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The Tech & Manufacturers 
Directory is the most widely used 
source of business information in 
Boulder and Broomfield counties. 

This respected resource provides 
information on more than 1,800 
manufacturing and research 
& development companies in 
the county, including:

■ Key Contacts 
■ Product Descriptions  
■  Phone/Fax/E-mail & Internet 

Web Sites 
■ Number of Employees 

and Revenues
■   Four categories of Internet 

& e-commerce companies 

Call for advertising information, 
303-440-4950

Publishing in October 2009

publisher’s letter
How-to Guide provides answers
to business, personal challenges

A
n economic downturn 
means that business 
owners and manag-
er s  need power f u l 

resources to help them succeed 
— resources that are accessi-
ble on a tight budget, without 
spending thousands of dollars on 
high-priced consultants.

That’s why 
th i s  ed it ion 
of the How-
to Guide i s 
s o  i m p o r -
tant. It pro-
vides helpful 
ar t icles that 
can be use-
ful for many 
bu s i ne s s  or 
personal pur-
poses. Want 
to choose a 
business bank? Look in these 
pages. Need to remodel your 
home? Finding a remodeler is 
made easy, with this section. 
Looking for a commercial real 
estate broker? This section tells 
you how to find one.

You name the topic, and, 
chances are, the How-to Guide 
has something you’re looking 
for. The intent of this section is 
to provide quick reads that relay 
important information for read-
ers, with key points to consider 
as you begin your search.

From banking to health care, 
real estate to technology, the ser-
vice sector to hospitality, almost 
every possible business sector is 
included in these pages.

This edition of the How-to 
Guide includes updated articles, 
as well as a variety of new top-
ics we’ve never tackled before. 
Through it all, our editors and 
writers have strived to provide 
the most-useful information pos-
sible, based largely on interviews 
and other contributions from 
experts in the relevant field.

Business everywhere is facing 
difficult economic challenges. We 
hope that the How-to Guide, in a 
small way, makes your job a little 
bit easier. Who knows? Next year, 
maybe you’ll be able to write, 
“How to survive a recession.”

PUBLISHER'S 
NOTEBOOK
Christopher Wood
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Check for licenses, rates, referrals, expertise 

I f you are buying a home or refinancing a 
home-equity loan, you need a mortgage 
lender who can help you determine if you’re 
eligible for a loan, and if so, for how much.

Finding the right lender can make the loan 
process easier.

Get references about lenders from friends, 
colleagues and professionals who provide you 
other services. They also can tell you about the 
individuals in the lending company with whom 
they have worked. Check to make sure they are 
licensed with the state of Colorado. 

If you’re buying a house, the real estate agent 
can usually recommend two to three lenders in 
the area who might be helpful. Title companies 
can also be a good source of information because 
they work with the lenders at the closing. Mort-
gage brokers can be used to find mortgage lenders 
as well. 

Research the background and experience of 
the company and the individual to determine 
their reputation in the community. Ask the 
lenders why you should use them, then choose 
a lender who demonstrates professionalism and 
expertise.

It’s always important to find a lender with 
whom you feel comfortable sharing your finan-
cial and credit information. First-time home 
buyers, especially, need to find a lender who will 
patiently walk them through the process. 

Research mortgage lenders on the Internet. 
The lenders’ Web sites provide information such 
as their interest rates. Web research is particu-
larly helpful for people who have obtained loans 

before and just want to check out different rates. 
The rates fluctuate daily, like the stock market. 

Every lender has extra fees attached to a loan, 
so you should always question the fees and com-
pare them from lender to lender. The fees can 
range from $300 to $1,500. Be aware that some 
lenders have lower fees but higher interest rates 
and vice versa. 

Once you find a mortgage lender and have 
been approved for a loan, take the time to thor-
oughly read the fine print and educate yourself 
on every aspect of the loan. Mortgages involve 
what is probably your biggest financial invest-
ment. 

Some loans have fixed interest rates, and some 
are adjustable loans with fluctuating interest 
rates. Definitely know which type you are get-
ting. You should try to get preapproved for a 
loan so you know the upper limit of the price 
on a house for which you qualify. Then when 
you are looking for houses, you know the right 
price range.

It’s also important to get the most precise 
estimate of the closing costs for the loan.

Always get everything in writing, and don’t 
be reluctant to ask any questions about the 
loan. Usually, it takes about a week to find out 
if you’ve been approved for a loan, and two to 
three weeks to get it. 

When considering whether or not to grant you 
a loan, the lender will review your income, sav-
ings, credit history, debt obligations and assets. 
Mortgage lenders allow an average of 30 years to 
pay back loans.

banking & finance

How to select a mortgage lender
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2007 YEAR-END OFFICE MARKET REPORT - CHARLESTON
CLASS “A” OFFICE MARKET  

   Avg.   
Market Total (SF) Available Sublet Rate Vacancy Occupied

West Ashley 422,848 27,323 2,700 $22.78  7.10% 392,825

Lower North  959,288 257,240 60,000 $22.80  33.07% 642,048
Charleston

Upper North  577,000 122,471 0 $19.93  21.23% 454,529
Charleston

East Cooper 1,544,520 242,587 32,000 $26.49  17.78% 1,269,933

Downtown  1,031,219 42,600 0 $28.00  4.13% 988,619
Charleston

Total Market 4,534,875 692,221 94,700 $24.00  17.35% 3,747,954

Note: Information was compiled using data sources deemed reliable. 
Statistical data was collected as of December 2007 and encompasses all offi ce buildings 10,000 square feet and larger. 

Source: Colliers Keenan Inc.

     
   Avg.   

Market Total (SF) Available Sublet Rate Vacancy Occupied

West Ashley 973,917 158,067 2,700 $17.98  16.51% 813,150

Lower North  2,193,070 361,818 69,925 $18.79  19.69% 1,761,327
Charleston 

Upper North  1,658,805 210,936 0 $16.85  12.72% 1,447,869
Charleston

East Cooper 2,378,496 310,712 40,717 $21.26  14.78% 2,027,067

Downtown 2,063,704 120,886 0 $23.55  5.86% 1,942,818
Charleston

Total Market 9,267,992 1,162,419 113,342 $19.69  13.77% 7,992,231

     

ENTIRE MARKET  

2007 YEAR-END OFFICE MARKET REPORT - GREENVILLE          
Total (SF)   Occupied Vacant Occupancy Absorption Sublease Average Class “A” Class “B” Class “C”

Space   Rate (Six Month) Space Rate Rate Rate Rate

Central 3,050,382 2,640,539 409,843 86.56% -33,834 15,500 $17.20  $19.14  $16.88  $15.21 
Business District

Suburbs 3,989,482 3,489,478 500,004 87.47% 501,385 0 $14.94  $17.24  $14.08  $13.02 

Total Market 7,039,864 6,130,017 909,847 87.08% 467,551 15,500 $15.96  $18.00  $15.34  $14.01
        Note: Information was compiled using data from sources deemed reliable. 

Statistical data was collected as of December 2007 and encompasses all multitenant offi ce buildings 20,000 square feet and larger.
Source: Colliers Keenan Inc.
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It’s time to question how little you’ve been 
questioning your bank.

Will you be the same bank tomorrow?
Does my business make a difference to you?
Do you have the right tools for me right now?

??? ??
Call. Come in. Bring us your toughest questions. Let’s begin the dialogue.

Boulder-Pearl
1700 Pearl St.

(720) 947-8407

Boulder-Broadway
2696 Broadway
(720) 947-8453

Broom�eld
1990 W. 10th Ave.

(720) 947-8281

Thornton
4151 E 136th Ave.

(720) 947-8051

Wheat Ridge
7391 W. 38th Ave

(720) 947-8003

Longmont
2011 Ken Pratt Blvd.

(720) 947-8494

Park Centre - Westminster
1955 W 120th Ave

(720) 947-8080

Westminster
3300 W. 72nd Ave.

(720) 947-8309 Member FDIC

Find bank that offers services that fit your needs

Choosing the right busi-
ness bank requires a little 
research, which includes 
talking to your business 

peers.
If a fellow local company in the 

same industry has had good success 
with its local business bank, then it’s 
likely your company will, too.

Take the time to set up interviews 
with several of the recommendations. 
Ask the difficult questions, and make 
sure the bank can offer all the services 
you need. One bank does not fit all 
companies.

If your bank can’t accommodate 
your specific requirements, it could 
go on to affect the success of your 
business.

Before contacting any banks, estab-
lish a checklist of questions. The list 
will vary from one company owner 
to the next. Some basic questions to 
consider include: 

• Does the bank offer loan financ-
ing?

• How easily and quickly can you 
access information about your account, 
such as Web site cash management?

• Is it possible to accelerate collec-
tion of receivables and delay payables? 

• Do the bank’s hours of operation 
match your needs, or do they have 

an after-hours deposit system with 
security measures? 

• How easily and quickly can you 
transfer money from one account to 
another?

• Can you wirelessly send checks?
Experienced bank officers under-

stand the importance of a business’s 
needs, whether the business is a cor-
poration, mid-size company or a one-
person show. The bank officers must 
have a broad background and under-
standing of various types of banking 
practices, such as lending, investment 
opportunities, and deposit and with-
drawal transactions.

The length of time officials have 
been with a particular bank — and in 
the community — can play a role in 
how well the officers are at adapting 
to the individual’s and community’s 
needs.

Find out the bank’s niche, and 
decide if it matches your needs. For 
example, does it cater mostly to small 
businesses, larger businesses, or build-
ers and developers?

Most banks have a Web site that 
can answer some of these questions, 
but asking a person also can tell you if 
the bank officials have the personality 
you want to work with. If the bank 
officers are helpful and friendly, this 

signals a green light to continue asking 
questions about this institution. If the 
people seem abrupt and impatient, it’s 
time to continue your search. Asking 
for a copy of the bank’s business plan 
might help you decide if its focus in 
alignment with yours.

If a business loan is in your plans, 
ask how that bank can accommodate 
you if and when that time arises. If you 
own a small business, does this bank 

work with the Small Business Admin-
istration in securing a low-interest-rate 
SBA loans? Not all banks do.

Although there is no hard-and-
fast rule to finding the right business 
bank to match your needs, asking the 
appropriate questions and receiving 
sufficient answers will help lead you in 
the right direction. Don’t be afraid or 
intimidated to ask questions. After all, 
these people will be working for you.

banking & finance

How to choose a business bank
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A proud member of

When you 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 devel-

oped unparalleled reader loyalty among the key business deci-

sion-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: con-

tact the Boulder County Business Report today.

G O O D  A D V I C E  F O R  F I S H I N G

( A N D  A D V E R T I S I N G )

F I S H  W H E R E  T H E  F I S H  A R E . . .

303-440-4950
www.BCBR.com

O F  A R E A  B U S I N E S S  P U B L I C A T I O N S

THE ALLIANCE

BRINGING YOUR MESSAGE CLOSER TO YOUR MARKET.

business services
Keep business meetings focused; planning essential

Some see them as necessary 
evils, some as just plain 
necessary. No matter your 
point of view, meetings in 

the business world are as common as 
traffic jams on Interstate 25. 

To make the best of those meet-
ings, planning is vital. First you have 
to determine if a meeting is really nec-
essary. Today, more than ever, there 
are new ways to communicate with 
fellow employees and customers: e-
mail, voice mail, memos, conference 
calls, instant messengers on the Inter-
net, and the list goes on and on. Once 
you decide you need to meet face-to-
face, the first order of business is to 
write an agenda and run it by a couple 
of trusted associates for feedback. 

Aim to get to the heart of the 
meeting’s goals and purpose. Keep the 
focus laser sharp. We’ve all attended 
a meeting where everyone is sitting 
around looking at each other ask-
ing themselves where the meeting is 
going. If you need to, take extra time 
with this step. 

Second, promote the meeting 
through the proper channels in your 
organization so you can count on 
full attendance. How many times 
have you heard someone say “I didn’t 
know anything about it?” Be sure 
to have those invited confirm their 
attendance so you know the message 

was received and how many people 
to expect. 

Next, you will want to secure the 
right place to accommodate everyone 
comfortably. Nothing’s worse than 
being jammed and crammed into a 
small room, especially for a long meet-
ing. Reserve, if needed, any equip-
ment you might need such as audio. 
Don’t forget visual aids and paperwork 
needed. And make very certain these 

aids, especially the electronic ones, are 
in working order. They always seem 
to break down when they’re needed 
most. The last thing you want is people 
sitting around watching you swear at 
an “on” switch.  

Last, set the right tone for good, 
open communication about the topics 
on the agenda. Remember, the reason 
you planned a meeting to start with 
is to communicate with your people. 

You will be the one to set the tone. 
Humor is always appropriated, and it 
often can break the ice get a free flow 
of ideas moving. But be careful not to 
veer into sarcasm, which can usually 
offend quickly. 

The five elements of a business 
meeting are: Greeting, opening, 
delivery, closing and feedback. 

Working backward, the feedback is 
how you record the meeting, evaluate 
the process and check the progress of 
the decisions that have been made in 
the course of the meeting. The closing 
is summarizing the decisions made, 
assigning activities and setting deadlines 
for the activities. The delivery, which is 
the heart of the meeting, is the informa-
tion being shared and obviously the most 
important part of any meeting. 

Be clear and concrete, positive and 
optimistic. If you tell your people the 
job is going to be difficult, that gives 
them a reason to doubt their ability to 
achieve what needs to be done.  But also 
be realistic and practical, nonetheless, 
because there is a fine line between 
shooting for the stars and disaster. 

That brings us to the opening, at 
which point you have introduced 
the presenters, the objective and the 
agenda. The greeting, while short, 
should be upbeat to set a tone to get 
employees ready for the rest of the 
information. 

How to plan a business meeting
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go from in-house to our house

We make it easy to take your marketing efforts to the 

next level. Working closely with you, we produce visually 

dynamic, targeted communications that help you grow 

your business and profits. Call today to put our 

diverse expertise to work for you.

graphic  des ign |   advert i s ing |   web

720.494.0916 | www.redwallcom.com

Search for a blend of print, broadcast, Internet savvy

An ad agency will be responsible for your 
image and your message. What better 
way to judge its work than by seeing how 
it promotes itself.

Potential clients can obtain Web addresses and 
check out samples of ad agencies’ work without 
having to listen to the agency’s pitch. Once you 
find a few agencies whose work appeals to you, 
decide on your parameters. Decide what you want 
an ad agency to do for you. The more specific you 
are, the better quote the agency can provide.

The most helpful thing you can offer is your 
yearly advertising budget. That gives bidders some-
thing to work from. The agency can come back to 
you with a sound proposal on what it could offer 
your company within that annual budget.

Ask for proposals from two or three agencies. 
But be aware that not all agencies will provide 
creative work for free up front. Some agencies do 
not offer free creative work in the proposal since it 
inflates costs for their regular clients. More often, 
they will encourage you to take a look at their past 
work to see if you like it. 

You can narrow down your search for an ad 
agency by asking for referrals from other busi-
nesses. And you don’t need to limit your search to 
your company’s geographic area. Many businesses 
hire ad agencies in other cities or states.

A full-service advertising agency can generally 
handle all types of media, from print to television 
to Internet advertising. However, some may spe-
cialize in certain media. In fact, some large agen-
cies even have their own in-house television pro-
duction departments. Some smaller shops might 
have finely honed skills on using social media to 
reach and communicate with customers. 

A large agency may appeal to you because of 
its great resources. A large business may need a 
big agency to handle the tremendous amount of 
advertising work it needs. But a smaller client may 
get lost in the huge organization and not be able 
to work with the firm’s more senior, experienced 
creative people.

Instead, a small agency may be able to give your 
business more attention.

Some advertising agencies specialize in certain 
products and services. Some boutique firms, for 
example, focus on healthy living and natural liv-
ing products while others specialize in electron-
ics, high-tech products, sporting goods or mass 
market food. 

As you shop around for an advertising agency, 
remember to interview the top creative people 
who would be working for you. Ask them about 

their professional background and other accounts 
they have worked on. 

Obviously one of the top things you’re looking 
for in an advertising agency is creativity.

Although what looks good and what does not is 
subjective, a careful search for anything interest-
ing or compelling within the perspective agency’s 
portfolio should help even the least creative cus-
tomer come to a decision. 

Ask the agency to bring out past projects that 
are similar to what you are looking for. Ask what 
sort of problems they solved for past clients. Did 
they help to increase customer base? Did they 
help to create good will with customers? 

An ad agency should be able to give you results, 
along with general percentages, of the success of 
another customer’s direct-mail piece, broadcast 
fax or trade journal advertisement. They should be 
able to tell what kind of advertisements worked the 
best for what a customer wanted to accomplish.

When selecting an agency, avoid those that 
don’t seem able to understand what you really 
want. Bad communication can be more harm-
ful than simply costing more than you expect. 
It can ruin the business’ image. To get the most 
out of the agency you hire, determine whether 
its designers can improve upon your existing 
marketing pieces. 

business services

How to select an advertising agency

ASK FOR PROPOSALS FROM TWO OR THREE 

agencies. But be aware that not all agencies will provide creative work for free up 

front. Some agencies do not offer free creative work in the proposal since 

it inflates costs for their regular clients. More often, they will encourage you to take a 

look at their past work to see if you like it. 

Call now to subscribe 
to the best business 

news source 
in Boulder and 

Broomfield counties.

303-440-4950

Serving Boulder and Broomfield Counties
Volume 28    Issue 14 | June 26 - July 9, 2009

GREEN BOOK
Living, working
environmentally
in Boulder Valley

Special
Publication

Visit bcbr.com for breaking news
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Developers: Timing bad for fee hike
BY DAVID CLUCAS
dclucas@bcbr.com

BOULDER — In the midst of 
a recession — one that has hit the 
residential and commercial real estate 
sector hard — local developers are 
dumbfounded to why city officials are 
looking to raise taxes and fees on most 

new developments in Boulder.
City officials say the proposed chang-

es will better balance the impact costs of 
new development. Developers say the 
timing for such changes is wrong.

Under the latest proposal, Boulder 
officials have estimated that some 
commercial development could incur 
an 18 percent to 86 percent increase in 

taxes and fees — as much as a $19,000 
jump for a sample 7,430-square-foot 
retail/warehouse building. 

New single-family residential devel-
opments could see a 17 percent to 23 
percent jump, or a slight decrease if 
officials decide to suspend the educa-
tion excise tax. New single-family 
additions would face impact fees for 
the first time. And new multifam-
ily developments could see increases 
from 34 percent to 38 percent, or an 
increase of about 16 percent if the edu-

cation excise tax is suspended. 
“When business is slow, you don’t 

raise your prices, you have a sale,” said 
Jeff Hindman, owner and president of 
Boulder-based Custom Home Build-
ers Inc., voicing disapproval of the 
proposed changes. “At a time when 
people are truly hurting, Boulder is 
raising fees, raising the carbon tax and 
restricting home sizes. I think they 
are completely oblivious.”

Many local business leaders are 

LOHAS Forum
provides city
economic boost

BY RYAN DIONNE
rdionne@bcbr.com

BOULDER — The LOHAS 
Forum proved the economic point 
that conferences and other events go 
far beyond the conference room.

The Lifestyles of 
Health and Sustain-
abil ity event took 
place at the St Julien 
Hotel & Spa June 
17-19 in downtown 
Boulder and attract-
ed about 550 people 
from throughout the country and 
beyond.

“I think this one was the best one 
yet,” said Ted Ning, Louisville-based 
LOHAS’ executive director. “It was 
beyond a business conference. It was 
almost a spiritual experience.”

For the three-day event, Mary 
Ann Mahoney, executive director of 
the Boulder Convention and Visitors 
Bureau, estimates about $550,000 
was generated by attendees from 
sales tax, dinning, retail, hotel stays 
and more.

➤ See LOHAS, 8A

Lifestyles conference draws
international crowd to Boulder

DAVID CLUCAS

The recession has hurt condominium presales at The Arête, a four-level mixed-use project with street level commercial space and three upper 
levels of luxury condominiums at the corner of Canyon Boulevard and 11th Street in downtown Boulder. But developer Stephen Tebo believes 
sales will pick up once the project is completed in November and prospective buyers see the quality.

The Arête
Pre-sales slow at downtown Boulder high-end project

City says proposed increases needed
to ensure development pays its share

➤ See Fee, 31A
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Printing doesn’t have
to be a necessary

evil.

 - saving the environment - saving you time
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Let’s do some good together.
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for more information on what
we are doing to protect the

environment on every project.

300% Tree Replanting
100% Wind Powered
100% Carbon Offset
90% Waste Diversion

2835 Pearl Street - Boulder, Colorado
303.448.1111

More printers are taking steps
to provide eco-friendly services
Finding a printing company 

that makes an attempt to 
reduce its impact on the 
environment is becoming 

more and more commonplace.
Some print shops have moved for-

ward in small strides and others have 
taken large leaps to produce quality 
print jobs using eco-friendly materi-
als, equipment and practices.

Don’t be afraid to ask a printer 
about aspects of the operation. Open 
a discussion with the printer to evalu-
ate the most efficient use of materials, 
layout, packaging, logistics and end of 
life cycle implications.

Find out from where and how the 
printer receives materials such as paper 
and inks. Does the company take 
measures with its suppliers to reduce 
redundant shipping and look for sup-
pliers near home to reduce shipping 
distances and optimize routing and 
delivery systems? In terms of materials, 
do they use recycled paper, nontoxic 
inks? Do they have a system in place to 
reuse and recycle unused materials and 
disposable packaging such as cores, 
cartons, drums and cans?

Ask the printer what he’s done to 
improve the printing process including 

prepress, press and postpress in terms of 
reducing waste. Does the printer train 
employees on proper handling and use 
of inks, solvents and other chemicals to 
minimize waste and exposure?

And do they ensure that no indus-
trial wastewater is discharged to a 
septic system, which is defined as an 
on-site sewage treatment process?

When the print shop replaces com-
puter equipment does it purchase 
Energy Star compliant computers, 
monitors and servers?

And if the shop is still using film 
while converting to all-digital process-
es, does it recycle scrap film, recover 
silver from used chemicals, either by 
installing equipment to recover silver 
from prepress wastewater discharge 
onsite; or contract with a service for 
shipment and treatment of silver-con-
taining wastewater.

Does it extend the use of plate 
development chemistries by monitor-
ing and replenishing through appro-
priate quality control systems and 

recycle aluminum plates?
Shop around. Don’t feel like you to 

have to forego quality and price just 
to be green.

Your pocketbook and the quality of 
the print job desired may not allow you 
to be 100 percent green. Don’t feel bad 
about making some sort of compro-
mise. Any amount of waste reduction, 
use of recycle paper or nontoxic inks 
goes toward doing your part in making 
the environment a better place.

For higher-end print jobs your con-
cerns will be primarily with quality. 
Among this echelon of printers one 
can find slight differences. Some spe-
cialize in high-quality brochures, post-
ers and fliers while others are geared 
more toward books and magazines.

You’ll want to choose a printer 
who has done the kind of job that you 
need done. Ask for a customer list or 
references. This will indicate whether 
or not the types of clients a certain 
printer has worked with are similar 
to your own business.

Visit their facilities. At any print shop 
a selection of samples of recent work will 
be displayed in the waiting area. This 
will give you specific knowledge of the 
quality and type of work that they do.

business services

How to find a sustainable printer

Log on to BCBR.com

Interested In...

Bookmark your 
best source of 
local business 

news!

•   Breaking Local News

•   Regional News

•   Columnists & Blogs

•   “The Eye” 
     (Watching fun local 
      people, places, & things 

  in Boulder Valley)

•   Real Estate News  

&  Stats

•   Business Calendar

•   Local Stock Prices
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Time to keep up with 
the most comprehensive 
business news in Boulder 
and Broomfield counties. 
News you can use to help 

your business thrive.

Every subscriber also receives 
our annual Book of Lists and 
BCBRdaily, our e-news report.

Call 303-440-4950
to subscribe or 

subscribe online at
www.BCBR.com.

Upgrade appliances, insulation,
take advantage of rebate programs

There is a plethora of strate-
gies for saving on your ener-
gy bill, and the best way to 
do it is to simply reduce your 

energy consumption. Savings show up 
as smaller monthly bills, rebates and 
tax credits. For residential consum-
ers and businesses, it’s all about how 
responsible you can be with your 
energy use.

Start with your heating and air 
conditioning. Keep your thermostat 
at about 68 degrees in the winter, 
and turn it down to 60 when you’re 
sleeping. In the summer keep it com-
fortable, but turn the air conditioning 
to 80 at night.

Invest in a programmable thermo-
stat. People often forget to change 
the temperature on their own. Close 
doors to rooms not being used so 
money isn’t being used to heat or cool 
them.

Consider insulating or upgrading 
your current insulation. You also can 
purchase heat-saving windows. It will 
also help to caulk and seal any air 
cracks in your home.

Make sure you maintain your appli-
ances. Check the gasket that seals the 
door to the refrigerator, and make sure 

that it’s clean and seals properly. Make 
a point to vacuum out the refrigera-
tor coils once a month because they 
collect animal hair, human hair and 
dust. Filters on air conditioners and 
furnaces should be replaced once a 
month.

Install energy-efficient appliances 
and systems like refrigerators, dish-
washers and photovoltaic heating 
systems. In the long run it is possible 
to get a return on the initial invest-
ment through energy savings. For 
businesses it usually takes about two 
years, and for residential consumers 
it varies.

Check with your energy provider 
for rebates. Local utilities here in 
Colorado may offer rebates for install-
ing Energy Star-qualified dishwashers 
or clothes washers. You sometimes 
also can receive rebates for water-sav-
ing toilets. 

The utility also has incentives for 
businesses. Companies can receive 
rebates based on per kilowatt hours 
for investing in energy-efficient equip-
ment and controls.

Another program to check on is 
the Saver Switch program. Consum-
ers may be able to receive a credit 

on their bill for having an electrician 
install a remote switch on their air 
conditioners that turns the air condi-
tioner off for short periods of time.

Energy companies are not the 
only ones that offer perks — the 
federal government is also doing its 
part to save Mother Earth. Uncle 
Sam offers tax credits ranging from 
a few hundred to a few thousand 

dollars for installing insulation, 
heat-saving windows, sealing, solar 
water heating, photovoltaic systems 
and more.

Finally, look online for advice and 
calculators of energy use. Utility Web 
sites often will have tools to analyze 
your home energy needs or calcula-
tors to estimate the energy use of 
certain home appliances.

business services

How to save on your utlilities bill



 Aug.` 7-20, 2009   |   9B

www.bcbr.com  |  Boulder County Business Report

9A

A customized 
education
rooted in 
academics and 
fueled with 
wonder.

Now 
accepting 

applications for Fall

Mountain Shadows Montessori School invites you to explore our school, where nur-
turing meets academic excellence. Discover our authentic Montessori structure and 
see how our school faithfully delivers the best educational experience for your child.

Experience our inviting and challenging environment for yourself. 
Schedule your campus tour today! 303-530-5353

Colorado’s Trusted Leader in Montessori Education - Serving children ages 3 through 12
Fully accredited by the Association Montessori Internationale

www.MountainShadows.org

Match curriculum, environment to your child’s needs

Choosing a private school for 
your child is much like any 
other major personal deci-
sion — you need to go in as 

a consumer and do as much research 
as you would with choosing a doctor 
or a CPA.

Experts suggest dividing the 
process into five steps: determine 
requirements; decide what kind of 
school you want, deal with special 
needs, gather information and visit-
ing the schools.

Determining your requirements 
really involves finding the right “fit.” 
Areas to consider include academics, 
sports and enrichment.

You might want a strong focus on 
academics. Private schools are noted 
for their small class sizes and low 
student-to-teacher ratios. Faculty 
turnover is generally rather low, lend-
ing stability and continuity to the 
educational process.

The sports facilities at many pri-
vate schools are quite good. Oppor-
tunities abound for your budding 
athlete to engage in some serious 
competition at the varsity level if he 
or she so chooses.

Private schools offer every kind 
of enrichment, from study programs 
abroad to Chinese language and lit-
erature. Libraries and facilities for 
art, music and drama are often well 

equipped and staffed with specialist 
teachers.

You must involve your child in 
choosing a school from the begin-
ning. It’s the only way your child will 
“buy into” the process.

Deciding what kind of school can 
be daunting, because there’s a private 
school for just about every need. 
Think about whether a small or large 
school is preferable and if you prefer 
parochial, independent or a specific 
educational philosophy.

Private schools can range in size 
from less than 100 students to more 
than 1,000. It is vital that you assess 
your child’s social skills carefully or 
you will have one unhappy kid.

education

➤ See Curriculum, 10B
How to select a private school

EXPERTS SUGGEST 

dividing the process into 

five steps: determine 

requirements; decide what 

kind of school you want, 

deal with special needs, 

gather information and  

visiting the schools.
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CURRICULUM from 9B

The school’s religious or theo-
retical orientation should match 
your concerns. Learn the difference 
between Waldorf, parochial, mag-
net, college preparatory, experiential 
learning, Montessori and gifted-and-
talented offerings. A Waldorf school 
might not start children reading and 
writing until age 7, for example, 
while a Montessori school might 
require a child to be more self-direct-
ed in completing schoolwork.

Another critical question is how 
a school handles behavior problems. 
It should be in sync with your phi-
losophy.

If your child has a learning dis-
ability you may want to find a private 
school devoted exclusively to students 
with special needs. 

After you make a list of schools, 

begin gathering information on the 
Internet. 

Call the schools to request admissions 
materials, which will usually include a 
catalog and an application form. 

When you and your child have 
thoroughly reviewed all the materials, 
eliminate the schools that don’t meet 
your needs. You should end up with a 
short list of three to five schools. 

Visiting schools is both fun and a 
lot of work. Start in the spring one 
full year before your child plans to 
start school.

Day schools generally have open 
houses, and you and your child should 
take advantage of them. Let’s face it 
— seeing faculty, staff and students in 
a variety of settings will just confirm 
or deny a lot of hunches you might 
have had in the first place. 
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Seek specialized physical therapist
to ensure proper injury treatment

Most physical therapists 
are trained and have 
more experience in a 
particular medical area, 

which helps narrow down your 
search when choosing one.

If you need therapy to recover 
from a neck, back or knee injury, 
or if you are trying to recover from 
a stroke or brain surgery, there are 
specialists who can expedite the 
healing process.

Most hospitals have rehabilitation 
centers for people recovering from 
inpatient or outpatient treatments, 
and there are independent clinics that 
can provide help following surgery or 
an accident. It’s true that your choice 
may be limited by your insurance 
plan, but generally you still have good 
choices within its list of providers.

Experts say recommendations by 
personal friends or family physicians 
often work well, but you want to 
make sure that your expectations 
will be met.

The Commission of Accredited 
Rehabilitation Facilities is a highly 
regarded independent, nonprofit 
organization that reviews and grants 
accreditation services nationally and 
internationally on request of a facil-
ity or program. Its standards are 
rigorous, so those services that meet 
them are among the best available. 
If your choice of rehab centers is 
accredited by this commission you 
can feel secure you will receive qual-
ity therapy.

Go ahead and ask plenty of ques-
tions, the first and most critical is 
whether staff members are licensed, 
certified or credentialed for the work 
they do. Keep in mind that therapists 
can receive bachelor’s, master’s or 
doctoral degrees in a specialty. 

Another key is whether or not 
the services match your particular 
needs.

You might also ask: What services 
do you offer? Where are you located, 
and are you close to public trans-
portation? What are your hours? 
Will the staff use language that I 
understand? How can your services 
help me? 

Make sure the services will be 
covered by your insurance or gov-
ernment funding such as Medicare, 
Medicaid or other resources. Get 
right down to the bottom line, and 
ask what your out-of-pocket expens-
es will be. Don’t be afraid to ask 
them for names of people who have 
used the same services you require so 
you can get their opinions.

Another facet to consider is how 
you feel when you walk in. Your 
impressions are important when 
you visit a provider. Even if you do 
not need help in making decisions 
about your services, it is wise to ask 
a trusted friend or family member to 

go with you for another opinion.
Here are some things to look for: 

How do the staff members respond 
to the people receiving services? Are 
people treated with dignity? Do staff 
members appear to respect cultural 
differences? Do the premises appear 
to be well maintained, clean and 
safe? Is the building accessible? Are 
there features like handrails, eleva-
tors, automatic doors and ramps for 
people who need them? What do 
staff members tell you about the 
services? 

Be sure to ask about equipment. 
There have been advancements in 
therapy equipment, and find out if 
they have the latest. Make sure you 
actually need it because there is no 
sense in paying more for high-tech 
equipment if less expensive low-tech 
gear will work just as well.

When you talk with staff mem-
bers, you will have lots of questions. 
You might want to take notes so that 
you can review the answers to your 
questions later: You’ll want to know 
how often you will receive services 
and how long will they last, as well as 
how the services will be individual-
ized to meet your needs.

You want to know if you will 
be treated fairly. Don’t be afraid to 
ask them what you can do if you 
are unhappy about the way you are 
treated or the services you receive.

You will feel better about a pro-
vider that is concerned about quality 
and the satisfaction of the people 
receiving services.

health care & insurance

How to choose a rehabilitation center 
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BOULDER COLLEGE OF MASSAGE THERAPY
celebrating over 30 years of excellence

303.530.2100
www.bcmt.org

admissions@bcmt.org

1000 Hours of Supervised Massage Therapy Training 
Experiential Kinesiology™
Career Planning and Support Services
Internships
Study Abroad
Student Clinic

career night & curriculum sampler day
august 14 & 15, 2009
5:30pm-7:30pm & 9:30am-12:45pm

contact admissions today

I WANT TO MAKE A DIFFERENCE,
AND MAKE A GOOD LIVING

Accredited College, ACCSCT

Don’t be bashful, find out if they
can provide the touch you need

Choosing a massage thera-
pist is all about finding the 
one who fits your needs 
and preferences, treats you 

effectively and provides a positive 
experience.

When getting started on your search, 
make sure the therapist is licensed, has 
insurance and has you fill out a health-
intake form. And ask about credentials, 
experience and fees.

A law was passed in Colorado 
in June 2008 and went into effect 
April 1 requiring people practicing 
massage therapy to be registered 
with the state. The law defines a 
massage therapy scope of practice 
and provides a channel for consumer 
complaints.

Therapists should be able to pro-
duce proof of insurance in the form 
of a card, about the size of a driver’s 
license. The coverage is designed to 
protect both of you.

And make sure the therapist has 
you fill out a health history form that 
will guide them on to what degree 
they perform therapy, making sure 
to avoid injury.

Mini interviews with therapists 
and appointment takers can be 
extremely helpful. Credentials indi-
cate a therapist’s level of training and 

professionalism as well as areas of 
specialization. Years of experience 
are desirable for obvious reasons, 
although someone just starting out 
may charge less. Many offer introduc-
tory rates and package deals, so don’t 
hesitate to ask. 

The most economical rates are 
found at massage schools where stu-

dents are doing their internships. 
Consult with the therapist before 
booking an appointment. Specify 
gender preferences if any. Feel free to 
express your concerns and questions. 

A good therapist begins and ends 
sessions with informational chats 
about your experience and devel-
opments. First-time clients should 

be told what to expect and inter-
viewed about medical and massage 
history, personal needs, posture 
and health.

Therapists have different styles. 
Let them know if you need a light 
relaxing massage or if you seek a more 
heavy duty, deep-tissue massage.

They may incorporate methods 
such as reflexology, unusual position-
ing, scented oils, chants, cranial mas-
sage, joint manipulation, stretching or 
even acupuncture. Make sure you let 
them know where you draw the line. 

A therapist should prepare your 
body for massage and guide you in 
proper positioning. Look for one that 
behaves appropriately, makes you 
comfortable and treats you profes-
sionally. Don’t hesitate to discontinue 
therapy if you are uncomfortable, 
experience pain or feel no benefit 
whatsoever.

Return to a therapist who under-
stands and can meet your needs. 
Discuss treatment options for 
chronic stress, pain, injuries, or spe-
cial conditions such as pregnancy. 
Needs can change from session to 
session and may include target areas, 
variations in pressure, or specific 
music/lighting.

Choose a therapist with whom 
you have professional “chemistry.” 
It should be someone with a gift for 
massage and an intuitive understand-
ing of your body. The right therapist 
provides a positive and relaxed expe-
rience. You should feel the benefits of 
personalized care and progress with 
regular treatment.

How to choose a massage therapist
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The leading technology 
for prostate surgery. 
Now in Boulder.
ROBOT-ASSISTED SURGERY ALLOWS FOR FASTER RECOVERY, LESS PAIN.

Boulder Community Hospital is proud to bring the da Vinci Surgical System to our hospital and give 
local patients convenient access to the most technologically-advanced approach to prostate surgery.

Thanks to its smaller incisions and greater surgical precision, da Vinci surgery offers important 
benefits to patients, including:

 Significantly less pain  Less scarring  Less risk of infection  Faster recovery

Instead of the large incisions used in traditional open surgery, da Vinci procedures use small incisions
that allow a surgeon to use miniature instruments that are guided by a high-definition, 3D camera. 

With greater surgical precision, increased range  of motion, improved dexterity and enhanced
visualization, our surgeons are able to help  patients as never before. 

Urologists offering robot-assisted surgery at BCH: 

 James Clark, MD, 303-444-9000      Sam Melouk, MD, 303-444-9000

To learn more about this break-through technology, please visit www.bch.org/prostate

Check a hospital’s credentials, ratings
When your health is involved, you 

shouldn’t cut corners when picking 
a hospital.

You may not always have the 
opportunity to choose the hospital from which 
you receive care, especially in an emergency. 
When you or a loved one has a planned admis-
sion to the hospital, obtaining some important 
information first can help make your experience 
a positive one.

Begin by asking your doctor about the advantages 
or special characteristics of each hospital where he 
or she practices. Your doctor can help you select the 
hospital that is best for you.

You should also verify which hospitals are 
accepted by your health-insurance plan. Ask for 
the hospital’s written description of its services 
and fees. Also, find out what resources the hospi-
tal provides to help you find financial assistance 
if you need it.

Many hospitals have Web sites. These sites describe 
the programs and services the hospital offers and 
have background information on their affiliations, 
licensing and accreditation. A hospital will often dis-
tinguish itself from others by featuring new medical 
technology or unique services.

Other Web sites, including healthgrades.com 
and www.leapfroggroup.org, list hospital quality 
ratings to help consumers make informed choices. 
Your insurance company may have ratings on its 
Web site.

Check to see whether a hospital is accredited by 
the Joint Commission at www.jointcommission.org, 

and make sure it is licensed by the state.
Hospitals focus on different aspects of health 

care. One hospital can be more experienced with 
orthopedics while another is qualified for heart 
problems. This can mean better equipment and a 
reliable staff for those particular needs.

If you need complex medical treatment, consider 
hospitals that specialize in that area. Renowned 

hospitals in large medical centers are familiar with 
patients from out of town and can help your fam-
ily members find a place to stay for the duration of 
your treatment.

After looking at a hospital’s background, check 
out the physicians who work there. Board-certified 
doctors have graduated from an accredited resi-
dency program and have passed tests demonstrating 
their skills.

The physician and hospital should be a team. 
Don’t consider a hospital without considering the 
doctor who you will be using there, and don’t choose 
a doctor without looking at the hospital where he or 
she practices.

Other things to consider include knowing who 
will be responsible for maintaining your personal-
care plan. Will your family physician be in charge, 
or will you be in the care of a hospitalist? How will 
caregivers stay informed about your specific care 
needs? How will you or your family be kept up-to-
date on your medical care?

Find out if the hospital has social workers and ask 
what services they provide. Social workers usually 
help patients and their families find emotional, social, 
clinical, physical and financial support services.

Many hospitals will develop a discharge plan 
for you before you leave the hospital, including 
necessary training to continue your care at home. 
Ask what training is provided in changing ban-
dages, taking medications or using medical equip-
ment or devices. Ask what services are available 
and what your primary-care doctor’s involvement 
will be.

How to choose a hospital.
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about face.
It’s not about the past, it’s about today. 

And tomorrow. 

So you’ve spent a bit too much time in the sun. Dr. Peter Schmid can 
help you smooth lines, diminish brown spots and redness minimizing 
signs of aging with our facial renewal package. No surgery required. 

And, for a limited time, you’ll get $250 off our exclusive facial renewal 
package or $250 off body liposculpture.* Call now to schedule.

Dr. Peter Schmid voted Best Doctor by readers of Yellow Scene Magazine.
Distinguished Service Award 2006-2008 American Osteopathic College of Otolaryngology, Head/Neck Surgery
National Education Faculty and National Speakers’ Bureau, Allergan Pharmaceuticals

*Limitations apply, please call the office for full details of specials. 

Institute of Aesthetic Plastic & Reconstructive Surgery, Inc.
Dr. Peter M. Schmid, Double Board Certified Facial Plastic & Reconstructive Surgery, Head & Neck Surgery
1305 Sumner Street, Suite 100, Longmont
Tel. (303) 651-6846    (888) 651-6846
www.TheAestheticSurgeon.com

Wise to ask about credentials, affiliations, patients 

Although cosmetic and reconstructive sur-
gery is commonplace today, it still entails, 
after all, surgery. As such, it’s always pru-
dent to find a highly skilled, experienced 

physician to do the work. 
No aspect of your decision to undergo cosmetic 

surgery is more important than your choice of a 
surgeon. If you are thinking about having plastic 
surgery, ask the following questions to find the right 
professional for the job.

A key question: Is the surgeon certified by the 
American Board of Plastic Surgery? For more 
information, check out the Web site, www.
abplsurg.org. 

The office staff and your potential surgeon should 
freely provide you with details of education, train-
ing, credentials and evidence of experience doing a 
wide variety of cosmetic surgery procedures. 

Most doctors are board certified. A more direct 
question is to ask what specialty or subspecialty the 
surgeon is board certified in. For example, if you 
are interested in a face-lift, you may want to ask if 
the physician is board certified in general or facial 
plastic surgery.

Many surgeons are set up to perform surgery 
in their private office. Safety, of course, must be 
a top priority. Ask if the surgeon is on active staff 
at the nearest hospital and if he or she has hospital 
privileges to perform plastic and reconstructive 
surgery there. Hospitals have rigorous credentialing 
procedures, verifying doctors’ background, train-
ing and certifications. If they are approved by the 
hospital, the credentialing committee accepts that 
they are trained and competent to perform plastic 

and reconstructive surgery.
Plastic surgery requires assistance, so ask who 

makes up the medical team that assists your sur-
geon. Ask about the qualifications of those admin-
istering your anesthesia and tending to your needs 
immediately after your surgery. 

It’s also a good idea to ask what services and fol-
low-up care are included with your surgery. Will 
the surgeon be available to you throughout your 
recovery period?

Your initial consultation is the time to see the 
surgeon’s before-and-after photographs of previous 
patients. Cosmetic-surgery techniques are far more 
advanced than in decades past, so look for natural-
looking improvement. Many offices will provide you 
with patient referrals so you can speak to someone 
who has had surgery. A referral will give you a first-
hand account of how the patient felt about the office 
staff, the surgeon and the experience.

The decision to have cosmetic surgery is extreme-
ly personal. Ultimately, only you can choose the 
right surgeon. Just remember that a good rapport 
and comfort level is critical to your overall experi-
ence. Find a surgeon who takes the time to listen. 
Open, honest communication helps the surgeon 
understand your needs and recommend treatments 
that will work for you.

It may take visiting two or more offices before 
you find the right one. Follow your instincts; find 
someone you trust. If the surgeon meets these crite-
ria, you may have found the best one for you.

For more information on procedures and sur-
geons consult the Web site for the American Society 
for Aesthetic Plastic Surgery, www.surgery.org.

How to select a cosmetic 
or reconstructive surgeon
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Dr. West is a rare find.  His patients love him because they trust him. They trust 

that his clinical skills, technology and equipment are state of the art. They trust that he will 

not over prescribe treatment that is not needed. And most of all, they trust that Dr. West is 

genuinely committed to every aspect of their dental health and wellness. A dentist you can 

trust, when you need it most. Call today to learn about our new patient special offers.

Voted “Top Dentist” in the 5280  Magazine, 2008 & 2009
Dr. West has been featured in our local media including:
The Daily Camera, Lafayette News, and Boulder County Business Reporter.

Trust Matters...
     When you need it most!

(303) 665-5335
Visit us online at BoulderCountySmiles.com

1140 South Boulder Road Suite 201
Lafayette, Colorado 80026

CLIFF ROGGE DDS, FAGD
In a sea of thousands of Colorado dentists, Dr. Cliff 
Rogge DDS, FAGD, has been chosen as a Colorado 
Top Dentist for 2009 by Denver’s Magazine 5280 in 
conjunction with topDentistsTM and hand-selected by 
his peers in the American Dental Association.

Dr. Cliff Rogge graduated from University of Nebraska 
in 1990 and returned to his hometown of Longmont. He 
completed an Advanced Practice Residency and is a fel-
low of the Academy of General Dentistry.  Dr. Rogge has 
a fantastic team, some of whom have been with him since 
he started his practice.  He does family, sedation, and cos-
metic dentistry.  Our facility is “High Tech, High Touch”, 
with digital radiography, lasers, CEREC (same-day crown), 

tech scan (computerized occlusal 
analysis for jaw issues), and much 
more. For client comfort we have 
movies in every room, paraffin 
hand dips, children and adult 
treasure box, and most impor-
tantly a friendly smile ever time 
you come in the door.  Experi-
ence the difference of a fantastic 
dental visit!

303.485.8888 • 920 South Hover Rd. Longmont • www.artisticsmile.org

Tap friends for recommendations; 
consider dentist’s specialties

It really is possible to have a pleas-
ant dental exam. And, according 
to professional dental referral 
services, that’s the best notion to 

follow when looking for a dentist.  
Even if the idea of a “pleasant dental 

exam” seems like an oxymoron, keep 
in mind that technological advance-
ments apply as much to dentistry as 
they do to every other industry. 

Simply put, if pain is a concern in 
your search for good oral health, begin 
by asking dentists about their equip-
ment and their ongoing training in the 
latest techniques that are geared at 
keeping pain at a minimum.

To get started, ask friends for rec-
ommendations and reasons why they 
keep going back to their personal den-
tists. You can scan the Web, consider 
awards and peer recognition. 

Be sure to add questions about 
finances to your fact-finding mission. 
If you have dental insurance, find out 
who accepts it. If you have a particular 
dental problem, compare the charges 
from different offices. Is setting up a 
payment plan possible?

Equally important is the question 
about a dentist’s experience — how 
long has he or she been in business? 
This isn’t meant to shun new dentists 

but instead to find out how state-of-
the-art their expertise is, how they 
deal with specialized dental needs 
outside of their range and maybe even 
a little about their track record. There 
is a gap that’s ever widening between 
dentists on the leading edge and those 
who are not. Make sure your dentist’s 
qualifications are up to date.

Consider your potential needs down 
the line. What if you have a dental 
emergency at 7:30 p.m. on Christmas 
Eve? How will the dentists you talk 
with handle that? Are they on-call, 
connected to a service? Who backs 
them up and, if it’s someone regular, 
what is that person’s background?  

In the same breath, ask how far 
out regular appointments need to be 
booked. It’s a good indication of a den-
tist’s popularity if his or her appoint-
ment book stays full, but how good is 
that if you call with an aching tooth 
that’s kept you up for two days? Ask 
how quickly they’re generally able to 
respond to immediate problems. 

If you’re looking for a dentist that 
will also see your children, ask about 
that upfront. Some dentists don’t 
work with children at all and some 
specialize in it.

Remember that first impressions 

set up lifetime memories and behav-
iors. If you’re looking to teach your 
children positive oral hygiene prac-
tices, make sure the dentists you 
interview have skills to support that 
goal. How friendly is the staff? How 
does the dentist work specifically 
with children to teach them how to 
keep their teeth healthy for life?

If you’re environmentally conscious, 
ask dentists how they dispose of the 

mercury used in silver fillings and the 
silver used to develop X-rays.

At this point in the search, you 
should be ready to set up a consultation 
with one or more potentials. Nothing 
beats the intuitive feeling you’ll have 
behind all the specific questions you’ll 
ask.  Keep in mind that you’re the cus-
tomer, and it’s your job to choose the 
best dentist to suit your needs and the 
needs of your family.

health care & insurance

How to choose a dentist
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Terry E. Robinson, M.D.

Cataracts can happen at any age. However, 
they are the leading cause of treatable 
visual loss in adults 55 and older. Common 
symptoms are cloudy, fuzzy, foggy or filmy 
vision, colors that seem faded, glare from 
bright lights, halos around lights, not being 
able to see well at night, double vision, and 
frequent changes in an eyeglass prescriptions. 

If a person is older than 50 and experiencing 
change in his vision and has not had a recent 

eye exam, he should have a complete eye health exam by a medical 
doctor who is trained in all forms of eye disease and treatment. 

Dr. Terry Robinson, M.D. is an expert with more than 29 years of 
experience in the removal of cataracts, performing the latest state-of-
the-art no stitch cataract surgery, including multifocal and astigmism-
correcting intraocular lenses and the newest glaucoma medical and 
laser treatments. 

eye exam, he should have a complete eye health exam by a medical 

Terry E. Robinson, M.D.
Board Certified Ophthalmologist,

Eye Physician & Surgeon

(303) 776-EYES (3937)

Se Habla Español

12
68

74

laser treatments. 

Match specialist’s field of study with eye conditions

Selecting a good eye doctor is 
just as important as selecting 
a general health physician. So 
what do you look for when 

shopping for an eye-care specialist? 
The type of eye doctor you seek 

may depend on the overall health of 
your eyes. You may need to see an 
eye specialist for example if you have 
complicated eye diseases or vision 
problems. Other times it may be per-
fectly acceptable to visit an optician 
or optometrist for basic eye care. 

There are many specialties within 
the field of optometry. An ophthal-
mologist is an eye doctor with spe-
cialized experience in surgical and 
medical procedures. They are a good 
choice for anyone with injuries to the 
eye, eye disease or complicated vision 
problems. 

An ophthalmologist will have 
completed at least four years of spe-
cialized training and medical school. 
They will usually be licensed by a 
state regulatory board and are quali-
fied to diagnose and treat various eye 
conditions. 

An optometrist typically carries 
the credentials O.D., or doctor of 
optometry. They are well qualified to 
diagnose, treat and care for common 
diseases of the eyes and vision. Most 
have four years of professional train-

ing at an accredited college specializ-
ing in optometry. Many will complete 
specialty training programs in specific 
areas of eye health. 

Optometrists are not medical doc-
tors. They are however trained to 
detect various diseases and malforma-
tions of the eye including cataracts 
and glaucoma. They cannot how-
ever perform eye surgery to correct 
these diseases, and may have to refer 
patients with complicated diseases of 
the eye to an ophthalmologist. 

Most optometrists work with 
patients with conditions including 
astigmatism, farsightedness and near-
sightedness. They can prescribe cor-
rective lenses to help improve vision 
and may recommend certain medica-
tions for uncomplicated disease of 
the eye. 

An optician is a professional who 
works in conjunction with an oph-
thalmologist or optometrist to deliv-
er comprehensive eye-care services. 
They may help during eye exams or 
help with eye-care prescriptions. Most 
have a two-year degree in optometry. 
A qualified optician can help inter-
pret a prescription and decide what 
lenses are best suited to meet your 
individual needs. 

You should always select an eye-
care specialist with the correct train-

ing to meet your individual vision 
needs. If you have complicated vision 
problems or health conditions your 
best bet is likely an ophthalmolo-
gist. You may need to see a doctor of 
optometry for noncomplicated vision 
problems or if you need a prescription 
for corrective lenses. 

Be sure when selecting an eye doc-
tor you examine the doctor’s cre-
dentials and experiences. You want 
to make sure they offer the kinds of 
services you need. Most ophthalmolo-
gists and opticians will provide you 

with certificates and licensures on 
your request. You can always confirm 
their credentials by contacting the 
state board of optometry. 

Experience is just as important as 
proper credentials. If you have com-
plicated eye conditions you may need 
to seek a more experienced ophthal-
mologist or optometrist.

Many people find a good eye doc-
tor simply by getting a referral from 
someone else. Ask friends or family 
members if they know a qualified 
practitioner you can visit.

How to select an eye-care specialist
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Over 40 Years of Service.

1055 Adams Circle, Boulder, CO 80303
www.gwboulder.org

Boulder’s favorite 
independent and assisted 

living apartments.
Phone us today

303.444.3967

Match services with your needs for your lifestyle

In an age of specialization, it’s important to 
understand the different levels of care retire-
ment homes or communities may or may not 
offer to ensure seniors enjoy fulfilling lives.

When shopping for a retirement community, 
determine what kind of environment you want. Do 
you want a country-club environment, a family-ori-
ented home, hotel-style or faith-based community?

Independent living usually consists of apartments, 
townhouses or single-family homes for seniors who 
need little if any help with daily activities.

Many senior-living facilities offer an array of fit-
ness and recreational facilities including golf courses, 
swimming pools, fitness rooms, saunas, creative arts 
rooms, painting studios, woodworking shops and 
gardening activities.

Before your search, identify what you or your 
loved one needs in a retirement community. Gen-
erally there are four levels of care — independent 
living, assisted living, memory care and nursing. 

Assisted-living facilities are for people who require 
aid to bathe, dress and perform other basic tasks. 

Memory care is for those who have memory loss 
and need help with basic tasks.

And a nursing home will provide full-time skilled 
nursing care.

Organizations that offer all four levels are called 
continuing-care retirement communities. Those that 
meet certain criteria can received the seal of approval 
from the Commission on Accreditation of Reha-
bilitation Facilities. A newly retired individual may 
want to live in a patio home, duplex or apartment in 
a community of likeminded people. At this stage of 
retirement he or she can enjoy a fitness center, group 
transportation to events and an active lifestyle.

Later, he may need to move within the same 

campus to an assisted-living or skilled-nursing 
facility to receive more daily assistance. Yet he can 
remain in the same environment with the same 
friends nearby.

By moving to a continuing-care residence early 
on, his family is spared the decision-making process 
if he suffers a catastrophic event in later years, such 
as a stroke or illness. He can remain on campus but 
receive more care.

Some retirement communities are structured as 
nonprofit organizations, giving them the ability to 
provide care to their residents when they have outlived 
their resources. For example, a retirement home may 
be Medicare and Medicaid certified and also maintain 
a resident assistance fund for certain members.

There are several types of agreements that can 
be entered, with each one providing different types 
and levels of service. Some may include housing, 
amenities and health care, another may just provide 
housing but no health care, some may charge on a fee-
for-service basis and others may be on a rental basis.

 When choosing a home, visit a facility multiple 
times and at different times. This gives you a chance 
to experience the culture of the facility.

Have a meal and talk with the other residents 
– Food is an important part of the culture of the 
facility.  Do they have the choice you want or need?  
Do you like the atmosphere of the dining experi-
ence?  Spend time with the residents during meal 
time to see if they share your interests. 

What kind of activities do you like and want?
Does the facility have an active group of residents? 

Are there volunteer activities for the residents?  
Find out what is included in the fees or if you 

have to pay ala carte.
Understand if the facility is certified for all payers 

– Medicare, Medicaid or other payment methods 
— and find out if it is a faith-based facility if that’s 
important.

When conducting your search you can find per-
tinent information online. Here are a few good Web 
sites to visit:

CARF – Commission on Accreditation of Reha-
bilitation Facilities, www.carf.org.

AAHSA – American Association of Homes and 
Services for the Aging, www.aahsa.org.

CAHSA – Colorado Association of Homes and 
Services for the Aging, www.cahsa.org. 

Boulder County Aging Services Division, www.
bouldercountyseniors.info and www.medicareboul-
dercounty.com.

How to choose a retirement home
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HEARING AID TECHNOLOGY
FOR THIS GENERATION

Not
what gr

andma used to wear...

Owned by Whitney Swander, Doctor of Audiology

• Free Hearing screenings
• Preferred providors for most 

insurance companies
• Ability to program and service hear-

ing aids of most makes/models
• Recognized in Boulder and 

Longmont for Outstanding 
service

303-776-8748
Longmont, CO

303-499-3900 
Boulder, CO

Technology improves quality of instruments

With today’s technology 
there are few instances 
when poor hearing can-
not be corrected.

A hearing-care professional deter-
mines with the help of a hearing test 
whether or not a hearing loss is pres-
ent. Sometimes people are unaware 
they have a minor hearing problem 
and could benefit from using a hear-
ing aid.  

When a hearing loss is present, the 
kind and degree of your hearing loss is 
determined individually for each ear. 
The key to better hearing is finding the 
instrument that best fits the condition. 
It could be an aid that is completely in 
the canal, in the ear, a full shell around 
the ear or behind the ear.

The industry has advanced to digi-
tal hearing instruments that offer the 
right combination of sophistication 
and affordability to match your hear-
ing and lifestyle. With today’s technol-
ogy, patients don’t have to compromise 
activities to accommodate their hear-
ing. Digital sound provides for better 
listening in all environments including 
when background noise is present.

 In order to determine which 
instrument is best for an individual, 
a complete hearing evaluation must 
be performed. A good hearing aid 
specialist can determine what type of 
instrument is deemed appropriate, and 
they can work closely with the patient 
to determine the best size and style.

Digital hearing instruments offer 
unprecedented features, and one of 
the more remarkable is active feed-
back intercept, basically eliminating 
annoying echoes that are created by 
older model hearing aids. Today’s 
hearing aids can eliminate echoes for 
people who suffer from severe hearing 
loss and need a high level of gain.

When selecting a hearing aid, it’s 
important to make sure to find a 
provider that is more concerned with 
your hearing than their selling the 
brands of hearing aids they carry.

There is a difference in sound qual-
ity between hearing aid manufactur-
ers. It is subjective, but important. 
Two people with the same hearing 
loss, fit with the same hearing aid, and 
adjusted identically, will hear sound 
quality quite differently. One person 
could like the sound quality of the 
hearing aid, and the other person may 
not stand the sound quality. 

Also, it’s good to buy one from a 
hearing aid center that provides full-
factory repair service and is capable of 
bench-testing parts for performance 
values to avoid having to send a hear-
ing aid back to the factory. Find out if 
they make repairs while you wait.

Make sure the shop has some 
type of evaluation period for custom 
products and provides a 100 percent 
money back guarantee.

And if you find a hearing aid center 
you like because of the staff, don’t 
be afraid to ask if it will match a 
lower price you find elsewhere 

for the same model and circuits. 
You want to choose someone whose 
personality will be compatible with 
yours and who will provide effective 
hearing care.

You can check with the Colora-
do Hearing Aid Society, the charter 
chapter of the International Hearing 
Society. This society sets standards 
of professional integrity and practice 
including relationships with patients, 
colleagues and the general public.

Adherence to these standards is 
required for membership in the Colo-
rado Hearing Society. You can learn 
more about the society at www.colo-
hearingsoc.org.

hospitality & travel

How to choose a hearing aid
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Physical well-being tied to healthy mind
Approximately 44 million 

Americans have a diagnos-
able mental illness, and 
about two-thirds do not 

receive treatment, despite the fact 
that recovery rates are greater than 
70 percent.

Mental illness is not an issue spe-
cific to one population of people, but 
it is a global issue that affects neigh-
bors, family and coworkers.

Unfortunately, the signs and symp-
toms often go unrecognized and 
untreated. With the current economic 
difficulties, environmental stressors 
have an increasingly greater impact 
on the individuals and families in our 
communities. This makes it even more 
vital that education around mental ill-
ness become more accessible. 

A very important aspect to mental 
health that is starting to gain more 
attention is the link between the 
mind and the body. There is a strong 
connection between mental and 
physical well being, which makes it 
necessary to focus on treating the 
whole person.

For example, individuals with dia-
betes are at greater risk for depression. 
The fluctuation in blood pressure can 
create instability in mood, which makes 
it more difficult for someone to take 
care of himself or herself. Similarly, 
individuals who have had heart surgery 
are also at risk for depression due to a 
change in their physical abilities.

An increase in substance use, diffi-
culty concentrating, difficulty manag-
ing anger, loss of interest in activities 
and difficulty sleeping, are all signs 
that more attention needs to be paid 
to an individual’s mental health.

There are new programs emerg-
ing that recognize the importance of 
the mind-body connection. Mental-
health professionals are working in 
many medical clinics in the area that 
provide more immediate mental-
health care. 

Another vastly important concern 
is the mental health of returning sol-
diers. The stress of a combat zone is 
something that has such a significant 
impact on an individual that is not 
always easily understood. Veterans 
are at a higher risk for suicide than 
the civilian population and can return 
from combat with a mental illness that 
they did not have when they deployed. 
Such a drastic change in mental health, 
in addition to possible physical disabil-
ity, is an issue that requires great care 
and sensitivity. There are programs 
that provide excellent care to veterans 
who are in need.

The ways in which mental illness 
affect us and our loved ones is exten-
sive, but perhaps what is most impor-
tant at this time is to look at mental 
health on a larger scale.

Mental illness is not only a psychi-
atric issue; it is a health-care issue. 
How we as individuals, as well as how 
the larger systems, such as state and 
federal governments handle mental 

health significantly impacts our entire 
health-care system.

This has implications for the qual-
ity of treatment we receive, the level 
of specificity in the care we receive, 
how we pay for it, and how easy it is 
to acquire. 

The Boulder Valley has an exten-
sive network of high-quality mental 
health services, including individual 
therapy, couples and family coun-
seling, group therapy and support 
groups, and numerous educational 
opportunities. Many of these services 
do not require insurance, but they do 
require the support of loved ones and 
the community at large to be used to 
their fullest extent.

hospitality & travel

How to recognize mental health concerns
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Authentic

Kansas

City Style 

Bar-B-Que.

The Rib House - Longmont
1920 South Coffman Street
Longmont, Colorado 80504
Phone: 303-485-6988
FAX: 303-772-8264

The Rib House - Boulder
1801 13th Street
between Canyon & Walnut at 
One Boulder Plaza
Phone: 303-442-RIBS (7427)

only

 Not just the food.

 Rentals, tents, service, event planning, logistics

Thank you for 21 years of planning professional events

Event Center 303.444.3452 • Catering Services 303.443.4049

www.aspiceoflife.com

ingredient for

Caterer can help make event memorable, successful

On some occasions, it just 
isn’t possible to do it all 
yourself. With food always 
being a high priority to 

guests and usually central to most 
affairs, it only makes sense to have a 
caterer assume the responsibilities of 
this task. 

A caterer allows the host to enjoy the 
event by relieving one of the most time 
— and attention — consuming tasks of 
planning and hosting an event.

Most caterers are able to accommo-
date any type of function — rehearsal 
dinners, retreats, picnics, banquets, 
conferences, corporate events or busi-
ness meetings, wedding receptions, 
theme parties, sports banquets, fam-
ily reunions — the list goes on.

First, the host must determine the 
needs of the particular function. What 
type of ambiance is sought? Will the 
function be formal or casual, indoor 
or outdoor, large or small? Has a loca-
tion for the event been chosen, or is 
a caterer with the facility required? 
What type of meal should be served? 
Breakfast, brunch, lunch, dinner or 
just hors d’oeuvres? Does the event 
need a specific type of cuisine? Ethnic, 
gourmet, traditional, kosher, or simply 
individual box lunches or party trays?

Once these details have been clari-
fied, interview several local caterers 
asking if they are capable of meeting 

these specific needs. Request menus 
and prices based on these details and 
the number of expected guests. Don’t 
forget to inquire of favorite restaurants 
or to ask hosts of previously attended 
events about their recommendations 
for caterers.

Narrow the options based on the 
menus and pricing, and then begin 
making some final decisions based on 
the more minute details — those that 
will make or break the event. 

Will the caterer be able to provide 
delivery or will the host pick up the 
food themselves? How will the food 
be served? Buffet-style or full-service? 
Will hors d’oeuvres be circulated on 
trays? Does the caterer provide serv-
ing and clean-up staff and, if  so, at 
what cost? If needed, are items such 
as tables, chairs, silverware and table 
clothes available for rental? How does 
the caterer typically go about event 
setup? If the occasion is to be off-site 
from the caterer’s location, does the 
caterer have the ability to transport and 
serve food while maintaining its desired 
temperature? Will the caterer provide 
beverages and, if so, what types?

While approaching these items 
with the potential caterer, listen for 
hints in regard to areas that will prove 
to be important to the overall success 
of the event. Does the caterer seem 
personable and likely to provide cour-

teous service to guests? What types 
of comments does the caterer make 
about the quality of food and its pre-
sentation? Does he or she appear to 
be willing to customize services and 
menus to the individual event?

Ask for references and to briefly 
attend an upcoming event to which 

they are catering. 
With all of these questions 

answered thoroughly, it should be 
easy to select the caterer most suit-
able to the function. In return for the 
time invested in research, the reward 
will be a successful event and happy 
guests.

hospitality & travel

How to choose a caterer
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Boulder County’s 
Commercial Real Estate Leader 

Since 1963 

For outstanding client service, strong market knowledge 
and dedication to value-added results, 

Dean Callan & Company has been the preferred 
brokerage firm of local and national decision makers 

for over 45 years 

303.449.1420 p www.deancallan.com 

Investment Sales Property Management 
DEAN CALLAN & COMPANY, INC. 

Office           Industrial       Retail           Land 

Find broker who understands real estate market, business

While looking for a space for 
your new or growing busi-
ness, be sure to choose a 
real estate broker who has 

your company’s goals in mind.
Your broker should understand 

what your business requires to suc-
ceed including location, amenities, 
size and price.

Some residential brokers also may 
handle commercial business, but they 
usually are not as familiar with the 
commercial side of real estate.

Working with someone who has 
knowledge of the area will be instru-
mental in finding a space that works 
to benefit your business.

It is important to start looking as 
early as possible for a new business 
location as it may take longer than 
anticipated to find a space and create a 
complete lease agreement. The longer 
your agent has to look for a space that 
fulfills all of your business needs the 
more likely you will find a good space 
and at a fair price.

Verify your agent’s credentials and 
be sure their real estate license is up 
to date. Know the financial arrange-
ments – firms may have different ways 
to bill clients. 

There are different brokerage 
relationships available – is the agent  
working for you or the landlord?

Depending on business require-
ments, lease agreements vary anywhere 
from six months to five years. Lease 
agreements differ depending what the 
space is used for – warehouse, restau-
rant, manufacturing, etc. It is important 
to understand the terms and conditions 
surrounding the lease agreement.

Be upfront with your agent regard-
ing financials. Landlords want to know 
their tenants are capable of meeting 
lease agreements and make payments 
on time.

If you expect to expand your busi-
ness, make sure your agent explains 
contractual agreements around first 
right of refusal or expansion. This gives 
your business the opportunity to lease 
more space as it become available in 
your building. Let your agent know 
your company’s growth rate during the 
past five years to determine the best 
course of action.

You also can request a termination 
clause in your lease agreement. Your 
agent should verify that the leasing 
agency allows subleases if you need to 
move to accommodate growth or if 
your business finds itself in financial 
jeopardy.

An agent should be willing to take 
you to the potential locations. It helps 
to be in the space to visualize how it 
could be set up.

In the retail sector location can 
make or break your business. Be sure 
the agent advises you on success of 
businesses in that area. If your business 
is dependent on daily clientele your 
agent should know if the area is over-
saturated with similar businesses. 

If you decide to buy a building, 
work with an experienced com-
mercial investment broker, usually 
a Certified Commercial Investment 
Member. A CCMI is a recognized 
expert in commercial and investment 
real estate. This certification is earned 
through educational credits and the 
amount of sales, leases or deals done 
by the member as part of the National 
Association of Realtors.

real estate

How to choose a commercial real estate brokerage

 GET OUR DAILY E-NEWS REPORT!
IT’S EASY!

You’ll read the top “all-local” Boulder Valley 
business news stories, as well as business and 
charity benefit event alerts, every afternoon.

Just go to BCBR.com and click on 
Register for E-Newsletters, then choose 
Daily Business News.
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Look for builders with good reputations, certifications

Remodeling a room or an 
entire home can be a great-
er challenge than having a 
home custom-built. 

Remodelers must walk the line 
between working with what already 
exists and the homeowner’s vision of 
what it should become.

It is important to evaluate whether 
the remodel is for your personal pref-
erence or for resale value when con-
sidering the investment. The costs 
of renovating should be out-weighed 
by the increased value of your house 
and neighborhood real estate values. 
Kitchens and master bedrooms typi-
cally bring a higher return on invest-
ment than any other remodeling. 

The hard truth about remodeling 
is that while the increase in value of 
your home or property might exist, 
remodeling is barely cost-effective. 
Renovations are dirty work, invasive 
and can take longer than you planned. 
Crews seemingly become part of the 
family if the remodel is being done 
with the family intact.

Many considerations go into choos-
ing the right remodeling company. 

The first is to take a look at whether 
or not you want to incorporate “green” 
into your remodel project.

A home can be considered green 
when energy efficiency, water and 
resource conservation, sustainable 
or recycled products, and indoor air 
quality considerations are incorpo-
rated into the process.

The increased availability of educa-
tion for builders, growing consumer 
awareness and the exploding market for 
sustainable, environmentally friendly 
and recycled building products has 
accelerated green building’s acceptance 
rate and move into the mainstream.

If green is your thing, ask prospec-
tive companies if their workers are 
LEED, or Leadership in Energy and 
Environmental Design, certified. 

Get multiple bids. They help you 
get an idea of project costs and weed 
out exceptionally low bids, (possibly 
under qualified contractors or con-
tractors underbidding to get work) or 

high bids (20 percent above the bulk 
of bids generally means they are not 
interested in the project). 

Talk to people you know. Use 
word-of-mouth references. When you 
find a person you like and your friends 
liked, be patient — they are probably 
busy. Don’t cast off a good builder just 
to get your renovation done. A good 

one is worth waiting for. 
Once you have chosen your 

remodel contractor. Let them do their 
job. Communication is invaluable 
to getting remodel projects running 
smoothly.

Interior trim, cabinets, light-
ing, floors, windows and doors are 
examples of specialties performed 

in home remodel projects. Your con-
tractor demonstrates the true talent 
in the work by juggling subcontrac-
tors for each specialty. Remodel 
contractors should be effective in 
each area you want remodeled and 
should provide you with references 
of satisfied clients.

Ask a lot of questions up front and 
get the final agreement for work in 
writing. Always check references.

Having a good remodel contractor 
can save you money through profes-
sional and efficient work on your 
home. A reputable contractor will be 
willing to correct any problem to your 
complete satisfaction.

Homes are very emotional business. 
Your remodel contractor should have 
your best interest at heart. The next 
best thing to a thank-you card for a 
remodel contractor is your referrals.

real estate

Remodeling & Building Homes With
Quality, Service, & Value since 1973

303-443-3303

Fully Licensed and Insured 
In-House Architectural and 
Engineering Services 
Utilize Green Building Practices 
Provide High Quality 
Craftsmanship 

✥

✥

✥

✥

DESIGN . BUILD . REMODEL

We specialize in unique 
projects that require attention 
to detail and innovative 
solutions. We are dedicated 
to making every project a 
success, and we know that to 
our clients, success means a 
healthy, attractive, and well-
built home that is designed 
for their needs. We have 
established a strong presence 
in the construction industry, 
as well as the community, 
which is why we continue to 
receive business from existing 
clients and client referrals. 

303.440.0763

WWW.BUCKNERDESIGNBUILD.COM

How to choose a remodeling company

THE HARD TRUTH ABOUT REMODELING 

 is that while the increase in value of your home or property 

might exist, remodeling is barely cost-effective. Renovations 

are dirty work, invasive and can take longer than you planned. 

Crews seemingly become part of the family if the remodel is 

being done with the family intact.
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Good chemistry important between home buyer, Realtor

Whether you’re purchas-
ing a home for the first 
time or are a seasoned 
home buyer s ,  you 

should look for the same qualities 
when choosing a Realtor: an expe-
rienced agent with only a few other 
clients who will have the time and 
patience to help you find exactly 
what you are looking for. 

Using an agent referred by a 
friend or family member will pro-
vide peace of mind because she has 
already proven herself with some-
one you trust.

If you are new to the area, good 
places to look for a broker are the 
local chamber of commerce, Real-
tor association or Better Business 
Bureau.

One of the best ways to see if 
the relationship will work between 
you and a prospective agent is to 
conduct an interview. 

Agents should be able to provide 
you with work history and back-
ground information. Ask if they are 
part of the local Board of Realtors, 
which requires additional standards 
and classes to be a member. 

Ask questions that test an agent’s 
knowledge of the area and its sur-
roundings.

If listing your home for sale, in 
most cases you will pay the entire 
commission — make sure you are 
comfortable with the agent you are 
working with.

Buying property leads to a more 
intimate relationship because of the 
amount of time you will spend with 
your agent visiting homes, talking 
on the phone and eating together. 
Be sure you share a few common 
interests. 

Agents should be able to answer 
questions regarding schools, taxes, 
transportation, restaurants and 
other amenities in or around your 
desired home location. 

Using an agent from a medium 
to large real estate company that 
has been in the area for many years 
creates opportunity for networking 
between co-workers to find homes 
that may have just become avail-
able.

The idea of a 20- to 30-year mort-
gage can seem overwhelming. Have 
your agent teach you what’s involved 
financially and legally in buying or 
selling a home. 

The lingo used by accountants, 
lawyers and financial institutions 
can be confusing, hence it is impor-
tant to have a real estate agent who 
is available to answer any questions 
you have and help you feel at ease 
regardless of the simplicity or com-
plexity of the information.

There are the multiple forms, 
inspections and reports that need 
to be dealt with. A good agent will 
make sure all deadlines are met and 
your contract has all the paperwork 

in order before the closing. 
The agent should be concerned 

with making sure you purchase a 
solid investment rather than just 
helping you purchase a home. She 
should research how much homes in 
your area have appreciated in value 
over the past several years. The 
Realtor should know the market of 
a specific area and the volume of 
homes selling. 

real estate

How to choose a residential realtor

THE LINGO USED BY 

accountants, lawyers and 

financial institutions can 

be confusing, hence it is 

important to have a real 

estate agent who is avail-

able to answer any ques-

tions you have and help you 

feel at ease regardless of 

the simplicity or complexity 

of the information.
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Upfront understanding of details
makes for smooth deal in long run

Contrary to what a lot of 
people think, legalese 
contains a great deal of 
meaning. If you’re shop-

ping around for a space to set up 
shop, you’ll be wise to pay extra 
attention to the fine print in the 
lease agreement and ask for what 
you want.

In general, commercial lease 
agreements are open to much more 
negotiation between tenant and 
landlord than residential leases. 
Before signing anything, make sure 
you understand and agree with the 
basic terms of the lease. These terms 
include defining who’s responsible 
for what, the amount of rent, the 
length of the lease, the configura-
tion of the physical space and sub-
leasing options.

When you look at the amount 
you’ll be paying for rent, be sure 
to clarify additional charges. Will 
you be responsible for covering a 
share of the common area main-
tenance expenses? Some of those 
costs include a portion of utilities, 
gas, insurance and property taxes.

If these expenses are included 
in the rent, you’ll be under what’s 
called a gross lease. If you’re charged 
separately for them, you’ll be under 
a net lease.

If there is more than one tenant 
in the building, complex formu-
las for determining common area 
expenses in a net lease could be in 
place. Make sure you get the full 
picture before agreeing to one or 
the other.

Next, look at the lease term. 
Signing a longer-term lease will 
reduce your monthly rate; however, 
your primary goal is to lease the best 
space for your business and to lease 
from a landlord you have a good 
relationship with.

Think as far into the future as 
you can before committing to a loca-
tion. You may find out that the area 
isn’t supportive of what your busi-
ness needs to prosper. Do you rely 
on foot traffic for business? Need 
production space in the future? Just 
looking for a desk and a telephone 
hookup?

One way of making sure your 
needs are met in the long run is to 
bargain for a short initial lease with 
an option to renew at a pre-agreed 
upon rate. For example, consider 
asking for a one- or two-year lease 
with an option to renew for two or 
three more years after that.

In line with looking at the specif-
ic needs for your business now and 
into the future, make sure the lease 
agreement addresses improvements 
to the space.

How technically up-to-date is 
the building? If your business relies 
on technology, make sure to get it 
in writing that your IT needs will 
be met. Will you need changes to 
the physical space like cubicles or 
walls?

If improvements to the property 
will be necessary, use your bargain-
ing power to get the landlord to 
cover as much as possible as well 
as assure that the changes can be 
made.

If you know your business needs 
signage to draw customers in, don’t 
assume that you can put something 
up if it’s not been agreed upon in 
your contract.

Another way of protecting your-
self in the long run is to negotiate 
for the right to sublease your space. 
That way, if you need to move out 
you’ll be able to have another ten-
ant pay your rent without having to 
break the lease.

In general, keep in mind that 
you can negotiate for just about 
anything, and if you don’t ask, you 
don’t get.

real estate

YOUR BUSINESS LAW
TEAM IN COLORADO

Business Litigation
Commercial Leases
Copyright / Trademark
Corporate Veil Litigation
Employment Agreements
Franchises / Distributorships
Non-Compete Agreements
State and Local Government
Entity Formation
Contracts
Employer Representation
Non-Pro�ts and Trade Associa-
tions
Internet Law
Real Estate Law and Litigation
Preventive Law
Taxation
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The Cohen Law Group, P.C.
1942 Broadway, Suite 314

Boulder, CO 80302
(303) 546-7937

     

Please visit our

website for more

information about

our firm and our

qualifications.

Start Early. Work Hard. Finish. ™

www.cohenslaw.com

Mark Cohen
A former Air Force Judge Advocate, Mr. Cohen has served as a 
Special Assistant U.S. Attorney, as a member of the Executive 
Board of the Colorado Municipal League, and as Municipal 
Judge for the City of Boulder.  He serves as counsel to several 
national known trade associations and nonpro�t 
organizations.  He is the author of six articles published in 
the American Jurisprudence Proof of Facts series, including 
the primary article on piercing the corporate veil.

•

Je�rey D. Cohen, J.D., LL.M., C.P.A., Of Counsel

Alison Choy-Kilmer, J.D., M.B.A, M.P.S, Of Counsel

How to negotiate a commercial lease

IN GENERAL 
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agreements are open to 
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between tenant and  

landlord than residential 

leases. Before signing 

anything, make sure you 

understand and agree  

with the basic terms of  

the lease. These terms 

include defining who’s 

responsible for what, the 

amount of rent, the length 

of the lease, the  

configuration of the  

physical space and  

subleasing options.
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Surf the Web to find best designers for your company

Web site design is a grow-
ing field, and just about 
anybody with a com-
puter and the right 

software can do it. High school stu-
dents do it. Stay-at-home moms do 
it. Moonlighters do it. Professional 
design firms do it. So how do you 
choose one out of thousands to build 
a Web site for your business?

Start by doing your homework. 
Spend some time on the Internet 
exploring different Web pages, 
including those of your competitors 
or business associates. What do you 
like about their sites? What don’t 
you like?  

Then determine what you hope 
to accomplish with the Web site. Is 
it a valuable way to provide infor-
mation about your business, prod-
ucts and services? Will it be an 
e-commerce site with a number of 
products requiring online payment? 
Will it serve to enhance customer 
service? Do you want the Web site 
to evolve as your business grows or 
changes?

After you’ve determined your 
likes and dislikes, needs and desires, 
check out the work of several design-
ers. Your Internet service provider 
might have Web designers on staff, 
or you can find designers on the 
Internet. Almost all Web sites have 
the designer’s name at the bottom of 
the site with links to his or her home 
page or an e-mail address.

Take the time to check the design-
er out thoroughly. Do they have 
professional qualifications in Web 
design and the Internet?  How long 
has the business been designing Web 
sites? Check out their portfolios. Do 
the Web sites look well designed? 
Do they load easily? Are they easy 
to navigate without too many layers? 
Do the colors work or are they harsh 
and blinding?

If you want to use advanced tech-
nology make sure your designer is 
knowledgeable in this area. These 
features can be expensive to imple-
ment and not always needed by your 
business.

Check references thoroughly; 
don’t go by unnamed testimonials 
on their own Web site. Make contact 
with the designer by phone or e-mail 
and see how long it takes for them to 
get back to you. A quick response is a 
good indication they care about your 
business. Are they personable and 
easy to discuss ideas with? Do they 
keep simple promises? If you don’t 
hear back from them in a reasonable 
amount of time, take your business 
elsewhere. 

If distance isn’t an issue, ask for a 
free consultation. This is the time to 
make sure you’re both on the same 
page in regard to the site’s design and 
overall expectations.  

Draw up a contract before you 
make any payments. It should state 
what is included, from the number 
of pages to the type of graphics. The 
contract should also specify whether 
or not the designer is responsible for 
ongoing maintenance and marketing 
of the Web site, including submit-
ting your site to the main search 
engines.

Design prices vary, but you can get 
a rough idea of what costs will be by 
surfing the Internet. Expect to pay 
30 to 50 percent of the full price up 
front. Withhold a good chunk of the 
fee, however, until you’re satisfied 
the Web site has been tested and 
runs properly.

technology & internet

WebsitesWebsites
ThatThatThatThatThatThatThatThatThatThatThatThatThatThatThatThatThatThatThatThatThatThatThatThatThatThat

Work.Work.Work.Work.Work.

1942 Broadway Suite 501 . Boulder, CO 80302 . 303 938 6821

w w w . g o o z m o . c o m

easy to manage    award winning design    excellent service

CALL TODAY FOR YOUR FREE WEBSITE CONSULTATION

303.938.6821

How to pick a web designer

START BY DOING  
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some time on the Internet 

exploring different Web 

pages, including those of 

your competitors or busi-

ness associates. What do 

you like about their sites? 

What don’t you like? 
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We offer superior technical assistance for Macintosh users; 
be they individuals, home-based businesses, or corporations.

Well-versed in helping people in the areas of networking,
the internet, hardware upgrades/maintenance/repair,
automated backups, software guidance & tutorials —

and always providing flexible rates.

In Business for 19 years
Longest running Mac-based tech support

in Boulder County

Consider personal preference, types of tasks, size of budget

Both PCs and Macs have 
pros and cons for use, but 
are equally efficient in 
helping one work smartly. 

Which one is better is not the ques-
tion, which one is more fit for an 
individual’s use for a computer is. 

The strength of a PC, made by a 
variety of manufacturers, is on basic 
programs that are commonly used 
by people at work or school such 
as word documents, tabular sheets 
or presentation materials with the 
Microsoft Office software. Using 
these programs in a PC allows more 
shortcuts and formulations, which 
are missing in the Mac version of the 
same software.

Its weakness though is its vul-
nerability to virus that makes PCs 
more susceptible to breakdowns and 
crashes. Safekeeping of documents 
is a challenge because of this, thus 
the need to backup regularly. 

The power of a Mac, made by 
Apple, is on a niche target mar-
ket, those who are more savvy and 
advanced in their requirements for 
technology. Though it is capable of 
running basic programs, its specialty 
is on the creative outputs such as pho-
tographs, designs, movies and music 
and ideal for graphic designers.

Macintosh is very clear and 
focused on the artistic and creative 
market, that they are confident to 
change the rules of the game vs. the 
conventions set by the pioneers in 
the industry, the PC. Their advan-
tage for catering to a more targeted 
user base is that there are signifi-
cantly less virus threats on a Mac, 
which is the downfall of a PC. 

Apple has made great strides its 
operating systems, OS X 10.5 Leop-
ard, which has easy backup tools; 
major improvements in included 
applications; it addresses numer-
ous shortcomings from previous 
OS versions; improved security and 
networking functions.

Macs now are capable of running 
Windows, giving Mac users access to 
programs previously available only 
on PCs.

As far as graphic design is con-
cerned, contrary to popular belief, 
there is no significant difference in 
the software available for the Mac 
or PC. All of the major applications, 
including the Adobe Creative Suite, 
are developed for both platforms. 
The  Mac is often considered the 
designer’s computer because there 
are some handy tools and applica-
tions that are Mac-only. Overall, 
there is more software available for 
the PC, especially if you are focused 
on a particular industry, gaming or 
3-D renderings (such as for archi-
tecture). 

Apple has clearly focused its 
operating system on ease of use, 
introducing new features with each 
release that improve the user expe-
rience. Its integration from applica-
tion to application enables a clean 
workflow. While this is most appar-
ent in consumer applications such 
as iPhoto and iMovie, it continues 
through to professional tools and 
third-party products. 

The drawback of the Apple 
used to be the price, but if you do 
want a Mac and are tight on bud-
get consider the “consumer” level 
iMac, which is powerful enough 
for graphic design tasks, or a refur-
bished model. In the end, espe-
cially when starting out, you will 

probably do just as well with a PC. 
With some smart shopping you can 
get a powerful one for less money 
than a Mac, and you will be using 
the same design software … your 
creativity, and not the cost of your 
computer, will determine the out-
come of your work.

technology & internet

How to choose between a Mac and a PC

GOOD ADVICE FOR HARVESTING (AND ADVERTISING)

PICK WHERE THE FRUIT IS. . .

303-440-4950 • www.BCBR.com
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user base is that there 

are significantly less virus 

threats on a Mac, which is 

the downfall of a PC. 
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303.442.VoIP (8647)
david@boulderphone.com

David McIntosh
Owner

First choice for Boulder Businesses since1986

www.boulderphone.com

Fit system to your needs, look for hidden costs

Purchasing a business phone 
system can be one of your 
business’s largest single 
investments. And while a 

good system will be almost unno-
ticed and allow your employees to 
work more efficiently, a bad system 
can be a persistent and expensive 
headache.

Your first and most important 
step in selecting a business phone 
system is to find a reliable vendor. 
Get referrals from friends at other 
companies who have a reliable phone 
system and get good service. Find out 
where each of the vendors is located; 
a vendor who advertises locally may 
not be located in your community. 

Look for alternative vendors. If 
your vendor switches product lines 
or goes out of business, are there 
others in the area who can take over 
service?

Do not rely on the name recog-
nition of the manufacturer alone. 
Because of corporate mergers and 
spinoffs, some highly respected tele-
phone systems now have unfamiliar 
names. Plus, many manufacturers 
now have a top-of-the-line brand 
and a bottom-of-the-line brand. The 
name alone isn’t always important.

Your second step is to meet with 
your potential vendor. In most cases, 
it’s best to get the vendor to visit 
your office. This way, the vendor can 
get to know your office better and 
identify any special needs, such as 
new cabling or jacks. Most vendors 
have phones, and even entire phone 
systems, that they can demonstrate 
in your own office or conference 
room.

Many salespeople will try to 
dazzle you with high-tech features. 
The thing to remember is that most 
people only use 10 percent of the 
high-tech features available on any 
phone systems. You may have to be 
direct if you want the salesperson to 
talk nuts and bolts.

Give each vendor an exact 
description of what you want: num-
ber of phones, number of outside 

lines, expandability, basic features, 
advanced features and any special 
needs. Then modify your description 
of what you want as you talk to the 
vendor. For example, if a vendor’s 
top-of-the-line phone costs only $10 
more than the standard phone, you 
might switch to the better quality 
phone. But if that same phone costs 
$150 more, you might stick to the 
standard phone.

Step three is to look for hidden 
costs. Here are a few to look out for.

Watch out for high hourly rates for 
service calls. Take into account that 
over the next five years you could 
easily pay an additional 30 percent to 
50 percent of the original bid amount 
for service calls. So a 10 percent “sav-
ings” on the original bid could end up 
being a major drain in the long run. 
Find out what each vendor’s hourly 
rates are.

Don’t succumb to pressure to 
buy expensive service contracts. 
Most telecom equipment sold today 

is highly reliable. You don’t need a 
maintenance agreement. If some-
one tries to sell you one, make 
sure it covers the scenarios that are 
likely to take place. Chances are, it 
does not. 

Make sure that upgrades and 
expansion are affordable. Most tele-
com equipment comes in certain 
configurations and sizes. If your com-
pany should ever grow beyond a cer-
tain number of phones or lines, you 
may have to make a major investment 
just to add an extra phone. Find out 
what it will cost to get to the next-
larger configuration.

Lastly, you should make your 
selection well in advance of the time 
when you need the system installed. 
The vendor you choose may not be 
able to schedule you on short notice 
because of equipment availability or 
scheduling conflicts. Also, your tele-
phone service provider may not be 
able to provide you with the lines and 
services you need on short notice.
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How to select a business phone system

Editor
Boulder County Business Report 
3180 Sterling Circle, Suite 201, 
Boulder, CO 80301

Nonprofit Network
Attention nonpro�ts and those who support them: 
BCBR publishes Nonpro�t Network in every issue. 
It’s the place for nonpro�ts to list fundraisers and meetings. 
Companies that support them can announce grants and “good deeds.”

Submit your items for three weeks prior to publication of each biweekly issue. 

Mail to: 

fax to 303-440-8954;
or e-mail to news@bcbr.com with Nonpro�t Network in the subject line. 

YOUR FIRST AND MOST IMPORTANT STEP 

in selecting a business phone system is to find a reliable ven-

dor. Get referrals from friends at other companies who have 

a reliable phone system and get good service. Find out where 

each of the vendors is located; a vendor who advertises local-

ly may not be located in your community. 
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CALMANTE in Superior
Townhomes from the 500s

Leslie Reed & Marjorie Guisnier 
info@LiveCalmante.com
303-242-3199
2701 Calmante Ave, Superior CO 80027

THE HERITAGE at Vista Ridge
Patio Homes from the mid 300s

Bill Besher & Karen Sanders
VistaRidge@LiveBoulderCreek.com
303-926-1615
2117 Heritage Pl, Erie CO 80516

THE COTTAGES at Erie Village
Patio Homes from the low 200s

Bill Besher & Karen Sanders 
ErieVillage@LiveBoulderCreek.com
303-772-3063
1111 Village Cir, Erie CO 80516

BLUE VISTA in Longmont
Homes from 150s to 350s

Rebecca Johnson & Summer Youngs
info@MyBlueVista.com
303-485-5500
117 Quail Rd, Longmont CO 80501

We’re all about homes. But we’re more about living!

www.LiveBoulderCreek.com

Live the life you always intended
  but never had time for!

Low-Maintenance

Patio Homes

Ranch Plans

Built Green

Energy Star Rated


