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Commercial General Contractor

New Construction, Remodels and Tenant Improvements

. Banks . Medical
. Hotels . Restaurants
. Offices . Retail

Building throughout Colorado’s Front Range

Coe Construction, Incorporated
2302 East 13th Street
Loveland, CO 80537

Phone: 970-663-7636 Fax: 970-669-4329
Website: www.coeconstruction.com
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Left to right: Diane Winn-Clause, Staffing Consultant/ Marnie
Hirata, Staffing Consultant/ Stacy Stolen, Branch Manager/

Ad ecco — Better Wo rk, Better Life Andrea Cervantes, Staffing Consultant/ Linda Beauvais, Onsite

“We are passionate about putting people to work,”
says Stacy Stolen, Branch Manager for Adecco.
“Everyone who works here shares that passion.”

Adecco, the largest staffing agency in the world, has
over 6,000 offices in 60 countries and puts 700,000 tem-
porary and full-time people to work every day. Adecco
offers an end-to-end infrastructure that offers compre-
hensive billing and use reports as well as web-based time
tracking for temporary employees. That translates into
spending less time and money getting the help that’s
needed.

Adecco fills positions for all levels of employment
from hospitality staff to call centers and airports, to
engineers and designers. The local agency focuses on
placing people for light industrial and office needs
including executive administrative assistants, sales and
marketing personnel, Stolen says.

“For the temporary assignments, we make it very sim-
ple for the employer,” Stolen says. “ We manage the pay-
roll, FICA, workers comp, and employee benefits.” The
benefits package offered to the temporary pool include
medical, dental, vision care, paid vacation and holidays,
tuition reimbursement and 401(k) opportunities.

For direct hires — those who are permanent place-
ments — Adecco recruits candidates, screens applicants,
and then provides reference background checks, and
drug screening. The list is narrowed down to the top
three best candidates.

“But it’s not just about placing people in open posi-
tions. Because we are so passionate, we try to find the

Manager, Woodward Governor

best candidate and also the best environment for that
candidate,” Stolen says.

It’s all about organizational culture and finding
the person that fits best into that culture, she says.
“All of us work too many hours in the day to work in
a place that isn’t a good fit for us. We spend a signif-

icant amount of time in the employers’ environment
so we know who will fit and be an asset to their team.
There’s a lot of research we do before we start screen-

ing candidates.”

It’s good business, she adds. “You could have the best b tt k b tt | .f
person who could do the work but if they don’t fit into
the culture or aren’t motivated by the people they work e e r Wor ) e er I e
with, you could be setting them up for failure. That’s
not what we are about.”

Adecco has been successful in placing people and
assisting employers for some time, having just celebrat-
ed its 50th year. The Fort Collins branch has carried on
the high standard of Adecco excellence for the past 18
years by working both with the “associates” who are Ad
looking for work and the employer/clients who will hire ecco
them. For the job seeker, Adecco staff provides counsel-

ing on interview techniques, dressing for the interview 300 E Boa rdwalk BLDG A-6

and how to turn weaknesses into strengths. “We can also

help them find the resources for writing resumes,” Fort CO"inS, CO 80525
Stolen says.
Tel. (970) 204-4801
“From the employer side,” Stolen says, “we are more
of a human resource service rather than a temp agency. Fax' (970) 204'4802

We consult with clients on how to treat employees and
how to retain them. We provide a skill set for the client
as well as for the associate.”
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Helpng Our Clients Succeed

Since 1991 ASI has been building the bottom
line for clients in manufacturing, distribution
and service industries. Over 250 clients in the
Colorado, Wyoming and Utah area rely on ASI
to help them manage and improve their busi-
ness. To better serve all needs of clients, ASI
added more software systems to the mix of
available solutions. Currently ASI offers soft-
ware solutions such as:

MW Sage MAS 500 M Sage SalesLogix

W SYSPRO W Sage CRM

W Sage MAS 90/200 M Sage Abra HR

M Sage MIP Fund B Sage FAS
Accounting

B Cougar Mountain
Fund Accounting

Turning Your Company Around...

ASI nurtures clients through the process of real-
izing the pains their business is experiencing
and provides them with a business manage-
ment solution that will increase profits and
continue growth. After determining the
appropriate software solution, ASI leads clients
through an implementation process that
includes installations, customizations and
training. ASI ensures that all processes within
the solution are functioning properly and if
there is an issue, the support team will strate-
gize a resolution. ASI guides clients through
each process and strives to develop a life long
partnership by helping clients succeed.
Business management functions provided by
the various software solutions include:

H Inventory Control W Core Accounting —

B MRP Full Integration of

B Order Processing General Ledger,

M Supply Chain Accounts Payable,
Management Accounts Receivable &

M Payroll Services Bank Reconciliation

B Channel Management

M Material Handling

B Warehousing

M Service Tracking

M Project Accounting /
Job Costing

W Customer Service

M Fixed Assets
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W Fund Accounting

M Maintenance & Labor
Management

M Forecasting

B eCommerce

B CRM

B Human Resources

Taking A New Turn...

Throughout 2007 ASI continued its previous
growth pattern and increased both its number
of employees as well as revenues. Due to the
large revenue growth since 2004, ASI was
named in 2007 by NCBR as #11 in the Mercury
100’s fastest-growing private companies. This
was the second year that ASI was listed in the
top 15 growing companies of Northern
Colorado. The ASI office building was also
completely remodeled in 2007 to accommo-
date the growth experienced. ASI has even
expanded to accommodate a larger training
facility for users’ groups and classes. Here stu-
dents are given the chance to use and learn
new software applications in an intimate class-
room setting with mock-company data. ASI is
also currently in the process of expanding to
an office in Denver, Colorado.

Included in the new employees of 2007 were
new full time positions such as Services
Manager and Client Relations Manager. These
two roles help clients tremendously when try-
ing to attain their annual goals. The Services
Department is also creating many new process-
es to increase customer service within ASL
Another recent accomplishment for the
Services Department was becoming a Sage MAS
500 Master Builder. This certification allows
ASI to mold the software even more effectively
to the needs of each individual client.

ASl Is Turning Heads...

Since ASI established its software solutions
business, ASI has been striving to be the best
value-added reseller (VAR) for clients. Recently
ASI was honored to receive many awards that
demonstrate the goals that have been accom-
plished. In 2007, ASI was the #1 Sage MAS 500
VAR in the Rocky Mountain Region and due to
this accomplishment ASI became a part of the
prestigious Sage President’s Circle. Accounting
Technology, a Source Media publication, also
listed ASI in the Top 100 Pacesetters in the
United States. Through the growth experi-
enced over the past few years, ASI's purpose
and goals have remained the same by continu-
ing to focus on helping clients succeed.

ASI

Succeed in business technology

324 Remington Street

Fort Collins, CO 80524
Phone: 970-419-3210

Fax: 970-416-0732
www.asisucceed.com/success

Year Founded: 1991

No. of Employees: 17

Top Executives:

Bredt Eggleston, President

Jarrod Spivack, Principal

Primary Service:

Business Management Technology

software

Authorized Partner

software

¥ SYSPRO'

Partner

Reseller



John Armstrong, city environmental planner, analyzes
equipment during a Climate Wise technical assessment.

e, Sl

SPECIAL ADVERTISING FEATURE

Cafe"Ardour is supporting local businesses, saving money, and helping protect our
air by using local suppliers. Cafe’Adrour offers locally roasted organic fair coffee,
locally grown produce and dairy products, and uses bicycle delivery of products.

In partnership with local environmental agencies, the Anheuser-
Busch Fort Collins brewery hosted a tree-planting event in the
wildfire-stricken areas of the Poudre Canyon. As part of the event,
100 Anheuser-Bush employee volunteers planted 1,000 trees.

Climate Wise Helps Businesses

Green business is good business. That’s the driving philos-
ophy behind Climate Wise, a City of Fort Collins program
that shows local businesses how they can reduce greenhouse
gases being released into the atmosphere and still focus on
that essential bottom line.

Smart business practices and environmental protection go
hand in hand, explains Kathy Collier, Climate Wise program
coordinator. “It's common sense — if you use less, you spend
less.”

Climate Wise focuses on greenhouse gas reduction
through energy efficiency, pollution prevention, waste reduc-
tion, water conservation, and transportation reduction.
Business partners voluntarily determine actions to reduce
their greenhouse gas emissions. As many of them have
found, those actions can result in cost savings for the busi-
ness.

Partners choose increasing levels of participation from
Bronze to Platinum depending on their interest and enthusi-
asm. Partner projects can range from instituting a recycling
program, replacing inefficient water fixtures, turning off
lights and computers, using alternative fuels and reducing
vehicle travel.

Size doesn’t matter. Café Ardour, with its eight employees,
achieved a Climate Wise “Gold” status based on its level of
commitment. Manager/partner Sara Rushlow says there’s a
long list of things her business does in its environmental
effort. “We compost; we use fluorescent lamps in the store.
Most of our employees walk or bike. We use biodegradable
cups and we try to minimize use of disposables by encourag-
ing people to use ceramic mugs, plates and flatware. All of our
recycling is taken by bicycles and we get our bagels and burri-
tos delivered by bicycle.”

At the other end of the size spectrum, Poudre School
District (PSD) with 4500 employees, also hit Gold. PSD’s con-
servation programs realize a yearly average savings of over
$434,000. And, in FYO7, PSD staff recycled 307 tons of office
paper, newspaper, cardboard, magazines, aluminum, plastic,
glass, computer monitors, keyboards and wood. PSD has also
earned 71 Energy Star Labels since 2000. “PSD has been proac-
tive in energy and environmental stewardship since 1994 and

was one of the founding members of Climate Wise in collab-
oration with the EPA's Energy Star program back in 2000,”
says Stuart Reeve, PSD Energy Manager. “We believe that both
Climate Wise and Energy Star provide energy management
and environmental stewardship tools that compliment our
educational goals.”

Climate Wise’s impact is impressive. The program has
saved businesses more than $6 million from 2000 to the end
of 2006.

During 2006, Climate Wise partners were already reducing
emissions by 66,348 tons per year. The effect of reducing
66,348 tons of CO2e is similar to planting 5,308,000 trees or
removing 8,800 vehicles from the road. And there’s more:

B More than 2.1 billion gallons of water was saved from
2000 to 2006. That’s the same amount of water used annual-
ly by 33,500 homes.

H Over 150 million kwh of electricity was conserved — an
amount equivalent to the annual energy use of 14,000
homes.

M Use of natural gas was reduced by more than 3 million
therms—the annual natural gas use of 4,500 homes.

W 52,000 ton of trash was diverted from the landfill.

Those efforts from more than 40 partners in 2006 are
expected to increase with more than 70 partners in 2007.
Partners range from small one-employee businesses to
Colorado State University, the largest employer in Northern
Colorado. “We help these companies achieve their goals,
embrace environmental stewardship and receive community
recognition,” Collier says.

Rushlow says Café Ardour joined because it fit an existing
philosophy. “And this is another means for measuring what

we are doing in terms of sustainability. It also gives us good
exposure. We've made a lot of connections through Climate
Wise events.”

Partners receive free technical assessments, free publicity
and networking opportunities with other companies interest-
ed in turning green efforts into green results.

Collier explains, “It’s important to show tangible results
they can measure. If you don’t know where you have been,
how do you know where you are going?”

City of Fort Collins [RSUELEUIE

Climate Wise

221-6312
Fax 970-224-6177
www.fcgov.com/climatewise.com

No. of employees: 1.5

Top executive:

Mayor Doug Hutchinson,

City Manager Darin Atteberry
Primary service:

Consultation and support for
businesses regarding environmental
and cost-saving practices
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“ONE MAN'’S JUNK IS ANOTHER MAN’S TREASURE"

There’s more going on than meets the eye at Colorado Iron
& Metal, Inc. Behind that mild-mannered exterior of the 4000
square foot building that looks out to East Mulberry, there’s a
seamless operation that brought in $9 million dollars in sales
last year by recycling 17 million pounds of scrap metal, selling
new steel and welding supplies, as well as offering custom fab-
rication services.

The primary business is the recycling and recycling servic-
es and Colorado Iron & Metal has that down to a science.
“One man’s junk is another man'’s treasure,” confirms
Colorado Iron & Metal President Kent Garvin. “The value of
scrap metal today is at historic highs because of the export
demand. We ship all over the world. East Asia, the Pacific Rim,
China, and Japan are all buying tremendous amounts of scrap
iron to feed their infrastructure expansion and growth. India
and South America are also big buyers.”

Individuals or companies can bring their metal scrap to
Colorado Iron & Metal and they will buy it. For those larger
jobs, roll-offs, containers or bins are also available. “We have
the largest variety and size of containers in Northern
Colorado,” Garvin says.

The materials are processed on site by shearing, chopping,
stripping, baling, and upgrading the scrap into marketable
packages. “For example, we might take insulated wire and
remove insulation so that just the copper is left.”

Colorado Iron & Metal provides metal recycling services for
the Larimer County landfill. “We reclaim the hazardous wastes
from refrigerated appliances. We're certified and licensed by
the State of Colorado to dispose of those hazardous wastes.”
For refrigerated units, a $10 fee is charged to cover cost of the
hazardous waste disposal. However, Garvin says they’ll buy
other appliances such as ovens and cooktops.

8 Feb. 29-March 13, 2008

A second aspect to the business provides new steel, alu-
minum, brass, copper and stainless steel to retail customers
as well as contractors and manufacturers. “Our niche is
‘less than length.’” Garvin says. “Those metals are usually
produced in 20 to 24 foot lengths, so our slogan is ‘METAL
THE WAY YOU-WANT-IT - ANY LENGTH YOU WANT IT.”

And last, but certainly not least is the metal fabrication part
of the business that was added in 2000. The “Fab Shop” works
wonders with metals, offering custom design for everything
from fences and railings, outdoor kitchens and artistic images.
What separates Colorado Iron & Metal from other fabrication
shops is the top grade, computer-operated metal cutting
equipment used in the fabrication, Garvin explains. “It’s not
available at a lot of places. We have water jet cutting that
allows us to do precision designs and high definition cutting.
We can cut a variety of materials with water: everything from
metal and steel to glass, plastic,c and wood. We've even
worked with ceramics and stone. We can cut any design and
shape,” he says.

Colorado Iron & Metal can create elaborate designs, from
decorative to structural, even architectural. “Our fabricating
focus is custom fabrication so you can bring your design, idea,
or even just your vision and we can craft whatever it is you
want.”

In fact, the fabricators at Colorado Iron & Metal have com-
pleted a portfolio of jobs from floodgates for a hydroelectric
project to high-end custom decorative iron for residential use.
But they can also do your small project. “If the swivel goes out
in your bar chair and needs to be welded, we can fix that, too.”

Backed by the scope of the entire operation of Colorado
Iron and Metal, Garvin can easily say with certainty,
“Whatever you need, we can provide.”

Dan Garvin, Kent Garvin, Marty Garvin

y 7N
eaéafww(a

INC.

IRON & METAL,

1400 East Mulberry Fort Collins,
Colorado 80524

970-482-7707

Fax 970-493-7821
www.coloradoironmetal.com

No. of employees: 32

Top executive:
Kent Garvin, President

Primary service:

e New Steel Distributor
e Metal Fabrication
e Scrap Metal Recycling
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One of the best-kept secrets in Colorado!

When a small business owner is looking to purchase,
improve or construct a mostly owner-occupied commercial
building for their business, there are several options to con-
sider.

The most obvious of these is to pay cash. If the small busi-
ness owner has excess liquidity or has recently won a bundle
of cash somewhere, this is always an option worth consider-
ing.
The second option is to have the seller (if a building is
being purchased) provide part or all of the financing needed
to acquire the property. Some sellers may consider this
although generally they won't, at least not the lion's share of
the purchase price. It doesn't hurt to ask.

The third and perhaps the most commonly used option is
a conventional commercial real estate loan through a bank
or other financial institution. Every small business owner has
at least an operating account with a bank and, as a customer,
it makes sense for the business owner to check with that
bank first whenever considering the possibility of purchas-
ing, improving or building a facility for their business.
Conventional commercial real estate loans, however, unlike
loans on homes, usually require a minimum of at least 20%
down, and many times 25% or even 30% down, for the bank
to get excited about making the loan to their small business
customer. This is because most banks will assume that the
property being purchased, improved or built will only be
worth 75% or 80% of the cost in the event of a default or lig-
uidation sale. And, because disbursements under conven-
tional bank loans are made from basically short-term bank
deposit funds, the interest rates offered tend to be more vari-
able than fixed, and will usually fluctuate over time as the
Prime Interest Rate goes up and down.

A fourth alternative involves having a government
agency like the US Small Business Administration (SBA) or, in
rural communities, the US Department of Agriculture
(USDA) involved in guarantying a portion of the loan made
by a bank. These programs work well although as the small
business owner's bank is the one finally making the loan, it
is usually up to the bank to involve either the SBA or USDA
in the process. The bank will still use funds available from it's
depositors but there is the added security of knowing that in
the event of a default, the SBA (for example) would help out
with some of the shortfall if there was one.

The final option is still one of the best-kept secrets in
Colorado, the SBA 504 loan program. Although more wide-
spread today than it was three or four years ago, there are still
many small business owners who haven't yet heard of a 504
loan. Which is a pity, because in many cases the SBA 504

loan program is the simplest and best way to finance the pur-
chase, improvement or construction of a commercial build-
ing for a small business owner.

The program works like this. On a typical project, there
will be at least three parties involved. The small business
owner will need to have a minimum of 10% down or at risk
in the project. A bank will usually provide 50% of the total
project costs using a conventional loan and taking the first
position on the property being financed. The SBA 504 pro-
gram is able to provide a separate loan for up to 40% of the
total cost, this loan being secure by a second position on the
property.

The source of the 504 funds is actually a bond sold on the
market in New York, so, the interest rate on the 504 portion
of the financing is actually fixed for twenty years. Each
month, non-profit development companies like Colorado
Lending Source (there are 260 such organizations scattered
across the United States), identify projects in their communi-
ties that they wish to fund using the SBA 504 loan program.
All these individual projects are then pooled into a single
bond, which is then sold on the market in New York to large
institutional investors like pension funds. When the bond is
sold, the SBA provides the full faith and backing of the gov-
ernment to the purchaser, which makes this bond an attrac-
tive investment and results in the small business borrower
getting a very competitive rate on the 504 portion of their
project financing.

Six hundred and fifteen individual projects were bundled
together into the 504 bond sold January 2008. These 721
business owners ended up with an effective 20-year fixed
interest rate of 6.143%, a very attractive rate for a commer-
cial loan.

In addition to guarantying the bond, the SBA's role is to
oversee the program and all the certified economic develop-
ment companies who fund and service SBA 504 loans.

Through the public sector / private sector partnership that
typifies the SBA 504 program, small business owners can
secure 90% financing on attractive terms for their mostly
owner-occupied commercial real estate projects. This is a
great way for a small business owner to begin building
wealth and equity in their building (and to stop paying rent
to a landlord). The program is easy to access and much,
much simpler than might be thought.

For more information about the SBA 504 loan program,
visit www.ColoradoLendingSource.org.

COLORADO LENDING

SOURCE

518 17th Street, Suite 1800
Denver CO 80202

877-852-6799, 303-657-0010

Fax 303-657-0140
www.coloradolendingsource.org

Year Founded: 1990
No. of employees: 25

Top executive:
Mike O’Donnell

Primary service:
SBA 504 Lender
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You can expect a higher caliber of service and expertise when
youwork with a private bank. Our team is dedicated to putting

the right products and services in place to help

achieve your financial goals. With our private FIRST WESTER

NORTHERN

PRIVATE BANKING INVESTMENT MANAGEME

318 CANYON AVENUE SUITE 100 FORT COLLINS, CO ¢
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H REQUIRES VISION.
1{AT BELIEVES IN YOURS.
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bank, you’ll experience a rigorous, disciplined approach,
high-quality service and a local presence. Please call Tom Behr

and A) Patton to learn how private banking in the

TRUST BANK West should indeed be done.

COLORADO

PERSONAL TRUST WEALTH PLANNING

30521 970.484.9222 WWW.FWTB.COM MEMBER FDIC
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Flood & Peterson
Insurance, Inc.

Flood & Peterson Insurance:

Engaged Top to Bottom in Your Business

Our clients insist we're more than an insurance
seller. They refer to Flood & Peterson as “a business
partner and advisor engaged top to bottom in our
business.” This deep, constant connection leads
clients to:

B lower overall risk;
B boost operational efficiency and safety;
B maximize profits.

The Flood & Peterson Difference

B Chis Richmond Each Flood &
s Richmon
% R Peterson staff member

"/ President builds continuous rela-
r:;z:’a :‘c:efem“ tionships with clients.

Too often, firms in this
industry only meet with
a client once a year for a
policy renewal or are
sluggish in their
response time.

Not Flood &
Peterson’s staff mem-
bers. We aspire to be
long-term business part-
ners involved in your day-to-day business opera-
tions, advising and helping you make important
business decisions.

We Specialize In....

Commercial Insurance

Improve safety, reduce risk and you’ll increase
profits. We carefully examine your operation, then
craft a Risk Reduction Plan™ that addresses worker’s
comp claims, difficult employees, accidents,
unplanned OSHA visits and other risks. You'll have
a solid strategic insurance plan for your organization
that lowers your total cost of risk.

12 Feb. 29-March 13, 2008

Employee Benefits

Your employee bene- ' Loree Vanderhye
fits package is the cen- o R
terpiece of your staff  insurance
compensation, recruit-
ment and retention
efforts. Our advisors
understand the evolv-
ing complexities of ben-
efits programs, and
work closely with you
to institute a cost-effec-
tive  solution that
addresses your compa-
ny'’s diverse needs.

Personal Insurance
You're one-of-a-kind and you want to protect
your individual lifestyle. You're a homeowner, new
driver, entrepreneur or a growing family. Flood &
Peterson advisors edu-
Jim Sampson cate you for the long-
SUAS SR term about your insur-
Producer . d il
- eI ance options and tailor
Insurance the most complete,
affordable coverage for
your unique lifestyle.

Surety Bonds

Our deep knowledge
of the construction and
bonding industries trans-
lates into sound, strate-
gic and ongoing business
analysis that results in a strong, long-term surety
partnership. Our Goal: to keep your company
financially secure.

Flood & Peterson
Insurance, Inc.

4687 W. 18th Street
Greeley, CO 80634
970-356-0123
800-356-2295

Fax: 970-330-1867
www.fpinsurance.com

Year Founded 1939
No. of employees: 120

Offices:
Greeley, Fort Collins,
Eaton, Denver

Primary service:
Commercial insurance,
employee benefits,
personal insurance
and surety bonds.
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Imaging Center leads with
state of the art technology

“The level of care patients get when they walk through
the door of the Imaging Center is very high,” says Medical
Director Stan Weinstein, M.D. “By providing a personal level
of care, we make their experience more pleasurable. And we
have quick scheduling, easy registration and lots of available
parking. ”

The Imaging Center provides diagnostic and therapeutic
radiology services in an outpatient setting which offers a very
different environment than an inpatient one,” adds
Executive Director, Rick Doritty. “In a hospital, the outpa-
tients are in competition with inpatients. If an emergency
room case comes in, that takes priority. It's also more difficult
to maneuver through registration. Our operation is tailored
to the outpatient.”

Part of that tailoring involves a nursing area that makes
this center distinct, Doritty says. “The typical procedure is to
put the patient through registration and then a radiology
technologist starts the process. Here, we have a nursing staff
that greets the patient, acts as a patient advocate, explains
the procedure and helps them through the imaging exam.
When they’re done, they come back to the nursing staff
where they get a snack and go over discharge orders. It's a
higher level of care,” he explains.

“One of the reasons I joined this group was that we don't
just churn them out; we stress quality of care,” Weinstein
says. “It’s a much more enjoyable way of practicing medi-
cine.”

Weinstein says he also enjoys the high level of profession-
alism of the Image Center, which is accredited by the
American College of Radiology. “The accreditation is volun-
tary, but we choose to do it,” says Doritty.

“Accreditation ensures the technologists are professional,
the exams professional, that protocols are correct, and the
images easily readable,” Weinstein says.

As the accreditation has proven, The Imaging Center is a
leader in the health care industry, Doritty says. “We do
things in Northern Colorado that are not done in other
areas. We have a strong reputation in the medical commu-

nity.”

There are many reasons for that. “We have exceptional
technologists and all of the radiologists have wide clinical
experience. Many of them have fellowship training in radi-
ology subspecialties,” Doritty says.

“We also stay ahead of the technology curve,” Weinstein
says. “We don't skimp when it comes to equipment; we buy
state of the art.” As an example, he refers to the new tech-
nology of the 64-slice CT (Computed Tomography) scanner.
“It provides a 3-D image of the heart and vascular anatomy
that can detect blockages in the coronary arteries.”

In addition, the staff pay attention to the rapidly chang-
ing learning curve underlying their field. “We are getting
more involved in the research side and not just diagnostic,”
Doritty says. Our radiologists and our administrative staff
follow the newest research and they attend trade shows.”

That effort helps them stay on top of the industry and
make changes as needed. The Imaging Center opened in
September of 2000 as a joint venture between Poudre Valley
Health Systems (PVHS) and Fort Collins Radiologic
Associates. The second facility opened at the Medical Center
of the Rockies March 1, 2007. “We started with 13 employ-
ees,” says Marketing Manager Cindy Bergmeier. “We now
have 74 employees and we currently provide services for
patients in Colorado’s northern Front Range, southern
Wyoming, and western Nebraska. The growth we’ve seen
tells us the second facility was opened just in time to better
serve our patients and referring physicians.”

And it’s not over, Doritty says. “Based on the market
analysis, we see more growth coming up.”

Medical Director Stan Weinstein, M.D. with the 64-slice CT
(Computed Tomography) scanner which provides a 3-D image
of the heart and vascular anatomy. It can detect blockages in
the coronary arteries.

(@

The Imaging Center

The Imaging
Center at Harmony

2127 E.Harmony Rd, Ste. 130
Fort Collins, CO

The Imaging

Center at Centerra
2500 Rocky Mountain Ave.,
Ste. 150

Loveland, CO

Main: 970.282.2900

Scheduling: 970.282.2912
www.The-Imaqing-Centers.com
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Northern Colorado Business Report:
as close to your prospects as you can get

(well...almost)

By providing in-depth, local business news and by forming solid ties with our community, we've developed
unparalleled reader loyalty and gotten as close as a publication can get to the key business decision makers
in Northern Colorado. Further, as a member of The Alliance, we can provide access to over 1.2 million

business professionals in the U.S., Canada, Mexico, Puerto Rico and Australia.

Get close to the audience you most want to reach: contact us today.

Northern Colorado A proud member of

BUSINESS —
REPORT THE ALLIANCE ©)

OF AREA BUSINESS PUBLICATIONS
141 S. College Avenue ® Fort Collins, Colorado 80524

Contact: 970/221-5400 « www.ncbr.com www.alliancebizpubs.com

BRINGING YOUR MESSAGE CLOSER TO YOUR MARKET
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SPECIAL ADVERTISING FEATURE

Shamrock - Beyond Cab Service

Shamrock isn’t just a cab company. It’s much more, says
Bob Flynn, general manager of Shamrock. With a fleet that
includes six full-size motor coaches, six 21-passenger shuttle
vans, fifteen 11-passenger vans, two sedans and three dozen
taxi cabs, Shamrock offers a variety of transportation options
for Northern Colorado and Cheyenne.

Shamrock provides cab service 24 hours a day, 7 days a
week for Fort Collins, Loveland, Longmont, and Greeley.
Shamrock’s Airport Express also runs daily with a door-to-
door option for Northern Colorado and Cheyenne. In addi-
tion, there’s a growing charter service and Shamrock operates
a portion of Dial-A-Ride, the City of Fort Collins’ paratransit
service.

The cab and airport operations have been a mainstay of
Northern Colorado for some time, and the charters are
becoming popular, Flynn says. “People use them for wed-
dings, parties and family outings plus businesses use them
for meetings, tours and visitors. Because we're getting more
and more requests, we have added another bus to meet the
demand.”

As Shamrock has expanded to meet the area’s transporta-
tion needs, its impact has grown. “We now employ almost
200 people and we offer part time employment to people
who want to stay in this area but have trouble finding jobs
in their field. We have employees with advanced degrees
who choose to drive because they love interacting with the
public.”

Shamrock also manifests a social responsibility, Flynn
explains. “We do more than just transport people. We help
reduce pollution and congestion by offering all of these serv-
ices.”

The effort for clean air drove Shamrock to the bio-diesel
pumps. “We've tested Blue Sun bio-diesel and got excellent
results. It made our engines run cleaner and we saw some
improvement in mileage.” Based on the test results from
those trials, Flynn says they are switching to bio-diesel in all

Shamrock busses.

The bottom line, he adds, involves providing good service
and being a responsible member of the community. “We
work with Responsible Alcohol Retailers (RAR) and the
Downtown Business Association (DBA) to improve areas
where there have historically been drinking and driving
problems. To do that, we’ve added a night time shuttle serv-
ice for Friday and Saturday nights that will pick people up in
the Old Town area and drop them off within a five mile
radius.”

That sense of community responsibility has been in place
since Tom Hofmann started the business in 1986. “Tom
began with two cabs and then started the airport shuttle vans
in the late 90s. He was the first to use compressed natural gas
(CNG). He really put the spirit of positive environmental
results into the business.”

Although Hofmann passed away this past year, that tie to
the community is alive and well. “We feel we have this
incredible responsibility to this area and we are working hard
to improve our service and to support the needs of the com-
munity.”

One plan is to expand the airport service to Wellington
and add door-to-door in Windsor. Staff is also focusing on
better customer service and quicker response time. All
new drivers currently go through customer service train-
ing, Flynn says, and the plan is to provide additional train-
ing on good business practices. Additionally, a planned
upgrade in dispatch and reservations technology will
improve the level of service and communication with cus-
tomers. “We’ll have real time data showing vehicle loca-
tion through a GPS system so that we can dispatch the
vehicle closest to the call. This will give customers better
service and reduce pollution.”

With those plans in place, Flynn says, the future looks
bright. “I'm really excited about the future. The present is
great but the future is going to be even better.”

SHAMROCK

* AIRPORT *

EXPRESS

¥k Yellow Cab

Shamrock

Transportation

4414 E Harmony Road, #200
Fort Collins, CO 80528
970-482-0505
www.RideShamrock.com

Primary service:

Serving transportation needs for
Fort Collins, Loveland, Greeley,
Longmont and Cheyenne
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SPECIAL ADVERTISING FEATURE

United Medical Alliance
Trims Down Health Care Costs

Keeping health care costs low while keeping service levels
high -that’s no easy task but it’s one that United Medical
Alliance takes on for its clients. Acting as a third party
administrator (TPA), United Medical Alliance steps into the
maze of health care claims, paperwork and regulations and
cuts a clear path for employers and their employees.

United Medical Alliance clients are those with over 100
employees and have self-funded health care plans, says Chief
Executive Officer Anna Wesling. “They set aside a pool of
money and then they pay us to administer their claims
against those funds.”

The beauty of this arrangement is that employers know
exactly what they’re getting for their money. Because United
Medical Alliance charges a small fee per each employee and
then the rest of the money is used for the claims, Wesling
says, “It cuts out the profit the insurance companies normal-
ly get. With an insurance company involved, what you pay
is not your actual cost.”

Jennifer Bruck, United Medical Alliance director of
marketing explains. “If you are fully insured with an
insurance company, you pay a premium and your claims
are paid. But the money is given to the company and
where the money goes, you don’t always have a clear
answer.”

As a United Medical Alliance client, the employer can
determine where the money goes, Wesling says. “You can
customize your plan to include exactly what you want cov-
ered and what you want to pay for. We sit down with clients
and design their plan specifically to their needs and wants.
We ask, ‘how rich do you want that benefit package to be and
how much do you want to spend?’”
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Self-funded companies also purchases “re-insurance” or
“stop loss insurance” to cover catastrophic situations.
“Another company like ING underwrites the effort and they
set a deductible like $75,000 or $250,000,” she explains.
“Then when the employer’s costs go over that, the re-insur-
ance company pays.”

Besides managing health care benefits, United Medical
Alliance also handles dental and pharmaceutical plans. In
addition, the staff administers COBRA, short-term disability
insurance, and flexible spending accounts. There’s also a
Health Strategies program offered for employees of client
organizations. In this lifestyle management program, partic-
ipants are coached to take responsibility for their health and
better manage their conditions.

United Medical Alliance is a Limited Liability
Corporation, jointly owned by Poudre Valley Health Systems
and the Northern Colorado Individual Practice Association
(IPA). Most of the physicians in Fort Collins as well as some
physicians from Loveland and Greeley are members. A
major concern of those organizations has always been about
keeping health care costs down. That was how the idea came
about for using a TPA to manage benefits.

“Our owners have a real interest in the overall success of
their clients,” Bruck says. That is also the focus of all of the
11 member staff of the United Medical Alliance. “We often
hear that ‘you're too small to be as good as Blue Cross’ but
the reality is that the turnaround time for claims is five or six
days. Being small makes us nimble and able to provide bet-
ter service,” Wesling adds.

“We can keep our administrative costs down because
we're local and we're ‘lean and mean,’” Bruck says.

The staff at United Medical Alliance provides great service by
being quick, accurate and efficient.

United Medical Alliance\

2021 Battlecreek Dr, suite A
970-224-4600
www.unitedmedical.org

No. of employees: 11

Top executive:
Anna Wesling

Primary service:
Third Party Health Insurance
Administrator
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GOOD ADVICE FOR FISHING (AND ADVERTISING)

When vou want to find fish, go where the fish are plentiful. The same principle holds true when you

want to find business decision makers: go where they are plentiful.

That’s where we come in. By providing in-depth, local business news and by forming solid ties with
. ) . . . .

our community, we've developed unparalleled reader loyalty among the key business decision makers

you want to reach. And, as a member of The Alliance, we can provide access to over 1.2 million

business professionals in the U.S., Canada, Mexico, Puerto Rico and Australia.

Advertise where business decision makers are plentiful: contact us today.

Northern Colorado

BUSINESS A R e
REPORT THE ALLIANCE ©)

OF AREA BUSINESS PUBLICATIONS
141 S. College Ave., Fort Collins, CO 80525
970.221.5400 * www.ncbr.com

www.alliancebizpubs.com

BRINGING YOUR MESSAGE CLOSER TO YOUR MARKET
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Hiring and retaining good employees can mean the differ-
ence between profitability and bankruptcy. Westaff, one of
the nation’s oldest and most respected staffing companies,
knows the challenges employers face and has been meeting
human resource needs for more than half a century.

Westaff has more than 230 offices nationwide, including
11 offices in Colorado. Each location is small enough to be
tuned into local needs while still enjoying a larger base of
resources supported by its corporate headquarters in Walnut
Creek, California.

Robin Aragon, Area Manager of the Fort Collins,
Longmont, Boulder, and Greeley offices, is typical of the
high-caliber personnel that staff each office. A native of
Loveland, Aragon’s Bachelor of Science degree in business
management, human resource management and marketing
is coupled with 15 years experience in human resources and
staffing. Operations Manager Kari Osmulski is another
example of the quality of Westaff's personnel. Originally
from northwest Indiana, Osmulski graduated from Indiana
University with a degree in human resources. She has spent
the last seven years in staffing, in several different capacities
including staffing consultant, on-site manager, and as a
trainer.

The background and experience of Westaff personnel
positions them to assist a variety of employer needs. “For
employers who may not realize how Westaff can help them,
their first visit will be a pleasant encounter,” Aragon says.
“We walk them through the entire process and make sure all
of their needs are met.”

Those needs, she understands, will be as varied as the
nature of the business itself, but can include temporary
staffing services, temp-to-hire positions, marketplace analy-
sis, permanent placement, turnover resolution, and employ-
ee retention solutions.

“We create partnerships and relationships with business
owners,” Aragon says. We learn about the company, their
culture and what works best for them.” This may include set-
ting up a Westaff office on-site within larger companies.

“We can handle all of a business’s human resource needs
or just provide temporary help for smaller operations that
may only need assistance for a shorter period of time,”
Osmulski adds.

Westaft can address a range of needs from hiring person-
nel to providing information on the ever-changing rules and
regulations that govern employment. If a company lacks the
advertising budget or the resources to sift through numerous
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Westaff, Providing Essential People

unqualified applicants, Westaff can step in, saving precious
time and money for that company.

Westaff provides qualified employees for basic manufac-
turing, warehouse, all levels of clerical, call center staffing
and administrative assistance. Westaff also has high-end
placement ability for positions such as corporate executives,
engineers and producing sales associates.

What distinguishes Westaff from other staffing agencies?
“First,” Aragon says, “because we take the time to build a
long-term relationship with an employer, we're aware of
their changing needs and can cater our services accordingly.”
Second, she says, a rigorous hiring procedure ensures top
quality personnel that will meet the specific needs of the
company.

Developed through years of experience, a six-step proce-
dure beats at the heart of the hiring process. This includes:

1. An initial screening where Westaff looks for a solid
work history.

2. An extensive interview designed to match the appli-
cant’s suitability to the client’s needs.

3. Behavioral and skills-based testing to ensure compati-
bility with job functions.

4. All of the relevant legal paperwork to meet mandated
guidelines.

5. An orientation that includes both the employer and
Westaff training.

6. A thorough background screening and drug test.

While the cost of Westaff services varies depending on the
employer’s needs, when considerations such as workman'’s
compensation and employee benefit packages are factored
into the equation, the value of using Westaff becomes quick-
ly apparent. With Westaff taking care of every detail of the
staffing process and ensuring compliance with relevant hir-
ing laws, the services become more visibly cost and time effi-
cient.

Corporately, Westaff employs more than 125,000 annual-
ly and, in 2007, it was rated one of the top ten staffing agen-
cies across the United States, of which they were the only
local agency to make the list. The best way to learn about
Westaff is to stop by one of the local offices and meet with
the entire Team. “We invite any and all employers or
prospective employees to stop by and see how Westaff can
benefit them,” Aragon says.

Additional locations that Aragon manages that can serve
business owners are: Greeley, Longmont and Boulder and, of
course, Fort Collins and all the towns in between.

From left to right: Amanda Ericson - Account Manager for
Longmont; Jenny Testa - Account Manager for Boulder; Robin
Aragon - Area Manager for Northern Colorado; Ft. Collins,
Greeley. Longmont & Boulder; Emelie Borello - Account
Manager for Ft. Collins & Greeley

Westaff.

140 E. Boardwalk ¢ Unit D
Fort Collins, CO 80525
970-223-3434

Fax 970-223-3813

2300 16th Street ¢ Unit B
Greeley, CO 80634
970-356-2070

Year Founded: 1948

No. of employees: 125,000
Top executive:

Michael Willis, CEO

Primary service:

Staffing and related services




Lamp, Rynearson

Lamp Rynearson & Associates,
formerly Pickett Engineering,
is here to serve the Northern
Colorado area. The acquisition
combines two like-minded
companies who believe in a

commitment to community.
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EXPANDED SERVICES

* Survey » Construction  Wetlands Delineation
- Community Design Administration - Athletic Facilities

* Planning * Transportation & Traffic . 3p vjsualizations

Engineering - Geographic Information

* Municipal Infrastructure ’

Community-changing
projects are the core of
our business.

éJJJ L@ Lamp, Rynearson & Associates, Inc.
- 808 8th Street Ph: 970.356.6362
WWWw. LRA In c.com Greeley, CO 80631 Fax: 970.356.6486




FROM A CONCEPT AND AN IDEA

1O PLANNING

Let Northern Colorado's event rental
company take the strain off your event.
Since 1969 that's what we've done and now
as RC Special Events we are the event
rental company of choice. With the largest
selection of excellent event rental products,

N THE MOMENT
RENT THE WOW!!!

services and experience let us help fo make

your event an event fo remember.

JJAFVINEVENTS

FORT COLLINS: 970.224.4774
1588 RIVERSIDE AVENUE
BOULDER: 303.527.2905
6330 GUNPARK DRIVE

an event rental company www.respecialevents.com
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