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GE Café™

Everyone loves a café. 
Now, everyone can have one.
GE Café™ is GE’s first new line of appliances in 15 years, and it’s an exciting new sales 
opportunity. With stainless steel exterior and robust styling, builders and new home 
buyers will want to make it the centerpiece of their new home. For remodelers and 
their customers, the GE Café will easily transform any kitchen with restaurant-inspired 
design. At long last, everyone can afford to have an inviting café – right at home.   
www.geappliances.com/café

For additional information on GE Monogram® or other fine GE Appliances, call the 
GE Answer Center® at 800.626.2000.



Vitoria Regia granite from Arizona Tile.

Creeks on the sands of Maelifellssandur, Iceland from 1,500 feet.

© 2009 Arizona Tile, LLC. All rights reserved. Logos, marks and taglines appearing herein are trademarks or registered trademarks of Arizona Tile, LLC.

Experience a vast selection of porcelain, glass, ceramics and natural 
stone that will truly elevate any design. At Arizona Tile, there’s a 
world of surfaces waiting to be explored. Through our exclusive 
relationships with select quarries and suppliers, you will discover 
stunning surfaces you won’t find anywhere else on Earth.

For all showroom locations and a look at our complete 
collection, visit www.arizonatile.com.

DENVER  10100 East 45th Avenue, Denver, CO 80238, 303-574-2990  |  Located on the southwest corner of 45th Avenue and Geneva
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Your Case Work Made Easy SM

The quality you demand. 
The service you deserve.

For more information or to download a 
FREE digital catalog, please visit our website. 

www.cabparts.com
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Cabinet & Millwork Shops
Contractors • Design/Build Firms
Remodelers • Project Managers
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• Storage & Closet Systems 
• Custom-sized casework
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• Higher productivity
• Better cost control
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Darryl JonesFROM THE PRESIDENT

Just a few years ago, there was a big debate in our industry about 
whether adding “green’’ features to homes would help sell them – or whether green was a passing fad.

The debate is largely over. Buyers and existing home owners are clearly seeing the value of 

improving energy efficiency and including other earth-friendly attributes in new and remodeled 

homes. As this month’s cover story points out, there are many good reasons to green both new 

and existing homes, including a variety of incentive programs.

In new homes, budget-conscious buyers see the value of saving money on utilities for years 

to come. An energy-efficient new home is a better-built home – more comfortable for owners as 

well as gentler on the planet. And in remodels, contractors are helping home owners see the value 

proposition in everything from replacing windows and appliances to caulking, sealing and adding 

insulation to their homes.  

The Home Builders Association of Metro Denver has long been a leader in the green and energy-

efficiency movement with the Built Green® Colorado program, created more than 15 years ago. Our 

industry program served as a catalyst to get a number of national and local programs off the ground. 

It has served a very valuable and useful service in providing on-the-ground, high-quality education to 

builders and their trade partners in how to build more efficiently by applying the principles of building 

science. Beyond energy use, Built Green® has educated our industry and the public about durability, 

resource conservation, indoor air quality, wise water use and many other issues.

Built Green® has led many of our builders to work better and smarter, constructing homes that 

are good for the planet because of reduced carbon emissions and careful use of natural resources. 

Home buyers benefit, too, because these homes are healthier and offer value-added options.

The severe economic downturn forced Built Green® to take an “intermission’’ starting last 

spring. The irony is not lost on us that our ground-breaking program is in transition just as the 

world around us is waking up to the importance of green building. 

We are confident that Built Green® will continue in a somewhat different format, but still able to pro-

vide a useful service to builders and their trade partners. We will continue to work on education in building 

science. The EEBA conference in Denver this fall will provide lots of opportunity in that arena.

Meanwhile, the momentum of green building continues with the new state law requiring 

builders to offer solar options to buyers. These options range from installing a solar array to sim-

ply making a new home more solar-ready.

As to the momentum of the wider building market, I am cautiously optimistic at the trends I see. 

Lots of professionals in our industry seem to believe that while the market has a long way to go, sig-

nificant indicators of consumer confidence are moving in the right direction. Hopefully, this suggests 

that recovery may start later this year and pick up steam in 2010. I’m talking to more professionals 

who may not be quite ready to pull the trigger and start construction, but who have enough expecta-

tions of recovery that they are working to get entitlements in place. 

The emerging market will be different. The trend toward smaller 

lots and smaller, more affordable homes seems as clear as the trend 

toward greater energy efficiency in all residential construction. And 

many large national builders have pulled out of Denver, which is 

not necessarily a bad thing as some in our industry thought there 

were more of the national builders than the market could sustain. 

For those who have struggled to hang on during these 

difficult times, I urge you to continue hanging on and work-

ing as a community because together, we will do great 

things. We certainly can expect brighter times ahead. 

GREEN MAKES GOOD SENSE 
(AND CENTS) FOR BUILDERSBuilders, developers,  

financial institutions,  

manufacturers,  

commercial developers  

& retailers —  

Gain a strategic  

advantage  

in YOUR planning! 

JAY PETERSON
jpeterson@hanleywood.com
(w): 303-708-1032, x240

(c): 720-495-2412
www.hwmarketintelligence.com

LEADING  INDEPENDENT REAL  ESTATE  RESEARCHLELEADADININGG IINDNDEPEPENENDEDENTNT RREAEALL ESESTATATETE RERESESEARARCHCH

Market Intelligence

Combining 220 years of employee
experience in plumbing and hardware.

3200 Walnut Street • Denver, Colorado 80205
303.292.3550 • www.denhw.com

DARRYL JONES, HBA PRESIDENT
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by Jerry Gloss, AIAFORM & FUNCTION

My grandmother often said it was better 

to light a candle than curse the darkness. At the age of 12, that 

meant nothing to me. But now, in “light” of the current housing 

market, it makes a great deal of sense.

Whenever sales diminish, we can typically point to one of several 

causes: new competition, a poor sales staff, poor design or even 

unfavorable pricing. In this economy, it’s easy to pin the cause on the 

obvious: our market downturn. Quoting Al Trellis of the Home Builders 

Network in a recent publication, “There is little we can do about the 

economic conditions, but we can specifically address the issue of prod-

uct desirability.” There are still buyers out there and sales being closed.

Product design is typically crafted in one of two ways: from 

scratch based upon a new concept with a specific buyer profile or 

through an additive process where an original plan is tweaked and 

nudged over a period of time. In a hot market, we see a great deal 

of the additive process, where plans are upsized and “up-featured” 

without regard to true value assessment or a pricing threshold.

In a cold market, where sales are tough and buyer-perceived 

value is of prominent importance, those additive plans become an 

albatross. Back in the early 1990s, during a similar stall in the mar-

ket, we spent a lot of time retooling existing plans, refining them to 

compete in a depressed market:

  TRIM EXCESS SQUARE FOOTAGE by properly sizing spaces 
and minimizing traffic areas. Create an increased sense of livability.

  TRIM COSTS BY SYSTEMIZING FRAMING. Use 2-foot 
modules. Optimize spans. Integrate framing techniques that 
reduce the amount of framing and increase insulation perfor-
mance. Simplify roofs. Minimize corners.

REFINE PLANS TO BETTER  
COMPETE IN A DEPRESSED MARKET

  CREATE A NEW, UPDATED LOOK. Delete non-valued 
rooms (living rooms?). Add valued spaces (a main floor bedroom 
suite/second study).

  RE-SKIN THE EXTERIOR, adding green-rated, low-mainte-
nance materials. Create a more compelling streetscape.

  REFOCUS ON A SPECIFIC BUYER PROFILE. For example, 
take a ranch plan and modify it to meet 50+ buyer standards.

  INCREASE THE HOME’S ENERGY PERFORMANCE. 
Scrutinize duct runs. Review window packages. Upgrade equipment.

While we remove the undervalued fluff and plan excesses, be 

careful not to strip the home of its charm and appeal.

“No matter the state of the economy, good value-conscious de-

sign – focused on the buyer’s perception of value judgment – will 

capture a significant market share and profit margin,” Trellis says.

The accompanying plans illustrate an original model of 2,906 

square feet that has been retooled for costs and updated by intro-

ducing value-added spaces such as a second study/guest room 

and a wine room on the main floor while relocating the laundry to 

the upper floor. The structure has been simplified and the square 

footage was slightly reduced by 40 square feet. 

Jerry Gloss, AIA, is a senior partner at Knudson Gloss Architects, 

a nationally recognized architectural firm in Boulder. Its work 

includes custom residences, community home series, remodels 

and multi-family homes. Jerry is an appointed member of the 

NAHB Design Committee. Email Jerry at jgloss@kgarch.com.

ORIGINAL MODEL MAIN FLOOR PLAN
RETOOLED MODEL 
MAIN FLOOR PLAN



Why choose  
Environmental Stoneworks  

for your next project?

   Toughest stone in the market 
– ICC# ESR-2380 conforming 
to latest AC-51 guidelines

   Nationally recognized leader 
in turnkey stone veneer 
installation

   Many new products and  
colors now available

   Local showroom and projects 
to display to your customers

   Active in HBA, MVMA,  
AIA, LEED

   Colorado based business  
for over 30 years

No other stone veneer  
manufacturer knows installation 

as well as we do
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DOUG SEITER

by Doug SeiterBUILDING GREEN

The new construction woes of the last 
couple of years have builders around the country looking for 

answers to serious questions about company growth or, in some 

cases, survivability. Companies that have embraced green building 

as a core company value have fared somewhat better in these 

tough times, but the industry is clearly hurting across the board. 

In the big picture of the shelter industry and resource efficiency, 

homes that have been on the ground for a decade or more have 

a bucket load of potential in terms of lowering energy use and 

carbon reduction. Add to this the tendency for folks to stay put 

and wait out the economic cycle instead of making a new home 

purchase, and you might get a sense of where I’m going with this. 

Might builders find strength in diversifying to green remodeling?

This is not a new idea. If anything, I’m behind the times. 

Builders in Colorado and around the country have already made 

this move, although not necessarily with a green focus. In spite 

of the economic downturn, there is awareness in the market 

that wasn’t there as little as five years ago. People know more 

about green building and the environmental consequences of 

poor building choices, and if the exponential growth of books, 

magazines and “green building experts” is any indication, green 

remodeling should be a path worth checking out. Did I mention 

potential? According to Buildings Energy Data Book, 92 percent 

of U.S. homes were built before the year 2000. 

Let’s take a quick look at what a green remodeling project 

might entail. Obviously, orientation of the home is off the table, 

although in some cases an addition can enhance the original 

design by adding a passive solar component. A full-scale renova-

tion will involve serious consideration of what works and what 

doesn’t in the original structure. Like a well-thought-out new 

home design, all the parts of the home should be considered – 

the house is still a “system,” even if it needs substantial modifi-

REMODELING A 
BUSINESS PLAN

cation of its components. The details cannot possibly be covered 

in a short article. Thankfully, there are ample resources for green 

remodeling. One of the best is GreenBuildingAdvisor.com. But 

here is a sampling of green remodeling points to ponder:

  FOCUS ON ENERGY. On the global to personal scale, energy 

use is going to have the greatest impact. For the house’s envelope, 

“insulate right, seal it tight” applies. This is also the place where 

things can go awry if the principles of building science are ignored. 

Let’s review:

–  Heat travels from hot to cold.

–  Moisture travels from wet to dry.

–  Air flows from high pressure to low pressure.

–  Water flows down (that gravity thing).

–  Physics rules; get over it.

  REPLACE THE HVAC. It can be another place for significant gains.

–   Use sealed combustion gas appliances. Because you have 

sealed and insulated properly, you will want to get all the com-

bustion air and associated byproducts isolated from the house. 

–   Whatever you can do to seal the duct system – which is very 

likely leaking like a sieve – do it. Accessible ducts can be 

sealed with mastic. The rest can be sealed from the inside 

with an aerosol sealing system.

  IMPROVE INDOOR AIR QUALITY. Choose interior materials 

carefully, from the paints and finishes to the cabinets and appliances. 

Zero-VOC (volatile organic compounds) paints and finishes are on 

the market and available in mainstream home improvement centers. 

Introduce fresh air mechanically (more effective and reliable than 

opening windows).

  LANDSCAPE WITH ENERGY AND WATER IN MIND.  
Well-placed trees can reduce summer cooling needs. Keep plants  

far enough from the foundation so that watering systems don’t hit 

the wall or foundation. By now xeriscape should be a familiar term, 

but attention to proper plant types and groupings as well as mini-

mizing turf area will reap water-saving benefits.

The bottom line is that home remodeling and renovation is 

taking the same course as new construction. While “pure green” 

is not yet the new “normal,” the industry is certainly heading that 

direction. And with the tremendous potential represented 

by the stock of existing homes, there should 

be a willing market waiting to be tapped by 

builders who have seen the green light. 

Doug Seiter contributes to this publication on 

environmental building and energy-efficiency 

issues. He is the former state coordinator 

for Built Green® Colorado. Contact 

Doug at dlseiter@comcast.net.



TRIM. IT’S ONE OF THOSE LITTLE EXTRAS THAT COULD MEAN THE DIFFERENCE BETWEEN A HOME 

THAT’S BUILT AND A HOME THAT SELLS. THE TEXTURE, THICKNESS AND SUBSTANCE OF TRIM SAYS 

THAT THE HOME YOU’VE BUILT IS SOMETHING SPECIAL. THAT IT HAS CHARACTER. THAT IT’S ONE OF 

A KIND. THESE ARE THINGS HOME BUYERS ARE LOOKING FOR. AND THEY’RE THINGS THAT TRUWOOD 

PROVIDES. SO EVEN IF BUYERS AREN’T ASKING FOR TRUWOOD BY NAME, THEY ARE ASKING FOR IT.
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www.TruWoodSiding.com  |  ASK US ABOUT OUR FSC PRODUCTS.
The TruWood Collection, manufactured by Collins Products LLC  |  phone 1.800.417.3674

TruWood‘s material content is backed by 
third-party certifier Scientific Certification 

Systems www.scscertified.com.

DISTRIBUTED BY BOISE BUILDING MATERIALS  |  303.289.3271



SAVING ENERGY 
ENTERS THE
MAINSTREAM 

BY REBECCA CANTWELL 



AMBITIOUS HOME ENERGY-EFFICIENCY 
programs are launching in the midst of the toughest 
building environment in decades, with advocates predict-
ing they can help builders emerge stronger than ever.

Spurred by a new state law and state regulatory 
action, Xcel Energy recently launched two programs 
aimed at reducing home energy use this year. ENERGY 
STAR® New Homes Colorado aims at making new 
homes more efficient, while Home Performance with 
ENERGY STAR® offers a variety of incentives for 
retrofits to existing homes. 

The programs are part of a new effort aimed at 
reducing energy use – called Demand Side Management 
in utility parlance – that Xcel hopes will lower Colorado 
customers’ energy consumption dramatically. On the 
electricity side, for example, the state’s largest utility 
wants to reduce peak power demand by nearly 700 
megawatts. The utility says such savings could delay 
or avoid building a power plant costing $1 billion. 

Both home programs use the brand of the blue 
ENERGY STAR® program created by the U.S. 
Department of Energy in 1992. Built Green® Colo-
rado adopted ENERGY STAR® standards as the 
minimum energy requirement for its home checklist 
last year. The program requires homes to be at least 
15 percent more efficient than current building codes 
in areas such as air sealing, insulation and windows. 
As code requirements have increased, ENERGY 
STAR® has boosted its standards.  

Bruce Peterson manages both new programs for 
Xcel Energy and acknowledges that the programs were 
designed before the home building market tanked.

Trying to launch this year “has been challenging, 
but a lot of good work had been done before we got 
to the marketplace,’’ Peterson says. “Built Green® had 
already adopted ENERGY STAR® standards. And the 
ENERGY STAR® label has great recognition nation-
ally – with 70 to 80 percent recognition.’’

Meanwhile, poor economic conditions forced 
Built Green® Colorado, the program launched by 
the Home Builders Association of Metro Denver in 
1995, to take an “intermission’’ as of June 1 and 
temporarily suspend operations. “We encourage 
builders and their trade partners to work together to 
implement the sound building science principles that 
Built Green® has come to represent, including energy-
efficient and green building practices,” leaders of Built 
Green® said in a letter last spring.

Karen Durfee, who chairs the HBA’s Energy and 
Environmental Affairs Committee, notes, “What’s 
happened to the Built Green® program is a sign of the 
times and what the economy has been doing. It seems 

ironic when green building is so much more prominent 
than ever that a program like this has struggled.’’

But like Peterson, she believes that the long tenure of 
Built Green® Colorado has created a wealth of education 
for builders as well as raising building efficiency standards.

And in another sign of the times, a former Built 
Green® leader, Todd Gamboa, now manages Xcel 
Energy’s ENERGY STAR® New Homes program for 
Residential Science Resources. 

“My agenda hasn’t changed,’’ says Gamboa. “I’m 
trying to improve the quality of homes in Colorado.’’

And the veteran of Village Homes, Harvard Com-
munities and D R Horton says builders today are 
very receptive. “Many are looking for a way to dif-
ferentiate themselves,’’ Gamboa says. “And ENERGY 
STAR® is a great program to do it because unlike 
some new green programs, you can quantify how 
much energy a home will save. You can’t ‘greenwash’ 
with ENERGY STAR®.’’

Building homes that are significantly more efficient 
than code requires is no longer limited to custom build-
ers in Colorado, Gamboa notes. Production builders 
such as Oakwood Homes, KB Home and Richmond 
American Homes have made commitments to follow 
ENERGY STAR® requirements, he says. “And many 
more production builders are seeing the value.’’

To participate in the ENERGY STAR® programs, 
builders are required to work with third-party 
verifiers. Home energy raters (HERS), certified with 
RESNET, register with Xcel and go through screen-
ing. The raters work with builders, enrolling homes 
and consulting through the building process to guide 
a home toward the greatest possible energy efficiency.

Financial incentives encourage both raters and 
builders to make new homes highly efficient. For 
example, builders in the Denver metro area can earn 
a rebate of $350 for meeting the minimum ENERGY 
STAR® certification with a HERS score of 85 (15 
percent better than the 100 points assigned a home 
that meets code). Builders in the mountain areas 
must reach a minimum HERS index score of 80 (or 
be at least 20 percent better than code). But builders 
who get the energy use down lower through methods 
such as tighter air sealing and improved insulation 
can earn more – $1,200 for a HERS score of 55 and 
$2,000 for a HERS score of 45 or less. 

As of mid-June, Peterson says 720 homes were 
enrolled in the program with 95 builders participating 
and about 45 active HERS-rating companies registered. 
The goal for the year is 2,200 homes supplied by Xcel 
Energy gas and 100 homes supplied by Xcel electricity. 
In 2009, the program targets to save 34,658 decatherms 
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of gas and 117,000 kilowatt-hours of electricity.
“These are lofty goals for us,” Peterson acknowledges. 

“We are striving to show builders the program benefits, 
which include reduced warranty calls and added comfort 
for the home owners.”

As part of Xcel’s overall Demand Side Management 
programs, Peterson notes that other programs may pick up 
the slack if the building programs are unable to make their 
goals, but the utility itself is motivated by the possibility of 
incentive payments for reaching its energy reduction goals. 

Gamboa says he teaches builders and trade contrac-
tors that they can make great progress in increasing the 
efficiency of new homes by doing what they already do a 
little bit better. “They don’t necessarily have to change their 
procedures, but they need to do a better job of executing on 
the details,’’ he says. 

While ENERGY STAR® appliances and other products still 
tend to be more expensive, Gamboa and others note that as 
incentives encourage greater use, the cost differentials decrease.

“The trend with a lot of goods and services is that as 
they are more in demand and more accepted with increased 
awareness and customer demand, manufacturers make 
more and the cost per widget goes down,’’ says Peterson. 

“Demand Side Management programs are not intended to 
be permanent programs but are designed to create market 
transformation and get things going in the right direction 
and then switch to something else.

“ENERGY STAR® is the right program for the times, 
and we hope in five years [that] we can say the market pen-
etration has gone from maybe 15 to 30 percent in Colorado 
to 70 or even 90 percent,’’ Peterson adds. “But we have to 
have an economic turnaround first.’’

Gamboa speaks to building industry groups around the 
state and says builders, Realtors and lenders are all embrac-
ing the value of more energy-efficient homes.

He and others are still working on appraisers. “The 
problem now is getting appraisers to show the fair value 
of ENERGY STAR® homes,’’ Gamboa says. “They are not 
showing a significant value increase at the front end. When 
appraisers do not assess a proper value for money-saving 
energy-efficient homes, then the consumer does not always 
see the direct value upfront.’’

  What’s happened to the Built Green® program is a sign of the times 
and what the economy has been doing. It seems ironic when green 
building is so much more prominent than ever that a program like  
this has struggled.    – KAREN DURFEE, CHAIR OF HBA’S ENERGY AND ENVIRONMENTAL AFFAIRS COMMITTEE

KAREN DURFEE

SAVING ENERGY

But he and others are optimistic that this issue will be 
resolved soon. Gamboa insists now is the time for builders 
to prepare for a more efficient future and to take advantage 
not only of Xcel rebates, but state and federal incentives to 
make homes more energy smart.

“Now is the time for us to sharpen our blade and pre-
pare to come out of this recession more successful,’’ he says.

That advice goes for remodelors as well. They can take 
advantage of rebates and services offered through Xcel’s Home 
Performance with ENERGY STAR® program. The idea is to 
encourage home owners to make significant improvements 
based on professional advice about how to save energy.

The program is targeting 300 participants in 2009, and 
ramping up significantly to 1,000 homes in 2010, Peterson 
says. In 2009, the goals for energy savings are 374,000 
kilowatt-hours of electricity and 9,617 decatherms of gas.

Participants first need to have an energy audit identify-
ing ways to save energy in their homes, either involving a 
blower door (for a $90 fee) or including an infrared camera 
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With growing concerns about the environment and 
rising energy costs, homes that earn the ENERGY STAR® 
certifi cation can really appeal to homebuyers. Not only do they 
save energy and money, they also increase the resale value of 
a home. By participating in Xcel Energy’s ENERGY STAR® New 
Homes program, you’ll gain increased knowledge of effi cient 
building practices, greater quality control, enhanced customer 
satisfaction and improved profi t margin. 

To fi nd out how you can gain a competitive edge in the 
market and take advantage of over $1,000 in incentives, call 
1-888-240-4123 or email info@residentialscience.com. 
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examination (at a $120 fee). The goal for 2009 is 5,000 
such audits, with roughly 1,100 audits completed by mid-
June. About 70 home owners have taken the next step and 
signed up to install the home performance improvements.

The program requires customers to use a participating 
installation contractor to implement at least five improve-
ments. Three are mandatory: air sealing and weatherstrip-
ping (with a rebate of $100); attic insulation and bypass 
sealing (with a rebate of $150); and high-
efficiency lighting (with a rebate of $40).

Customers are required to choose two 
more optional improvements for additional 
rebates from possibilities including wall 
insulation (for a $250 rebate), a high-
efficiency furnace (with rebates depending 
on the efficiency rating) or new ENERGY STAR® appliances. 

“Lots of people complete the audit but don’t take the next 
step and implement the recommended changes,’’ Peterson says. 
“We discovered that financing is a big barrier for customers, so 
we are now looking at ways to develop additional programs or 
find partners that can assist customers in this area.’’

Paul Kriescher of Lightly Treading is responsible for 
implementing the Home Performance with ENERGY 
STAR® program for Xcel Energy. He notes that many par-
ticipants so far have gone to home improvement stores and 
invested in things they can do for a couple hundred dollars 

  My agenda hasn’t changed. I’m trying to 
improve the quality of homes in Colorado. 
                         – TODD GAMBOA, RESIDENTIAL SCIENCE RESOURCES

SAVING ENERGY

on their own such as insulating the water heater or caulking 
and weatherstripping leaky homes.

But they are missing the bigger opportunities. “Most 
could cut 25 percent off their home energy needs pretty 
easily – while improving the comfort in their home – which 
could be better than any other investment. But they don’t 
have the money,’’ Kriescher says.

For example, Kriescher calls much of the ductwork in Colo-
rado older homes “pathetic’’ with leaks; furnaces sucking from 
attics and garages; and big, empty cavities. But fixing ducts is 
rarely a do-it-yourself job since it generally requires opening walls. 

Home owners who might require $2,500 to $12,000 for 
significant energy-saving repairs are often in the market for 
a loan – and not finding many interested lenders.

More promising, says Kriescher, is trying to develop 
home refinancing packages that could roll energy-efficiency 
improvements into a new mortgage. 

“There may be some ARRA [American Recovery and 
Reinvestment Act] money they may be able to incorporate into a 
refinance product that would be low risk for the banks,’’ he says.

Another potential hindrance is that it is daunting for 
many home owners to hire a contractor. According to 
Peterson, the roughly 150 contractors who have joined the 
program have been trained in understanding the whole house 
approach to energy use and are able to explain to home 
owners how installation of one recommendation may affect 
others. “We plan to offer courses for continuing education so 
our installation contractors are well-versed in new techniques 
and best practices,’’ Peterson says. “We have a very respected 
and diverse group of contractors in our program.’’

And the auditors who first examine the home come back 
at no charge to verify that the improvements customers chose 
are correctly installed. The auditors also make sure natural gas 
appliances are working correctly – for example, not releasing 
carbon monoxide into the home through the venting. Along 
with performing other inspections, auditors will collect receipts 

from home owners, fill out the rebate paperwork and submit 
the application to Xcel. The no-cost inspection, Peterson says, 
gives the home owners peace of mind.

Beyond the Xcel program, many remodelors are con-
fused about what home owners mean when they say they 
want a “green’’ remodel, says Durfee, who has also been a 
leader in the HBA’s Remodelors Council.

“There’s a difference between an energy upgrade and 
redoing your bathroom,’’ she says. “You can do an energy 
upgrade and insulation, but it’s not very pretty. But if I want 
to redo the bathroom, how do I make it green?”

TODD GAMBOA,  
RESIDENTIAL SCIENCE 
RESOURCES



On-time delivery doesn’t start with delivery. It starts by making your windows right 

the first time. And following through from the initial order, manufacturing, and shipping. 

Atrium understands your commitment to your homebuyers, it’s why we make your  

windows right, ship them complete and deliver them on time. Our national presence 

allows us to deliver millions of windows and doors to job sites all across America, every 

year. We deliver on delivery.
atrium.com



20  HOME BUILDER  //  FALL 20 0 9

BUILT GREEN® COLORADO HOME OF THE YEAR AWARDS
The Built Green® Colorado Home of the Year Awards recognize excellence in the building 

of sustainable, high-performance homes in four price categories. The homes selected 

excelled in energy efficiency, showcased superior green building practices and included 

innovative design features.

BUILT GREEN® COLORADO  
BUILDER OF THE YEAR:  
HARVARD COMMUNITIES

Harvard Communities is another 

builder leading the way to near-zero 

energy homes. Building ultra-efficient 

Built Green® homes, educating its trade 

partners and consumers, and advancing 

everyone down the road to the next 

generation of homes have become a 

passion for the Harvard team.

BUILT GREEN® COLORADO 
CUSTOM BUILDER OF THE YEAR: 
MANTELL-HECATHORN  
BUILDERS, LLC

Mantell-Hecathorn Builders has two 

very clear motivations in building 

Built Green® homes: to create change 

in the southwest Colorado building 

community and in public awareness 

of Built Green®, and to develop and 

own the unique niche in that market 

for high-performance Built Green® 

and ENERGY STAR® luxury homes. 

Mantell-Hecathorn Builders is clearly 

succeeding on both counts.

BUILT GREEN® COLORADO  
SPONSOR OF THE YEAR:  
DOW CHEMICAL COMPANY

Dow Chemical Company, through the 

vision and hard work of Karen Durfee, 

achieved this award. Dow Chemical 

Company has been a member of Built 

Green® Colorado since 2004 and has 

consistently demonstrated a strong 

commitment to offer building solutions 

that contribute to sustainability and 

help protect against global warming 

while providing long-term insulation 

and weatherization performance. 

The Built Green® Hall of Fame was 

created to acknowledge and thank 

industry leaders who have made 

significant contributions to the Built 

Green® Colorado program. Inductees 

include Scott DeShetler, Lee Barker 

with LR Barker Builders and Charlie 

Stevens with EnergyLogic.

BUILT GREEN® COLORADO HOME OF THE YEAR – $250,000 OR UNDER: 
THISTLE COMMUNITY HOUSING & BOULDER CREEK BUILDERS

This award was presented to Thistle Community Housing and its builder, Boulder 

Creek Builders. This Longmont home is recognized for the noteworthy achieve-

ment of combining affordability with a healthy and durable living environment. 

This home serves as a compelling role model that can be applied locally, regionally 

and nationwide. This home is a testament to the truism that green building and 

affordability are not mutually exclusive.

BUILT GREEN® COLORADO HOME OF THE YEAR – $250,001 - $500,000:
ASPEN HOMES OF COLORADO

Aspen Homes of Colorado received this award. This Loveland home achieved energy 

efficiency of 61 percent better than code and 270 Built Green® Colorado points. Built 

with the goal of providing “net-zero” living for the average Colorado home owner, this 

home rose to the challenge by producing as much energy as it consumes, resulting in a 

zero carbon footprint and netting out the equivalent of utility bills for the home owners. 

BUILT GREEN® COLORADO HOME OF THE YEAR – $500,001 - $1,000,000:
STONER HOMES

This award was presented to Stoner Homes. This Fort Collins home demonstrates 

exemplary integration of traditional design consideration, a superior building envelope, 

renewable technologies and resource conservation. This home achieved energy effi-

ciency of 62 percent more efficient than code and 225 Built Green® Colorado points.

BUILT GREEN® COLORADO HOME OF THE YEAR – $1,000,000 AND OVER:
CLINE DESIGN GROUP

Cline Design Group was the winner with this home, which was featured in the 2008 

Denver Parade of Homes. From the design stage forward, the team at Cline Design 

Group worked with a strong, dedicated vision of sustainable and energy-conserving 

building practices. Through the building process of this home, Cline Design Group 

made a commitment to build all future homes to Built Green® Colorado standards.

2008 BUILT GREEN
®

 COLORADO AWARD WINNERS 
BUILT GREEN® COLORADO GRANTED THE FOLLOWING AWARDS FOR 2008:

SAVING ENERGY

MANTELL-HECATHORN BUILDERS
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A BEAUTIFUL WAY TO STAND THE TEST OF TIME. All Trex® decking, railing, and fencing is a unique combination of reclaimed wood and plastic, giving you the 
best qualities of both materials. The plastic shields the wood from moisture and insect damage, so there's no rotting or 
splintering. The wood protects the plastic from UV damage and gives your deck a solid, natural feel. It looks great year after 
year. And because there is no need to spend hours staining or repairing, the enjoyment of a Trex deck and fence is truly 
timeless. Trex Seclusions Privacy Fencing is a premium product that offers beauty from every angle. Its natural wood feel 
and non-reflective surfaces come in a variety of rich colors and sizes up to eight feet tall. The perfect fence should do more 
than just define a border. It should promise privacy and be welcoming at the same time. It should raise property value while 
being low-maintenance. It should look as good on the inside as it does on the outside. It should stand up to the tests of 
time and the occasional errant baseball. But most of all, the perfect fence should be an extension of your home.

There are plenty of ways, she says, such as using low-flow 
toilets and showerheads, compact fluorescent lights, ENERGY 
STAR®-rated bathroom fans and low VOC (volatile organic 
compound) paint. But work remains in educating both remod-
elors and home owners about such options.

Some believe the gold standard for green building is the 
LEED program – the Leadership in Energy and Environ-
mental Design from the U.S. Green Building Council. 

The rating system, which accounts for all environmental 
impacts rather than focusing on energy, launched a home pro-
gram last year after gaining traction in the commercial sector. 

Carissa Sawyer, sustainability program lead for EnergyLogic, 
says that the program awards points for everything from 
how the wood used in the home was grown to whether 
drought-tolerant plants are incorporated in landscaping.

EnergyLogic is one of about 40 providers in the United 
States that have been chosen to certify houses after working 
with builders throughout the construction process. Six homes 
in metro Denver have been LEED-certified so far, she says.

Many factors affect how much added cost is involved. 
“The actual point threshold changes based on the home 
size,’’ she explains. “So if I have a very large house with two 
bedrooms, it takes more points to get to the certified level 
than a small house with many bedrooms.’’ 

SAVING ENERGY

THISTLE COMMUNITY HOUSING



Nothing Lasts Like An Acme Brick.
We Guarantee It.

hen you buy a new home, you want it to last a

lifetime. But when windows break, the roof springs

a leak, and the paint peels, it is nice to know that

one product, Acme Brick, will last a

lifetime. Each Acme Brick is made

from fine earth clays, blended for

color, and hard-fired in computer-

controlled kilns at temperatures that

can exceed 2,000 degrees. The result is a brick that

will outlast your mortgage. In fact, we guarantee it –

for 100 years.

Since 1891, we’ve shown that Acme Brick is

the best thing to have

around your house

and your family.

So, for lasting beauty that comes with a 

100-year, fully transferable limited guarantee, choose

Acme Brick.

Because, if you don’t see the Acme name, you

won’t get Acme quality. 

Or the guarantee.

Latex paint:
5-year limited guarantee.

Composition shingles:
20-year limited guarantee.

Double-pane insulated windows:
20-year manufacturer’s warranty.

Oak panel door:
1-year manufacturer’s warranty.

W
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Stephanie Beninati, Vice President

LEED starts with meeting the ENERGY STAR® for 
New Homes program requirements and then moves beyond 
them. “If we have a builder who wants to do more for the 
environment than just reducing energy use, this is something 
we propose,’’ she says. “And they recognize the LEED name 
from the commercial side and call us wanting to do LEED.’’

Yet another new program is the National Association 
of Home Builders’ Green Building Program, which was 
followed by the new green ANSI standard. Sawyer is also an 
accredited verifier of the NAHB green homes program. Like 
LEED requirements, builders must meet points in categories 
including materials, site, water and indoor environmental 
quality. But unlike LEED, there are no prerequisites. 

Sawyer says she is working on one metro Denver 
home in the NAHB program, but none are certified yet.

According to Gamboa, LEED has not taken root 
with mainstream builders because of the cost involved. 
Considered subjective and academic, LEED holds appeal 
to many environmentalists but represents a harder transi-
tion than ENERGY STAR® for a mainstream builder. 

“There is some disconnect between builders and aca-
demics,’’ Gamboa says. “Many young people who come 
out of academic programs and colleges with the LEED 
AP designation sometimes lack the practical knowledge, 
consulting experience and building science knowledge 

SAVING ENERGY

HARVARD COMMUNITIES
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SAVING ENERGY

to help the builder become more 
energy efficient and profitable, 
and that can be a problem when 
you are trying to create value in 
tough economic times.’’

Regardless of the program, 
building in a more energy-effi-
cient way seems to be making a 
transition from trend to routine 
portion of the home building 
diet. And those involved say 
there’s no better time than now 
to get educated and prepared 
to take advantage of the many 
incentive programs.

Quality and comprehensive 
education about building science 
remains the key to improving 
home performance, says Kim 
Calomino, an HBA vice president. 
“This is an area not particularly 
well-served by the newly emerged 
‘me, too’ green programs – or, for 

that matter, by increasing energy code requirements. This is where Built Green® Colo-
rado can remain an effective force both in the marketplace and in support of builders.

“Rebates and labels can only go so far in transforming the market, especially 
as choices get knotted up in the confusion over which label to choose,” Calomino 
says. “Builders need on-the-ground support, not just more guidelines and check-
lists. Look for Built Green® Colorado to help fill that role.” 

STONER HOMES: VISTA GRANDE
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The parallel to these challenging times in 
today’s home building industry could 

be argued, although many would certainly 
and vehemently argue against this being “the 
best of times.” Especially as the marketplace 
struggles with tight lending practices; high 
unemployment; and depressed housing, auto 
and financial markets thrown into the mix. 

But this is not a tale of depression. In 
fact, this is an optimistic tale of how two 
award-winning, respected individuals and 
companies with long track records in the home 
building industry are dealing with these times. 

One, after 46 years in business, is now in 
bankruptcy; the other, after 30 years in private 
business, has closed his doors and entered 
public service. 

The former is McStain Neighborhoods, 
voted last year’s “Builder of the Year” by the 
Home Builders Association of Metro Denver. 
The latter is Doug Walter, voted “Associate 
Member of the Year” by the HBA. Here 
are their stories of survival in this “epoch 
of incredulity.” Both, over the years, have 
given generously to the industry and set high 
standards for their respective businesses.
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to customers’ homes and show them more options. In 
addition, the designer now accompanies customers to a 
preferred vendor who can offer even more choices than 
Hoyt could ever show in a studio. “We now meet with our 
customers in their homes rather than having them come 
to us.”

On the management side, Hoyt firmly believes that treat-
ing others with respect is key. Whether it’s clients, communi-
ties, trade partners or lenders, it’s relationships that matter.

“When you can’t pay all your bills when they’re due, 
you have to let them know you’re doing the best you can, 
and it’s your relationship in the long haul that matters.”

Hoyt also is a firm believer and advocate for conserva-
tion and responsible land management. He serves on the 
Colorado Land Board as a commissioner and with his col-
leagues oversees the stewardship of 2.9 million acres the 
state owns. 

He is also a firm believer in the HBA. Going forward, 
however, he feels the HBA must address several challenges.

“I think HBA has been an incredible leader in the Built 
Green® program, which has become a national example of 
builders becoming a part of the solution and not the prob-
lem. I also think we have to do a better job of representing 
the mix of small and large builders. We have to be con-
cerned about construction litigation because the cost built 
into home building to protect the industry from liability is 
costing the consumer more. Some of it is justified, but we 
have to be vigilant about keeping these costs down.”

As he looks to the future, Hoyt sees this time as a great 
opportunity for someone wanting to enter the home build-
ing industry. “I would not discourage it, but someone en-
tering this business today needs a financial plan, and they 
have to be conservative with the business side. They have 
to recognize this business is much more complicated, not 
simpler, than it was 20 or 30 years ago. There are more 
environmental regulations and local regulations, and more 
skill sets are required on your team to do the job right.

“But, I love this business. It is very satisfying to look 
back and see a great home that you built. And it comes 
back to the fact that if you do it right, you can build a  
better world.”

Building a Better World in Good Times and Bad

McStain Neighborhoods, owned by Tom and Caroline 
Hoyt, began business in 1966 as Horizon Building Company 
in Boulder. In the ensuing years, the company gained a repu-
tation as a pioneer in sustainable development and design, 
and advocated for smart growth building of master-planned 
communities and integrated neighborhoods. At its peak, the 
company had 115 employees and was selling well over 300 
homes per year, developing communities in Lafayette, Long-
mont, Lowry, Stapleton, Belmar and Westminster. 

But the collapse of the housing and financial markets, 
declining prices, and tighter and tighter bank funding re-
strictions forced the company to file for Chapter 11 bank-
ruptcy in May.

 “It was an interesting time when Matt Osborn handed me 
the award for Builder of the Year,’’ Tom Hoyt says. “As I looked 
around the room, I realized that probably half the builders there 
were facing some sort of financial difficulty as well.”

At that time, Osborn was president of  the HBA and 
president of Village Homes, which filed for bankruptcy in 
November 2008.

Roger Reinhardt, executive vice president of the HBA, 
says, “McStain has a long record of success in business, and 
we recognize that the current challenge is creating a difficult 
environment for them. We wish them the best as they work 
through these issues.” 

Despite McStain’s current condition, Hoyt remains optimis-
tic and is committed to his vision of “building a better world.” 

“We’ve approached our business that way in all times – 
good and bad,” he says. Meanwhile, the company continues 
to build out homes and is focused on selling its inventory 
of remaining construction. He believes there is a pent-up 
demand for sustainable homes and communities.

Under an agreement with lenders, Hoyt is able to continue 
building homes and plans on completing multi-family projects 
on a number of presold units in Lowry and Stapleton. 

“I think the public understands the ‘green’ orientation 
to home building, but they still have to weigh the economic 
expense upfront for the payoff later. The customer wants 
to be part of the environmental solution. But they need to 
learn the long-term capital investment required to achieving 
that solution. It may require buying less square footage to 
get more energy efficiency. It may require living closer to 
services and where they work. It’s a real dilemma for cus-
tomers who want to be part of the solution.”

The bankruptcy has forced the Hoyts to focus on innova-
tion. They have downsized the company to the point of cre-
ating a “virtual office.” As a result, they discovered that the 
company needed to be more project-oriented. So they set up 
operations in sales offices that keep them closer to customers. 

Hoyt recognizes that rather than investing heavily in a 
studio design center, the designer needs to take a laptop 
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This year marks Doug Walter’s 30th anniversary in busi-
ness as owner of Doug Walter Architects, a nationally known 
residential design firm. Last year, the HBA bestowed upon 
Walter the honor of “Associate of the Year” for his many 
hours of generous volunteer time to the HBA, the Home 
Builders Foundation and the Remodelors Council. 

But it’s a “bittersweet anniversary,” as he puts it, because 
the economic reality of the times has forced him to close 
his Cherry Creek office and pursue “Plan B,” a direction 
he chose with great deliberation. While he still maintains 
a limited private practice, the plan put him on a course to 
get back to government service where he started his profes-
sional career in 1977. Doug is now a project manager in 
the Design and Construction Division, Western Team, for 
the National Park Service. He’s working on issues related 
to staff housing at Grand Teton National Park in Jackson, 
Wyoming, and the new Visitors Center at Amistad National 
Recreation Area in Del Rio, Texas.

On weekends, he continues to guide one or two private 
clients through the design and construction process, which 
is considerably lower than the 15 to 20 clients he normally 
worked with at one time, the $5 million in construction per 
year he managed and the more than 400 projects he oversaw. 

Walter has a long track record in sustainable design and 
building, and has won numerous awards and designations for 
his work, including coverage on PBS’ House for all Seasons and 
in Better Homes and Gardens, Rocky Mountain News and 
The Denver Post. He was frequently interviewed and quoted 
in The New York Times, The Wall Street Journal, Money 
Magazine and many others.

Despite the move from private practice to public service, 
Walter continues to be active as a volunteer for the Home 
Builders Foundation, Habitat for Humanity, Jewish Family 
Service and Easter Seals. He also continues to be the driving 
force behind the HBA Remodelors Council’s CARE (Colorado 
Awards for Remodeling Excellence) awards program. And he 
somehow is able to donate time to the National Association of 
Home Builders’ University of Housing Task Force, developing 
curriculum for an advanced “Certified Aging in Place” course.

‘I thank my lucky stars every day.’

“Doug is the consummate giver,” says Reinhardt. “He 
gives proudly from the heart and has supported HBA and 
HBF unwaveringly over the years. While he’s traveling a 
different path, he’s still active and committed to serving 
our industry. And we are all better off for that.”

Walter also worked for two to three years on the design 
and buildout of the new 23,000-square-foot HBA head-
quarters. “It began as a pay project, but then evolved into 
pro bono work,” he says. “We received tremendous dona-
tions of materials and time from our HBA members for 
the new building. They were very generous, and I’m really 
proud of the final result.”

He strongly encourages other professionals to volun-
teer their services to help nonprofit organizations. “The 
rewards you’ll feel will change you,” he says. 

Walter is completely happy with his decision to join 
NPS. “This has worked out better than anticipated, 
and it’s a remarkably good fit for me.” Walter says his 
architectural background and experience in home build-
ing and construction, along with his passion for historic 
preservation is aligned with his work at NPS.

“There is a dedicated team here that is bright and 
motivated, not like the widespread stereotype out there 
of government workers being bureaucratic and lethargic 
perhaps, and somehow less motivated than private sector 
workers. The caliber of my co-workers at NPS is remark-
ably high,” he says.

“I have also found that government respects and 
rewards your qualifications and education. I don’t think 
it hurts to go back and forth between private and public 
service. It makes you better able to see other points of 
view and to be less adversarial.” He suggests that any-
one in business today considering a “Plan B” like he did 
not to discount government service. “Everyone is dealing 
with the realities of this economy right now, and what-
ever you need to do to survive is what you need to do.”

Walter also strongly recommends that individuals 
take this time to retrain and update skills to keep current 
in their respective professions. “This is not the time to 
bury your head in the sand and pretend this downturn 
is not happening. The growth in the housing market I 
see is in energy-conscious retrofits and remodels of the 
100-million-plus existing homes in this country.”

Walter adds, “Frankly, this is not what I thought I’d 
be doing after 30 years in business for myself. But I’m 
thrilled to have meaningful public sector work to do, 
and every day, I thank my lucky stars!” 

Z. James Czupor is a principal of The InterPro Group 
(www.interprogroup.com), a Denver-based public rela-
tions and marketing strategy firm. The InterPro Group 
is an HBA-member firm and also is one of the founding 
members of the RE: Expert Consortium, a group of com-
panies with broad expertise in real estate-related branding, 
research, sales and marketing, Web marketing, project man-
agement, financing, interior design and public relations.
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Re:Build

Re:Connect

Re:Focus

For the first time ever, NAHB Members can receive a 4-day exhibit registration 

at NO COST! That means that for four days, you can attend the building 

industry’s largest event for FREE.*

This is a $125 value and will put you face to face with the hottest suppliers in 

the industry! Register at BuildersShow.com today! 

*Register by December 11, 2009. After December 11th there will be a $75 charge that will then jump to the  
 onsite price of $125 after January 18th. 

NAHB International Builders’ Show®

2010

January 19-22, 2010  | Las Vegas | BuildersShow.com
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by Douglas E. LierleMAKING A DIFFERENCE

Teenage brothers Jordan and Donovan Jaramillo 

both have muscular dystrophy, which requires round-the-clock 

care and creates extraordinary challenges for the boys’ parents. 

John and Marrine Jaramillo also have two daughters in 

elementary school. With John serving as a full-time caregiver 

and Marrine providing the family’s income by working at a lo-

cal rehabilitation facility, the family is faced with an enormous 

workload and responsibilities. 

Upon learning of the Jaramillo family’s situation, the Home 

Builders Foundation became involved with a home remodel-

ing project that will significantly enhance the family’s life while 

providing much needed assistance for the boys.

Founded in 1993, the HBF is the philanthropic arm of the Home 

Builders Association of Metro Denver. The mission of the founda-

tion is to provide accessibility solutions and home modifications 

for individuals with disabilities and financial need through the col-

laborative efforts of the building industry. In short, the HBF changes 

lives by making homes livable for families with disabilities. 

Monarch Design-Build, a Denver-based custom home 

builder, stepped in as Builder Captain to champion the Jaramillo 

family remodel. 

“We gathered our resources as well as the resources of our 

subcontractors and suppliers to have the labor and materials 

needed to complete the home remodel for the Jaramillo family,” 

says Paige Lentz, president of Monarch Design-Build. “This par-

ticular project required significant work because we reconfigured 

the second floor of their townhome by merging two bathrooms to 

create one large bath while adding a whirlpool tub, which is des-

perately needed by the boys to assist with their physical therapy. 

“We also widened doorways and added a lift system which 

will allow their parents to move them more easily from their 

bedroom to the bathroom,” Lentz adds. “Both Jordan, 18, and 

Donovan, 16, are confined to their beds. The parents have previ-

ously physically lifted the boys and carried them into the bath, 

which became nearly impossible as the boys grew older.” 

In addition to the bathroom remodel, Lentz and the Monarch 

MONARCH DESIGN-BUILD LEADS  
REMODEL TO MAKE LIFE BETTER  
FOR TEEN BOYS 

(continued on page 34)

JORDAN JARAMILLO (LEFT)  
WITH HIS FATHER, JOHN JARAMILLO
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LAUGHLIN

EXCAVATING COMPANIES
RESIDENTIAL COMMERCIAL

303.278.2894
4343 Loveland Street, Suite 200  Golden, CO 80403

SPECIALIZING IN CUSTOMER SERVICE FOR 60 YEARS
Or visit us at: 

www.carpender.com

��Home Theaters 
��Computer Networks 
��Home Integration 
��Wiring/Retrofit 
��Phone Systems 

��Integrated Remotes 
��Programming 

��HDTV’s and Mounts 
��Concealed Speakers 

��Lighting Control 
��Whole House Audio/Video   

��Custom Sales and Installation! 

Integrating Home Entertainment 
Into Future Technologies 

Call us today: 
303.283.8100

Ask us about our new

Protects against moisture, 
air & water leaks in critical 
non-roof detail areas:

Window and  
  door openings

Foundation & sheathing 
  sill splashback areas

Inside/outside  
  corner details

Now with RIPCORDTM 
  SPLIT RELEASE ON   
  DEMAND     

Contact your local Lumber Dealer for 
Grace Vycor Plus Flashing and other 

Grace Underlayment Products

 

Front Range Stocking Dealers

Alpine Lumber - All Locations
BMC West - Centennial

Boulder Lumber - Boulder
Chase Lumber -  Aurora

County Line Lumber - Erie
Denver Lumber - Denver

Front Range Lumber - Lakewood
ProBuild - All Locations

Lafayette Lumber - Lafayette
Jordan’s Building Center - Arvada

Strait Lumber - Aurora

Visit our web sites:
www.graceconstruction.com

www.boisebuilding.com

DISTRIBUTED BY:

DENVER, CO 

(303) 289-3271



© 2009 Simpson Strong-Tie Company Inc.  SF09

STRONG FRAME™ 
ORDINARY MOMENT FRAME

C-SF09

(800) 999-5099
www.strongtie.com

Change your frame 
of reference.

In the past moment frames were the expensive option
when designers wanted small wall sections and open
floor plans. The Simpson Strong-Tie® Strong Frame™
ordinary moment frame is changing that by offering
engineered moment frame solutions complete with
anchorage designs. Now designers can spend minutes
choosing a pre-engineered moment frame rather than
hours designing one. And since the Strong Frame
moment frame installs with 100% bolted connections,
it is easier for contractors to handle and install.

For more information, see our webinar at
www.strongtie.com/sfwebinar.

To view and request a copy of the Strong Frame 
Ordinary Moment Frame catalog, visit 
www.strongtie.com or call (800) 999-5099.

DISTRIBUTED BY:

DENVER, CO 

(303) 289-3271

(continued from page 32)MAKING A DIFFERENCE

Design-Build team repainted the entire 

home; replaced the flooring throughout 

the home; upgraded the entire electrical 

system; and provided new doors, hard-

ware and lights.

During the remodel, the HBF moved 

the family into a temporary home near 

the residence. 

HBF projects must follow strict crite-

ria. First and foremost, someone in the 

family must have a disability. As a result 

of the disability, the family or individual 

must have accessibility requirements 

or need home modifications. The family 

or individual must also demonstrate a 

financial need. 

“This has been one of our bigger 

projects, and it has been a true team 

effort by everyone involved,” says Cindy 

Hoover, executive director of the HBF. 

“Under the leadership of Paige Lentz 

and Monarch Design-Build, this project 

has moved along very well. We have 

combined two small baths into one large 

bathroom, and Accessible Systems installed a Hoyer lift. These changes will significantly 

impact the entire Jaramillo family while making transfer of the boys so much easier.” 

The HBF is the only organization in the metro Denver area that specifically address-

es accessibility needs in the homes of families living with disabilities. A typical project 

finds the HBF building wheelchair ramps, reconfiguring bathrooms and kitchens, widen-

ing doorways, installing lifts and more. The Foundation’s goal is to help provide dignity 

and independence for the people it serves as well as their families. 

“We were contacted by the foundation about a year ago after the organization 

learned about us from a family friend,” says Marrine Jaramillo. “The key feature of the 

remodel is the lift from the boys’ room to the bath.

“The HBF expanded the project from its initial plan as more volunteers got involved,” 

she says. “Comcast provided the foundation with a videotape of our situation and what 

we dealt with on a daily basis. We do not have to provide any funds for the project, and 

the home in Thornton that we have been staying in is owned by ASR Companies, who 

simply let us use it during the remodel. The foundation and everyone involved with this 

project have been absolutely wonderful, and we are deeply grateful.”

Douglas E. Lierle is president of Lierle Public Relations. Email Douglas at lierlepr@comcast.net
or call (303) 792-0507.

For more information about the Home Builders Foundation, visit online at wwwHBFDenver.org, 

or contact Cindy Hoover at (303) 551-6721. The foundation is in constant need of financial 

contributions; donations of time from skilled craftsmen; and donations of materials such 

as lumber, drywall, doors, windows, concrete and paint.



We are a “GREEN” Contractor ~ Ask us how we can make your next paving project a “Green” one

COMMERCIAL PAVING – STREET PAVING – PARKING LOTS

SUBDIVISIONS – SHOPPING CENTERS

PAVEMENT REPAIRS – ROCK PRODUCT SALES

14802 W. 44th Avenue Golden, Colorado 80403  (303) 279-6611
www.apc.us.com

ASPHALT PAVING CO
Serving the Denver area since 1955



JIM JANCO

by Jim JancoLEADERSHIP & MANAGEMENT

Reciprocity is a saw whose teeth cut both 
ways – they give and take. 

Savvy professionals join related associations and groups 

such as the Home Builders Association of Metro Denver as one 

way to create business opportunities. Interestingly, many then 

turn around and base the value of this relationship on what they 

“seemed” to get out of it. This unilateral method of measuring 

value could very well be indicative of our individual effort put 

forth within the networking group ... or the lack thereof. 

Reciprocity equates to relationship, which when successful, 

is never one-sided. You typically get out what you put in, or as 

one sage advisor put it: “With the measure that YOU are mea-

suring out, they will measure out to YOU.” When mutual equity is 

present, mutual benefit is given room to grow.

Here are some tips for enhancing reciprocity:

INVEST IN THE GROUP BY BUILDING  
RELATIONSHIPS WITHIN.

  How many members are you in tune with?

  Are you building solid relationships within the group?

MAKE FREQUENT DEPOSITS WITHIN THE GROUP.
   How often do you impact the group as a whole without 

directly receiving? 

   When was the last time you assisted an individual group 

member without expecting an immediate return?

STRIVE TO BEAR THE GIFT OF OPPORTUNITY.
   Do you come to a group function bearing an opportunity  

for others versus solely attending to find one?

  People make a quick read on takers versus givers. 

  People will find ways to help givers.

In my experience, especially during current times, applying 

these simple principles will go a long way toward 

“getting us off the island” together rather 

than in isolation or seclusion. 

While we have worked hard to 

appropriately reduce market expecta-

tions, shouldn’t interassociation 

reciprocity increase? 

I’ve always found it interesting that 

when a finger is broken or sprained, 

we tape it to a healthy finger for it to 

heal and to alleviate the chance 

of reinjury. When we all strive 

RECIPROCITY NETS  
SUCCESSFUL RESULTS

to be a “stabilizing member,” reciprocal relationships will prevail 

over and through the market. These relationships will bring even 

more value as market conditions improve, in both their personal and 

professional nature. The HBA is a great resource. Support it and take 

advantage of it in the best sense of reciprocity. 

Jim Janco is president of Encompass Group: Performance Evalua-

tion and Strategic Planning, consultants specializing in new home 

and mixed-use development. Email Jim at encompassgroup@
comcast.net or call (303) 618-0423 or (970) 389-6313.

ATTEND THE FREE MEMBER ORIENTATION ON TUESDAY,  

SEPTEMBER 15, 8-10:30 A.M. IN THE HBA EDUCATION ROOM. BRING 

YOUR COLLEAGUES, STAFF, CLIENTS OR ANYONE WHO WANTS 

TO KNOW HOW TO GET THE MOST OUT OF AN HBA MEMBERSHIP. 

RSVP TO VICKI PELLETIER AT VPELLETIER@HBADENVER.COM.

PLUG IN & POWER UP 
YOUR HBA MEMBERSHIP!
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by Ken Broseghini, PEGET SMART

The primary function of a foundation 
perimeter drain system is to help remove water from below-

grade areas. So when home owners say, “My pump is run-

ning...,” builders often say, “It’s doing what it’s supposed to do.” 

Although the drain is doing its job, builders are expected to find 

ways to eliminate or reduce the pumping activity.  

To address this issue, builders need to begin by educating 

home owners about the purpose of a drain system. A drain that 

produces water and requires periodic sump pumping is consid-

ered to be functioning appropriately. However, the builder and 

home owner may be able to help reduce water flow. 

Where allowed, a community underdrain system can be 

used as a primary outfall source for the drain system. Simply know-

ing that an underdrain system exists can help the contractor 

build proper connections to the drain/underdrain system. A 

sump pit can be used as a backup should the underdrain ever 

become clogged.

Overall site and lot-specific grading, landscaping and irriga-

tion contribute significantly to the amount of water that reaches 

the drain system. Poor grading of the general area as well as in 

places adjacent to the residence can allow surface water to filter 

down through the backfill soils to the lower foundation levels. 

If pumping is occurring, the outfall of the sump pump 

should be positioned beyond the backfill zone, and the flow of 

water should be directed into a swale away from the residence. 

If necessary, a concrete drainage pan can help remove the 

pumped water away from the residence so that potential 

infiltration is reduced.

Window well drains are being constructed by builders to 

help drain water in these areas. Additionally, more and more 

builders who choose to construct interior drains are intentionally 

interrupting their continuous basement footings by providing 

weep holes to help relieve water buildup on the outside of the 

foundation walls. Although this construction practice will not 

reduce the pumping, it may be effective in reducing the potential 

for basement flooding and reducing hydrostatic pressure against 

foundation walls, particularly after heavy rainfalls and snowmelt.   

Taking these steps can help reduce the amount of free water 

flow that a drain system is producing. By following these guide-

lines and educating the home owner, the complaints resulting 

from a properly functioning drain system can be reduced. 

Ken Broseghini, PE, is a senior engineer at A.G. Wassenaar, 

Inc. Email Ken at broseghinik@agwassenaar.com. 

MAKE SURE  
THE DRAIN IS 

DOING ITS BEST



FALL 20 0 9 //  HOME BUILDER  39
®

General Contracting coverages include:

Carrier Rating: A-VIII

Sub Contracting coverages include:

Carrier Rating: A-VIII & A-XI

JON LINDSTROM 

PH: 303.765.3635
CELL: 303.726.0713 

@

JOE BENKELMAN 

303.386.8030
866.907.1023 

@

The New Colorado Home Builders  
General Liability Program

DISTRIBUTED BY:

DENVER, CO 

(303) 289-3271
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by Matt BuchenauMARKET FORCES

BUILDING PERMIT COMPARISONS –JUNE 2009

DETACHED ATTACHED APARTMENTS TOTALS

DEPARTMENT CUR PREV YTD PYTD CUR PREV YTD PYTD CUR PREV YTD PYTD CUR PREV YTD PYTD

Adams County 5 4 23 16 0 1 0 2 0 0 0 0 5 5 23 18

Arapahoe County 9 17 31 54 0 0 12 0 0 0 0 0 9 17 43 54

Arvada 2 15 24 60 4 0 11 21 0 0 0 0 6 15 35 81

Aurora 38 57 176 288 0 0 0 30 0 0 0 0 38 57 176 318

Boulder 4 16 14 108 12 2 15 369 0 46 8 46 16 64 37 523

Boulder County 7 0 21 0 0 0 0 0 0 0 0 0 7 0 21 0

Brighton 1 0 5 19 0 0 0 2 0 0 0 0 1 0 5 21

Broomfield 17 7 69 62 0 0 12 17 0 0 0 376 17 7 81 455

Castle Rock 19 33 94 155 0 0 0 16 0 0 0 0 19 33 94 171

Centennial 0 1 3 11 0 12 7 12 0 0 0 0 0 13 10 23

Cherry Hills 0 2 4 11 0 0 0 0 0 0 0 0 0 2 4 11

Commerce City 13 25 31 91 0 18 6 53 0 0 0 0 13 43 37 144

Denver 36 99 168 487 44 14 107 121 0 590 168 1036 80 703 443 1644

Douglas 14 32 107 261 0 6 48 53 0 0 0 210 14 38 155 524

Edgewater 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Elbert 0 1 13 20 0 0 0 0 0 0 0 0 0 1 13 20

Englewood 0 2 1 4 0 0 0 0 0 0 0 0 0 2 1 4

Erie 9 0 53 76 0 2 6 14 0 0 0 0 9 2 59 90

Federal Heights 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Golden 1 0 6 6 0 0 0 0 0 0 0 0 1 0 6 6

Greenwood 1 4 5 19 0 0 0 0 0 0 0 0 1 4 5 19

Jefferson 11 17 41 96 0 18 25 51 0 0 0 0 11 35 66 147

Lafayette 1 1 5 8 0 0 4 0 0 0 0 0 1 1 9 8

Lakewood 7 7 22 29 0 0 2 0 0 0 0 0 7 7 24 29

Littleton 0 0 1 1 31 0 31 0 0 0 166 0 31 0 198 1

Lonetree 1 0 2 8 0 0 16 6 0 0 0 0 1 0 18 14

Longmont 0 2 14 16 0 4 30 54 0 0 0 0 0 6 44 70

Louisville 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Northglenn 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Parker 4 21 21 106 0 0 0 0 0 0 0 0 4 21 21 106

Sheridan 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Superior 0 0 0 0 0 10 0 10 0 0 0 0 0 10 0 10

Thornton 18 42 73 171 0 0 0 0 0 0 0 0 18 42 73 171

Westminster 2 4 8 30 0 6 12 34 0 0 0 0 2 10 20 64

Wheat Ridge 0 0 1 0 0 0 0 0 0 0 0 0 0 0 1 0

Totals 220 409 1036 2213 91 93 344 865 0 636 342 1668 311 1138 1722 4746

Percent -46.2 -53 -2.2 -60.2 -100 -79.5 -72.7 -63.7

Like most everyone in Colorado, last 
spring I was glued to the NBA playoffs for the first time in a long 

time. Amid the drama, I noticed something you may not have: The 

Orlando Magic play in the Amway Center, a major sports arena 

with naming rights owned by a consumer products conglomerate 

built entirely through social networking. 

So when I get questions about the importance of social media, 

including the blogosphere and sites like LinkedIn, Facebook and 

Twitter, it’s easy to distill these seemingly vague Web sites into one 

short marketing phrase: geometric message extension.

Once you have that idea under your belt, other nagging 

issues crop up. The one I hear most often is, “I don’t get it.” My 

answer is that you don’t have to. You’re caught up in questions 

that don’t need answers. Yes, many people are actively involved 

in online social networking with varying levels of expertise. No, 

they are not all your teenagers. Yes, many are older, affluent and 

business-minded. Yes, business connections can and are being 

made. No, it’s not going away anytime soon.

ALL ATWITTER ABOUT TWITTER: 
SOCIAL MEDIA SIMPLIFIED

(continued on page 42)
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Need a product or
service provider?

DO BUSINESS
WITH A MEMBER

Visit the HBA online directory 
at hbadenver.com under 

the membership tab to locate 
a trade partner who is an 

association member.

Ask your trade partners if
they belong to the HBA...
if they don’t, they should!!!

REGISTER TODAY AT WWW.EEBA.ORG/CONFERENCE

A N  I N V A L U A B L E  P L A T F O R M  F O R  
I N S I G H T ,  C O L L A B O R A T I O N  A N D  E D U C A T I O N

H B A  M E M B E R  S P E C I A L  R A T E  D I S C O U N T  A V A I L A B L E !  U S E  P R O M O C O D E  H B A C O N 0 9  U P O N  R E G I S T R A T I O N

C O L O R A D O  N E W  H O M E  B U Y E R S  A R E  D E M A N D I N G  G R E E N ,  

E N E R G Y  E F F I C I E N T  A N D  H I G H  P E R F O R M A N C E  H O M E S .

P R E P A R E  Y O U R  B U S I N E S S  T O  M E E T  T H E S E  D E M A N D S  

A T  T H E  E X C E L L E N C E  I N  B U I L D I N G  C O N F E R E N C E  A N D  E X P O .

SPECIAL
HBA DISCOUNT!

REGISTERTODAY!

~ Conference Highlights Include ~
15 Educational Tracks, 44 In-Depth Sessions
60 Exhibitors & 4 Tours,  Hands-on Labs & 

Demonstrations Over 3 Days

~ Featuring ~
Colorado Governor Bill Ritter

Ron Jones of Green Builder 
Joseph Lstiburek & John Straube of 

Building Science Corporation
HOT 5O Products with Sara Gutterman of 

Green Builder Magazine
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(continued from page 40)MARKET FORCES

Embrace these facts. Put aside 

your encumbering desire to under-

stand how these sites work and 

just start by getting started.

Which brings up the next ques-

tion: “How do I get started?” I admit 

it: I asked my teenage daughter 

to show me. Then I gathered my 

courage, leapt past my desire to 

understand and my fear of putting 

myself out there, and did it. Now, as 

time permits, I’m actively network-

ing on LinkedIn, Facebook and Twit-

ter – three’s enough for now – and 

learning more every day.

Start with opening an account on 

LinkedIn (www.linkedin.com) or Fa-

cebook (www.facebook.com). Upload a picture, fill in a few boxes, click 

a thing or two, and off you go. Dabble. Connect with a few old friends or 

business associates. Learn from others and watch your networks grow.

Last question: “Who has the time?” Answer: No one, except, 

pretty soon, everyone. I remember wondering how email would 

ever take. Why would someone write when they could simply call? 

Well, there you go. Lesson learned.

The crux of what you need to know about 

social media? It’s simply a method of extending 

yourself, your company message or your prod-

uct offerings to a network of people you know 

directly or connect to through their acquain-

tances. And then it spreads. It’s exactly how 

Amway became so phenomenally successful.

Take the leap. It’s easier than you think. 

Matt Buchenau is owner and 

president of 5Weight Internet 

Marketing and a member of 

RE: Expert Consortium, nine 

nationally recognized firms 

with expertise in real estate 

research, entitlement proce-

dures, merchandising, public relations,  

marketing, Internet communications and 

sales. Matt is also a member of the HBA 

Public Relations Strategy Committee.  

Email Matt at Matt@5Weight.com or  

call (303) 495-5997. 

MATT  
BUCHENAU



303-366-2352   .   420 NORFOLK STREET   .   AURORA   .   CO 80011

WWW.BALDWINHARDWARE.COM

Bristol
6963.038

Stonebridge
T545.412

Kensington
6950.003

A LEGACY OF CRAFTSMANSHIP 
for every generati on.

HEIRLOOM QUALITY



Our company is about 
our people. The success and 
quality of our company for the 
last 54 years has always been in 
direct proportion to the quality 
of people who work here.

Serving the Professional Builder Since 1954
ProBuild is proud to offer high quality products from Boise Dow Products.

Framing Materials
Roof and Floor Trusses
Pre-Fabricated Wall Panels
Pre-Hung Door Units
Decking
Exterior Trim
Interior Trim
Windows
Closet Systems
Hardware

We offer a wide range of 
high quality products:

Littleton
8037 Midway Dr.
303-791-3715

Longmont
4058 Camelot Cir.
303-485-9894

Colorado Springs
2810 Capital Drive
719-638-6400

Ft. Collins
224 W. Harmony Rd.
970-226-5110

Our philosophy is simple. ProBuild is committed to provide the best 
possible service to the professional builder to help them grow their business.

www.dowsis.com
†Based on 1/2-inch STYROFOAM SIS™ Brand Structural Insulated Sheathing 
®™ Trademark of The Dow Chemical Company (“Dow”) or an affiliated company of Dow

Make a big difference  
without a big change.

Without adding a single step to the construction process, achieve a new level of energy 
efficiency in every home you build. Introducing STYROFOAM SIS™ Brand Structural Insulated 
Sheathing from Dow Building Solutions. Simple to work with at just one-third the weight of 
OSB, † this revolutionary building material not only meets or exceeds structural codes, it 
provides R-3.0 to R-5.5 insulating value and even satisfies code as a water-resistive barrier 
when used with WEATHERMATE™ Construction Tape from Dow. So you can create a big 
difference in monthly utility bills without a big change in your process.


