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Fast Companies

PETER WAYNE

Joshua Onysko, founder of Boulder-based Pangea Organics, a manufacturer 
of organic body and skin-care products, led his company to revenue growth 
of 614 percent from 2005 to 2007 to take the top spot on the list of Boulder 
Valley private companies reporting more than $2 million in annual revenue. 

JONATHAN CASTNER

Ruth Johnson and Steve Johnson, owners of Boulder-based environmental 
consulting firm Natural Resource Services Inc., experienced a 1,675 percent 
increase in revenue from 2005 to 2007 to lead the list of Boulder Valley private 
companies reporting less than $2 million in annual revenue. 

The Boulder County Business Report presents its annual list of the 100 Fastest-Growing Private Companies in the Boulder Valley, the top 50 with 
annual revenue of more than $2 million, and the top 50 with annual revenue of less than $2 million based on percent increase from 2005 to 2007.

Mercury 100

➤ See story, 14B➤ See story, 2B
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Pangea continues to flourish in natural products market

BY CHRISTINE WEEBER
Business Report Correspondent

BOULDER – Like the vegetables in 
the company’s organic garden, Boulder-
based Pangea Organics has had abundant 
growth.

Accord ing  to 
Joshua Onysko, 
chief executive and 
founder of Pangea 
Organics, five things 
have contributed to 
his company’s suc-
cess: staying ahead 
of the fringe, his 
personal drive, the 
dedication from his 
employees, reading 
anything he can get 
his hands on and leading from both the 
heart and mind.

Whatever the keys to Pangea’s success, 
the company’s growth of 614 percent, 
from $378,000 in 2005 to $2.7 million 
in 2007, has definitely attracted atten-
tion. Pangea is the top ranked fastest-
growing private company with revenues 
more than $2 million on the Boulder 
County Business Report’s Mercury 100 
list. Pangea ranked No. 4 fastest-growing 

private company in the less than $2 mil-
lion revenue category last year.

From features in magazines to invita-
tions to speak about holistic skin care at 
celebrity yoga retreats, Onysko is being 
sought out for his knowledge of skin- and 
body-care products and his successful 
green business practices.

Pangea has received more than 24 
awards since 2006 for its products, pack-
aging and environmentally responsible 
practices. Most recently, Pangea won the 
Gala Spa Award in Germany for being 
the master of “green” premium cosmet-
ics, and Maria Belger, TodayShow.com’s 
GreenDAY contributor, gave Pangea the 

Best All-Natural Bar Soap award.
In 2007, the company won Redbook’s 

MVP Beauty Award for five facial creams, 
a facial scrub and a facial cleanser.

“We have experienced tremendous 
and rapid growth in the U.S. market in 
the past year,” Onysko said.

PETER WAYNE

Joshua Onysko, chief executive and founder of Boulder-based Pangea Organics, has led his young organic skin-care products company through a 
period of rapid growth. Right now, 1,600 retailers in the U.S. and 400 international retailers carry Pangea’s products.

➤ See Pangea, 10B

Boulder firm plans 
two new health,
body products for fall
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Young work force helps 
SparkFun’s rapid growth

BY DAVID CLUCAS
Staff Writer

BOULDER – A wide range of custom-
ers – from high-tech engineering students 
to 21st century visual artists – have kept 
revenue growing at an electric pace at 
Boulder-based SparkFun Electronics Inc.

In the past two 
years the online 
microelectronics 
retailer has grown 
it s  revenues by 
372 percent, from 
$846,881 in 2005 to 
$3,997,700 in 2007. 
That performance 
makes SparkFun the 
No. 2 fastest-grow-
ing company with 
revenues more than 
$2 million on the 
Boulder County Business Report's Mer-
cury 100 list. It was No. 5 on the same 
list last year. In 2006, SparkFun as No. 
6 on the Business Report’s Mercury 100 
list for companies with revenues less than 
$2 million.

All this comes from a company whose 
founder and chief executive, Nathan Seidle, 
is 27. The average age of the 39 employees 

is 25. Seidle started the company five years 
ago with $2,000 in credit card debt in a 
University of Colorado dorm room.

SparkFun sells printed circuit boards, 
microcontrollers and other small electronic 
parts and products, which make up the 
tiny computer chips found in almost any 
electronic device. The company's Web site, 
www.sparkfun.com, provides the products 
with no minimum orders, much to the 
delight of many students, hobbyists and 
engineers who engage in electronic work.

Seidle said there is new growth com-
ing from those outside the electronic 
world. Fine-art students, for example, are 
buying the company’s products to make a 
new wave of technological art.

“You don’t need an engineering degree 
anymore to play with electronics, Seidle 
said. “Anyone can play with this stuff.” 

From the beginning Seidle’s theory 
has been to increase the SparkFun’s 
customer base, rather than focus on a 
single product’s profit margin. To do so, 
he has unconventionally given a lot of 
SparkFun’s electrical knowledge away 
for free on the Web site, and continually 
responds to customer feedback.

“If one person alerts us to a new prod-
uct and wants to buy it we’ll bring in five, 
and then keep going from there based on 

COURTESY/SPARKFUN

Nathan Seidle, chief executive of SparkFun Electronics in Boulder, stands in front of staff members, 
many of them in their 20s. From 2005 to 2007 the online microelectronics retailer has grown its rev-
enues by 372 percent. The company offers 900 different electronic parts that can be used to create 
electronic devices. ➤ See SparkFun, 13B

Electronics company sells its products online
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texturemedia helps companies
grow online presence, visibility

BY JENNIFER QUINN
Business Report Correspondent

BOULDER – Companies no longer 
need to be persuaded of the importance 
of digital communication, instead they 
require a business resource that provides 
a gamut of compelling e-marketing strat-
egies to reach their intended audience.

texturemedia Inc., headquartered in 
Boulder, provides its 
clientele with cus-
tomized fresh mar-
keting concepts for 
the digital world.

The company 
has seen significant 
growth, growing 
its revenues by 247 
percent – from $1.9 
million in 2005 to 
$6.6 million in 2007, 
placing it No. 3 on 
the Boulder County Business Report's 
Mercury 100 list of fastest-growing pri-
vate companies with revenues more than 
$2 million. Last year, the company was 
No. 7 on the Mercury 100 list for compa-
nies with revenues less than $2 million.

texturemedia is a full-service inter-

active agency with three primary areas 
of services: digital consulting, digital 
marketing, and Web design and develop-
ment. It incorporates interactive media to 
engage people with online communities, 
product giveaways, 3-D animation, dis-
count offers and banner ads.

Andrew Davison, the company’s 
chief executive officer, said textureme-
dia helps companies build their brand 
online.

“We look at all of the digital marketing 
and Web technology needs of our cli-
ents,” Davison said. “How does digital fit 
into the marketing strategy and what role 
does it play? We want to drive engage-
ment with the audience using creative 
concepts and marketing tactics to sup-
port search engine optimization, online 
advertising and e-mail.”

He said texturemedia’s customers 
are looking to establish brand aware-
ness, acquire customers and then keep 
them loyal.

“We support our clients by complet-
ing the customer conversion process,” he 
said. “We figure out how to get a client to 
become aware of the product and its value, 
then give people the opportunity to buy or 
engage with the product. We want people 
to become consumers and retain their loy-
alty so they continue to buy the brand.”

texturemedia has worked with many 
different companies including Midas Inter-

STEVE PETERSON

Andrew Davison, left, chief executive of Boulder-based texturemedia Inc., and Ivan Perez-Arm-
endariz, president, have worked to grow their company’s revenues by 247 percent from $1.9 million 
in 2005 to $6.6 million in 2007. texturemedia is a full-service interactive agency providing digital 
consulting, digital marketing and Web design and development.

Company has variety  
of big, small clients
marketing on Web
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EKS&H would like to congratulate the 
nominees and winners of the 10th Annual 

Companies Awards Event. 

Congratulations on your achievement and the contribution 
you have made to the business community. 
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Safe Systems is recognized as one of the Top 100 security 
companies by Security Distributing and Marketing Magazine
and operates its own locally owned UL listed monitoring 
Central Station.
Safe Systems is committed to the communities in which we 
serve and are dedicated to promoting life safety. Choose the 
partner that cares about you, your business, your family and 
your community. Call Us Today!

Don’t Put Your 
Investment at Risk!

According to the U.S. Chamber of Commerce, it is 
estimated that about 30% of all business failures are 
traces to theft. Protect your investment with a 
professionally installed security system from Safe 
Systems.  
From burglary to CCTV to access control, Safe 
Systems, Inc. can design a system that will keep the 
profits in your pockets!

303-444-1191

Thanasi attributes growth to new flavor options
BY CAROL MASKUS
Staff Writer

BOULDER – Justin Havlick, founder 
of Thanasi Foods LLC, knows that work-
ing with a tried-and-true brand name is 
easier than developing your own brand 
from scratch. 

His food-products 
company began in 
2004 by licensing the 
Jim Beam whiskey 
brand and putting it 
on meat snacks and 
sunflower seeds.

T hat got  the 
company off to a 
good start, but he 
attributes success in 
2007 to the compa-
ny’s second endeavor 
— licensing Frank’s RedHot sauce for 
meat snacks.

“We saw a tremendous amount of 
pickup in 2007 due to the March intro-
duction of the Frank’s RedHot beef jerky, 
followed by a tremendous amount of 
activity during the December introduc-
tion of the sausage sticks.”

That activity translates to increased 
revenues. A year after placing second on 
the Boulder County Business Report’s 
2007 Mercury 100 list of fastest-growing 
companies reporting more than $2 million 
in annual revenue, the Boulder-based com-
pany is at it again. Thanasi Foods reported 
revenues of  $2.7 million in 2005 and $9 

million in 2007, a 233 percent increase that 
puts it at No. 5 on this year’s list.

Havlick likes the brand because it is 
one of the original ingredients in buffalo 
wings, and it’s a flavor that hadn’t been 
added to meat snacks.

“When we started putting Frank’s 
on beef jerky, we realized, ‘Wow, what 
a taste profile and delivery.’ It’s one of 
those opportunities where the brand is 

growing very quickly, and there’s a tre-
mendous amount of loyalty to it.”

Havlick said the group of products tar-
gets an entirely new segment — “people 
that like hot and spicy foods, versus the 
conventional bourbon lover.” The Frank’s 
line also reaches a younger demographic. 
Customers typically start at age 16 and 
go up to the late 40s.

Havlick, who has a 10-year back-

ground in advertising and brand consult-
ing with packaged goods, researched the 
snack industry extensively before found-
ing Thanasi. He said he has seen signifi-
cant growth in consumer interest in the 
meat snacks and nuts/seeds categories in 
the past decade, and that his company is 
benefiting from the growth by bringing 
something new to the table.

PETER WAYNE

Justin Havlick, front, chief executive of Thanasi Foods LLC; Erick Havlick, middle, and Josh Pearson surround themselves with their company’s product 
line of snack foods. The Boulder-based company made $2.7 million in 2005 and $9 million in 2007, a 233 percent increase. Thanasi recently licensed 
Frank’s RedHot sauce for its meat snacks.

➤ See Thanasi, page 13B
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Rally adds customers, revenues
as it continues to grow, expand

BY LAURA BISHOP
Business Report Correspondent

BOULDER – For a number of compa-
nies, managing the software development 
process has become easier with software 
from Rally Software Development Corp.

As more businesses discover the prod-
uct, the Boulder-based company is rap-
idly adding customers, employees and 
revenue.

Rally continues 
to boost its revenues 
each year. In the 
past two years it has 
grown revenues by 
227 percent – from 
$1,735,000 in 2005 
to $5,665,000 in 
2007. This growth 
places Rally as No. 
5 on the Boulder 
County Business 
Report's Mercury 
100 list of fastest-growing private com-
pany in Boulder and Broomfield coun-
ties with revenues more than $2 million. 
Last year, Rally was the top-ranked 
company on last year’s list.

The company expects to more than 
double its growth in 2008.

Ryan Martens, who founded Rally 
in 2002, is the chief technology offi-

cer. The company offers software 
development tools. The sof tware 
helps developers manage their soft-
ware development projects through 
a method known as Agile. Develop-
ers can track tests, requirements and 
defects in real time.

Tim Miller, Rally’s chief executive 
officer, said all aspects of software devel-
opment are managed using Agile devel-
opment methodologies.

“We change the software-develop-
ment life cycle,” he said. “That’s how 
people define code and test their soft-
ware. In a company almost everyone in 
IT and engineering use the software.”

Miller and Ryan have worked togeth-
er in three different businesses. They 
founded Avitek in the mid-’90s and sold 
it to BEA Systems Inc. The two stayed on 
at BEA before launching Rally.

Rally competes with Microsoft 
Corp., IBM Corp. and Hewlett-Pack-
ard, but Rally is different in that its 
software is offered as a service available 
on demand. Miller said companies rent 
the software from Rally. The software 
is used online rather than downloaded 
to a computer. There are two software 
versions. The annual subscription for 
Rally Enterprise starts at $35 per user 
per month. Rally Community, which 

MICHAEL MYERS

Tim Miller, left, chief executive officer of Boulder-based Rally Software, and Ryan Martens, chief 
technology officer, have helped to grow their company by 227 percent during the past two years. 
Rally competes with Microsoft Corp., IBM Corp. and Hewlett-Packard, but Rally is different in that 
its software is offered as a service available on demand. ➤ See Rally,  11B

Software company expects to ‘double its growth’
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Currently 1,600 retailers in the U.S. 
and 400 international retailers carry 
Pangea’s products. The company’s inter-
national exports comprise 8 percent 
of total sales. A $100,000 grant from 
the Western United States Agricultural 
Trade Association helped launch Pangea 
products into international markets.

With increasing concerns about the 
potential negative health effects of pet-
rochemicals, parabens (chemicals used as 
preservatives in cosmetics) and synthetic 
fragrances, Pangea has entered the market 
at the right time. All of its products are 
free of these ingredients as well as other 
types of synthetic, or GMO, ingredients. 

In Newsweek’s “Tip Sheet to Your 

Health” section, in the March 24, 2008 
issue, Jac Chebatoris recommended Pan-
gea Organics, among five other com-
panies, for their “safer, chemical-free 
alternatives.” In the article, Chebatoris 
cited concerns about the health effects 
of parabens and phthalates (sometimes 
just listed as fragrance).

The natural alternatives Pangea uses 
include organic ingredients such as soybean 
oil, ginger root, sage and basil. The com-
pany produces bar and liquid soaps, shower 
gels, hand and body lotions, massage and 
body oils, lip balms, facial cleansers, scrubs, 
facial masks, toners and creams. 

Onysko said two new products will be 
available in the fall.

Pangea also uses environmentally 
friendly packaging. Product boxes are 
made through a zero-waste process that 
uses 100 percent post-consumer paper. 
The containers, which contain organic 
seeds, can be soaked and planted in a 
garden or planter. In 2006 Pangea won 
the Best New Packaging Design award 
from Organic Products Europe.

Pangea’s holistic products create their 
own marketing.

“Our greatest form of viral marketing to 
date has been people,” Onysko said. “Their 
passion, their self-taught knowledge of our 
products and our company, and their will-
ingness and eagerness to communicate this 
to others has undoubtedly helped us grow 

our business to what it is today.
“Once people try our products, fall in 

love with them and the mission of the 
company, they are hooked. They become 
inspired to promote our company and 
our products in any way they can just 
because they love what we’re doing and 
they believe in it.”

It also doesn’t hurt that Pangea is 
in Boulder Valley, a hub for natural 
products. Both Hass Hassan, one of the 
cofounders of Alfalfa’s Markets, and 
Steve Demos, founder of White Wave 
Inc., serve on the company’s board.

“Steve and Hass are both tremendous 
assets,” Onysko said. “Their knowledge, 
experience and guidance have helped me 
more than I could have ever imagined. 
I’m forever indebted to them.”

In response to its growth, Pangea plans 
to add another 5,000 square feet to its 
10,000-square-foot facility before the 
end of this year or the beginning of next 
year. The interior of the current facility 
features no-VOC paints and recycled 
pop-bottle carpeting. The Gunbarrel 
facility also runs on 100 percent wind 
power and boasts south-facing windows 
that capture natural light.

Outside of the facility, a 2,500-square-
foot garden supplies lunch for about 
seven months of the year to Pangea’s 30 
employees. During harvest time, the 
company has enough produce to donate 
to local food banks, Onysko said.

The sharing of such surplus is an apt 
metaphor for Onysko’s nonprofit Pangea 
Institute. With the goal of building the 
company first and then launching a non-
profit to help companies become more 
sustainable, Onysko is ready to share the 
bounties of his company’s harvest with 
others.

According to Pangea’s Web site, the 
Pangea Institute will “one day serve as an 
education center and small-business incu-
bator, where classes and workshops on 
environmentally and socially responsible 
living/business practices will be offered.” 

10B MERC 100

PANGEA from 2B

6880 Winchester Circle 
Boulder,CO 80301 
303-413-8493
www.pangeaorganics.com
Joshua Onysko, CEO and founder
Employees: 30
Primary service: organic skin-care 
products manufacturer
Founded: 2001

Pangea Organics

 Once people try  

our products, fall in  

love with them and the  

mission of the company,  

they are hooked. 

Joshua Onysko
CEO & FOUNDER,

PANGEA ORGANICS
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ACCOUNTING, TAX & CONSULTING 
services provided by CBIZ

AUDIT & ATTEST
services provided by 
Mayer Hoffman McCann, P.C. 

Together, one of the top ten
accounting providers in the nation

yoursbusinessour
is growing

www.mhm-pc.com

Boulder Denver 720-200-7000
www.cbizcolorado.com
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by providing expert accounting services

by minimizing your taxes

by maximizing your personal wealth

by improving your profitability

by identifying tax planning opportunities

by listening to your needs

by understanding your goals

by developing an effective business plan

by providing you with an advantage
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can support up to 10 users, is free. Both 
versions work on any computer with a 
Web browser.

Miller said Rally sells to independent 
software vendors, Web-services compa-
nies and large corporate IT shops. It also 
sells globally in more than 30 countries. 
Companies find Rally through the Inter-
net and referrals. There are about 350 
corporate customers using both software 
versions representing more than 17,000 
subscribers.

Customers include BEA, Fujitsu 
Ltd., Sun Microsystems Inc., National 
Public Radio, Coldwater Creek Inc., 
Raytheon Co. and the Spokane Teach-
ers Credit Union.

Boulder-based Collective Intellect 
Inc. has been a customer for three years. 
The company helps businesses track, 
understand and use data from Internet 
message boards and news sites for mar-
keting results. Greg Greenstreet, Collec-
tive’s vice president of engineering, said 
Rally’s software helps him manage what 
his developers do each week.

“It provides visibility into the soft-
ware-development process and helps 
manage tradeoffs,” he said. “They have 
the fullest features set and support 
what I need to get done. It eliminates 
the biggest risk of not knowing where 
you are in the process and manages 
problems when they occur in software 
development.”

Since Rally was founded it has occu-
pied three different locations on Wal-
nut Street. Currently, the company has 
33,000 square feet at 3333 Walnut St. 
Miller expects the next move would 
require up to 80,000 square feet.

Rally has 110 people on staff, and the 
company started with a core team of four 
people in 2003. Miller said 25 people 
were hired last quarter. The biggest 
growth is in engineering and sales.

“We are one of if not the largest Boul-
der County software companies head-
quartered here and will increase the 
number of employees by 50 percent per 
year,” Miller said.

Not only are the numbers of employ-
ees increasing, the company continues to 
attract venture capital financing. Rally 

closed its first round of venture capital 
financing with $3.5 million in October 
2003, its second round with $4.5 million 

in January 2005 and its third round with 
$8 million in June 2006, according to 
company officials.

“We are building a company to take 
it public, but haven’t disclosed a time 
frame,” Miller said.

In addition to the software, Rally 
launched a service last year it calls 
Agile University, which brings together 
customers around the globe. The ser-
vice is a community of third-party 
independent commercial trainers that 
covers basic Agile management as well 
as a certified ScrumMaster course. 
Scrum is a method of Agile project 
management. The university has more 
than 50 trainers and a number of public 

courses offered regularly across North 
America.

Agile University trainers aim to 
instill in their students “the belief in the 
strength of individuals working as one to 
perfect the art of software development,” 
according to Rally’s Web site.

Miller expects Rally’s rapid growth 
to continue.

“We are the clear market leader,” he 
said. “We really help people build bet-
ter products and release them to market 
faster. When companies are trying to cut 
costs, we can help them with improved 
efficiencies and also help drive more rev-
enue by helping to get the most valuable 
features sooner.”

RALLY from 7B

Rally Software 
Development Corp.
3333 Walnut St.
Boulder, CO 80301
303-565-2800
www.rallydev.com
Tim Miller, chief executive officer; Ryan 
Martens, chief technology officer
Employees: 110
Primary service: project-management 
tools for Agile software development
Founded: 2002

 We are building a  

company to take it public,  

but haven’t disclosed  

a time frame. 

Tim Miller
CHIEF EXECUTIVE OFFICER,

RALLY SOFTWARE DEVELOPMENT CORP.
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national Corp., Fidelity Brokerage Services 
LLC, Google, The Denver Post, The Den-
ver Art Museum and Steamboat Ski & 
Resort Corp. It works with both large and 
small companies and maintains approxi-
mately 25 clients at any given time – split 
regionally and nationally. The cost of ser-
vices can range from $10,000 to $200,000 
depending on the scope of work.

texturemedia was founded in May 
2000 and became incorporated in Janu-
ary 2001. The company has 51 full-time 
employees. The majority of the company 
is owned by the board of directors com-
prised of six people, three internal and 
three external.

Davison said he would not make a 

definitive projection for 2008 gross rev-
enue numbers but did say first quarter 
numbers have exceeded anticipated pro-
jections by 25 percent.

“Our philosophy is to be understated, 
and let our work speak for self,” Davison 
said. “We really focus on creating results 
for our clients. We work hard to stay on 
top of changing trends in marketing and 
technology.”

Since 2005 Texture Media has been 
nominated and won various Webby 
Awards. The awards are recognized as an 
international honor of excellence on the 
Internet including Web sites, interactive 
advertising, and online film and video. 
This year it has been nominated in the 

“best use of photography” category for the 
Pentax Photo Gallery site and the “event” 
category for the King Tut and the Golden 
Age of the Pharaohs Exhibition site.

Michael Sampliner, chief executive of 
Arts and Exhibitions International, co-
headquartered in Denver and Cleveland, 
said his company is extremely happy 
with the end product, and texturemedia 
has done a great job. texturemedia cre-
ated the art group’s King Tut and The 
Pirate’s exhibition site.

“There are Web sites that are opera-
tional and ugly, and there are sites that 
are beautiful and impossible to use. tex-
turemedia has made our sites functional 
and attractive,” Sampliner said. “Part of 

the reason they are up for a Webby nomi-
nation in the event category is because 
people get a real sense and feel of what 
the events would be like if they were 
physically there.”

Geoff Shaffer, director of marketing 

for Pearl Izumi USA Inc., headquartered 
in Broomfield, said his company has been 
working with texturemedia for more 
than three years on both its cycling and 
running apparel sites.

“They helped us though an online 
project in ’07 called ‘Run like an animal’ 
to connect with consumers and measure 
the marketing efforts online,” Shaffer 
said. “The sites have been successful, 
and they have been a good company to 
work with.”

Ivan Perez-Armendariz, president of 
Texture Media, said part of what makes 
Texture Media different is the digital 
marketing and consulting, which includes 
audience and competitive analysis.

“Digital is a channel like television, 
radio or print,” Perez-Armendariz said. 
“These components drive people online 
to the Web, and digital receives the infor-
mation flow of these channels.”

Perez-Armendariz said it is not about 
building Web sites, rather supporting 
marketing campaigns. He explained that 
analytic reports help to understand what 
is and is not effective marketing efforts.

“Businesses are moving away from 
Web sites,” he said. “They are looking 
at more digital initiatives, consulting, 
marketing and production.”

texturemedia also completes site 
study reviews and provides companies 
with recommendations to reach their 
business goals.

TEXTUREMEDIA from 4B

1600 Pearl St., Suite 200
Boulder, CO 80302
303-449-0515
www.texturemedia.com
Andrew Davison, chief executive officer
Employees: 51
Primary service: Marketing and Web 
design
Founded: 2001

texturemedia Inc.

 We really focus on  

creating results for our  

clients. We work hard to  

stay on top of changing 

trends in marketing and  

technology. 

Andrew Davison
CHIEF EXECUTIVE OFFICER, 

TEXTUREMEDIA INC.
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2696 Broadway
720-947-8402

1700 Pearl St.
720-947-8443

2011 Ken Pratt Blvd.
720-947-8474

“I think what make us successful is 
that we were the first in our category 
to bring household brand names to the 
shelf. There were no household brand 
name products at the time we launched. 
People were more inclined to purchase 
the blue bag, or the red bag or the yellow 
bag. There wasn’t a lot of brand loyalty.”

He also attributes the growing interest 
in his products to the popularity of the 
Atkins diet, a high-protein, low-carbohy-
drate program.

“Consumers are looking for higher-
quality snack foods with high protein, 
lower salt and no trans fat,” he said.

Havlick organized his operation to 
achieve profitability by keeping it small. 
He has 15 employees who do things from 
sales to art direction, and the rest of it 
he contracts out. The company does not 
have its own manufacturing facility, but 
contracts with manufacturers through-
out the Midwest to put together the 
snacks. He uses a large broker network to 
sell the products across the country.

“We use a number of systems of tools to 
maximize procurement and shipping effi-
ciencies, minimize redundancies in orga-
nization and minimize cost. We focus our 
resources on brand development, product 
development, quality and distribution.”

Thanasi’s main form of advertising is 
the in-store displays that hold the jerky 
and seeds. Salespeople work closely with 
retailers to maximize interest and control 
how the products are displayed. They 
follow an exact schematic to ensure con-
sistency from store to store.

The company’s snacks are sold at 
approximately 40,000 retail locations 
in all 50 states and at military bases 
worldwide. Its main chain stores are 
7-Eleven, Kroger, Wal-Mart Stores and 
Costco.

Havlick sees his products as more than a 
trend and believes they stand a chance in the 
oncoming recession due to the price range.

“In difficult economic times a snack 
that sells for $1.29 (the price of Thanasi’s 
sausage sticks) versus $5.99 (the price of a 
larger bag of jerky) makes a big difference.”

Thanasi won Retailer Choice Awards 
for best new products for its Jim Beam 
Jalapeño Sunflower Seeds and Jim Beam 
Peppered Beef Jerky in 2006 from CSP 
Magazine, a publication dedicated to the 
convenience store and petroleum industry. 
The company won the same award in 2005 
for its Jim Beam Original Beef Jerky.

Thanasi will be coming out with a 
line of barbecue-flavored products in late 
summer, but Havlick would not disclose 
the brand.
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demand,” Seidle said.
SparkFun sells about 900 different 

electronic parts that can be used to create 
electronic devices. The company also helps 
its customers by putting together some of 
those parts, making it easier to use. Spark-
Fun sells about 150 of these products.

“We’re up to about to about 120 orders 
a day, everything from products costing 
from 35 cents to $500 each,” Seidle said.

SparkFun said the U.S. dollar’s 
decline has sparked international 
growth as well. About 23 percent of 
the company’s sales are from outside 
the United States.

Along with its revenue growth, Spark-
Fun continues to grow its presence in 
Boulder. The company moved its offices in 
July 2007 from 6,000 square feet in Flat-
iron Park business park to 13,000 square 
feet in Boulder’s Gunbarrel neighborhood 
at 6175 Longbow Drive, Suite 200.

“When we got here the walls echoed, 
now we’re looking to sublease another 
10,000 square feet,” Seidle said.

The growth has brought many business 
lessons for the young entrepreneur. He has 
learned to delegate jobs such as financials, 
marketing and information technology.

“We feel more like a business now,” 
Seidle said. “We have the people in place 
that do their specific job real well.”

Those “running-a-business” lessons 
continue to emerge as SparkFun grows.

Last year, someone hacked into the 
company’s Web site and rerouted traffic 
to gain hits elsewhere.

“This was before we had an IT staff,” 
Seidle said. It also forced the company to 
conduct an audit of its technical equip-
ment, and become Payment Card Indus-
try, or PCI, compliant.

The hack was a “Black Thursday” for 
the SparkFun, Seidle said, but the result-
ing new staff, audit and compliances are all 
good long-term benefits to the company.

Through the first quarter of 2008, 
the company continues to see impressive 
growth.

SPARKFUN from 11B

SparkFun 
Electronics Inc.
6175 Longbow Drive, Suite 200 
Boulder, CO 80301
303-284-0979
www.sparkfun.com
Nathan Seidle, CEO
Employees: 39
Primary service: online sales of 
microelectronics
Founded: 2003

 When we got here  

the walls echoed, now  

we’re looking to sublease 

another 10,000 square feet 

Nathan Seidle,
CEO,

SPARKFUN ELECTRONICS INC.

5303 Spine Road
Boulder, CO 80301
720-570-1065
www.thanasifoods.com
Justin Havlick, chief executive, 
president
Employees: 15
Primary service: household brand food 
supplier
Founded: 2004

Thanasi Foods LLC



14B  Boulder County Business Report    MERCURY 100 May 9 - May 22, 2008   

14B MERC 100

Natural Resource Services aids in wetland restoration

BY BETH EDWARDS 
Staff Writer

BOULDER – Wetland restoration is a 
muddy business.

For Natural Resource Services Inc., 
an environmental consulting company 
in Boulder, it’s also 
a profitable one.

N a t u r a l 
Resou rce’s  rev-
enues have grown 
1,675 percent from 
$44,000 in 2005 to 
$781,000, 2007.

It is the No. 1 
fastest-growing pri-
vate company on 
the Boulder County 
Business Report's 
Mercury 100 list of companies in Boul-
der and Broomfield counties with rev-
enues less than $2 million. Last year the 
company was No. 2 on the same list, with 
revenue growth of 767 percent.

Steve Johnson, chief financial offi-
cer and principal of Natural Resource, 
and his wife, Ruth, the company's chief 
executive, began the company in 1994 in 
Georgia where Steve had been working 
as a wildlife biologist for 20 years.

The company specializes in environ-

mental projects associated with wet-
lands, endangered species and wildlife 
management. It provides permitting 
assistance for wetland use and National 
Environmental Policy Act assessments.

The Johnsons moved to Colorado in 
2001 and opened an office in Boulder a 
year later. To learn about vegetation in 
the area Steve worked with Fort Lupton-
based Aquatic & Wetland Co. and did 

volunteer work with resident wetland 
and riparian associations.

After leaving Aquatic, the Johnsons 
opened Natural Resource Services and 

JONATHAN CASTNER

Steven Johnson, left, chief financial officer of Boulder-based Natural Resource Services Inc., and his wife, Ruth, the company’s chief executive, special-
ize in environmental projects associated with wetlands, endangered species and wildlife management. It provides permitting assistance for wetland use 
and National Environmental Policy Act assessments. They are standing at the Sanderson Gulch Open Space where they have been working with the city 
of Lakewood.

➤ See Natural, page 22B

oyster perpetual 
submariner 

OFFICIAL ROLEX JEWELER

ROLEX  OystER PERPEtuAL And submARINER ARE tRADEmARks.

Boulder company has seen 
revenues steadily increase 
during past two years

REVENUES
LESS THAN
$2 MILLION

#1
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Goozmo takes pain out of Web site development

BY SUZAN K. HEGLIN
Business Report Correspondent

BOULDER – There are dozens of Web 
site designers and Web-hosting companies 
out there, and Boulder-based Goozmo 
provides both services, and more.

“We’re what you 
call a full-service 
Web-development 
company,” said Ben-
jamin Reed, chief 
operating officer and 
co-founder of Gooz-
mo. “We specialize 
in tools to let people 
manage their own 
Web sites easily.”

The company has 
been in business for 
eight years, but it has really taken off 
during the last few years. 

Goozmo posted revenues of $9,780 in 
2005 and improved to $170,183 in 2007, a 
1,640 percent increase. With this substan-
tial growth, Goozmo is the No. 2 fastest-
growing private company with revenues 
less than $2 million on the Boulder County 
Business Report's Mercury 100 list.

That happened because the company 
was ready, and the founders got serious.

“We had our day jobs. It got to the time 

to mature the business and get out of the 
bootstrap mode,” said Tyson Brawley, chief 
executive and co-founder of Goozmo. 
“That’s when we decided to crack down, 
make the decisions and join the chamber.”

“The fist step is we were ready to com-

mit the tools and resources,” Brawley said.
They joined the Boulder Chamber of 

Commerce, established a relationship 
with the Small Business Development 
Center and started taking advantage of 
those resources.

Reed attributes a lot of his company’s 
success to working with the chamber 
and the development center. Goozmo 
took advantage of the free counseling 
and consulting and began seriously 

MARC LITTMANN

Tyson Brawley, left, chief executive of Goozmo, and Benjamin Reed, chief operating officer, have seen their Boulder-based Web and business solutions 
firm grow exponentially the past two years. Goozmo posted revenue of $9,780 in 2005 and improved to $170,183 in 2007, a 1,640 percent increase.

➤ See Goozmo, 23B
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A Fresh A�roach to a Memorable Event
A Fresh A�roach to a

Memorable Event
Please see our NEW Web site at:
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Customers can manage 
their online shop easily, 
without big price tag
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 Our clients count on us to provide solutions to business challenges throughout the Rocky Mountain region,
across the United States and around the world. We regularly handle complex finance, securities, and

merger and acquisition transactions for emerging and established companies of all sizes.

 And when business takes Colorado companies across borders, we work with our lawyers 
in Europe and Asia to provide coordinated legal representation.

 For more information, please call Rex O’Neal at 303-447-7700.

WWW.FAEGRE .COM

C O L O R A D O   |   M I N N E S O TA   |   I O WA   |   E N G L A N D   |   G E R M A N Y   |   C H I N A

Your Business Partner in
Colorado and Worldwide

Design Matters ‘flips’ homes
to shorten time on market 

BY JULES MARIE
Business Report Correspondent

LOUISVILLE – Helly Duncan’s surge 
in revenues may be due, in part, to the 
economic downturn.

S h e  r e v i v e d 
Design Mat ters, 
her interior design 
and home-staging 
business, two years 
ago and has since 
experienced a large 
increase in business. 
Duncan’s innate 
ability to quickly 
flip the interior of 
a home appeals to 
home sellers who 
are hoping to quickly attract a buyer or 
are attempting to stave off foreclosure.

Design Matters posted revenues 
of $11,792 in 2005 and improved to 
$96,036 in 2007, a 714 percent increase. 
Design Matters is the No. 3 fastest-grow-
ing private company with revenues less 
than $2 million on the Boulder County 
Business Report's Mercury 100 list.

The company was founded in 1996 
as a design-only business and has since 
morphed into providing both interior 
design and home-staging services for hom-
eowners, home builders and Realtors.

She recreated her business in 2006 
based on the reasons she felt people 
hired interior designers: to improve their 
home’s aesthetics or functionality, for 
health reasons, concerns for the earth, to 
save money or as a future investment.

Duncan is quick to point out that 
interior decorators deal with colors, win-
dow treatments, furniture and fabric 
selection, while interior designers are not 
mere “pillow plumpers.”

“We go to school and have formal 
training. We’re full service. We know 
how to draft and do space planning and 
collaborate with architectural designers 
and electricians on technical or struc-
tural specifications,” Duncan said.

She obtained a bachelor’s degree in 
apparel merchandising from Colorado 
State University and an associate degree 
of applied science in interior design from 
Arapahoe Community College. She is 
also certified as an Accredited Staging 
Professional, or ASP, through staged-
homes.com, the industry leader in stag-
ing education and training.

As a member of the National Kitchen 
and Bath Association, the American 
Society for Interior Designers and the 
International Association of Home Stag-
ing Professionals, Duncan feels she has 
solutions for every home and budget. 

MARC LITTMANN

Helly Duncan, owner of Louisville-based Design Matters Inc., has seen her company’s revenues 
improve during the past two years. Design Matters posted revenues of $11,792 in 2005 and 
improved to $96,036 in 2007, a 714 percent increase. Duncan’s company provides interior design 
and home-staging services. ➤ See Design, 23B

Duncan resurrected business based on recent trends
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Braun’s business booms through Belize connection

BY MONIQUE COLE
Business Report Correspondent

BOULDER – Architect Garth 
Braun points to a 25-square-mile 
island in the Caribbean to help explain 
why Garth Braun Associates PC, his 
development consulting firm, is one of 
the fastest-growing companies in the 
Boulder Valley.

Revenues during 
the past two years 
have gone f rom 
$220,000 in 2005 to 
$1,135,000 in 2007 
– an increase of 416 
percent - thanks, in 
large part, to proj-
ects in Belize. 

With this growth, 
Garth Braun Associ-
ates is the No. 4 fast-
est-growing private 
company with revenues less than $2 
million on the Boulder County Business 
Report's Mercury 100 list.

Braun spends about a week every 
month in Belize’s Ambergris Caye, a 
small island just off of Mexico’s Yucatan 
Peninsula in the country formerly known 
as British Honduras. He oversees the 

development of Solabrisa, a 200-unit 
resort condo project, for a Canadian 
client. He is involved with everything 
from conceptual design and pro forma 
estimates to the importing and installa-
tion of furnishings.

“We found that what we offer in 
terms of service is really more than 

architecture. It’s developing consulting 
– thinking for them, with them. That’s 
one of our trademarks,” he said.

In Belize, the firm is involved with 
designing a 30,000-square-foot mixed-
use complex in San Pedro Town, which 
includes a 3,000-square-foot vacation 
home for a couple from Africa, a six-

and-a-half-acre hotel, a spa and condo 
project and a conceptual development 
for a private boutique resort.

The Belize connection began about 
12 years ago when a Boulder client asked 
Braun to design a vacation home for him 
there. “The house became well known,” 

MICHAEL MYERS

Garth Braun, owner of Boulder-based Garth Braun Associates PC, has seen his revenues increase with his business involvements in Belize in Central 
America. in San Pedro Town, Belize. The firm is involved with designing a 30,000-square-foot mixed-use complex, which includes a 3,000-square-foot 
vacation home, a hotel, a spa and condo project and a conceptual development for a private boutique resort.

➤ See Braun, page 23B
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leap
Find out where Continuing Education can take you.

Offered as part of the Colorado Statewide Extended Campus. 
�e University of Colorado is an equal opportunity/nondiscrimination institution.conted.colorado.edu/bcbr

University of Colorado at Boulder

Whether you want to propel your career, pursue your degree, or discover new 

talents, CU-Boulder’s Division of Continuing Education and Professional Studies 

has the classes to help you reach your goals.
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Boulder architect’s
Caribbean projects 
increase revenues
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• Corporate Gifts 
• Chocolate Fountain 
and Fondue Parties 

• Personal Gifts  • Weddings  
• Party Favors

We specialize in custom 
transfer imaging

Concertos in Chocolate 
specializes in

www.ConcertosinChocolate.com • Phone: 303.447.1001

MERCURY 100 Fastest-Growing Private Company
2004 • 2005 • 2006

Exquisite European 
Style Chocolates

Consultant finds niche teaching clients ‘lean’ techniques

BY KEELY BROWN
Business Report Correspondent

BOULDER  For Mike Loughrin the 
phrase “less is more” could easily encap-
sulate his entire mission statement as a 
business consultant.

B y  f o c u s i n g 
on  the systematic 
elimination of waste 
in businesses — 
whether that waste 
be in raw materials, 
resources or employ-
ee time — Loughrin 
streamlines daily 
per formance by 
using a “lean ini-
tiative” approach 
 the heart of his 
thriving consultancy Transformance 
Advisors Inc.

Loughrin has managed to grow his 
company’s annual revenues 348 percent, 
from $64,764 in 2005 to $290,419 in 
2007, placing it No. 5 on the Boulder 
County Business Report’s 2008 Mercury 
100 list of fastest-growing companies in 
Boulder and Broomfield counties.

The company has expanded its geo-
graphical area of services by offering 
classes and seminars in Chicago, Atlanta 
and Los Angeles.

Loughrin’s extensive background as a 
business consultant in the Boulder market 
motivated him to create Transformance 
Advisors in 2003. The consultancy offers 
one-day public- and private-training 
classes, as well as the Certified Lean 

Master Program, a nine-day seminar.  
 “It’s all about transformation and per-

formance, blended together,” Loughrin 
said. “We focus on your business objec-
tives and what you need to do, whether 
it’s installing a better software program, 

increasing market share, cutting costs or 
better serving your customers.”

In addition to advocating a stream-
lined approach, Loughrin’s techniques 
also emphasize the value of individual 

MICHAEL MYERS

Mike Loughrin’s extensive background as a business consultant in the Boulder market motivated him to create Transformance Advisors in 2003. The 
consultancy offers one-day public- and private-training classes, as well as the Certified Lean Master Program, a nine-day seminar.  

➤ See Consultant, 19B

Transformance Advisors helps
companies, employees meet
objectives through efficiency
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Offer not valid in West Chatahoochie County, TN 
or to members of the Boulder JELLO Sculpting Society.

Ideas may be highly flammable.

T O  T H E

fastest growing companies
in Boulder and Broomfield Counties.

creative > strategy : design : public relations         

230 main street
unit A
longmont, colorado 80501
303.440.2901
www.shiftagency.com

Congratulations

employee performance. 
“Many companies have invested a 

lot of money in technology but haven’t 
been able to deliver the results, so we’ve 
come in afterward and shown them how 
they’ve missed the employee side of the 
equation,” Loughrin said.

Loughrin said the company’s rapid 
growth is due in a large measure to the 
Certified Lean Master Program, which 
was launched in December 2006.  The 
program is a nine-day seminar that 
companies can implement over a three-
month period by concentrating on a major 
improvement project. At the end of the 
project, employees are given the oppor-
tunity to take an exam and get a profes-
sional-level lean master certification.  

Another factor in the company’s 
growth has been a steadily increasing list 
of repeat large-scale company clients, 
including industry giants such as Warner 
Home Video.

 “Implementing the Certified Lean 
Master Program — and having Warner 
Home Video as a client — have been 
the two major growth drivers for our 
company,” Loughrin said. “This growth 
has allowed us to increase our team of 
instructors to six — three in Boulder, and 
three in the other cities.”

 Transformance has 25 clients partici-
pating in the Certified Lean Master Pro-
gram, as well as six clients participating 
in the one-day seminars. Loughrin and 
his team of instructors present classes 
and seminars for these companies on a 

quarterly, monthly or — as in the case of 
several clients, including Warner Home 
Video — weekly basis. 

While Loughrin manages the com-
pany from his home office in Boulder, 
all of the class and seminar sessions are 
conducted either onsite at client busi-
ness locations, or at hotel and resort 
conference rooms.

Loughrin markets his company’s servic-
es not only through personal networking, 
but also through the help of two indus-
try organizations — the Association for 
Operations Management and the Interna-
tional Supply Chain Education Alliance, 
which reaches 50,000 members world-
wide. Through the alliance, Loughrin 
recently has licensed his Certified Lean 
Master Program to an instructor who will 
be teaching it in Hong Kong. Loughrin is 
negotiating to license the course and its 
training materials to instructors in the 
United Kingdom and the Netherlands, as 

well as other cities in the U.S.
Loughrin believes that the key to his 

company’s success and rapid growth rate 
is simple — by applying his many years 
of expertise, he is creating a niche for 
his company in the business consultancy 
marketplace.

 “Thanks to the extensive experience 
that my instructors and I have, when we 
talk to executives about their challenges. 
It’s ‘been there, done that’ for us, so we 
can really help,” he said. “We’re friendly 
with leveraging technology, and we place 
a major emphasis on educating employees 
in how to take a systematic approach 
toward improving any type of business 
organization.”
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 We focus on your  

business objectives and  

what you need to do,  

whether it’s installing a  

better software program, 

increasing market share,  

cutting costs or better  

serving your customers. 

Mike Loughrin
OWNER,

TRANSFORMANCE ADVISORS INC.

Showcase your company with 
a reprint for use in marketing 

promotions, brochures, media kits, 
trade show and investor materials, 
sales presentations, e prints and 

feature on your Web site.

BY PAM MARTIN
Business Report Correspondent

MEAD –  For Chuck and Penny 
Myers setting up shop on their land in 
rural Weld County presented the pictur-
esque backdrop essential to their busi-
ness model – an animal crematorium.

The county required a special-use 
permit so a hearing was arranged with 
the neighbors whose land abutted their 
own. Approved in February 2006, the 
couple built a barn and purchased 
equipment for an animal crematorium. 
PennyLane Pet Cremation Services Inc. 
brings a homey farm setting to what can 
be an emotionally challenging event.

Because of zoning regulations busi-
nesses like pet crematoriums typically 
congregate in warehouse settings. The 
Myerses’ locale on rural residential 
property with their horses, chickens, 
ducks and dog and cat wandering the 
2.5 acres treats clients to a face-to-face 
reminder of the cycles inherent in life.

The Myerses’ love of animals com-
bined with Chuck’s 25 years of expe-
rience as the manager of a mortuary 
and cemetery and Penny’s 17 years as 
a physical therapist make them ideal 
caretakers.

“I love visiting with people,” Chuck 
said. “People tell amazing stories about 
their animals, and I’ll sit with them and 
listen. I’m not a psychologist or a coun-
selor, but I listen. Death is always a mystery. There’s something 
about the property, with its views of Long’s Peak. You could sit and 
look at the mountains forever. There’s a comfort level that people 
experience. They start to see that everything’s going to be OK.”

A private cremation, which includes pickup and delivery, runs 
between $75 and $200 depending on the size of the animal (their 
equipment can’t accommodate large animals like horses). They also 
provide group cremations that start at $40, a service they provide for 
several area vets.

“We often see dogs from puppyhood until they’re 13, 14 years 
of age,” said Dr. Laura Meyer, a veterinarian at Long’s Peak Animal 
Hospital in Longmont. The hospital uses PennyLane for its general 
cremations. “It’s great to know that an animal’s end is just as good as 
the beginning – that the animal receives the same compassion and 
care. That really, really helps me.”

With a $200,000 price tag on equipment purchases and the 
new barn, PennyLane began with two loans from Wells Fargo. 
Eight- and 12-year leases for the equipment and new facilities, 
respectively, end in balloon payments. Just short of two years in 
business they’re operating in the black and setting aside money 
each month from their positive cash flow. They expect to cover 
those balloon payments when the notes come due, avoiding refi-
nancing. The financing provided them with what they needed to 
open shop with very little upfront capital, and the lease provides 
tax advantages because they can write off their rent.

There are nine other pet crematoriums along the Front Range. 
“While veterinarians really like our facility, the hardest part for 
us has been to get people to change to something new. There are 

loyalties in place,” Penny said. 
Penny handles the bookkeeping and marketing. Chuck handles 

the technical side of the business. They have yet to build a Web site, 
but Penny said it’s on the couple’s to-do list. Direct-mail marketing 
efforts have been targeted at area vets. The facility and location have 
been instrumental in garnering the clients they now have, and they 
are quick to invite potential clients to the site because the setting 
is so ideal. A garden on the property serves as a cemetery of sorts.

“For clients who don’t want to pick up their pet’s remains we 
have a garden where we sprinkle their ashes,” Penny said. “It’s very 
peaceful.”

Penny and Chuck balance family with their day jobs in addi-
tion to the pet cremation business.

“PennyLane requires that I work evenings and weekends,” 
Chuck said. “But it’s great to have the facility here at home. Oth-
erwise I’d never see my family.”

Their daughter, Linzie, is 15 and works for a local veterinarian. 
Taylor, 12, works for the business. She stains the biodegradable 
wooden urns, stamping each with a paw print that, according to one 
client, has meant the world to her and her husband.

“We keep them on the mantle by the fireplace. Each is a cedar, 
round box with the paw print and their names,” said Bonnie Ramos, 
who lost both their Bijon Frises last year to old age and cancer. “Penny 
came to the house. She’s so calm and kind. She and Chuck both are. 
They treated Tanya and Ace as if they were relatives … with all the 
respect and dignity of family members.

“They made it bearable for us. Chuck and Penny are truly the 
nicest people you’d ever meet.”

Couple uses peaceful locale for pet crematorium

JONATHAN CASTNER

Chuck and Penny Myers run PennyLane, a pet crematorium, in addition to handling their day jobs. Here, 
the couple, with their cat Joe, display one of the custom urns they sell. 

2150 Orchard Ave.,
Boulder, CO 80304-1307
720-565-9549
www.transformanceadvisors.com
info@emailta.com      
Employees: 7
Mike Loughrin, CEO
Primary service: business and 
management consultation services
Founded: 2003 

Transformance Advisors Inc.
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started generating revenue.
"We do good work, and we're reliable," 

Steve said. "We work well with the regula-
tory agencies and have built a good reputa-
tion. If you know what you're doing and 
work hard, you're bound to be a success."

The company works in many areas in 
Colorado. In Boulder County, the com-
pany was contracted by Boulder County 
Parks and Open Space to create a wet-
land habitat from a gravel excavation area 
at Kenosha Ponds, just east of Highway 
287 near Boulder Creek. Steve oversaw 
the land grading.

The ground had to be reshaped to 
have contours for deeper and shallower 
water. Plants like sedge and bulrush 
grow at varying depths, and various 

species of wildlife search for food at 
different levels. Dabbling ducks remain 
on the surface, while diving ducks use 
deeper water.

One of the problems in trying to restore 
land into a wetland habitat is that inevita-
bly weeds will grow. Before the land at 
Kenosha Ponds was mined for gravel the 
land hadn’t been farmed for several years, 
so weeds will be more of a problem. 

Natural Resource Services is licensed 
by the state to control weeds. That means 
mowing, plowing, burning and hand-
pulling but also using herbicides when 
necessary.

“He’s a really easy-going guy to work 
with, very friendly and knowledgeable, 
not only as a paid consultant but also as 

a volunteer,” said Claire DeLeo, senior 
plant ecologist at Boulder County Parks 
and Open Space.

Steve will work with nonprofits like 
Boulder-based Wildlands Restoration 
Volunteers to plant more than 10,000 
marshland plants in the area this June.

In addition to the Kenosha Ponds proj-
ect, Steve is working with Chatfield State 
Park in Jefferson County to preserve the 
habitat of the Preble’s Meadow Jumping 
Mouse. The mouse lives along the Front 
Range from Colorado Springs to Wyo-
ming and became an endangered species 
in 1998. It swims and climbs grass stems 
and depends on riparian zones for habitat. 
Monitoring projects like that over time is 
part of the job of wetlands restoration. 

Saving an endangered mouse is easier 
in Colorado than it was in Georgia. “They 
don’t resist county requirements here like 
they did back in Georgia,” Steve said. “It’s 
easier to get the message across.” 

NATURAL from 14B

P.O. Box 19332
Boulder, CO 80308
303-915-3211
www.nrsiservices.com
Steve Johnson, chief financial officer, principal; 
Ruth Johnson, chief executive officer
Employees: 2
Primary service: environmental consulting
Founded: 1994

Natural Resource 
Services Inc.
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networking events at the chamber.
“I gave up my day job in August 2006. 

It was about four months after we joined 
the chamber,” Brawley said.

During the first few years Brawley and 
Reed were developing the product. They 
used real clients and filled in with their own 
Web work. They did things manually so 
they could learn what the clients needed.

Their vision was that companies could 
make their own changes to their own 
Web site. 

“We are solving the problem people 
have with Web design … it’s expensive 
and difficult to manage,” Reed said. “We 
offer the ability to control design, content 
and the ability to do e-commerce and 
shopping carts.”

The company’s model works for 
medium-size businesses with a need to 
frequently update their Web site. It also 
works for larger businesses that have 

multiple outlets or multiple locations 
that want to host a Web site.

It’s working for the Hotel Boulderado. 
The Boulder hotel’s Web site is critical to 
its success – it gets 12,000 hits a month.

“Their system is set up to work with 
on your own,” said Beverly Silva, director 
of sales and marketing of the Boulderado. 
“Before we had to call the guy and wait. 
We’re definitely making changes every 
week. It’s a full-time job keeping up with 
it and making it fun.”

Dhyan Atkinson is a business coach 
and consultant who has referred many 
of her clients to Goozmo. “It’s so easy 
to use that you can keep changing your 
Web site, which is important for search 
engines.

“I was stuck with a horrible Word-
Press that I struggled with all the time. 
Goozmo migrated my site over to their 
system (three years ago),” Atkinson 

said. “This January there was another 
upgrade. Now my site is going to be an 
e-merchant site, and I can sell books 
and other things.” 

Reed attributes Goozmo’s recent 
success to a new business plan. “We 
treat this as a business first. Whatever 
business or industry you’re in, you have 

to run the business as well as provide 
the service.”

Goozmo has partnered with Cali-
fornia-based City Card Consulting. It’s 
a joint venture branding three services 
under the Goozmo name, including 
merchant processing, and gift and reward 
card programs. Brawley said he loves cod-
ing, and the company will continue to 
improve its services as needed.

“They are about to add a blog function,” 
Atkinson said. Blogs are becoming more 
important for search-engine optimization.

Of Goozmo’s business, 20 percent is 
not in Colorado. The company is expect-
ing more growth outside Colorado, espe-
cially with the merchant sales and gift-
card functions.

“I think the Web and Internet has got 
a long haul ahead of it. I think it’s going 
to be more integrated into our lives,” 
Reed said.

The shift in her business happened 
when she began focusing on home stag-
ing in 2006. 

A 2007 survey by Accredited Staging 
Professionals revealed surprising statistics: 
Lightening and brightening a home has a 
355 percent return on investment, or ROI, 
while cleaning and decluttering brings 
a 578 percent ROI. The average days an 
unstaged home sells is 163.7, while homes 
staged prior to listing sold in an average of 
8.9 days. Research also indicated a 5.8 per-
cent increase in home equity gain due to an 
average 6.9 percent sale price increase.

“The average home buyer decides in 
eight seconds whether or not they like a 
home,” Duncan said.

She begins with a free consultation 

to determine whether there’s a mutual 
fit, which is important considering the 
duration of some interior design jobs. She 
said she’s not a design dictator, and while 
she has her own ideas she prefers working 
with her clients as a team. 

Duncan offers a two-hour mini stage 
for $200 where she provides suggestions 
for rearranging furnishings, cleaning or 
eliminating clutter, depersonalizing or 
neutralizing the space, lightening rooms 
or accenting colors.

“I love it when I walk into someone’s 
home, and they love it when I leave my 
ideas behind,” Duncan said.

The cost increases for those desiring help 
with carpet, paint, furnishings, art, acces-
sory purchases or interior design services.

She credits growth to her husband, 
Matt’s, publicity efforts and updat-
ing the Web site. Google returned 
2,260,000 hits for the keyword search 
‘home staging’ and Design Matters is 
No. 2 thanks to the search engine opti-
mizers they utilized.

“I wanted a powerful Web presence as 
this is a referral-based business,” Duncan 
said. She gains two to three new contacts 
a week.

She finances Design Matters with 
sweat equity, business credit cards and 
client referrals. Her goal is to write a 
business plan and obtain a small-business 
loan to assist with paying contractors and 
increasing her inventory of rentals.

Duncan is committed to hiring 

employees, rather than independent con-
sultants for larger jobs. “I’m going upward 
and onward in this changing, exacting 
and exhilarating field. I absolutely love 
what I’m doing.”

Braun said, adding that it led to more 
work, including designing the high-end 
Cayo Espanto, which has been hon-
ored as one of the top 10 private island 
resorts in the world. 

“That gave us a lot of credibility,” 
Braun said. “They thought we knew 
what we were doing down there.”

Business has not always boomed for 
Garth Braun Associates, which was 
founded in 1984. In 2003 Braun pur-
chased the building that now houses his 
office at 2014 Pearl St.

“For a year all my energy went into 
renovating this building and moving the 
office,” he said. “When I was ready to 
work again, I was wondering, ‘Where 
is the work?’ ”

While attending a funeral for one of 
his clients, the answer came to him.

“I realized, ‘This is why my work has 
slowed down — my clients are retiring.’ 
My group that I had spent so much time 
cultivating — I do mostly referral and 
repeat work — that group as a whole hit 
retirement age and quit doing things I 
had been doing with them.”

The epiphany caused Braun to start 

marketing his company, though this did 
not mean an expensive ad campaign. 
“As an architect most of it is your own 
energy and personal involvement.”

He attended Boulder Chamber of 
Commerce and Downtown Boulder 
meetings, and he phoned clients he 
hadn’t heard from in a while.

“You have to realize that your cli-
ents change, especially for architects 
who have a lot of referral business,” 
Braun said. “Over a 10-year period they 
change, and you have to look ahead.”

Looking ahead, Braun foresees a 
possible slowdown in resort work in 
Belize. “If the U.S. economy continues 
to decline, there will be less desire to 
build condos, less travel.” He estimates 
that tourism is down about 30 percent 
this year in Ambergris Caye, the most 
popular destination in Belize.

Although resort development has 
accounted for about 70 percent of his 
business recently, Braun has attempt-
ed to stay diverse. Last September his 
firm completed the renovation of the 
historic Samsonite building in Denver 
into a K-12 charter school. “That was 

an extremely challenging project. (It 
was) a $20 million job we had three 
months to design and permit and 
three months to build. (Students) 
were going to be there whether we 
finished or not.”

Garth Braun and Associates designed 
the 16,780-square-foot facility for Boul-
der Housing Partners in North Boulder, 
which was completed five years ago. He 
has a residential remodel in Boulder 
under way, along with a private home 
in Denver, a dental office building in 
Superior and another charter school in 
Westminster.

Historically, Braun estimates that 80 
percent of his business has come from 
commercial projects, including resorts, 
office buildings and tenant finishes. He 
said 20 percent comes from single-fam-
ily home design. “At times it flips based 
on the economy.”

Braun really doesn’t want his firm 
to be on the fastest-growing list in the 
future. “I really don’t want to get any 
bigger in terms of being able to do what 
we do best and for me to live a life,” he 
said. 

The firm has eight full-time employ-
ees — including one other registered 
architect, Stuart Smith, up from two or 
three employees three years ago.

Despite the enticing images of aqua-
marine waters and palm tree shaded 
beaches that grace the walls of his 
office, Braun has no intention of moving 
away from Boulder. 

“I don’t want to ever leave,” he said. 
“People keep trying to get me to move 
to Belize, I just really like it the way 
it is.”
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Success in today’s market isn’t measured by the number of customers you may have, but by the relationships 
you’ve built. That’s why you won’t find a stronger commitment to deliver unmatched personal service now that 
Centennial Bank of the West has proudly joined Guaranty Bank and Trust Company. Because we still maintain 
the locally owned and managed community bank influence, we have the flexibility to customize products and 
services to better fit the individual needs of our personal and business partners. It’s how real people find real 
possibilities. Discover the Guaranty Bank difference today.

How should a bank measure success?




