aaron Watson

 JULY 30 Florida Georgia Line  
with special guest  
Cole Swindell

http://www.awhitney.com
http://ww.cfdrodeo.com
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By Jeff Thomas
news@bizwestmedia.com

BOULDER — Sometimes a great 
business plan is to follow the smartest 
people you know in the industry, and 
in the tech industry who’s smarter 
than Google?

While Oliver Davis’ business plan 
has progressed substantially, includ-
ing a major product launch on June 
16, that was pretty much what he was 
thinking when he founded concept3D.

That business plan began in 2006 
when Google acquired Boulder’s 
wildly successful SketchUp, a three-
dimensional modeling computer 
program for a wide range of draw-
ing applications such as architecture, 
interior design, civil and mechanical 
engineering, film and video-game 
design. Google Earth was just getting 
off the ground and Davis figured on 
partnering with the tech giant to cre-
ate 3-D worlds.

“It was evident that there were no 
companies doing that,” said Davis, the 
company’s chief executive. “Our roots 
are really in SketchUp, and we built 
Google Earth models. From there we 
did a lot of work on the Beijing Olym-
pics (in 2008) and a lot of work for South 
African and European stadiums.”

A services company during its 
infancy, concept3D still had plenty 
of steady work early on with offices 
in Boulder and in Eden Prairie, Minn. 
Zack Mertz, who was the lead train-
er for SketchUp prior to the Google 
acquisition, was the company’s first 
hire and runs the Minnesota office as 
vice president for design and produc-
tion.

“Then Disney came along and we 
started creating campus models,” 
Davis said. “We were contacted by 
Boston University (for a campuswide 
model). We had done some research 
in ways to make maps and 3D infor-

mation more accessible, and that was 
the beginning of our CampusBird 
software.”

CampusBird, t he company’s 
first product line, provides interac-
tive maps and virtual tours to enrich 
online visitor experience — and pre-
sumably to enhance school enroll-
ment. The company has sold the soft-
ware to more than 250 universities, 
colleges and independent schools, 
but most of the 3-D imagery and map-
ping, which grew to include facility 
management services, was created 
by concept3D staff — meaning there 
was still quite a lot of reliance on the 
professional-services business model.

But a number of potential clients 
also were looking at the CampusBird 
model and wondering why concept3D 
wasn’t servicing their industries. One 
of those was the convention busi-
ness, which has been using interactive 
mobile apps with maps to serve its 
guests, but really needed a more top-
to-bottom software solution.

That solution, from Davis’ perspec-
tive, is the recently released atlas3D, 
which he said serves all elements 
of convention marketing and sales, 
as well as the exhibitors and guests. 
“Frankly, there are a lot of applications 
that work well enough for the guests,” 
he said.

For one thing, atlas3D addresses 
interior spaces much in the same way 
that CampusBird does outdoor spaces 
and visitation. That allows space plan-
ning by the owner or manager of the 
facility, as well as the host of the con-
vention; marketing and sales by the 
convention planner, including online 
sales of specific convention areas; and 
planning and pricing for participants 
in the convention.

To top it off, atlas3D largely functions 
like a content-management website, 
allowing managers to add content and 
events, and rapidly change additional 
locations for specific conventions.

“The sky’s the limit on how much 
content and how many locations a 
planner can add,” Davis said. “They 
can choose what is shared publically 
or privately, and up to 60 people can 
be using the application” with specific 
access to areas they can change.

While conventions are a good 
example of how robust the atlas3D 
software can be, Davis said a num-
ber of other users have embraced the 
system in the year before its official 
release. One is a vacation area in Mar-
tha’s Vineyard, and a number of retire-
ment communities already are on 
board, as well.

“We built atlas3D to provide a com-
petitive edge for any location or facility 
looking to engage visitors online and 
promote their space,” said Davis in a 
prepared statement.

“There is no better way to give visi-

tors, guests and customers an experi-
ence that allows them to explore and 
request more information or make a 
decision on the spot,” he said. “The 
atlas3D platform provides a set of tools 
our clients now depend on, and the 
response has been overwhelmingly 
positive.”

While moving from a service pro-
vider to software product sales some-
times can be financially daunting, 
Davis said both the CampusBird and 
atlas3D business sectors will be posi-
tive revenue producers this year. The 
company doesn’t reveal its overall rev-
enue stream, but Davis said revenue 
has doubled every year for a company 
looking forward to its 10th anniver-
sary in August.

The company also has high hopes 
for its simuwatt Energy Auditor soft-
ware, a cloud-based, tablet and desk-
top software solution that provides 
commercial building energy audits 
while preserving the data to facilitate 
reporting, portfolio-wide tracking and 
reuse. While this is the one section of 
the business that is not producing pos-
itive revenues, concept3D has been 
working with the National Renew-
able Energy Laboratory to provide a 
commercial product in the simuwatt 
Energy Auditor.

The business perspective and client 
list, certainly have rapidly expand-
ed from what might have been more 
simple aspirations 10 years ago, Davis 
said.

JONATHAN CASTNER FOR BIZWEST

Oliver Davis, chief executive 
of concept3D, has moved 
his company from a service 
provider to software  
product sales.

COURTESY ATLAS3D

Left, a sample 
rendering of 
Roswell Park 
Cancer Institute 
in Buffalo, N.Y., 
demonstrates the 
full depth of the 
atlas3D platform.

concept3D
COLORADO OFFICE
5603 Arapahoe Ave.,  Suite 1A
Boulder, CO 80303
303.569.4181
MINNESOTA OFFICE
10125 Crosstown Circle, Suite 105
Eden Prairie, MN 55344
concept3D.com
Founded: 2006
Employees: 25 people (15 in Boulder)
One dog, Shadow, vice president for morale 
(Minnesota)

concept3D adding 
new dimensions 

to design

mailto:inquiries@concept3D.com
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NEWS DIGEST
What follows is a compilation of 

recent news reported online by Biz-
West.com. Find the full stories using 
the search window at the top of the 
homepage.

Lodgers along the U.S. Highway 
36 corridor recorded an 81.1 percent 
occupancy rate during May, produc-
ing the best performance among 
cities and areas in Northern Colo-
rado and the Boulder Valley tracked 
by the Colorado Hotel and Lodg-
ing Association. The association’s 
monthly Rocky Mountain Lodging 
Report revealed occupancy rates in 
May of 74.2 percent in Loveland, 72.5 
percent in Boulder, 69.8 percent in 
Greeley, 66.3 percent in Fort Collins 
and 50.2 percent in Estes Park. The 
report does not include figures for 
Longmont.

Posted June 21.

Officials mark substantial
completion of express lanes

BOULDER — Representatives 
of the Colorado Department of 
Transportation’s first public-private 
partnership project gathered at the 
Davidson Mesa scenic overlook on 
June 13 to celebrate the substantial 
completion of the nearly $500 mil-
lion express-lanes project along U.S. 
Highway 36 between Boulder and 
Denver. The project includes a tolled 

express lane in each direction on 
U.S. 36, in addition to the two free 
general-purpose lanes.

Posted June 13.

Clovis Oncology files
$200M shelf registration

BOULDER – Biopharmaceutical 
company Clovis Oncology Inc. (Nas-
daq: CLVS) filed a shelf registration 
for up to $200 million worth of secu-
rities, replacing a similar registration 
from 2013 that is expiring. The filing 
gives the Boulder-based company 
the flexibility to conduct an offering 
more quickly at some point in the 
future if Clovis were to need cash or 
market conditions became favorable 
for an offering.

Posted June 10.

Snow-sports trade group
picks Utah over Boulder

Boulder and Denver have lost out 

to Park City, Utah, in their bid to host 
the headquarters of the nonprof-
it SnowSports Industries America 
trade group. SIA announced that the 
decision came after a unanimous 
vote by SIA’s board of directors in 
May as well as approval from the 
Utah Governor’s Office of Economic 
Development for a “post-perfor-
mance Industrial Assistance Fund” 
grant to SIA “not to exceed $100,000.” 
Colorado’s Economic Development 
Commission had voted in January 
to offer SIA a performance-based 
incentive of $445,000 based on the 
creation of 29 full-time jobs.

Posted June 9.

Phase 1 renovation
completed at Boulderado

BOULDER — Concept Restau-
rants Inc., the Boulder-based owner 
and operator of the Hotel Boul-
derado, is wrapping up the first of 
two phases to renovate the iconic 
hotel at 2113 13th St. in downtown 
Boulder. The first phase included 
work on 114 of the 160 guest rooms, 
10,000 square feet of meeting and 
event space, and the outdoor plaza. 
The next phase of the renovation 
focuses on the mezzanine and 
lobby in the historic section of the 
hotel, which opened in 1909, and 
is expected to begin in early 2017. 
The price tag for both phases of the 

renovation is $7 million.
Posted June 9.

RGS Energy discloses
plan for stock offering

LOUISV ILLE — Solar-panel 
installer Real Goods Solar Inc., doing 
business as RGS Energy, saw its share 
price dip more than 15 percent 
Thursday following the announce-
ment that the Louisville company 
is planning a new public offering of 
common stock and warrants in an 
attempt to raise up to $10 million. 

Posted June 9.

Boulder, Xcel seek 
municipalization settlement

BOULDER — Representatives 
from the city of Boulder and Xcel 
Energy say they are engaged in 
negotiations about a possible set-
tlement to the ongoing litigation 
over the city’s efforts to acquire the 
Xcel property needed to operate its 
own electric utility. The announce-
ment was issued jointly by the city 
and the utility. According to the 
joint statement, a settlement, if 
reached, apparently would scrap 
Boulder’s voter-approved plan for 
municipalization, allowing Xcel to 
continue to provide electric service 
to customers within Boulder city 
limits.

Posted June 8.

Hotel occupancy surges on U.S. 36 Highway corridor

Miss this news?
BizWest works every day to bring you 
the latest news as it happens. Sign up 
for daily updates and the latest industry 
e-newsletters at:

n bizwest.com/ 
subscribe-to-our-newsletters

• Affinity
• American Eagle

• BizWest
• Blackjack Pizza & Subs

• Davidson Gebhardt Auto Group
• Elevations Credit Union

• EnviroPest
• Flood and Peterson

• High Country Beverage
• Holiday Inn Express/ 

Candlewood Suites

• Home State Bank
• Jorgensen Laboratories

• Pedersen Toyota
• Pop- A-Lock  

of Northern Colorado
• Stan’s Auto Service

• The Gateway at  2534
• Townsquare Media

• Wilburs Total Beverage
• Wind River Hotel & Casino
• ETI Equipment Trucks Inc.

The Loveland Chamber 
of Commerce extends its 
heartfelt ‘Thank You’ to 

the following annual golf 
tournament sponsors:

5400 Stone Creek Cir, Loveland, CO 80538 • 970-667-6311

w w w . l o v e l a n d . o r g
Sponsored as the BizWest 2016 

Partners in Philanthropy Winners by

Hosting a high school youth exchange student can 
be a culturally rewarding experience. Host families 
come in all shapes and sizes, but one thing’s for 
sure. Your family will make a friend for life.

Show a young citizen of the world what we are like. 
Consider hosting a Rotary Youth Exchange student.

Boulder Valley 
Rotary Club

Boulder Rotary 
Club

Coal Creek 
Rotary Club

Rotary Club of 
Niwot

Boulder 
Flatirons 

Rotary Club

Open yOur arms tO the wOrld.

Learn more about hosting an exchange student at
www.rmrye.com/hosting.

Have you 
considered

hosting a youth
exchange student?

http://www.loveland.org
http://www.rmrye.com/hosting
http://www.bizwest.com/subscribe-to-our-newsletters
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Creative District gains 
state certification

Colorado Creative Industries, a division 
of the state’s Office of Economic Develop-
ment and International Trade, announced 
the certification of the Fort Collins Creative 
District into the Colorado Creative Districts 
program. The Fort Collins district is one of 
six new members of the program, joining 
12 existing Colorado Creative Districts, 
including the Greeley Creative District and 
the Longmont Arts and Entertainment 
District. The Fort Collins Creative District 
essentially encompasses the city’s historic 
downtown area – stretching north to the 
Poudre River, east to Library Park, west to 
the Lincoln Center and as far south as the 
new Music District being created by the 
Bohemian Foundation.

Methane-emissions test 
site to be built at CSU

A facility for testing new technologies 
for detecting methane emissions at oil and 
gas extraction sites will be built this fall on 
Colorado State University property some-
where in the Fort Collins area. A team of 
CSU researchers won the $3.5 million, 
three-year federal grant to create and 
operate the national facility, the school 
and the Department of Energy announced 
on Friday. The money comes from the 
department’s Advanced Research 
Projects Agency–Energy, or ARPA-E. 
All the teams doing research at the site, 
including CSU’s, will be funded under the 
ARPA-E MONITOR (Methane Observation 
Networks with Innovative Technology to 
Obtain Reductions) program. The facility 
will simulate a broad range of natural-gas 
production systems for testing technolo-
gies in real-world industry conditions. It 
will allow research teams from across 
the nation to test new technologies for 
enhanced sensing of methane, a potent 
greenhouse gas. The site will be located 
completely outside oil and gas basins, to 
allow for near-complete control of back-
ground and onsite emissions. But exactly 
where the facility will be built is yet to be 
determined.

Harmony Surgery Center CEO 
to head national trade group

Rebecca Craig, chief executive of the 
Harmony Surgery Center in Fort Collins, 
has been elected to a two-year term as 
president of the board of directors of the 
Ambulatory Surgery Center Association 
and the Ambulatory Surgery Center Asso-
ciation Foundation, a national association 
based in Alexandria, Va. The association 
and its foundation advocate and provide 
resources for ambulatory surgery centers 
nationwide. Craig has served on the ASCA 
board of directors since 2011 and is a past 
president and active member of the Colo-
rado Ambulatory Surgery Center Associa-
tion’s board of directors. Craig helped 
open Harmony Surgery Center 16 years 
ago. During the past six years, Craig has 
assisted in developing and opening other 
surgery centers in Colorado.

Arts among couple’s Visions
By Doug Storum
dstorum@bizwestmedia.com

FORT COLLINS — Craig and 
Kumiko McKee have broken ground 
on a 12,200-square-foot building at 
the outskirts of Fort Collins that they 
hope will be the catalyst for a future 
arts district

The $1.65 million project, called 
Visions, will be constructed at 2415 
Donella Court off South Timberline 
Road in the Summit View Industrial 
Park, northeast of Fort Collins’ city 
limits in Larimer County.

McKee and his wife, Kumiko, are 
using the entity K&C Properties LLC to 
develop the 1.6 acres of land they own 
adjacent to the former Downtown Fort 
Collins Airport.

Excavation of the property began 
June 20 and general contractor Sean 
Rogers of Hillside Construction in 
Fort Collins expects the project will 
be completed by the end of this year.

The building will serve as the head-
quarters for the McKees’ existing busi-
ness, Concrete-Visions LLC, which 
manufactures custom concrete coun-
tertops and decorative cast items, as 
well as two new businesses they are 
launching: 3 Square Art, that will con-
sist of an arts center, gallery and leas-
able studio space, plus McKeesport 

Distilling & Brewing Co., where he 
will make whiskey and run a restau-
rant. The building will have leasable 
space for “creative businesses,” Craig 
McKee said.

“We want to identify this area as 
an arts zone,” he said. “It seems that 
Fort Collins has been losing some of 
its arts spaces.”

The McKees want to brand the area 
as FAAD, which he said stands for Fort 
Collins Airport Arts District.

“We’d like to work with the eco-
nomic development groups in the 
future,” he said. “We hope to bring 
creative energy with great food, drink 
and fun at the edge of the brewing 
district area.” 

McKee said 3 Square Art will con-
sist of studio space for artists, a gallery 
for local artists to show their work plus 
provide space for out-of-state juried 
art shows, and seminars and work-

shops on the arts. It will be managed 
by Kumiko McKee, who is an award-
winning artist.

The distillery is named for McKees-
port, Pa., a town with a population of 
about 20,000 at the confluence of the 
Monongahela and Youghiogheny riv-
ers and is part of the Pittsburgh met-
ropolitan area. “It’s a family heritage 
thing,” McKee said.

The restaurant will serve a variety 
of international fare from “Asia to 
Europe, stuff that pairs well with whis-
key,” he said.

Concrete-Visions will move from 
517 N. Link Lane sometime in 2017 
when the project is completed. McKee 
said Concrete-Visions will occupy 
4,750 square feet of the building. About 
2,350 square feet will be occupied by 
3 Square Art, and the distillery and 
restaurant will take up about 2,300 
square feet.

About 2,800 square feet will be 
available for leasing.

The building is being designed by 
VFLA of Fort Collins. Ripley Design in 
Fort Collins is handling the landscape 
design. Financing for the project is 
through Bank of Colorado.

Doug Storum can be reached at 303-
630-1959, 970-416-7369 or dstorum@
bizwestmedia.com.

NEWS&NOTES

“We hope to bring 
creative energy with 
great food, drink and 
fun at the edge of the 
brewing district area.”
Craig McKee, Developer

COURTESY K&C PROPERTIES LLC

Kumiko and Craig McKee cut a ribbon during a groundbreaking ceremony June 16 for Visions, a 12,200-square-foot building that 
will house the couple’s businesses, Concrete Visions LLC, 3 Square Art and McKeesport Distillery & Brewing Co., on land in Larimer 
County at the northeast edge of Fort Collins.

F O R T  C O L L I N S B I Z

mailto:dstorum@bizwestmedia.com
mailto:dstorum@bizwestmedia.com
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UNITED WAY OF LARIMER COUNTY’S

THANK YOU TO OUR
GENEROUS SPONSORS!

SILVER SPONSORS:

GOLD SPONSORS:

PLATINUM SPONSOR:

The next time you schedule that all important conference, 
meeting, or special event, think The Lincoln Center.   
Whether for 30 or 1,100, we have the perfect space,  

state-of-the-art technology, and expert staff to  
show your organization at its best.

970-221-6733 | www.LCtix.com 

  
Elevate your event.   
Boost your image. 

Extraordinary Happens Here

City looks ahead to nurture 
area’s economic health

T he city of Fort Collins has a 
strategy when it comes to 
economic development: We 

start by calling it “economic health” 
as a way to promote a healthy, 
sustainable economy reflecting 
community values. When it comes 
to supporting the workforce and 
employers, the objective for the city is 
to support overall long-term vitality 
in the community that emphasizes 
the triple-bottom-line focus rather 
than short-term 
or individualized 
gain.

The guidance 
for the city’s Eco-
nomic Health 
Office comes 
from the Fort 
Collins Strategic 
Plan, which was 
just updated in 
2016. Four key 
objectives are tied to the “Economic 
Health” strategic outcome in that 
plan:

• Improve effectiveness of eco-
nomic health initiatives through col-
laboration with regional partners;

• Enhance employment oppor-
tunities through business retention, 
expansion, incubation and attrac-
tion;

• Support workforce development 
and provide community amenities 
that support citizens and employers 
within the city; and

• Provide transparent, predictable 
and efficient processes for citizens 
and businesses interacting with the 
city.

In the Economic Health Office, 
the Economic Health Strategic Plan 
reiterates those objectives by focus-
ing on five key areas: Community 
Prosperity, Grown Our Own, Place 
Matters, The Climate Economy and 
Think Regionally. Our aim is to be in 
a supporting role, ensuring that com-
munity infrastructure is in place to 
assist residents with finding employ-
ment at all wage levels and to help 
businesses get started and stay or 
expand in the community.

As part of those goals, the city’s 
Economic Health Office is a key play-
er in building sector partnerships 
— an industry-led effort to define 
common opportunities and chal-
lenges, and connect businesses with 
workforce, education and economic-
development partners to create 
solutions. More specifically, the city 
organization has assisted with the 
NoCo Health Sector and the NoCo 
Manufacturing Partnership — two 
highly successful, regional industry 
partnerships that have grown out of 
industry demand and willingness to 
collaborate.

By supporting these industry clus-

ters and partnerships, we are foster-
ing collaboration among academia 
such as Colorado State University 
and Front Range Community Col-
lege, the private sector, the public 
sector and nonprofit organizations 
to promote an entrepreneurial cul-
ture. Between 2014 and 2016, the city, 
through its Cluster Funding Alloca-
tion, has provided a total of $555,000 
to industry clusters in Fort Collins in 
the following areas: Creative Sector, 
Clean Energy, Bioscience, Entre-
preneurship and Innovation, Water 
Tech, Manufacturing Sector, Local 
Food and Health Sector. But we can-
not do this alone; demand continues 
to grow with more than $1.3 million 
in requests over that time period. The 
funds are intended to assist clusters 
and regional sectors that advance the 
economic vitality of our community.

This spring, the city participated 
in the NoCo Manufacturing Partner-
ship manufacturing trade summit, 
NOCOM, at The Ranch in Loveland. 
The trade show is held annually by 
manufacturers for manufacturers 
with an estimated 800 attendees. 
Fort Collins was a sponsor of the 
Women in Manufacturing luncheon 
at that event, which brought together 
women in manufacturing and stu-
dents from Poudre and Thompson 
school districts to network with 
about 75 attendees.

In 2014, our office also com-
pleted a labor force study for Larimer 
County that identified the labor 
market, the drivers for the demand, 
occupational strengths and educa-
tion and training landscape. The city 
currently is working collaboratively 
with the Fort Collins Area Cham-
ber of Commerce, city of Loveland, 
Loveland Chamber of Commerce, 
Larimer County, Northern Colorado 
Economic Alliance and United Way 
of Larimer County on Talent 2.0, an 
update to the labor force study com-
pleted in 2014. Talent 2.0 will not only 
update the information from 2014  
but will provide an inventory of cur-
rent programs and activities around 
workforce development, best practic-
es and opportunities and gaps. From 
this, we will develop an action plan 
on implementation and performance 
metrics to track progress and impact.

In addition to working externally 
with partners, the Economic Health 
Office also works internally to inte-
grate economic health initiatives 
and to help business partners with 
navigation through the municipal 
organization. Our staff is available to 
assist, or please feel free to reach out 
to me at jbirks@fcgov.com.

Josh Birks is the director of the Eco-
nomic Health Office for the city of Fort 
Collins.

FORT COLLINS 
VOICE
JOSH BIRKS

http://www.LCTix.com
http://www.uwaylc.org
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Sam’s Club set 
to open June 30

Sam’s Club is set to open June 30 at 
the Village at the Peaks shopping center in 
Longmont, a company spokeswoman 
said. Sam’s Club’s 136,085-square-foot 
membership discount store is one of three 
anchors at the new open-air concept 
shopping center at 1200 Hover St. being 
developed by NewMark Merrill Mountain 
States. The shopping center is replacing 
the former Twin Peaks Mall. Sam’s Club is 
owned by Wal-Mart Stores Inc. Of the other 
two anchors, the 40,600-square-foot Regal 
Cinemas was the first to open last year, 
but the opening of the 40,600-square-foot 
Whole Foods grocery store has been put 
on hold until December.

Breakout Escape Room 
to open next month

The surge of escape rooms — entertain-
ment venues at which paying customers 
are locked in and must connect clues to 
get out — is reaching Longmont. Breakout 
Escape Room will open July 1 at 840 23rd 
Ave., site of a former Bank of the West. 
Escape rooms in Boulder, Fort Collins and 
Loveland have opened in recent years.

Higher rent, construction 
cause Serendipity to close

A pending rent increase for Serendip-
ity’s downtown Longmont space and 
ongoing construction in the area are caus-
ing the consignment shop to go out of 
business. The shop’s owner, Vicky Boone, 
plans to close at the end of the month. 
Serendipity joins multiple other business-
es that have blamed their closures in on 
construction at the south end of down-
town that have caused sidewalk closures 
and parking issues in spots.

Entertainment center to open 
in former Office Depot space

One of two anchor sites that went 
vacant at the Village at Burlington shop-
ping center in Longmont last year is about 
to see new life. Evergreen-based The Wild 
Game has leased the 28,289-square-foot 
former Office Depot site at 2251 Ken Pratt 
Blvd. where it plans an entertainment cen-
ter similar to its one in Evergreen, which 
includes bowling, a bar, arcade and live 
music space. The Wild Game is slated to 
open in the fall.

Wiland Inc. raises $30.6M 
to buy back company stock
By Doug Storum
dstorum@bizwestmedia.com

LONGMONT — Niwot-based 
Wiland Inc., a direct-marketing and 
data-service company that serves the 
retail industry, has raised $30.6 mil-
lion through a securities offering that 
will be used to buy back company 
stock.

Wiland Inc., headed by chairman 
and president Phil Wiland, will use 
a portion of the proceeds to repur-
chase up to $20 million worth of com-
mon stock from shareholders. Of that 
amount, approximately $4.7 million 
will fund the repurchase of common 
stock owned by the company’s offi-
cers and directors, said Mike Gaffney, 
Wiland’s chief financial officer.

Gaffney said the capital raised, rep-
resenting about 14 percent of the com-
pany’s worth, came from the invest-
ment of one entity that he declined to 
identify.

“We’ve had a lot of individual share-
holders over the years who have trusted 
the company. … We thought it is time 
to have a liquidity event and repay 
some of those shareholders through 
this tender offer,” Gaffney said.

The company uses homegrown 
software for a transactional database 
and predictive modeling platform to 
identify consumer audiences for cli-
ents’ and has been on a sharp growth 
curve. 

Wiland Inc. announced last 
year that it plans to construct a 
90,000-square-foot headquarters in 
the Clover Basin Business Park in 
southwest Longmont. Phil Wiland 
said then that he wanted to have it 
built by 2017 when the lease expires on 
the 48,000 square feet it occupies in a 
building at 6309 Monarch Park Place 

in Niwot.
Wiland expected the cost of the 

project would be about $13.5 mil-
lion. But Gaffney 
sa id increasing 
construction costs 
could raise that 
amount, and the 
company is revis-
ing design plans 
for the building to 
lower costs.

In May 2015, 
the city of Longmont approved an 
incentive package for Wiland that 
consists of rebates for development 
fees and taxes that are estimated to 
be $260,428, according to city docu-
ments. Total fees and taxes associated 
with the project are estimated to be 
$886,600. The rebate is contingent 
upon Wiland moving at least 143 of 
its 154 employees into the building by 
May 2017 and maintaining that num-
ber for at least three years. Gaffney 
said that timeline likely will be pushed 
to later in 2017.

Another stipulation is that those 

employees receive at least 105 percent 
of the Boulder County average annual 
wage of $57,000. If those numbers are 
not maintained, Wiland Inc. would 
be required to repay a portion of the 
rebate based on how many employees 
it has at the time.

Gaffney told the city last year he 
expects that the company will employ 
about 170 people within the first year 
of the operation of the new building.

Doug Storum can be reached at 303-
630-1959, 970-416-7369 or dstorum@
bizwestmedia.com.

NEWS&NOTES

JOSHUA LINDENSTEIN/BIZWEST

Wiland Inc. occupies this building in Niwot but is planning to build a 90,000-square-foot 
headquarters in the Clover Basin Business Park in southwest Longmont. 

L O N G M O N T B I Z

PHILIP WILAND

truenorthcompanies.com

TrueNorth o�ers real solutions that are designed with you in mind.
PEACE OF MIND.
Don’t leave your priorities to chance. At TrueNorth, we specialize in developing plans that help you manage 
your business and personal risks to meet your unique insurance needs.

Wiland Inc.
6309 Monarch Place
Niwot, Colo.
303-485-8686
Philip Wiland, founder, chairman, president 
Founded: 2005
Employees: 154
Primary service: Direct marketing and data 
services.
Clients: 2,500

http://www.truenorthcompanies.com
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Longmont builds solid 
foundation for startups

T he city of Longmont, like 
many cities throughout the 
world, actively pursues inno-

vation and entrepreneurial devel-
opment as a strategy for economic 
development. The difference in 
Longmont, though, is that the com-
munity has spent decades building 
an environment that today offers all 
of the assets and amenities necessary 
to support a thriving 21st-century 
startup community.

Support for 
Longmont’s start-
up community 
starts with the real 
innovative and 
entrepreneurial 
talent that is being 
cultivated in the 
St. Vrain Valley 
School District 
and through the 
programs offered here by the Boul-
der County campus of Front Range 
Community College. The innovative 
programming in the classrooms of 
both is focused on meeting the chal-
lenges of this millennium by deliver-
ing a quality education that bridges 
the gaps for our 
future workforce, 
and ultimately 
helps to create 
long-term sus-
tainable econom-
ic growth.

What does 
this look like in 
the classroom? 
It looks like K-12 
students across 
the St. Vrain 
Valley School District preparing for 
successful STEM careers by partner-
ing with industry to provide real-
world work experiences, learning 
from experts in their fields to build 
websites, apps for a variety of mobile 
platforms, electronics, circuitry, 
robotics, biomedical, aerospace, 
environmental and structural and 
mechanical engineering projects. It 
looks like local industry collaborat-
ing with higher education through 
Front Range Community College to 
design and implement programs to 
help fill skills gaps in fields that range 
from machining to web design to 
craft brewing.

In addition to talent, Longmont 
has a history of investing in the real 
infrastructure needed to support 
innovation and entrepreneurship 
at every level. The prioritization of 
creating and maintaining a modern 
infrastructure is crucial to any city’s 
capacity for economic growth. Inno-
vative infrastructure investments, 
such as Longmont’s buildout of the 
NextLight gigabit fiber optic net-
work, support innovation by laying 
the foundation for entrepreneurs to 
thrive and grow. It allows for afford-
able and reliable utilities to offer 

businesses cost savings, better con-
nectivity and increased productivity. 
Longmont’s infrastructure invest-
ments have always focused — and 
continue to focus — on what will be, 
encouraging forward movement by 
its citizens and the businesses that 
start and grow in the community.

Longmont fuels innovation in 
the community by supporting a 
network of creators, makers and 
entrepreneurs through the support 
of our local makerspace, TinkerMill, 
Startup Longmont, the NewTech 
Meetup group and the annual Long-
mont Startup Week, as well as the 
Longmont Community Foundation’s 
Ignite! grant fund that puts early-
stage capital behind the ideas of 
Longmont entrepreneurs. Innovation 
is fueled at the TinkerMill by mak-
ing equipment such as 3-D printers, 
laser cutters and tools available to the 
creators and makers in a community, 
as well as providing access to people 
who can support and teach others on 
how to operate, innovate and create 
with this equipment. Startup Long-
mont fuels innovation by creating a 
culture of collaboration in the com-

munity amongst 
makers, design-
ers, creators, and 
entrepreneurs. 
The Longmont 
Community 
Foundation and 
Longmont Eco-
nomic Develop-
ment Partnership 
further fuel inno-
vation by putting 
needed fund-

ing into ideas at a very early stage 
through the Ignite! grant and match-
ing grant programs, helping to bring 
visions of new products to fruition. 

Longmont supports innovation as 
an economic development strategy 
because technological advances 
and innovations can change the way 
you think about city life, workforce 
mobility, energy efficiency, and even 
fitness and sociological concerns. 
Innovation encourages education, 
leads to higher productivity, and 
inspires entrepreneurship, which in 
turn creates new businesses and new 
jobs, and intensifies competition. 
Innovation is a driver of growth and 
opportunity in any community. As 
a result of Longmont’s support for 
innovation and entrepreneurship, 
the city now boasts a wealth of inven-
tors, entrepreneurs, researchers and 
innovation assets, has become an 
ideal home for startups at all stages 
of development, and is starting to be 
recognized as a 21st century center 
for innovation, a true startup com-
munity.

Jessica Erickson is president of the 
Longmont Economic Development 
Partnership.

Longmont has a history 
of investing in the real 
infrastructure needed 
to support innovation 
and entrepreneurship at 
every level. 

LONGMONT VOICE
JESSICA ERICKSON
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By Dallas Heltzell 
dheltzell@bizwestmedia.com 

 
More long-distance commuters 

along the northern Front Range are 
getting taken for a ride — and they 
seem to like it. 

New or refurbished bus routes con-
necting Fort Collins and Loveland 
with Longmont, Boulder and Den-
ver are attracting a steady stream of 
workers and students with perks such 
as low fares, frequent service and a 
promise of mobile productivity with 
Wi-Fi and charging outlets. 

Transit managers for the regional 
routes — FLEX, Bustang and the Flat-
iron Flyer — say even more service 
may be on the way, and Greeley com-
muters could see regional connec-
tions in the foreseeable future as well. 

 
FLEX connects FoCo, Boulder 

Perhaps the biggest bargain on the 
road is the newly extended FLEX ser-
vice run by Transfort, the city of Fort 
Collins’ transportation system. On 
Jan. 18, its regional service connecting 
Fort Collins with Loveland, Berthoud 
and Longmont added five runs a day 
to and from Boulder. 

Previously, those wishing to travel 
by public transit between the two 
colleges and their home cities had 
to ride both FLEX and the Regional 
Transportation District’s “Bolt” route, 
paying full fares that totaled $5.75 and 
enduring numerous local stops along 
the way and often lengthy waits at one 
of two transfer points in Longmont 

that pushed the total trip well past 
two hours.  

The newly extended direct FLEX 
route, with its limited stops, prom-
ises a connection between Colorado 
State University and the University of 
Colorado in about an hour and a half 
— for a 
full fare of 
just $1.25. 
S e n i or s , 
t he d is-
abled and 
pass hold-
e r s  p a y 
half that, 
a nd C U 
and CSU students and faculty ride 
free with their ID cards. 

Transfort’s latest figures show a 
$5.61 operating expense per passen-
ger, only 4.1 percent of which — about 
23 cents — is recovered through fares. 

“Keeping low fares is a conscious 
decision,” said Timothy Wilder, Trans-
fort’s service development manager. 
“We wanted to let it be successful 
without fares being an obstacle. We 
were fortunate to get a grant, and we 
wanted to be consistent with Trans-
fort’s city fares as well. Our priority 
has been toward ridership over fare 
recapture. 

“Occasionally, there’s criticism but 
I think it’s a balance on how we do it. 
Occasionally we get a comment that 
we need to raise the fares, but I think 
now we’re in a nice position where we 
don’t have to.” 

About $1.15 million in funding 

was approved by the Denver Region-
al Council of Governments for the 
extended service. The cities of Boul-
der, Longmont, Loveland and Fort 
Collins, CU, CSU and RTD are chip-
ping in a total of $289,000 over three 
years to match the DRCOG grant. 

“ We’ve 
had strong 
r idersh ip 
o n  t h a t 
r o u t e , ” 
W i l d e r 
said. “It’s 
been well-
r e c e i v e d 
by the pub-

lic, and ridership is about the level 
we anticipated. People are excited 
because it’s limited service — employ-
ees as well as students. What we’ve 
seen is that the ridership is diverse. 

“And it’ll get even better. As you get 
new students coming to the schools 
and learning about the service, we’ll 
see more ridership.” 

FLEX’s extended route is averaging 
87 northbound and 80 southbound 
boardings. For all FLEX trips, includ-
ing the majority that go only as far as 
Loveland or Longmont, the system 
averages 322 northbound and 326 
southbound riders a day. 

Passengers also are requesting 
more service, Wilder said. 

“It’s hard to pin down exact times 
people want. They want to see hourly 
service. Some want it on weekends. 
Sometimes, we get requests for trips 
later in the evening as well. For a lot of 

people, it’s the last trip that matters. 
They want to have assurance that 
there’s another bus later if they miss 
that one. 

“There’s great potential to grow 
over time, but it would require addi-
tional funding,” Wilder said. “What we 
want to do is establish the route first, 
and then the partners could talk about 
adding trips. Heck, we’re still trying to 
achieve Sunday service in Fort Collins. 
That tends to be our top request. We do 
have a budget request for Sunday ser-
vice to start next year, but that hasn’t 
been decided yet. It’s gone through the 
budgeting process, but it hasn’t gone 
to council yet. They’ll probably make 
a decision around November.” 

 
Bustang links FoCo to Denver 

The Colorado Department of 
Transportation launched its Bustang 
express service a year ago, with routes 
from Denver’s Union Station extend-
ing north to Loveland and Fort Collins 
as well as south to Colorado Springs 
and west to Frisco and Glenwood 
Springs. Bustang’s black-and-purple 
50-passenger buses are packed with 
amenities, including Wi-Fi, electrical 
outlets, USB ports, bathrooms and 
bicycle racks. 

“With everything that I’ve heard, 
the north line has gone very well,” said 
Bob Wilson, CDOT communications 
manager. “It’s very promising that 
that line has continued to increase in 
ridership every day since it started on 
July 13th.” 

Passengers pay $10 to make the trip, 

A FASTER COMMUTE

New regional bus 
services lure riders 
with comfort, 
reliability, amenities

JOEL BLOCKER / FOR BIZWEST

A southbound Bustang, Colorado’s newest interregional bus line, leaves the Harmony Road Transportation Transfer Center south of Fort Collins,.

If you ride
FLEX: ridetransfort.com/flex 

Bustang: codot.gov/travel/bustang 

Flatiron Flyer: rtd-denver.com/flatiron-flyer.shtml

mailto:dheltzell@bizwestmedia.com
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and can connect at Union Station to 
the other Bustang routes, as well as 
to Denver city buses, RTD regional 
routes, light rail lines and the new 
University of Colorado A Line com-
muter rail link to Denver International 
Airport. 

Bustang also offers a RamsRoute 
that provides service from Fort Col-
lins to Denver on Friday afternoons 
with a return to Fort Collins on Sunday 
afternoons. 

“We don’t have numbers of how 
many people transfer from the north 
line to the west and south lines, but we 
do see some of that,” Wilson said. “The 
north to west line transfer is higher 
during summer for recreational traf-
fic. We see some go south as well — 
CSU students, for instance.” 

The north line has a 38 percent fare 
box recovery, Wilson said, compared 
with an industry average for regional 
routes of 25 percent to 30 percent. 
Daily ridership averaged 113 per day 
when the line made its debut, and has 
increased to 199 per day. 

CDOT’s corral of 13 Bustangs was 
bought for $7.3 million from the Fund-
ing Advancements for Surface Trans-
portation and Economic Recovery 
(FASTER) Act of 2009, which raised 
vehicle registration fees and fines to 
generate about $200 million a year for 
state transportation projects. About 
$15 million a year of that is dedicated 
to transit projects, and the Bustangs 
are being paid for with that money. 
CDOT hired Horizon Coach Lines to 
operate the buses for about $2 million 
a year. Bustang’s approved budget 
through FASTER for Fiscal 2017, which 
begins July 1, is $3 million. 

That funding survived a scare in 
February, when Senate Bill 16-011, 
sponsored by state Sen. Tim Neville, 
R-Littleton, would have redirected 
$15 million in gasoline-tax revenues 
within the FASTER program to trans-
portation safety programs, a move 
that CDOT officials said would have 
killed Bustang. 

 
Connections to Greeley? 

Wilson said CDOT is studying a 
Bustang expansion to Greeley, and 
that service could be launched “with-
in the next couple of years.”  

Will Jones, manager of Greeley 
Evans Transit, said his agency hasn’t 
been approached by CDOT about 
that service but noted that a “U.S. 34 
Express” route in April 2010 had been 
canceled because of low ridership. 

However, he added, the Front Range 
Metropolitan Planning Organization 
has a Regional Transit Element “action 
item” that calls for a study of a route 
between Greeley and Fort Collins that 
would travel through Windsor. 

“We’re actually in the process of 
gathering information on that,” he 
said. Larger employers including CSU, 
the University of Northern Colorado 
and Aims Community College are 
being surveyed, he said, “to identify 
what cities their faculty and students 
reside in. What is their home city? 
Roughly speaking, we think about 
2,200-ish people making that com-
mute every day. So we’re sending out 
a survey in the fall to see what the 

demand is.” 
Jones described what they’ve dis-

covered so far about commuting pat-
terns from Windsor as “a pretty good 
split.” About 710 people commute to 
CSU from Windsor or Greeley each 
day, he said, while about 1,520 travel 
from Windsor to UNC or Aims. 

“It’s just a study; there’s obviously 
not wheels turning yet,” Jones said, 
“but the Regional Transit Element 
requested the study,” and a pub-
lic meeting scheduled from 4:30 to 
6:30 p.m. Wednesday, June 29, at the 
Greeley Recreation Center is likely to 
include the topic. 

 
Flatiron Flyer: Off to Denver 

Blue and orange 57-passenger Flat-
iron Flyer buses replaced several RTD 
regional routes between Boulder and 
Denver in January, offering 120-volt 
outlets and USB ports for charging lap-

tops, tablets and smartphones, reclin-
ing seats, footrests, overhead reading 
lights, individual air vents and room to 
carry up to eight bicycles — “which is 
more than our old buses used to,” said 
Nate Currey, RTD’s senior manager of 
public relations. 

Fifty-nine Flatiron Flyer buses trav-
el along U.S. 36 and connecting roads 
on six “FF” routes. During peak hours 
and depending on a station’s location, 
riders can expect a bus to arrive every 
four to 15 minutes. 

“Particularly that headway of the 
15-minute frequency is the real game 
changer for the U.S. 36 corridor,” Cur-
rey said. Commuters “don’t have to 
worry about when the next bus is com-
ing — just like the shuttles on the 
16th Street Mall in downtown Denver; 
there’s always another one. 

“We see that across the nation,” he 
said. “Once you hit a certain threshold 

of service, it’s more reliable, and rider-
ship goes up. Our numbers are up over 
the old lines on all the FF routes.” 

Flatiron Flyer routes in April aver-
aged 14,814 riders on weekdays, 5,869 
on Saturdays and 2,094 on Sundays, 
said Scott Reed, RTD’s assistant gen-
eral manager for communications. 

All stations along the route even-
tually will have upgraded shelters, 
digital displays and self-service ticket-
vending machines. 

“There’s still a couple things we’re 
going to be finishing up,” Currey said. 
“We’ll have all the ticketing machines 
and electronic signage up by August. 
That’ll really allow for much more 
speedy and efficient boarding. That’s 
an important component of any tran-
sit service.” 

Also on RTD’s agenda is to get rid-
ers used to catching the Flatiron Flyer 
at the new Boulder Junction at Depot 
Square station in east Boulder. 

“Any new facility like that, it takes 
people a while to get used to the rou-
tine,” he said. “It’s a beautiful facil-
ity, but it’s a little bit hidden. Word of 
mouth is the best bet for us. It’s the 
best-kept secret we’ve got in the Fas-
Tracks program.” 

The Flatiron Flyer service is part of 
RTD’s 2004 voter-approved FasTracks 
transit expansion program to build 
122 miles of commuter rail and light 
rail, 18 miles of bus rapid transit ser-
vice, add 21,000 new parking spaces, 
redevelop Denver Union Station and 
redirect bus service to better connect 
the eight-county district. FasTracks 
originally envisioned commuter rail 
instead of buses along the U.S. 36 cor-
ridor and through Boulder to Long-
mont, but a recession and increased 
costs of right-of-way along Burlington 
Northern Santa Fe railroad tracks 
have stalled that project indefinitely.

Dallas Heltzell can be reached at 
970-232-3149, 303-630-1962 or dhelt-
zell@bizwestmedia.com. Follow him 
on Twitter at @DallasHeltzell.

JONATHAN CASTNER FOR BIZWEST

Riders board a northbound FLEX regional bus at a park-and-ride in Longmont. Full fare to Fort Collins is $1.25.

JONATHAN CASTNER FOR BIZWEST

A Flatiron Flyer leaves the Boulder Junction at Depot Square station, headed for Union 
Station in Denver.
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R E A L  E S T A T E & C O N S T R U C T I O N

Broomfield hospital to drive development

By Joshua Lindenstein
jlindenstein@bizwestmedia.com

BROOMFIELD — The closed blinds 
in patient rooms obstructed the sunny 
mountain views from the second floor 
of UCHealth’s new Broomfield hospi-
tal on Tuesday. It’s not that anyone was 
objecting to the light, but rather part of 
a tornado drill during which beds are 
also wheeled into the hallways.

The exercise was just one of many 
drills and orientation activities that 
employees have gone through in 
recent weeks as the new 22-bed 
facility, dubbed simply UCHealth 
Broomfield Hospital, gets set to 
open. Pending final approvals from 
the Colorado Department of Public 
Health and Environment, UCHealth 
officials are hoping to open the hos-
pital at 11820 Destination Drive by 
the end of this month, though they 
don’t have a specific day etched in 
stone yet.

The 80,000-square-foot hospital, a 
partnership between UCHealth and 
Texas-based Adeptus Health, will 
employ roughly 150 people.

“Everybody here has worked at 
other hospitals,” Derek Rushing, CEO 
of the hospital, said in an interview. 
“But not everybody has gotten this 
opportunity to open something on 
Day 1. We’ve got an opportunity to 
make this hospital our own.”

The facility’s opening is being 
anticipated not only by UCHealth as 
the health-care system’s only hospital 
along the booming U.S. 36 corridor, 
but also by Broomfield officials and 
developers of the Arista development, 
of which the new hospital is a part.

“We know we’re definitely looking 
forward to them being part of the Aris-

ta community and the spinoff devel-
opment that will happen because of 
that,” Broomfield economic devel-
opment director Bo Martinez said, 
noting that the city doesn’t have any 
specific projections for the number 
of indirect jobs the hospital might 
support.

Joe Zepeda, senior project man-
ager for Arista developer Wiens Capi-
tal Management, said the hospital is 
definitely causing other businesses 
to take a look at locating in Arista. He 
said he fully anticipates the hospital 
to attract ancillary medical users, 
or even a medical office building, in 
Arista as the hospital establishes its 
presence. But more immediately, he’s 
interested to see the boost the hospital 
gives to the retail aspects of Arista. On 
the 18-acre site just to the west of the 
hospital, at the southeast corner of 
Wadsworth Boulevard and 120th Ave., 
Wiens is planning 30,000 square feet 
of retail space and 20,000 square feet 
of professional office space that the 
company is hoping to break ground 
on early next year.

“I think the hospital and future 
things that come around the hospital 
will certainly help us as we start leas-
ing up the commercial retail side of 

the development,” Zepeda said.
While UCHealth Broomfield Hos-

pital is opening with only 22 licensed 
inpatient beds, a finished third floor 
provides room to more than double to 
50 licensed beds as demand warrants.

“We have the ability to grow into 
that pretty quickly if we need it,” Rush-
ing said.

In addition to the 18 medical-surgi-
cal rooms and four intensive care unit 
rooms, the new hospital will include 
three operating rooms, a 24-hour 
emergency room, a full imaging suite 
including a CT scanner and digital 
x-ray, a lab and cafeteria.

The hospital likely serves as a sneak 
preview of the hospitals UCHealth has 
in the pipeline in Longmont and Gree-
ley, albeit on a smaller scale than those 
two. The lobby resembles something 
one might encounter upon entering 
a nice hotel, while details in the inpa-
tient rooms like stone-tiled walls and 
showers in the bathrooms help pro-
vide a more at-home feel.

A “diet ambassador” will visit inpa-
tient rooms personally each day to 
visit with patients about their diet 
needs and take orders for their meals, 
the type of detail not always possible 
at larger facilities, Rushing said.

“It becomes much more of a per-
sonalized health-care experience for 
folks,” Rushing said.

Rushing said UCHealth’s new hos-
pitals are going up in areas where 
the health system already has sizable 
numbers of patients visiting its clinics 
and other facilities. He said he expects 
the service area for the Broomfield 
hospital — the city’s first — to span 
the entire Denver-Boulder 36 corridor. 
The hospital will employ a wide range 
of specialists. It will partner with phy-
sicians not only from the University 
of Colorado medical school and other 
UCHealth practitioners but also other 
physicians and specialists from the 
community who wish to practice at 
the site.

Rushing, meanwhile, will serve 
double duty. A 20-plus-year veteran 
of hospital administration who pre-
viously served as vice president of 
operations for University of Colorado 
Hospital and most recently in more 
of a community development role for 
the UCHealth system, Rushing is also 
serving as CEO of UCHealth’s Grand-
view Hospital in Colorado Springs 
that is being built in conjunction with 
Adeptus and is slated for opening 
sometime in the fall.

JOSHUA LINDENSTEIN/BIZWEST

UCHealth Broomfield Hospital, 11820 Destination Drive, is slated to open by the end of this month pending state approvals.

Medical projects
expected to follow
UCHealth facility

http://www.olssonassociates.com
mailto:jlindesnstein@bizwestmedia.com
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CREW Northern Colorado  
exists to influence the success of the 

commercial real estate industry by 
advancing the achievements of women.

CREW NORTHERN 
COLORADO
A chapter of  C R E W  NETWORK®

UPCOMING EVENTS
July 13th - Luncheon, 11:15 am 

The Scheels Development at 2534 in Johnstown presented by Ryan 
Schaefer and Megan Baumhover, Chrisland Real Estate Company. 

Ptarmigan Country Club, Fort Collins

August 3rd – Breakfast, 7:15 am 
Northern Colorado Regional Airport will be the topic of discussion. 

Ptarmigan Country Club, Fort Collins

Sept. 7th - Luncheon, 11:15 am 
John Covert, director of Metrostudy’s Colorado/New Mexico region, 
will discuss trends in the local economy and their effect on the real 

estate market. 
Ptarmigan Country Club, Fort Collins

Economy booms, supply 
drops, prices soar
I n a regional real estate market 

that physically spans more terri-
tory than the state of Connecti-

cut, you might assume there is one 
town where houses still are in ample 
supply, where demand is moderate or 
where prices aren’t soaring.

Not so in Northern Colorado.
During May, 

each of the region’s 
seven submarkets 
reported a signifi-
cant increase in 
average sale prices 
from May 2015. 
At the same time, 
supply was down 
in all but one sub-
market (Windsor-
Severance), while 
demand — reflected by the number 
of sales — was up across the board. 
Wherever you look across the north-
ern Front Range, the real estate mar-
ket is uniformly vigorous as we enter 
the summer months.

Here are some additional observa-
tions from the May results:

• If there’s a surprise to report, 
you’ll find it in the Greeley/Evans 
area. Considering the decline in the 
energy industry over the past two 
years and the expected consequences 
for the Weld County economy, hous-
ing seems unaffected. Home sales are 
up 12.5 percent, and average prices 
were up an astounding 18.7 percent.

• Overall home sales across the 
region were up 7 percent in May com-
pared with May 2015. At the same 
time, housing inventory was down 
17.4 percent from the previous May.

• With 677 new home sales through 
the first five months of the year, Weld 
County is outpacing Larimer County 
(602) by 12.4 percent. But the average 
price of new home sales in Larimer 
County ($433,721) is more that $100,000 
higher than in Weld ($331,484)!

• Regionwide, home sales totaled 
1,232. While up from last May, it’s still 
slightly behind the 1,243 sold in May 
2014. Average prices across the region 
reached $349,341, a two-year increase 
of 20.8 percent. 

Sub-market highlights:

Fort Collins/Wellington/Timnath: 
Home sales were up 13.3 percent over 
May 2015, but were still down 11.3 per-
cent from May 2014. Total inventory 
continued to shrink, dwindling to 398 
last month compared with 503 in May 
2015 and 547 in May 2014.

Greeley/Evans: At $267,617, aver-
age sale prices are up 40 percent 
from May 2014, the largest two-year 
increase for all submarkets across 
Northern Colorado. Growth in home 
sales, at the same time, is up 26.1 per-
cent — also the largest two-year jump 
in the region.

Loveland/Berthoud: Inventory 
slipped to 234 homes last month, 
down 13.3 percent from the year 
before and a striking 35.1 percent 
from May 2014. With that squeeze 
on availability, it’s no surprise that 
average prices were up 17.4 percent, 
almost twice the rate of the neighbor-
ing Fort Collins sub-market.

Windsor/Severance: The Wind-
sor area was the only submarket to 
witness an increase in inventory, 
with availability up 8.8 percent. Still, 
prices here moved solidly beyond the 
$400,000 threshold, with an average of 
$408,044 in May after hitting $406,814 
in April.

Estes Park: Estes Park suffered the 
largest decline in inventory, down 35.7 
percent from last May. Accordingly, 
prices jumped the highest among all 
submarkets to $401,485.

Ault/Eaton/Johnstown/Kersey/La 
Salle/Mead/Milliken: The other sub-
market that we expected to be stung 
by the energy slump also is holding up 
well. Average prices across these out-
lying Weld County towns increased 
7.49 percent while total sales inched 
up 1.9 percent.

Longmont: Longmont is closing 
on the $400,000 threshold itself. At 
$386,903, average prices were up 16.62 
percent from the previous May and 1.7 
percent from April.

Larry Kendall co-founded associate-
owned The Group Inc. Real Estate in 
1976 and is creator of Ninja Selling. 
Contact him at 970-229-0700 or via 
www.thegroupinc.com. 

RESIDENTIAL  
REAL ESTATE
LARRY KENDALL

Region at a glance
A snapshot of how average sale prices have moved up in each submarket between May 2015 and  
May 2016.
Sub-Market Avg. Price - May 2015 Avg. Price – May 2016 % Change

FC/Timnath/Wellington $341,282 $373,626 9.47

Greeley/Evans $225,430 $267,617 18.71

Loveland/Berthoud $304,274 $357,492 17.49

Windsor/Severance $363,231 $408,944 12.58

Estes Park $327,306 $401,485 22.66

Ault/Eaton/Johnstown/Kersey/
LaSalle/Mead/Milliken

$297,064 $319,311 7.49

Longmont (Weld and Boulder) $331,770 $386,903 16.62

Total $307,791 $349,341 13.49

Larry Kendall

http://www.KEYS-COMMERCIAL.COM
http://www.crewnortherncolorado.com
http://www.thegroupinc.com
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Executive Forum

Becoming a digital enterprise 

By definition, almost all companies are digital, using 
computers to collect and process data. However, 
many organizations capture data from paper, and 
use that information to create more paper; that sce-

nario is not efficient or truly digital. To streamline operations 
and make better business decisions, organizations must take 
the next step to leverage electronic information across all areas 
of the organization.

Your company can realize significant benefits from going 
digital. A successful digital initiative enhances several processes, 
reducing paper usage and enabling your company to store, share, 
move and combine information much easier. Data becomes 
much more effective and valuable when other people become 
involved with it.  

Companies normally equate digital investments to tasks like 
making website improvements or introducing mobile apps. 
However, by increasing efficiency in internal operations such 
as enterprise resource planning (ERP) or customer relationship 
management (CRM), the savings from going digital go directly to 
the bottom line. Spending on external systems may grow sales, 
but after delivering products and services, only a percentage of 
that growth is reflected in profits.    

Transitioning to a digital enterprise requires a philosophy 
change. It is an ongoing journey, as technology evolves and 
allows your company to do more things digitally. For example, 
going digital 10 years ago meant something completely differ-
ent than it does today; with almost all customers and employees 
using smartphones, organizations now have more sources for 
collecting data and constant access to information.  

Your company must follow a series of steps to become digital, 
as seen in the graphic below:

AN ADVERTISING SUPPLEMENT TO BIZWEST

through dashboards and other formats.
With greater automation, customer satisfaction increases. There is 

a preconception that all customers want to talk to a person; however, 
many people simply want an answer. If they can get that digitally 
through your website, customers are happy, because they don’t have 
to wait on hold to get desired information. Digitization decreases 
your costs to serve those customers.

In parallel to the customer decision journey, internal process 
automation offers significant opportunities for improvement. A suc-
cessful exercise is to look at your processes with fresh eyes. Act as if 
you just walked into your organization, looking at your processes as 
a new hire. What would you change; with that new perspective, what 
seems strange about your processes? Think across departments to 
gain a complete perspective of issues and opportunities.

In many cases, the fresh eyes concept can benefit from a third 
party or implementing an evaluation project. It’s hard to get out of 
your comfort zone and your background, and evaluate processes 
with the right amount of perspective. That’s where an unbiased advi-
sor that understands your environment could be valuable.

With a two-speed IT model, you may need to break up your IT 
teams. Different skillsets may be necessary, with people that can 
manage Web and cloud applications while others keep servers and 
internal infrastructure healthy. One successful strategy is dividing 
personnel into teams with different goals, skillsets, timelines and 
evaluation metrics. For example, uptime might be important for one 
team, but an innovative team may be performing experimental tasks 
where uptime is not as critical.

For your company to become digital, IT must manage remote 

access and mobility, enabling employees to take work anywhere 
and reduce paper usage. The IT team also must work across depart-
ments; in some organizations, each department has their own IT 
team. That can create challenges to becoming a truly digital enter-
prise, because the interaction between IT departments may be on 
paper or through Excel spreadsheets, depending on their level of 
innovation.

The final step to becoming digital is determining how to manage 
data and analytics. Many companies accumulate data, but they 
don’t often utilize it as a strategic asset to better serve customers. 
You must determine what information really matters and what is 
actionable. Measure what is truly important and automate that 
measurement.

Meaningful analysis requires identifying translators in your busi-
ness who can help you understand if you are effectively measuring 
your key metrics. For example, an increase in Web traffic is not nec-
essarily beneficial unless the traffic is going to the right products or 
services. You must understand what the numbers really mean, and 
whether they are good or bad.

You may think that you are a digital organization, but there is 
likely significant room for improvement. Becoming digital is not just 
about external investments; instead, the most valuable innovations 
are those focused on increasing internal efficiency and utilizing data 
that has already been gathered. A third-party assessment or software 
integration can help evaluate your environment and provide clarity 
into your digital strengths and potential opportunities.

matt.kenney@rsmus.com • Phone: 303.327.8800

By Matt Kenney, ERP Advisor, NetSuite Leader 

and Principal at RSM US LLP

Strategy

Technology

Customer
decision journey

Process
automation

Data and analytics

First, you must have a clear strategy. It should identify 
valuable areas of the business and where processes can be 
improved. You should minimize time and energy spent on 
automating processes that only take a limited amount of 
time per month. Instead, identify where digitization could 
bring more value, and prioritize those workloads in terms 
of what should be evaluated at what point.

When becoming digital, your company should adopt a 
two-speed IT approach. Some areas of your business can 
be innovated very quickly, such as introducing electronic 
document imaging or an email marketing campaign for 
new customer engagement opportunities. However, more 
complex areas such as managing manufacturing opera-
tions or improving financial accounting compliance must 
proceed slower to avoid significant risks. Larger systems 
can’t be easily replaced, so you must build around their 
edges to introduce more automation.

For instance, you may not be ready to move an on-prem-
ise ERP system to the cloud. However, you can implement a 
cloud employee expense system and integrate it with your 
back office platform. Some workloads can be integrated 
very quickly, while others carry more significant mainte-
nance, risk and change management concerns.

Your digital strategy should also detail how to con-
nect key processes end-to-end. Companies tend to alter-
nate between digital and manual processes and multiple 
applications to accomplish a single task. To become more 
efficient, those processes must be integrated from start to 
finish. Many processes can be automated using an integra-
tion platform or similar technology.

Finally, because automation is a constant journey, the 
final strategy step is rebalancing. This process involves 
rebalancing priorities, but it also means rebalancing staff 
processes are automated and employees are freed up to 
be more strategic. Especially within your IT organization, 
rebalancing frees people from maintenance to increase 
innovation. Instead of rekeying information to another sys-
tem, or constantly patching a system that could be moved to 
the cloud, employees can participate in higher value, more 
innovative activities.

After designing a strategy, your company should take the 
two-speed approach for the customer decision journey and 
process automation. The two tasks should go concurrently, 
but digitizing the customer decision making process can 
proceed faster, while internal operations process automa-
tion must be more deliberate.

With technology becoming more pervasive, you must 
focus on digitizing customer interactions. When a customer 
submits a website form, is an email only generated to some-
one, or is information integrated into your CRM system to 
create an opportunity and track activities? Is a case gener-
ated where you can follow up and the customer receives 
automated emails on its status? With today’s innovations, 
you can digitize how you analyze data from customers 

RSM US LLP is the U.S. member firm of RSM International, a global network of independent audit, tax and consulting firms. Visit rsmus.com /aboutus for more information regarding RSM US LLP and RSM International. 

McGladrey is now RSM. Learn more about our unified global network at rsmus.com/mcgladrey.
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many organizations capture data from paper, and 
use that information to create more paper; that sce-
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and make better business decisions, organizations must take 
the next step to leverage electronic information across all areas 
of the organization.

Your company can realize significant benefits from going 
digital. A successful digital initiative enhances several processes, 
reducing paper usage and enabling your company to store, share, 
move and combine information much easier. Data becomes 
much more effective and valuable when other people become 
involved with it.  

Companies normally equate digital investments to tasks like 
making website improvements or introducing mobile apps. 
However, by increasing efficiency in internal operations such 
as enterprise resource planning (ERP) or customer relationship 
management (CRM), the savings from going digital go directly to 
the bottom line. Spending on external systems may grow sales, 
but after delivering products and services, only a percentage of 
that growth is reflected in profits.    

Transitioning to a digital enterprise requires a philosophy 
change. It is an ongoing journey, as technology evolves and 
allows your company to do more things digitally. For example, 
going digital 10 years ago meant something completely differ-
ent than it does today; with almost all customers and employees 
using smartphones, organizations now have more sources for 
collecting data and constant access to information.  

Your company must follow a series of steps to become digital, 
as seen in the graphic below:
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many people simply want an answer. If they can get that digitally 
through your website, customers are happy, because they don’t have 
to wait on hold to get desired information. Digitization decreases 
your costs to serve those customers.

In parallel to the customer decision journey, internal process 
automation offers significant opportunities for improvement. A suc-
cessful exercise is to look at your processes with fresh eyes. Act as if 
you just walked into your organization, looking at your processes as 
a new hire. What would you change; with that new perspective, what 
seems strange about your processes? Think across departments to 
gain a complete perspective of issues and opportunities.

In many cases, the fresh eyes concept can benefit from a third 
party or implementing an evaluation project. It’s hard to get out of 
your comfort zone and your background, and evaluate processes 
with the right amount of perspective. That’s where an unbiased advi-
sor that understands your environment could be valuable.

With a two-speed IT model, you may need to break up your IT 
teams. Different skillsets may be necessary, with people that can 
manage Web and cloud applications while others keep servers and 
internal infrastructure healthy. One successful strategy is dividing 
personnel into teams with different goals, skillsets, timelines and 
evaluation metrics. For example, uptime might be important for one 
team, but an innovative team may be performing experimental tasks 
where uptime is not as critical.

For your company to become digital, IT must manage remote 

access and mobility, enabling employees to take work anywhere 
and reduce paper usage. The IT team also must work across depart-
ments; in some organizations, each department has their own IT 
team. That can create challenges to becoming a truly digital enter-
prise, because the interaction between IT departments may be on 
paper or through Excel spreadsheets, depending on their level of 
innovation.

The final step to becoming digital is determining how to manage 
data and analytics. Many companies accumulate data, but they 
don’t often utilize it as a strategic asset to better serve customers. 
You must determine what information really matters and what is 
actionable. Measure what is truly important and automate that 
measurement.

Meaningful analysis requires identifying translators in your busi-
ness who can help you understand if you are effectively measuring 
your key metrics. For example, an increase in Web traffic is not nec-
essarily beneficial unless the traffic is going to the right products or 
services. You must understand what the numbers really mean, and 
whether they are good or bad.

You may think that you are a digital organization, but there is 
likely significant room for improvement. Becoming digital is not just 
about external investments; instead, the most valuable innovations 
are those focused on increasing internal efficiency and utilizing data 
that has already been gathered. A third-party assessment or software 
integration can help evaluate your environment and provide clarity 
into your digital strengths and potential opportunities.
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First, you must have a clear strategy. It should identify 
valuable areas of the business and where processes can be 
improved. You should minimize time and energy spent on 
automating processes that only take a limited amount of 
time per month. Instead, identify where digitization could 
bring more value, and prioritize those workloads in terms 
of what should be evaluated at what point.

When becoming digital, your company should adopt a 
two-speed IT approach. Some areas of your business can 
be innovated very quickly, such as introducing electronic 
document imaging or an email marketing campaign for 
new customer engagement opportunities. However, more 
complex areas such as managing manufacturing opera-
tions or improving financial accounting compliance must 
proceed slower to avoid significant risks. Larger systems 
can’t be easily replaced, so you must build around their 
edges to introduce more automation.

For instance, you may not be ready to move an on-prem-
ise ERP system to the cloud. However, you can implement a 
cloud employee expense system and integrate it with your 
back office platform. Some workloads can be integrated 
very quickly, while others carry more significant mainte-
nance, risk and change management concerns.

Your digital strategy should also detail how to con-
nect key processes end-to-end. Companies tend to alter-
nate between digital and manual processes and multiple 
applications to accomplish a single task. To become more 
efficient, those processes must be integrated from start to 
finish. Many processes can be automated using an integra-
tion platform or similar technology.

Finally, because automation is a constant journey, the 
final strategy step is rebalancing. This process involves 
rebalancing priorities, but it also means rebalancing staff 
processes are automated and employees are freed up to 
be more strategic. Especially within your IT organization, 
rebalancing frees people from maintenance to increase 
innovation. Instead of rekeying information to another sys-
tem, or constantly patching a system that could be moved to 
the cloud, employees can participate in higher value, more 
innovative activities.

After designing a strategy, your company should take the 
two-speed approach for the customer decision journey and 
process automation. The two tasks should go concurrently, 
but digitizing the customer decision making process can 
proceed faster, while internal operations process automa-
tion must be more deliberate.

With technology becoming more pervasive, you must 
focus on digitizing customer interactions. When a customer 
submits a website form, is an email only generated to some-
one, or is information integrated into your CRM system to 
create an opportunity and track activities? Is a case gener-
ated where you can follow up and the customer receives 
automated emails on its status? With today’s innovations, 
you can digitize how you analyze data from customers 
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By Doug Storum
dstorum@bizwestmedia.com

BOULDER — Construction is 
under way on a 60,000-square-foot 
renovation of an old warehouse in 
Flatiron Park in east Boulder that, 
when completed, will house employ-
ees of Penton’s New Hope Network 
and Sovrn Holdings, two companies 
already in Boulder.

The building at 5541 Central Ave., 
owned by Goff Capital Partners LP, 
will be called The Loading Dock. 
Designer OZ Architecture is reusing 
the former warehouse and a loading 
dock that will serve as an elevated 
boardwalk that connects to the indoor 
office. 

New Hope Network, which pro-
vides services to businesses in the 
healthy-lifestyle products industry, 
will move from its downtown head-
quarters at 1401 Pearl St. and occupy 
30,000 square feet. Tech firm Sovrn 
Holdings, which helps publishers 
grow their businesses on the web, 
will move from 1750 29th St. and will 
occupy 30,000 square feet. Both firms 
will be leasing space.

The renovation is incorporating 
cross-laminated timber, which is 
made from engineered wood pan-
els laminated together in alternating 
directions and has the look of heavy, 
old-growth lumber. Using cross-lam-
inated timber offers waste reduction 
and environmental benefits because 
it is sourced using sustainable forestry 
practices and the boards are precisely 
pre-cut, which creates less material 
waste. The pieces arrive organized 
and numbered, allowing the building 
to be assembled on site. The primary 
structure of The Loading Dock will be 
erected in about a day.

“The look of CLT has captured our 

imagination because of its inherent 
beauty and authenticity, as well as the 
opportunity to provide a built solution 
that is sustainable and high perform-
ing,” said Amanda Johnson, associate 
principal at OZ Architecture, which 
has offices in Boulder, Denver and 
Colorado Springs.  

Joe Anastasi, lead designer on the 
project and associate at OZ, said the 
design concept is based on both con-
nection and authenticity.

“We wanted to connect to the 
existing warehouse and outdoor 
environment architecturally, but 
more importantly, we had the oppor-
tunity to connect to this local fabric 
in a transformative way,” he said. 
“The potential for future develop-
ment in this office park, the commu-
nity, Colorado and even nationally 

required a distinctive solution that 
highlights an honest use of materi-
als, one that exposed the beautiful 
structure and unique connections 
and details.” 

To help reinforce this physical con-
nection, a large CLT roof element can-
tilevers over the main entry and infor-
mal gathering deck space highlighted 
by string lighting above. 

The project also is incorporating 
photovoltaic roof panels, and ener-
gy-saving mechanical, electrical and 
plumbing systems.

Boulder-based Quinlan Construc-
tion Inc. is the general contractor for 
the project.

Doug Storum can be reached at 303-
630-1951, 970-416-7369 or dstorum@
bizwestmedia.com.

R E A L D E A L S

Hach growing in Loveland 
with 86,000-sf building

LOVELAND —  Hach Co., a Loveland-
based manufacturer of high-tech water-
testing equipment, has broken ground on 
a multimillion-dollar research and devel-
opment facility on its existing two-building 
campus at 5600 Lindbergh Drive.

The new building will be approximately 
86,000-square feet and will house work 
spaces for Hach’s development teams, 
with multiple testing and development lab-
oratories. All existing research laboratories 
and facilities will move into the new build-
ing, providing associates with the most 
advanced equipment and resources while 
creating room to expand and add asso-
ciate work spaces in the existing buildings.

Hach’s existing Loveland facilities 
include two buildings with more than 
200,000 square feet.

More than 750 associates work on the 
Loveland campus and another 50 are 
working from leased office space in Fort 
Collins. This expansion will offer additional 
space to support Hach’s near-term and 
anticipated future growth.

UCHealth’s expansion continues 
with hospital, campus in Greeley

GREELEY — Aurora-based health 
system University of Colorado Health 
will build a 53-bed full-service hospital 
in Greeley. UCHealth has hospitals in 
Fort Collins and Loveland, and is building 
hospitals in Broomfield, Longmont and 
Highlands Ranch.

The $150 million, four-story, 
153,000-square-foot UCHealth Greeley 
Hospital will be the anchor of a proposed 
medical campus that will include a $50 
million, three-story, 112,000-square-foot 
UCHealth Greeley Health Center. 

Construction on the health center is 
expected to begin this fall with an antici-
pated opening in late 2017. Construction 
on the hospital is expected to begin in 
early 2017 with an anticipated opening in 
late 2018.

The two structures will be built on 
the west half of 21.5 acres southeast 
of U.S. Highway 34 and 71st Avenue. 
UCHealth acquired the vacant land from 
St. Michaels Commercial Enterprises LLC 
in February for $2.8 million, according to 
public records.

The project is expected to generate 
approximately 500 construction jobs. 
Once completed, the hospital will provide 
300 health-care positions, according to a 
statement issued by UCHealth.

UCHealth will continue to provide a 
walk-in clinic, primary-care services and 
occupational-health services at the Gree-
ley Medical Clinic, 1900 16th St., which is 
undergoing a $1 million renovation.

Blue Federal Credit Union 
building branch in Fort Collins 

FORT COLLINS — Blue Federal Credit 
Union will construct a new branch and 
renovate a building for another in Fort Col-
lins, bringing its number of locations in the 
city to three.

Blue Federal is the result of the merger 
of Wyoming-based Warren Federal Credit 
Union and Broomfield-based Community 
Financial Credit Union in April.

Blue Federal will build a branch on East 
Drake Road just east of Timberline Road, 
renovate a building at 136. W. Mountain 
Ave. in Old Town for a branch, and contin-
ue to operate its branch at 181 Boardwalk 
Drive east of South College Avenue. The 
Old Town branch will open in September.

PROPERTYLINE

Flatiron Park warehouse 
gets new life in Boulder

COURTESY OZ ARCHITECTURE

An architectural rendering shows the exterior of The Loading Dock. The building in Flatiron Park in Boulder is being renovated from 
an old warehouse and loading dock into office space. 

COURTESY OZ ARCHITECTURE

An architectural rendering shows a portion of the interior of The Loading Dock.
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Drilling Down—What’s Next 
in the Energy Economy

nocoenergysummit.com

PIVOTAL ISSUES AFFECTING  
NOCO’S ENERGY SECTOR

AGENDA 
1:00 - 5:30 p.m. Don’t miss these panel discussions by experts.

  ECONOMIC REPORT CARD 
Hear current NoCo data on jobs, production, and commodity 
trends.

  EMERGING MERGERS & ACQUISITIONS 
Learn how to pursue a deal if you are seeking a merger 
partner, selling a business, or acquiring other assets.

  ON TRACK 
Gain insights about the expanding network of transload 
facilities, including what’s here and what’s coming. 

  ENERGY & PUBLIC POLICY 
Find out how current ballot measures, Supreme Court 
rulings, local legal issues, land-use regulations, and public 
opinion will influence energy company production and 
policies. 

Early bird ticket $19.99 until July 13.
July 14 - $24.99. At the door, $29.99.

B R I E F C A S E

CONTRACTS
Oil and gas producers Noble Energy Inc. and PDC En-
ergy Inc. agreed to trade leased land in the greater 
Wattenberg area in Northern Colorado, allowing 
each company better opportunities for longer lateral 
drilling that they say will result in less surface impact. 
Houston-based Noble Energy (NYSE: NBL) will re-
ceive approximately 11,700 acres in the company’s 
Wells Ranch development area, and Denver-based 
PDC Energy (Nasdaq: PDCE) will receive approxi-
mately 13,500 acres located southwest of Wells 
Ranch. The difference in acreage exchanged is driv-
en primarily by variances in net revenue interest, the 
companies said in separate statements.

REI Outdoor School and the Stanley Hotel partnered to 
offer summer outings, classes and events to hotel 
guests, local residents and visitors to Estes Park. 
REI Outdoor School instructors will guide day trips 
into Rocky Mountain National Park, staff an outdoor 
concierge called REI Basecamp, and host activities 
across the Stanley’s property. Financial terms were 
not disclosed. 
To kick off the partnership, the REI Village was to be 
at the hotel from 10 a.m. to 6 p.m., Friday, June 24, 
and in the national park on Saturday, June 25.

EARNINGS
Vail Resorts Inc.’s third-quarter earnings report reflect-
ed an 18.2 percent increase in net income. Broom-
field-based Vail Resorts (NYSE: MTN), operator of 
several ski resorts across the United States, posted 
net income for its third fiscal quarter ending April 30 
of $157.6 million, or $4.23 per diluted share, up from 
$133.4 million, or $3.56 per share, a year earlier. Rev-
enue climbed from $579.3 million for last year’s third 
quarter to $647.5 million this year.

FLOOD RELIEF
The city of Fort Collins’ Floodplain Management Program 
recently was highlighted as a case study by the 
American Water Resources Association. The AWRA 
white paper provides an analysis of proactive flood 
mitigation strategies nationwide, as well as spe-

cific lessons learned in design and implementation 
after previous damaging events. The city’s multi-
faceted approach to open-space preservation, 
flood-warning systems, stream restoration and flood 
mitigation funding serves as an example for other 
rapidly-growing urban areas that want to avoid re-
curring flood events. The city also was recognized in 
the Federal Emergency Management Agency Region VIII 
Loss Avoidance study. The findings emphasize how 
drainage improvements directly reduce flooding and 
demonstrate how the Community Rating System is 
an effective flood management program. Fort Col-
lins recently achieved a CRS Class 2 rating, making it 
one of only five communities in the nation to receive 
that rating or higher.

KUDOS
Joe and JB Kellogg, chief executives of Fort Collins-
based marketing software technology company 
Madwire, received Glassdoor’s Highest Rated CEO 
recognition for 2016. Glassdoor, a jobs and recruiting 
marketplace, released its annual report recognizing 
top leaders in North America and parts of Europe.

Boulder was named the least-stressed city in the Unit-
ed States by personal finance website SmartAsset, 
with Fort Collins in 14th place. Boulder topped a top 
five that included Iowa City, Iowa; Duluth, Minn.; and 
Madison and Eau Claire, Wis. SmartAsset ranked 
500 cities with populations of 67,500 or more that 
had data for each of nine factors considered in the 
study. Those factors included average work week, 
average commute time, divorce rate, physical activity 
rate, entertainment establishments per 1,000 busi-
nesses, average hours of sleep per night, bankrupt-
cy rate, unemployment rate, and the ratio of housing 
costs to median income.

C.B. & Potts Restaurant and Brewery was honored by 
the North American Brewers’ Association at the 20th 
annual North American Beer Awards in Idaho Falls, 
Idaho. The RAM Restaurant Group, owners and op-
erators of C.B. & Potts, won seven medals, including 
a silver out of the Fort Collins location and a gold for 
its seasonal Barefoot Wit, which is now on tap at all 
Colorado locations.

http://www.PalmerPropertiesCo.com
http://www.nocoenergysummit.com
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T E C H N O L O G Y

Things are looking up for a drone takeover

W e’ve all seen them in the 
news: A drone lands on 
the White House lawn. 

Drone racing is the next sport of 
the modern age. 
Dutch police train 
eagles to attack 
surveillance 
drones. A drone is 
used to drop ille-
gal drugs into an 
Ohio prison yard. 
Amazon plans 
to use drones to 
deliver packages. 
Google announc-
es the use of suborbital drones to 
broadcast wifi to remote areas of the 
planet … 

Unmanned aerial vehicles once 
were a small recreational niche but 
now are becoming the headlines of 
major stories in security, technology, 
sports and overall controversy. So 
what has caused such an accelerated 
market growth in these small, yet 
powerful devices?

Advancements in technology. 
The features and technology used 
in drones are rapidly developing, 

exceeding even the smartphone 
industry. It seems that every year, 
new devices hit the market with 
improved components and at a lower 
sticker price. Some drones now uti-
lize 4K video recordings and have 
the ability to set GPS coordinates 
to accurately record precise foot-
age and measurements. eHang, a 
Chinese company, is even testing an 
automated drone large enough to 
carry humans (for an entry price of 
$200,000 to $300,000). Much of this 
advancement in technology is driven 
by the consumers whom demand 
bigger and better products year after 
year.

Investments are booming. 
Despite an overwhelming increase in 
Federal Aviation Administration reg-
ulations regarding the usage of UAVs, 
investments in drone conglomerates 
have grown exponentially over the 
past year. According to CB Insights, 
in 2015 drone startup companies 
raised more than $450 million, an 
increase of more than 300 percent 
versus 2014 data. A January report by 
BI Intelligence highlights more dra-
matic figures to consider:

• Projected revenues from drone 
sales could top $12 billion in 2021.

• Shipments of consumer drones 
will more than quadruple over the 
next five years.

• Safety technologies such as geo-
fencing and collision avoidance will 
relax FAA regulations and enable 
large numbers of drones to take to 
the sky.

• Sports markets have been stimu-
lated by large investments for com-
petitive drone-racing leagues.

Applications on the rise. Drones 
continue to fill the skies as demand 
continues to parallel the amount 
of manufacturers in the market. As 
technologies continue to develop, 
more industries are seeing plausible 

applications for drone usage. The 
commercial markets of agriculture, 
land management, energy, construc-
tion, and oil and gas all have found 
lucrative ways to utilize drones in 
their respective fortes. Large defense-
focused manufacturers also are 
emerging as government and securi-
ty entities begin to enter the market.

Expect to see drones trending 
through more facets of our economy 
as the year continues. As technology 
and applications continue to expand, 
the FAA and government agencies 
will continue to be pressured to regu-
late both the commercial and recre-
ational usage of UAVs.

For the recreational enthusiasts: 
Use common sense when flying these 
devices for personal use.  Keep your 
drones under 400 feet in altitude, 
steer clear of airports, pedestrians 
and vehicles, and always keep your 
device in visual sight while operat-
ing.

Hans Broman, a sales and market-
ing strategist at iPoint in Fort Collins, 
can be reached at hbroman@ipoint-
tech.com.

“Expect to see drones 
trending through more 
facets of our economy as 
the year continues.”

Tech Your Way 
to the Top.
Stand out from the crowd with a computer information systems 
degree. Whether a seasoned technical professional or new to 
CIS, you’ll learn the skills to get ahead.

Online or On Campus

Master of Computer Information Systems
www.csuMCIS.com

An equal-opportunity University.

TECH TRENDS
HANS BROMAN
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Who do you know that 
meets this description?
An inspiring founder or significant contributor 
to a profitable NoCo business who has made 
a positive economic and cultural impact on 
Northern Colorado.

Seven Bravo! Entrepreneur Awards to be 
awarded:

 • Bravo! Entrepreneur Awards: Four 
awards will be bestowed to at least 
one person from each of the following 
communities: Fort Collins, Greeley, 
Loveland, and an outlying NoCo community.

 • Emerging Entrepreneur Award: Awarded 
to a young entrepreneur in business 5 years 
or less that is already making an impact on 
the market.

 • Regional Spirit Award: Recognizes a 
person/organization that has demonstrated 
exemplary commitment to the growth of 
the NoCo economy. 

 • Lifetime Achievement: Honors an 
individual with over 25 years experience in 
the NoCo business community.

www.BRAVOENTREPRENEUR.com

SUBMIT YOUR NOMINATION BY FRIDAY JULY 8, 2016

ALL AWARDS TO BE PRESENTED AT THE  
BRAVO! ENTREPRENEUR AWARDS BREAKFAST

 WEDNESDAY, AUG. 17 EMBASSY SUITES, LOVELAND

 

Presenting Sponsors:

Associate Sponsors:

BizWest

BizWest

BizWest
BOULDER VALLEY t NORTHERN COLORADO 

2015 Bravo! Entrepreneur Awards Winners

The Business Journal of the Boulder Valley and Northern Colorado

Entrepreneurs make a difference.

presented  by

Nominations  
are

open!

Choose Businesses  
Invested in the Children of 

Our Community

Realities For Children provides for the unmet needs of 
children who have been abused,  

neglected or are at-risk.  

Whenever you shop, dine or hire a  
Realities For Children Business Member,  

you become part of the solution to child abuse  
in our community.

Your membership 
fee is a tax 
deductible business 
marketing expense 
that allows the 
charity to maintain 
100% distribution  
of donations.

We will provide you 
with comprehensive 
marketing benefits 

AND you will be 
giving back to the 

most vulnerable 
members of  

our community.

For more information on becoming a Business Member  
or for a listing of all Business Members, please call 970.484.9090  

or visit www.RealitiesForChildren.com.

We Welcome These New Business Members!

 

http://www.BravoEntrepreneur.com
http://www.RealitiesForChildren.com
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AN ADVERTISING FEATURE OF BIZWESTAN ADVERTISING FEATURE OF BIZWEST

ThoughtLeaders
BUSINESS ANSWERS TO PRESSING B2B MATTERS

Why is my contract so long?
“The time to repair the roof  is when the sun is shining.” 
                                         - John F. Kennedy
You entered into a pretty basic 
commercial deal and decided to do 
things properly and get it drawn up 
by an attorney. You receive a ‘draft’ 
from the attorney and it’s long. It was 
a simple deal so why are there so 
many terms? The answer lies in risk-
shifting, or preparing for the rain.
There are many ways a contract can 
be drafted to guard against the rain 
- two of which are representations 
and warranties and indemnity provisions. A representation is a 
statement of fact upon which another party is expected to rely, 
while a warranty is a party’s assurance as to a particular fact 
coupled with an implied indemnification obligation if that fact 
is false. An indemnification clause is a promise to protect and 
defend another in the event a particular set of circumstances 
leads to a loss suffered by another party.  
Having an attorney draft or review your contract before signing 
is recommended. You need to understand the potential 
consequences of risk-shifting provisions in any contract. By 
carefully drafting and negotiating a contract before execution, 
during the good times, you can best protect yourself or your 
company from the inevitable rain.

Brandy E. Natalzia
Otis, Bedingfield  

& Peters, LLC

LAWMARKETING

1550 E. Harmony Road, 2nd floor
Fort Collins, CO 80527

970-232-3144 
spowell@bizwestmedia.com

1790 30th St., Suite 300
Boulder, CO 80301
303-440-4950

Showcase your industry expertise with 
Thought Leaders monthly feature
Here’s How It Works
• You choose a question that is 
pertinent to BizWest readers
• You answer the question in the form 
of a column
• Your photo, logo and contact 
information appears in the ad
• Limit of six advertisers (two pages 
running in different issues each 
month)
Over 72% of our readers are in top 
management positions and make corporate decisions 
using BizWest special supplements and directories to make 
those decisions. Your advertising message will be seen by 
hundreds of potential customers, all of whom have the 
influence to use your products or services.
Your investment with an annual agreement also gets you 
TWO FREE Half-page ads with color that will appear on the 
bottom half of the page. In addition your message will be 
featured in a text box ad twice in a two week period in a 
Business Report Daily e-newsletter. Over 10,000 readers 
subscribe to the Business Report Daily. Users will click on the 
headline and go to a landing page that shows the entire full 

page ad. Then they can click 
on your website address and 
it links them to your web site.

Sandy Powell
BizWest 

Brandy E. Natalzia
2725 Rocky Mountain Avenue, Suite 320, Loveland 

970-663-7300 
bnatalzia@nocoattorneys.com

www.columbinehealth.com

Locally owned and operated, we have cared
for families in Northern Colorado for 45 years
We welcome your family to join ours.

At Columbine, you're family.
IN-HOME CARE
INDEPENDENT LIVING
ASSISTED LIVING
REHABILITATION
NURSING HOMES
MEDICAL EQUIPMENT

HEALTH CARE

Health and Wellness in Fort Collins
The Health & Wellness Partnership has expanded 

to include multiple recreation centers in Fort Collins.  
Columbine Health Systems, UCHealth, and the City of 
Fort Collins are bringing wellness 
opportunities to the Foothills 
Activity Center, the Northside 
Aztlan Center, in addition to the 
newly accredited Senior Center.   
Our experts are now conveniently 
located throughout the City.

Along with our on-going 
amenities of massage, balance 
assessments, acupuncture, and 
manicure/pedicure services, a 
variety of Health & Wellness topics are available for all.  
Whether you want to “Be Ski Fit!” or are a male over 50 
in need of a “Health Maintenance Manual”, you will feel 
healthier with guidance from professionals.  Plus the 
very popular “Aging Mastery Class”, designed for all who 
plan on aging in a wholesome and favorable way, is 
now open for registration.

See the Health & Wellness section of the Recreator for 
a complete list of activities and registration information.

Diane Horak 
Program Manager

Diane Horak  
Program Manager

1200 Raintree Drive 
Fort Collins, CO 80526 

970-221-6785
diane.horak@columbinehealth.com

http://www.columbinehealth.com
mailto:diane.horak@columbinehealth.com
mailto:spowell@bizwestmedia.com
mailto:bnatalzia@nocoattorneys.com


� BizWest  |  June 24-July 7, 2016   |   21www.bizwest.com

Company website should extend customer service

Y ou can take your website to 
the next level by thinking 
of it as a crucial extension 

of your real-world customer ser-
vice. The rationale here is that your 
website is the representation of your 
business online. It’s a 24/7 salesper-
son, so groom it like you would your 
front-line staff. Make visiting your 
website a totally pleasant and fulfill-
ing experience.

Consider these criteria: Is it easy 
to navigate? How 
quickly does it 
load? Are there 
ever times when 
the server is down 
and your site is 
inaccessible? Not 
good! What about 
the look and feel 
of the site? Is it a 
clean “showroom” 
for your brand? 
Are there pockets of space to settle in 
there, just like a well-designed store 
provides “breathing room” amidst 
its clothes racks and housewares 
displays?

What about the copy? Is it acces-
sible, clear and to the point? Is it help-
ful? Put yourself in a visitor’s shoes 
and think: Are they answering my 

questions here?
Let’s talk about those people who 

walk across the screen, with their 
tiny torsos and loud voices. They 
really are a vestige of the ‘90s, but 
if you still have one of those aliens 
intruding onto the screen on your 
site, it’s time to decommission him 
or her. In fact, anything that auto-
invokes and blares music is very 
unwelcome in a work cubicle. Think 
how quickly you yourself reached for 
the mute button on your keyboard 
when luau music gave your Hawai-
ian vacation planning away in a loud 
second!

Then there is the latest craze of 
pop-up screens, ones that ask you 
to subscribe to a newsletter before 
you even have become familiar with 
the website. If you are going to insist 
that someone take the time to either 
fill out your prominent form or X 
out of it – throw the form up only 
after the visitor has strolled through 
your site and seen a few pages, or 
has remained there for a minute or 
longer.

Think about your visitors as if 
they were physical customers enter-
ing your place of business for the 
first time. How will you set up a 
wholly conducive environment for 

them?
One pet peeve I have is sites that 

don’t date their blogs or articles. If I’m 
surfing the web for some informa-
tion, and get to a site that seems to 
have all the answers — but they’re 
out of date, that is a fail. I have to 
go elsewhere to ensure I have the 
very latest knowledge. For the best 
customer service on a website, date 
everything. Including your copy-
rights.

Do you provide a search function? 
A medium to large site needs one to 
help visitors sort through the infor-
mation there. It’s a sign that you care 

if you provide a search function; just 
be certain that it works like a charm, 
taking people to the most relevant 
results.

Chat features are good for busi-
ness and provide helpful customer 
service. If you are on a retail site and 
want to know something right away 
in order to make your purchasing 
decision, that knowledgeable person 
on the other side of the screen can 
certainly clinch it. But be careful; 
some chat people are just too chatty. 
They don’t sit quietly in the back-
ground awaiting your query. No, they 
get right in between you and what 
you are reading. They might even say 
something out loud. Yikes.

When I think of companies that 
provide exquisite customer service 
in real life, these few leap to mind: 
Ritz Carlton, the Atlanta Braves, 
Nordstrom, Ruby Receptionists and 
FreshBooks.

It would be interesting to see 
if their websites are as brilliant at 
customer service as their refined in-
person experience. Check them out 
and see.

Laurie Macomber, owner of Fort 
Collins-based Blue Skies Marketing, 
can be reached at 970-689-3000.

“When I think of 
companies that provide 
exquisite customer 
service in real life, these 
few leap to mind: Ritz 
Carlton, the Atlanta 
Braves, Nordstrom, 
Ruby Receptionists and 
FreshBooks.” 

MARKETING
LAURIE MACOMBER

http://www.LarimerHumane.org
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By Joshua Lindenstein
jlindenstein@bizwestmedia.com

BOULDER — The founders of Bal-
lotReady came to Boulder in Febru-
ary with the goal of their online voter 
guide providing comprehensive infor-
mation on candidates and issues in 
seven states for this fall’s general elec-
tion. By the time they graduated from 
the MergeLane startup accelerator 12 
weeks later, they instead were ready to 
ramp up to 25 states.

BallotReady chief executive Alex 
Niemczewski said her Chicago-based 
startup’s time spent in Boulder earlier 
this year proved invaluable as it relat-
ed to team development, marketing, 
scaling and fundraising strategies.

“I could talk about how wonder-
ful they are for hours,” Niemczewski 
said of MergeLane in a recent phone 
interview.

Colorado’s importance to Bal-
lotReady didn’t end in April. The state 
is one of just four in which the website 
is covering primary elections this year 
as well, testing out strategies ahead of 
the big rollout this fall.

With Colorado primary ballots due 
June 28, Colorado voters at no cost can 
enter their address and party affilia-
tion at ballotready.org and see a list of 
every candidate running in the prima-
ry for every race at the national, state 
and local levels — all specific to each 
voter’s individual ballot. From there, 
voters can find aggregated informa-
tion on each candidate, ranging from 
previous experience to endorsements 
to news to stances on issues. For the 
general election in the fall, informa-
tion on ballot measures will be includ-
ed as well.

BallotReady’s value, Niemczewski 
said, is particularly in the local races, 
where candidates for races such as, 
say, university regents aren’t always 
as well-known and voters often resort 
to guessing or leaving portions of their 
ballot blank.

“We’re pretty inundated with infor-
mation about the presidential can-
didates,” she said. “Most people are 
decided when they show up to vote for 
president, but they’re not prepared for 
the rest of the ballot.”

Founded by Niemczewski, Aviva 
Rosman and Sebastian Ellefson in late 
2014, BallotReady partners with the 
University of Chicago’s nonpartisan 
Institute of Politics and boasts among 
its board of advisors David Axelrod, a 
former adviser to President Obama, 
and former Secretary of Transporta-
tion Ray LaHood.

BallotReady covered Chicago’s 

mayoral runoff election in the spring 
of 2015, spending about $180 and 
attracting 400 users. The site already 
has covered primaries in Illinois, 
Kentucky and Maryland this year. 
For the Illinois primary in March, 
BallotReady attracted 64,000 users, 
or about 2 percent of overall voter 
turnout. For the Kentucky primary 
last month, although, BallotReady 
officials said usage ballooned to 12 
percent of registered voters in the state 
who accessed the site to view candi-
date information.

BallotReady still is finalizing which 
25 states it will cover this fall, Niem-
czewski said, with an eye on swing 
states where races figure to be more 
hotly contested. General election info 
will begin going live on the site in Sep-
tember or October.

While other sites such as Ballot-
pedia and Change Politics offer some 
form of the same services, Niemcze-
wski said BallotReady aims to set itself 
apart by covering every candidate on 
every person’s ballot and providing 
more comprehensive information. 
BallotReady users also can set prefer-
ences on the issues that matter most 
to them and compare candidates on 
those specific topics. The site aims to 
prevent bias by aggregating informa-
tion on the web as opposed to provid-
ing summaries or recommendations. 
The site also lists candidates for each 
race in random order.

Niemczewski said the eventual goal 
is to “cover every race, every election 
in every democracy at some point.”

Since BallotReady plans to always 
keep the site free for voters, the com-
pany is pre-revenue at this point. 

Niemczewski said the priority this 
year is making the site useful for vot-
ers, with a deeper dive into making 
money next year. She said the major 
avenue for revenue is tapping into the 
billions of dollars spent on campaigns 
every year. That could mean selling 
data on what voters care about in a 
given district to candidates, elected 
officials or advocacy groups, or other 
things such as selling ads or video 
spots on specific candidates’ profile 
pages.

MergeLane cofounder Sue Heil-
bronner said the team of cofounders 
is what attracted the accelerator to 
BallotReady first and foremost. But 
she said the user traction the site has 
already gained encourages her that 
the company will find a way to make 
money.

Funded so far mostly by grants 
from the National Science Founda-
tion and Knight Foundation, as well 
as prize money from various pitch 
contests, Niemczewski said the com-
pany has raised about 75 percent of a 
planned $750,000 seed funding round. 
MergeLane, through its discretionary 
investment fund, has committed a six-
figure investment to the round.

“If (the user rate in Kentucky) is 
the kind of traction they’re seeing in 
their first month of operation,” Hei-
lbronner said, “we have a high level 
of confidence that they’re filling a 
need that will have material business 
implications.”

Joshua Lindenstein can be reached 
at 303-630-1943, 970-416-7343 or jlin-
denstein@bizwestmedia.com. Follow 
him on Twitter at @joshlindenstein

Feld, Batchelor aim 
to boost tech diversity

BOULDER — Local venture capitalist 
Brad Feld and wife Amy Batchelor are 
donating up to $100,000 of their own 
money to help in the Techstars Founda-
tion’s efforts to increase diversity in 
technology entrepreneurship. Specifi-
cally appealing to “anyone who has gone 
through a Techstars accelerator, done 
a Startup Weekend, participated in a 
Startup Week, receives Startup Digest 
or has been a mentor or investor in any 
Techstars company or program,” the 
couple is matching every $2 raised with 
$1 of their own in a push to raise at least 
$300,000 for the foundation by the end of 
summer. Feld, a cofounder of the Boulder-
based Techstars startup accelerator and 
a managing director of VC firm Foundry 
Group, and Batchelor, a philanthropist and 
writer, have long made boosting diversity 
in tech a mission to boost the proportion 
of women, minorities and other underrep-
resented groups.

Boulder, Larimer firms 
picked for Cleantech Open

Several companies from the Boulder 
Valley and Northern Colorado are among 
13 teams from the Rocky Mountain region 
that have been selected to participate in 
the Cleantech Open, which bills itself as 
the world’s largest cleantech accelerator. 
Participants include Boulder-based Agua 
Inc. and Big Blue Technologies, Lafayette-
based Commute Matters Inc., Loveland-
based Wave Solar Technologies and Fort 
Collins-based Global Village Power LLC. 
In its 10-year history, the Redwood City, 
Calif.-based Cleantech Open, a 501(c)
(3) not-for-profit organization, has helped 
1,036 startups accelerate their business-
es, raising $1.135 billion in funding and 
creating 3,067 cleantech jobs, according 
to its figures. The organization runs a six-
month program to connect startups with 
people, resources and visibility. Over the 
next few months, the teams will receive 
coaching from Cleantech Open’s network 
of business mentors, one-on-one consult-
ing with specialists, a business boot camp 
at the Cleantech Open National Academy 
and extensive local supporting events, 
training and materials. This support helps 
each team develop a comprehensive busi-
ness plan and investor pitch that will be 
presented to professional investors and 
experts to determine which teams will 
advance to the finals.

IMM founders create 
marketing incubator

The founders of Boulder-based digital-
marketing agency IMM created a marketing 
incubator, Boulder Heavy Industries, which 
will also act as a parent company to IMM 
and two other new units. Boulder Heavy 
Industries will invest in and support adver-
tising and marketing startups. Boulder 
Heavy Industries’ subsidiaries will include 
IMM; Fact & Fiction, a creative agency spun 
out of IMM’s strategy and creative unit; 
and Visiqua, a performance media vendor. 
It also has made an investment in Brand-
zooka, Alex Bogusky’s video ad platform, 
formerly Visibl. Under the new corporate 
structure, IMM, Fact & Fiction and Visiqua 
are becoming subsidiaries of Boulder 
Heavy Industries with their own profit and 
loss responsibilities and leadership teams.

Boulder Heavy Industries will offer finan-
cial, human resources, legal and admin-
istrative support for its portfolio companies.

MergeLane grad BallotReady 
campaigns to empower voters

STARTINGLINE

JONATHAN CASTNER FOR BIZWEST

Alex Niemczewski, left, chief executive of BallotReady, and co-founder Aviva Rosman 
hope to contribute to a better-informed electorate.

S T A R T U P S
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S haron Stone sat two tables 
away. Movies and red-carpet 
memories flashed and bub-

bled inside my head. I sipped the 
last of the cold coffee as ex-Secretary 
of State George Shultz ended his 
remarks and the 
San Francisco 
Symphony fund-
raiser spilled into 
networking and 
schmoozing.

Like many 
a bright idea, 
meeting Sharon 
Stone took abrupt 
urgency.

Every founder 
and innovator connects with this 
urgency. Each startup or steady-on 
can instantly launch a narrative of 
birthing their idea or of some driv-
ing emotional quest. Along the way, 
here are a few reframed aphorisms 
for sudden passions or well-thought 
adventures.

Cross that bridge before you get 
there. Crossing a bridge when you 
get there is a fast track to failure. 
Smart businesses study every sup-
port beam, arch and trestle before-
hand. A celebrity once said, “I pretty 
much believe in that Dylan Thomas 
line, ‘Do not go gently into that good 
night’.” I suggest early surveying so 
that neither the coming bridge nor 
Dylan’s mysterious night messes 
with your plans.

Count every chicken early. If we 
don’t count our chickens before they 
hatch, we’ll get caught with you know 
what on our face. Don’t spend money 
you haven’t earned, but know if the 
yield, license or retainer will keep you 
in business. Count those chickens. 
During the great times of the 1990s 
and early 2000s, I could depend on 
75 percent of my business proposals 
being accepted.  History supported 
each estimate. When it changed, and 
it did, I counted anew.

All work and no play makes Jack 
stupid. This classic was thrown at me 
in graduate school as a friend recited, 
“Rick, all work and no play makes 
Jack a dull boy.” I rationalized that at 
least my thesis was published and I 
graduated. Years later, I got it. Good, 
steady habits finish more degrees 
and business initiatives, leaving time 
to enjoy life and be a true human 
being. The “work hard, play hard” 
jingle is as uncreative as “I’ll catch 
up on sleep when I’m dead.” The real 
insight is to focus hard on your cre-
ative work when you’re working — no 
multitasking, no lollygagging, no 
superficial work/life balance. Focus, 
focus, focus. That’s how great books 
are written and real innovation rises 
above the serial startup. If you have 
purpose and balance, fun doesn’t 
come later; you’ve been having it all 
along.

A bird in the hand can still fly. 
The plant manager at Intel’s Fab 2 in 
Santa Clara, Calif., sat me down and 
said, “Rick, you’re leaving gold on the 

table.” I was smug with the hidden 
knowledge that I had my precious 
three birds in the hand and no longer 
needed their corporate gold — Frito-
Lay, L’Eggs pantyhose and an auto 
dealership in Santa Cruz. Oh, how 
I wish I’d had a mentor then. Those 
birds in my hand contributed to the 
timing of my au revoirs and volun-
tary Intel exit interviews. I should 
have been beating every bush I could 
find because I lost all three sure bets.

Heads I win; tails you lose. This 
isn’t your con-artist relative or that 
buddy who just got out of prison. 
This is you and your business, your 

brand. Some call it a blue-ocean 
strategy where you do things to 
render the competition irrelevant. 
It’s a subtle form of genius to read 
enough, learn enough, risk enough 
and prepare enough to position your 
enterprise to win as circumstances 
change.

Yes, you’ve been waiting. I never 
actually met Ms. Stone on that San 
Francisco evening. The closest I got 
was to brush up against her arm, 
mumble a poorly articulated “Excuse 
me” and continue towards the exit. It 
was a thrill. She’s the one who men-
tioned the Dylan Thomas line.

Rick Griggs is the inventor of the 
rolestorming creativity tool and 
founder of the Quid Novi Innovation 
conference. Contact him at rick@
griggsachieve.com or 970.690.7327.

A BETTER WAY TO TAKE CARE OF BUSINESS

kp.org/workforcehealth

Employees are your most important asset,
and investing in their well-being can pay  
dividends in productivity. At Kaiser Permanente, 
we have a variety of tools available to help you 
implement health programs to benefit individual  
employees and your entire firm. Visit us  
online to find toolkits and resources for 
transforming the health of your workforce.  

Programs for health 
could mean profits  
for your company.

A dose of business clichés and neglected lessons

INNOVATION
RICK GRIGGS

“If we don’t count our 
chickens before they 
hatch, we’ll get caught 
with you know what on 
our face.” 

http://www.kp.org/workforcehealth
mailto:rick@griggsachieve.com
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By Dallas Heltzell
dheltzell@bizwestmedia.com

BOULDER — An outdoor industry 
that once found its center of gravity in 
Boulder now seems to be shifting to 
Utah — as evidenced by this month’s 
announcement that the nonprofit 
SnowSports Industries America trade 
group had picked Park City over Boul-
der for its new headquarters. Exec-
utives of local outdoor recreation-
related companies gathered June 14 
in Boulder to discuss ways of luring 
it back.

Slackline Industries chief execu-
tive Ricardo Bottome, for one, said the 
shift to Utah doesn’t make sense. The 
center of the outdoor industry “doesn’t 
belong in a state that doesn’t value 
diversity,” he said at a CEO Roundtable 
sponsored by BizWest. “Salt Lake City 
has 1.7 million people, and it’s dead. 
Boulder has 100,000, and it’s fun.”

Demetri Coupounas, co-founder 
of My Trail Co., also praised Den-
ver International Airport, noting that 
“there’s not a better airport than DIA 
for the outdoor industry. We can get 
anywhere in three and a half hours,” 
he said, “not that I want to go any-
where. A lot more people love Colo-
rado.”

Luis Benitez, director of Colora-
do’s new Outdoor Recreation Indus-
try Office, offered one answer. “Why 
Utah? For one thing, the mayor of 
Ogden keeps calling and offering 
cheap land and tax breaks.

“I don’t think we capitalize on the 
things we have well enough,” he said. 
“Where’s the sense of voice we’re try-
ing to build? Boulder’s in competition 
with Park City, but why couldn’t it be 
less about Boulder and more about the 
county? We’ve got a lot more to sell.”

Others cited high housing costs in 

Boulder.
“I wasn’t very scientific about mov-

ing my business here. I wanted to be 
here,” said Kimo Seymour, president 
of Louisville-based Life Time Fitness. 
“But, wow, were we in for a sticker 
shock with the residential real estate 
prices. We lost a lot of people. We 
relocated 30 here, but a lot of people 
declined because of the cost of liv-
ing.”

Steven Sashen, CEO of Xero Shoes, 
noted that the effect of Colorado’s new 
marijuana industry has been to raise 
the cost of both real estate and talent, 
and Judy Amabile, CEO of Product 
Architects Inc., added that the pot 
business has gobbled up much of the 
area’s warehouse space.

“Let’s say we got more warehouse 
space,” countered Benitez. “Would 
that make a difference because of 
housing costs?”

“There’s no magic thing to solve 
that problem,’ said Shelley Dunbar, 
marketing director for Sea to Summit. 
“It’s a question of supply and demand, 
and if there are not some changes, it’s 
not going to get any better.”

For most, moving east into less 
expensive Weld County didn’t seem 
like a viable option.

“For us, it wouldn’t be feasible,” said 
Gareth Richards, owner of Louisville-
based Outdoor Prolink. “We won’t go 
farther out.”

“Boulder as a brand is unbelievably 
valuable,” Coupounas agreed. “It’s 
where you want people to come and 
experience your brand. That doesn’t 
mean your headquarters has to be 
here.”

Companies can do more to market 
their own brands as well, and attend-
ees noted that it’s a learning process.

“You have to create an online pres-
ence, and make your brand clearly 

understood,” said Nicole DeBoom, 
who founded Skirt Sports in 2005 but 
held a grand opening June 16 for her 
first retail location at 2795 Pearl St., 
near Boulder Running Co.

Selling their wares on Amazon 
didn’t garner rave reviews.

“The biggest problem with Amazon 
is China,” said Jonathan Fox, president 
of Eco Vessel. “Amazon doesn’t really 
support brands well. Anybody can go 
to China and copy anything you have 
in two seconds.”

Seth Haber, founder and CEO of 
Trek Light Gear, said he’s been inspired 
by Bo Burlingham’s book “Small 
Giants: Companies that Choose to Be 
Great Instead of Big.”

“You have to decide what are your 
goals as a business owner,” Haber 
said. “I’ve focused on selling direct to 
consumers from a kiosk on the Pearl 
Street Mall. I like seeing a smile on 
a customer’s face more than I like to 
deal with another business owner who 
doesn’t like me. Growth for growth’s 
sake doesn’t get you anywhere.”

Most agreed, however, that sharing 
resources and advice always helps.

“There’s a need for community in 
the outdoor industry,” said Jeff Cur-
ran, founder of elevenpine, a startup 
that is marketing cycling shorts that 
can transition from a tighter fit while 
riding to a looser casual look. He cited 
a bicycling, business and beer meetup 
group that has expanded from 20 or 30 
members to nearly 500.

All agreed with Fox’s conclusion 
that “I want the Colorado thing to mat-
ter more than it does.”

Dallas Heltzell can be reached at 
970-232-3149, 303-630-1962 or dhelt-
zell@bizwestmedia.com. Follow him 
on Twitter at @DallasHeltzell.

Local jobless rates 
hold steady in May

Unemployment rates for Boulder, 
Broomfield, Larimer and Weld counties 
held mostly steady from April to May 
even as the state of Colorado as a whole 
experienced a decrease in private-sector 
jobs as well as an increase in its job-
less rate. The Colorado Department of 
Labor and Employment released its latest 
employment figures based on a survey 
of households while total jobs figures 
are according to a survey of business 
establishments. Boulder, Broomfield and 
Larimer counties’ unemployment rates 
remained the same from April to May, 
with Boulder coming in at 2.9 percent, 
Larimer at 3 percent and Broomfield at 3.1 
percent. Weld’s rate, meanwhile, dropped 
one-tenth of a percentage point to 3.6 per-
cent. All four counties’ rates were down 
three- or four-tenths of a percentage point 
from the same month a year ago.

Prices of attached 
dwellings up in May

The Boulder Valley and Northern Colo-
rado continued to experience big year-
over-year median-price gains for single-
family homes in May, including 21 percent 
in Greeley. But the real eye-popping 
increases came in the prices of attached 
dwellings, such as townhomes and con-
dominiums, in some of the region’s largest 
cities. The figures come from the latest 
report from Loveland-based Information 
Real Estate Services. The median price 
of attached dwellings in Longmont rose 
56 percent, from $198,750 in May of last 
year to a 2016 high of $309,950 as list-
ings for such home dry up in the city and 
new higher-priced stock comes online. 
In Boulder, the median price for attached 
dwellings rose 30.8 percent to $453,750, 
also a 2016 high. The Loveland-Berthoud 
area saw the median price for such homes 
climb 23.7 percent to $246,750. The price 
increases for attached dwellings in Fort 
Collins and Greeley were still strong but 
not quite as drastic. The median for those 
homes in Fort Collins rose 9.3 percent to 
$253,000, while in Greeley the median 
climbed 5.8 percent to $190,300. Gree-
ley, however, saw the biggest increase 
percentage-wise among the region’s five 
largest cities for single-family homes. The 
median price of a detached single-family 
home in Greeley — with figures including 
sales in Evans – in May hit a 2016 high of 
$260,000, up from $215,000 a year earlier 
and up from $248,250 in April. None of the 
region’s other four largest cities hit 2016 
highs for single-family home prices in May, 
although Loveland and Longmont still had 
double-digit gains.

35 million-dollar home 
sales in May in Boulder

Boulder saw 35 million-dollar home 
sales in May, second in the Denver metro 
area only to the city of Denver, which had 
51. The figures come from the latest Cold-
well Banker Residential Brokerage luxury 
homes report, which is based on multiple-
listing service data for all homes sold for 
$1 million or more in the metro area. The 
region as a whole saw 168 such home 
sales in May, up from 131 in April but 
exactly the same as May 2015. Of the 168 
sales, 22 came in at $2 million or more, 
with six topping $3 million.

THE TICKER

E C O N O W A T C H

Outdoor execs: Use Boulder better

DALLAS HELTZELL/BIZWEST

Participants in BizWest’s June 14 CEO Roundtable for the outdoor industry, included, from left, Gareth Richards, owner of Outdoor 
Prolink; Peter Schaub and Jon Banashek of meeting host Berg Hill Greenleaf Ruscitti; Shelley Dunbar, marketing director of Sea to 
Summit; Heidi Potter of Berg Hill; Seth Haber, founder and CEO of Trek Light Gear; Nicole DeBoom, founder and CEO of Skirt Sports 
Inc.; Jonathan Fox, president of Eco Vessel; Judy Amabile, CEO of Product Architects Inc.; Luis Benitez, director of the Colorado 
Outdoor Recreation Industry Office; Steve Sashen, CEO of Xero Shoes; Jeremy Wilson of sponsor EKS&H; Demetri Coupounas, 
co-founder of My Trail Co.; Ricardo Bottome, founder of Slackline Industries and CEO of Canaima Outdoors; Jeff Curran, founder of 
elevenpine; and Kimo Seymour, president of Life Time Fitness.
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SPECIALTY SPONSORS
 •Adolfson & Peterson Construction
 •Advanced Medical Imaging Consultants, P.C.
 •AirMedCare Network
 •American Eagle Distributing Co.
 • BizWest
 • Boulder Associates
 • Cementer’s Well Service, Inc.
 • Flood and Peterson
 • Flotek Company
 •Hensel Phelps
 • Innovest Portfolio Solutions
 • John Elway Chrysler Jeep Dodge Ram
 •Med-Trans Air Medical Transport
 •NCMC, Inc. 
 •North Colorado Medical Center
 • PDC Energy
 • Pepsi Bottling Group
 • Professional Finance Company
 • Shirazi Bene�ts
 • Supplyworks
 • Townsquare Media
 •UBS

GREEN AND TEE SPONSORS
 • Bank of Colorado
 • Banner Paramedics
 • BBVA Compass
 • Bucklen Equipment Company
 •Cache Bank & Trust
 • Children’s Hospital Colorado
 •Colorado Premier Restoration
 •Comprehensive Risk Services
 •Connecting Point
 •GE Johnson Construction Company
 • JE Dunn Construction Company
 • LSI Insurance Agency, Inc.
 •McKee Medical Center
 •North Colorado Medical Center Security Services  
 • Reck Flyers
 • Team Bressler
 • Titan Energy Services, LLC
 •United Way/Bixpo Team
 •Western States Fire Protection Co.

FAIRWAY SPONSORS
 • CMS Mechanical Services
 •Honda of Greeley

AUCTION & COURSE PRIZES
 •Allnutt Funeral Service
 •American Eagle Distributing Co.
 • Cache Bank & Trust
 • Colorado Rockies Baseball Club
 •Con�uence Kayaks
 • Isaiah Dionne
 •CrossFit Eaton

DOOR PRIZES
 • Bittersweet Liquors
 •Café Mexicali
 • Chili’s
 • Cinemark
 •Cold Stone Creamery
 •Coral Bay Wine & Spirits
 • Coyote’s Southwestern Grill
 • Eileen’s Colossal Cookies
 • Fat Albert’s
 •GOJO Sports, Inc. 
 •Golden Corral
 •Hooters
 • IBMC Massage Clinic
 • King Soopers 11th Avenue
 • King Soopers 35th Avenue
 • Lucky Fins Seafood Sushi Grill
 •Moody’s American Grill
 •Old Chicago
 •Olive Garden
 • Papa Murphy’s Pizza
 • Red Lobster
 • Rio Grande Mexican Restaurant
 • Rock Bottom Brewery
 • Roma Restaurant
 • Roosters Men’s Grooming Center
 • Skratch Labs

 • Sprout’s Farmers Market
 • Starbucks 
 • Texas Roadhouse
 • The Egg & I
 • The New Plantation
 • The Supply Cache
 • The Tavern

OTHER CONTRIBUTIONS
 •Adolfson & Peterson Construction
 •Advanced Medical Imaging Consultants, P.C. 
 • Allnutt Funeral Service
 •American Eagle Distributing Co. 
 • BizWest
 • CardioVascular Institute of North Colorado
 •Comprehensive Risk Services
 •CrossFit Eaton
 • First National Bank
 • Flood and Peterson
 •HALO
 • Innovest Portfolio Solutions
 • Liberty Oil�eld Services
 • Lundvall Enterprises
 • Tom Neuman
 •North Colorado Med Evac
 •North Colorado Medical Center
 • PDC Energy
 • Peaksware, LLC
 • Pepsi Bottling Group
 • Roosters Men’s Grooming Center
 • The Human Bean
 • The Tavern

TOURNAMENT COMMITTEE
 • Eric Zurbrigen, Tournament Chairman,  
Flood and Peterson
 •Dave Bressler, NCMC Ambulance Services
 • Scott Byars, North Colorado Med Evac
 •Chris Callaway, Titan Energy Services
 • Suzanne Duerksen, North Colorado Med Evac
 • Pam Howes, North Colorado Med Evac
 •Chris Kiser, NCMC Foundation
 • Jonathan Lampros, John Elway Chrysler 
Jeep Dodge Ram
 •Rich Mollandor, UBS
 • Jennifer Mollandor-Owens, UBS
 •Dawn Olson, NCMC Cardiac/Neuro Outreach
 • Leiton Powell, North Colorado Med Evac
 •Masoud Shirazi, Shirazi Bene�ts
 • Sam Solomon, North Colorado Med Evac
 •Angela Solomonson, North Colorado Med Evac
 •Mitch Wagy, NCMC Ambulance Services
 •Diana Wood, Tournament Director,  
NCMC Foundation

 • Eaton Country Club
 • Flood and Peterson  
 • Fossil Creek Nursery
 •Garretson’s Sports Center
 •Gonyon Cosmetic & Plastic Surgery, PC
 •Greeley Chop House
 •Greeley Country Club
 •Greeley Country Club Pro Shop
 •Wyatt Hester
 •Honda of Greeley
 • James SalonSpa LLC
 • John Elway Chrysler Jeep Dodge Ram
 •Kenny’s Steak House
 • Kroenke Sports & Entertainment
 • LifeMed Safety, Inc.
 •Miramont Lifestyle Fitness
 •Mountain Vista Golf Course
 •Never Summer Nordic – North Park Yurts
 •North Colorado Med Evac  
 •O�ceScapes
 •Orchards Ace Hardware
 • Pelican Lakes Golf and Country Club
 • Professional Finance Company
 • Reve by Miramont
 • Roche Constructors, Inc. 
 •Walmart Distribution Center
 •Weld County Garage Buick GMC
 •Westlake Wine & Spirits

A special thank you to all the volunteers who help 
to make this tournament such a great success!

NORTH COLORADO 
MEDICAL CENTER FOUNDATION
1801 16th Street • Greeley, CO 80631

thank      youGOLF TOURNAMENT
34th Annual

The NCMC Foundation would like to thank the 
following for their support of the 34th Annual 
North Colorado Med Evac Golf Tournament.

Don’t allow pricing issues to derail your sale 
H as this ever happened to 

one of your salespeople? 
They had a series of great 

discussions with a prospect, taken 
lots of great notes and developed 
the proverbial “killer presentation.” 
They started to deliver that presenta-
tion and received all kinds of posi-
tive signals from 
the prospect: 
encouraging body 
language, words 
of approval, that 
kind of thing. 
Things seemed 
promising. When 
they got to the 
last page of the 
proposal, the 
price page, all of the positive signals 
stopped cold.

The meeting ended without a 
commitment. The prospect had to 
think about it, had to talk to people, 
had to check the numbers, had to do 
any number of things other than say 
“yes” or “no” to your salespersons’ 
pricing. They left without any agreed-
upon timeline for a decision and the 
deal died. What happened? They 
made a classic mistake. They saved 
the money discussion for last.

Many salespeople (perhaps you 
as well) feel uncomfortable discuss-
ing money issues with prospects 
and clients. The discomfort most 
often is the result of early childhood 
messages, primarily received from 
parents, which suggest that it is not 
appropriate to talk about money. 
Can you remember your parents 
telling you that it is not polite to ask 
someone how much money he earns 
or how much something costs? Were 
you taught that money was the root 
of all evil?

While it may be uncomfortable 
for some salespeople, encourage 
your salespeople to have the money 
discussion before they present. Odds 
are that most of your sales team has 
been trained to start their prospect 
conversations by uncovering pain 
that can be successfully addressed by 
your product or service. Hopefully, 
in the pre-presentation/proposal 
discussion, they’re asking questions 
to first discover the prospect’s expec-
tations or limitations regarding the 
financial aspects — the price, costs, 
terms, fees, etc. — associated with 
the acquisition of your product or 
service. Why would you save that dis-
cussion for the final slide of your pre-
sentation? Doing so only produces 
the perfect opportunity for a “Let me 
think it over” moment.

Having a strategy and a prepared 
set of questions can help ease this 
discomfort (for you or your pros-
pects) and make the financial con-
versation a natural part of the selling 
process. The most direct strategy for 
uncovering a prospect’s budget situ-
ation is simply to ask something as 
simple as “Do you have a budget set 
aside for this purchase?”

If your prospect’s answer to your 

budget question is “no,” or he is 
reluctant to share the information, 
you can “test the waters” using third-
party stories. Reference one or two 
similar sized projects or sales you 
completed with other clients and 
disclose an investment range within 
which those transactions took place. 
Then, ask your prospect if he would 
be comfortable making a similar size 
investment if he felt your product or 
service was the best fit for his needs.

For instance, you might say, “Jim, 
the last two projects that we completed 
that were similar in scope to what we 
are discussing came in between just 

over $18,000 to just a bit under $22,000. 
I suspect that you’d be looking at a 
similar size investment. Can you be 
comfortable with an investment in 
that range? If not, you should probably 
tell me now before either of us invests 
any more time in something that will 
never get off the ground.”

At this point, the prospect will 
either have a budget, not have a bud-
get or have a budget and be unwilling 
to share it. This insight keeps your 
salesperson in control of the selling 
process where they can decide to 
either proceed in the sales process or 
disengage. 

Instead of investing lots of time, 
energy and resources and setting 
up a presentation that won’t close, 
teach your salespeople how to make 
“Let me think it over” a thing of the 
past. Disengage politely. Work with a 
qualified prospect who will discuss 
budget issues directly, and who will 
commit to giving you a clear “yes” 
or a clear “no.” Your salespeople’s 
closing numbers, sales and personal 
income will improve as a result.

Bob Bolak is president of Sandler 
Training. He can be reached at 303-
579-1939 or bbolak@sandler.com. 

SALES SMARTS
BOB BOLAK
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Boulder, Xcel talks 
could carve new path

BizWest’s Energy Summit  
to explore sector’s downturn

O ur fingers are crossed.
News that the city of Boulder and Xcel 

Energy are engaged in high-level settlement 
talks over the city’s push to create a municipal-
owned utility should be welcomed by observers, 
including opponents and proponents of municipal-
ization.

Boulder and Xcel announced June 8 that they 
were engaged in settlement discussions, releasing a 
joint statement that read, in part, “While settlement 
negotiations are typically confidential and sensitive 
in nature, Boulder and Xcel Energy have decided 
to publicly acknowledge this ongoing process in 
an effort to be as transparent and open as possible. 
This being said, the nature and extent of the discus-
sions will remain confidential unless and until a 
conceptual agreement is reached, at which time it 
will be shared with the community and impacted 
stakeholders. The settlement would require Colorado 
Public Utilities Commission review and approval.”

It might be too soon to shout, “Hallelujah,” but 
we’re cautiously optimistic that the sides have 
reached this point after five years. Boulder secured 
voter approval to pursue municipalization in 2011 as 
a way to achieve its climate-action goals. A counter-
proposal by Xcel to increase renewables was deemed 
insufficient.

Five intervening years have brought victory and 
defeat for both sides in various jurisdictions, includ-
ing the PUC, the Federal Energy Regulatory Com-
mission and courts. It’s likely that these rulings — 
and more to come — pushed the city and Xcel to the 
negotiation table, as has the millions of dollars spent 
on the effort.

Any compromise would likely include a new fran-
chise agreement between the city and Xcel, an agree-
ment that would need voter approval, perhaps as 
early as this November.

We hope they get there. Municipalization never 
should have been the “end-all” of Boulder’s efforts. 
Rather, shifting away from fossil fuels and toward 
renewable energy should be the goal. Municipaliza-
tion would have offered one means to that end, but 
the cost of condemning Xcel’s assets and fighting it 
out in courts and with regulators might very well be 
too high.

Let’s hope that these talks identify another path 
forward. Xcel is regarded as one of the greenest utili-
ties in the nation. But if Boulder can push Xcel to 
even greater strides away from coal and toward wind 
and solar, so much the better — both for Boulder and 
other cities working toward similar goals.

N orthern Colorado’s energy econo-
my has taken its fair share of hits 
in the past year. Low commodity 

prices have prompted layoffs at energy 
companies along the 
Front Range, with Weld 
County particularly 
hard hit.

Weld produces about 
90 percent of the state’s 
oil and about one-third 
of Colorado’s natural 
gas. A booming energy 
sector over the past 
decade has brought 
enormous wealth to the 
state and to Weld in particular, with low 
unemployment, increasing housing prices 
and low hotel vacancies. The energy sector 
also has helped Greeley’s industrial real 
estate market, as energy companies com-
peted with dairies and cannabis opera-
tions for space.

But times — and fortunes — have 
changed. In addition to layoffs, many ener-
gy companies are selling assets or merging 
with other companies. At the same time, 
restrictive ballot measures are proposed 
for the November election, even as the 
Colorado Supreme Court struck down 
fracking moratoria or bans.

Where the energy economy is headed 
will be the subject of BizWest’s fourth 
annual Energy Summit, scheduled for July 
20 at the Ranch Events Complex in Love-
land. Among the topics:

• Economic Report Card: Northern 
Colorado and the Energy Downturn: How 
are low energy prices affecting the North-
ern Colorado economy? A panel of experts 
will discuss the impact of job cuts and 

lower energy production on all aspects of 
the regional economy, and we’ll examine 
where commodity prices might be head-
ing.

• Emerging Mergers (& Acquisitions): 
The distressed energy economy is prompt-
ing many companies to seek merger part-
ners, to sell their businesses or acquire 
other assets. What are the drivers of this 
trend, and what do companies need to 
know when pursuing a deal?

• On Track: Transload facilities pro-
vide connections between rail and truck 
transportation —driven to a great extent 
by the energy sector. We’ll examine trends 
in transloading, including what’s here and 
what’s coming. This is a huge part of the 
energy sector’s expense and affects their 
bottom line.

• Energy and Public Policy: Energy 
production is influenced by many fac-
tors, including ballot measures, Supreme 
Court rulings, local legal issues, land-use 
regulations and public opinion.  We’ll pro-
vide a panel discussion exploring what’s 
happened, what’s proposed and what it all 
means.

Energy remains an integral part of the 
state’s economy, driving more than $30 
billion a year in economic impact and 
employing 100,000, according to data com-
piled by the University of Colorado Boul-
der Leeds School of Business.

Visit www.bizwest.com to learn more 
about the Energy Summit and how to keep 
abreast of changes in this important sec-
tor.

Christopher Wood can be reached at 
303-630-1942, 970-232-3133 or via email at 
cwood@bizwestmedia.com.

What do you think of the new federal overtime  
rules for salaried employees?*

BW POLL Next Question:  
Has your business met its budgeted 
profit so far this year?

Yes — times are good.

No — we’re not where we want to 
be.

Visit www.BizWest.com  
to express your opinion.

It’s a horrible 
idea that 

will hurt the 
economy and 

cost jobs. 

50%

I love it. It’s 
about time 

that salaried 
employees got 

their fair wages. 

33%

PUBLISHER’S  
NOTEBOOK
CHRISTOPHER WOOD

C O M M E N T A R Y

No big deal. This 
won’t affect me 

much. 

17%

Layoffs, mergers, ballot measures to drive agenda
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Below is a sampling of comments 
on recent online content at BizWest.
com. To see the original comments and 
add your own, search for the headlines 
on our website. 

 
Story: “Snow-sports trade 
group picks Utah over 
Boulder, Denver for HQ,” June 
9

 Commenter: Helene Stout
“Too bad would have been a great 

add of “good Jobs” to Colorado.”

Story: “Boulder, Xcel seeking 
settlement in municipalization 
dispute,” June 8

Commenter: Patrick Murphy
“Municipalization is not a strat-

egy, it is a vanity based on Xcel Hate. 
6 years, over $17 million dollars in 
wasted value, and not one single fully 
detailed cash flow analysis. That cash 
flow analysis is due at the end of this 
month. Is it a coincidence that the 
negotiations have started? I think 
not. We shall see.

All Boulder needs to achieve ALL 
of its energy goals are: 
Wind incentives, 
Solar incentives, 
and a REC’s broker.

For a long list of videos, just go 
to YouTube and search on Boulder 
Municipalization 2016. There are 7 
videos that challenge the Honesty 
and Integrity of the Muni.”

Story: “Over a barrel: Decline 
in oil prices sends ripples 
throughout economy,” June 10

Commenter: Mark Vincent
“Isn’t this how a free-market econ-

omy is supposed to work? When sup-
ply exceeds demand, won’t the price 
for a commodity decrease?

This is the result you get when you 
rush hell-for-leather to make the US 
the biggest oil-&-gas producer in the 
world as quickly as possible — the 
bigger you are in the marketplace, 
the bigger the free-market impacts 
will be.

But this downturn lays the seed 
for the next upturn: all the drill rigs, 
trucks, storage tanks, and all the 
other support equipment setting 

in the auction yard off I-25 (and at 
other locales across our county), are 
the lowered-cost opportunities for 
smaller or new exploration compa-
nies and drill-rig operators, to get the 
equipment they need at lower-than-
usual costs. And when they’re look-
ing for employees, according to the 
numbers listed in your article above, 
there’s a ready pool of at least 1,016 
laid-off O-&-G workers available — 
with likely hundreds more to come 
from Anadarko, Encana, Halliburton, 
and Southwestern.

Notice how quickly the bigger 
players make their bigger ‘adjust-
ments’. For all of them, it’s all about 
maximizing their return-on-invest-
ments. When the market-price they 
get for their crude oil approaches 
their costs of production to get it, 
they quit and will wait for market 
profitability to improve for their 
investors. Their employees, equip-
ment, and offices are just costs to 
reduce or eliminate.

Let’s hope those laid-off workers 
took advantage of the good times, 
and saved as much of their earnings 
as possible for future harder times. 

Anybody who expected the ‘boom’ 
cycle to continue indefinitely is delu-
sional. And they’d better apply for 
the unemployment compensation to 
which they’re entitled. But hold on — 
‘contract’ workers typically don’t get 
such compensation, and how many 
oil-patch workers are ‘contract’ work-
ers? Got to keep that cost of labor 
as low as possible. And wasn’t Weld 
County one of the few counties who 
wanted to ‘secede’ from Colorado a 
few years ago? If that had happened, 
how well would all of the newly 
laid-off workers do, trying to get 
unemployment compensation from 
a much-smaller pool of such funding 
from the State of Weld?

This isn’t the first time Colorado 
— and the US — have gone through 
these boom-&-bust cycles in the 
oil-&-gas industry. I had to make 
personal adjustments and cuts after 
the prior two. Time to tough it out. 
After all, we’re still seeing increased 
production from fewer wells – almost 
a 33% increase from 2014 to 2015! It 
may not be as much of an increase for 
2016, but there will still be plenty of 
oil for the world-wide market.”

High court’s wetlands opinion could be game changer

C halk one up for property 
rights. The U.S. Supreme 
Court just changed the 

playing field for wetland permitting, 
notably tipping the balance toward 
landowners and developers seeking 
clarification of whether their planned 
activities require 
Army Corps of 
Engineers autho-
rization. More-
over, in somewhat 
of a rarity in envi-
ronmental cases, 
the court did so 
unanimously.

The Clean 
Water Act requires 
a landowner to 
obtain a Corps permit before work-
ing in “waters of the United States,” 
a phrase that defines the reach of 
the Act.  Contrary to what one might 
expect, it often is not clear whether 
a property contains such waters. 
Therefore, the Corps has long pro-
vided property owners Approved 
Jurisdictional Determinations that 
state the agency’s definitive position 
on whether a project area contains 
protected waters.

If the Corps determines that a 
planned project area does not con-
tain protected waters (a negative 
JD), the project can proceed without 
a permit. A negative JD generally 
gives the property owner a five-year 
“safe harbor” for work in the evalu-

ated area. However, if the Corps 
determines that the area contains 
protected waters (a positive JD), the 
landowner typically seeks Corps 
authorization before proceeding.

In this case, a company in Min-
nesota sought to expand its existing 
peat-mining operation to nearby 
lands. Before doing so, it requested 
an Approved JD from the Corps for 
certain wetlands in the expansion 
area. The Corps issued a positive JD 
based on the wetlands’ “significant 
nexus” to a river some 120 miles 
away. Moreover, the Corps indicated 
to the company that the required 
permitting process would take years 
and be very expensive.

Corps regulations specifically 
allow a party to appeal an Approved 
JD to a higher level within the 
Corps. The company pursued such 
an appeal, but the Corps affirmed 
its original determination. The 
company then sought review of the 
Approved JD by a court.

For years, courts have supported 
the Corps’ position that Approved 
JDs are not judicially reviewable. 
This recently began to change, caus-
ing inconsistencies among the lower 
courts. The Supreme Court accepted 
this case to definitively resolve the 
issue.

The authority of a court to hear 
such an appeal turns in part on 
whether the agency action at issue 
— here, the Approved JD — has legal 

consequences. The Corps has long 
argued that Approved JDs effectively 
have no legal consequences because 
landowners still have the options of 
applying for a permit and appeal-
ing any unsatisfactory results, or 
proceeding without a permit on the 
theory that the Corps’ Approved JD 
is faulty.

All eight Supreme Court justices 
(the late Antonin Scalia would have 
made it nine) rejected the Corps’ 
position, finding the agency’s articu-
lated options inadequate. The court 
observed that getting a permit can 
be time-consuming and expensive, 
citing a study from 1999 showing that 
permits, such as the one required 
here, take an average of 788 days 
and $271,596 to obtain.  (These fig-
ures have likely risen significantly 
since then.) Moreover, a positive JD 
deprives landowners of the five-year 
safe harbor, exposing them to poten-
tial civil penalties of up to $37,500 
per day, and even higher criminal 
fines and imprisonment. The court 
found these to be tangible legal con-
sequences that make Approved JDs 
appropriate for judicial review.

The Corps’ response to this deci-
sion is difficult to predict. Since the 
Clean Water Act does not require 
the Corps to issue Approved JDs, the 
agency could simply stop the prac-
tice. However, one justice warned the 
Corps about such a move.

In a concurring opinion, Justice 

Anthony Kennedy stated that the 
Clean Water Act, especially without 
the JD procedure, raises “troubling 
questions regarding the govern-
ment’s power to cast doubt on the 
full use and enjoyment of private 
property throughout the nation.” In 
other words, dropping the practice of 
providing Approved JDs may prompt 
heightened scrutiny of the Corps’ 
authority under the Act. The court 
will likely soon have an opportunity 
to scrutinize the Corps’ Clean Water 
Act authority when, as most expect, it 
reviews a controversial rule defining 
which “waters” the Act protects.

Assuming the Corps continues its 
practice of issuing Approved JDs, this 
decision will change the dynamics 
between the Corps and landown-
ers. Landowners will gain leverage 
in the JD process.  The prospect of a 
resource-consuming judicial appeal 
will make the Corps less likely to 
push the envelope on JDs and more 
likely to seek common ground. Land-
owners should carefully consider the 
legal implications of this case, and 
how it ties into other recent Clean 
Water Act developments, before dis-
cussing planned projects with the 
Corps.

John Kolanz is a partner with Otis, 
Bedingfield and Peters LLC in Love-
land. He focuses on environmental 
matters and can be reached at 970-663-
7300 or JKolanz@nocoattorneys.com.

GUEST OPINION
JOHN KOLANZ

FROM THE WEB
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