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In a great book called ―Who Moved the Cheese‖ the mouse 
community is thrown into a tizzy because things are not the 
same ―comfortable‖ way. 
 
On recent trips to Central America and Mexico I saw many 
things that brought me back to ―yesterday‖ and I realized all 
the changes I have been through in my short life time and 
felt a lot like the mouse community.  
 
Think about some of these: In the mid 1800’s 80% of the 
jobs were in agriculture, by 1920’s only about 50% and by 
1990 it represented only 2% of U.S. jobs.  In 1950 about 
35% were employed in manufacturing type work and in 2000 
it was down to about 14%.  So where are people today?  
About 50% of people live in cities and I can hardly wait for 
the new census results. 
 
So what does this have to do with my deep thoughts as I 
looked out the window of a tour bus watching farmhands 
windrow pinto beans by hand?  I thought about how barter 
gave way to coins then to paper money, to checks, to plastic 
and how Carol had paid for this tour with Pay Pal!  Who  

 
 
 
would think that I could find a Wal-Mart grocery store in 
Nicaragua?  What about Home Depot, Staples, Dell, Ama-
zon and e-Bay and the way they have changed how we 
shop today! 
 
Well, this deep thought flickered for just a moment until we 
hit the next pot hole but it made me think that when the re-
covery does occur what will home building look like?  Where 
will we be in this labor intensive business?  Where in the 
cycle of change will we find ourselves?  Will we use this 
down turn ―opportunity‖ as a time to innovate or simply try to 
revert to business-as-usual? 

Presidents Message 
Bob Van Iwaarden 

ARE YOU PREPARED FOR CHANGE?  

2010 HBAURG Board of Directors   

President: Bob Van Iwaarden 

Vice President: Sheldon Lowder 

Secretary: Ron Marx 

Treasurer: Don Smit 

Directors: Samy Aragon 
Grover Hathorn 
Pat Martinez 
Billi Rue 
Dick Shaw 

HBAURG Board Meetings are held monthly, 2 weeks prior to 
the Monthly Membership  Dinner Meeting, which is held the 
last Tuesday of the month.  The Board of Directors wel-
comes members to attend the Board Meetings.  Please call 
Bee @ (719) 873-5440 for more information. 

Attention Home Show Vendors:   
You will need to obtain a permit from the City of 
Monte Vista if you will be selling goods from your 
booth at this year’s Home and Garden Show.  The 
cost of the permit is $5.00.  You can download a 
copy of the permit form from the City of Monte 
Vista’s web site at www.cityofmontevista.com.  
The form and permit fee can be mailed to the City 
of Monte Vista. 

 
 

Rob McConnell  
Big River Construction Co., LLC  

Del Norte, CO  
(719)657 -4692  



presented by the Home Builders Association of the Upper Rio Grande   

 
Ski -Hi Park ~ Monte Vista, Colorado  

Saturday April 10th ñ9 am to 5 pm and Sunday April 11th 10 am to 4 pm     

FREE  

ADMISSION  

 
2010 Home and Garden Show Chairman ~ Traci Martinez  

719-852-0670 (office) OR 719-580-3849 (cell) 

 

a Make face-to-face contact with customers 
     Nothing beats a face-to-face chat with a professional 
a Generate more immediate sales and qualified leads 

a Introduce or distribute products, samples, promotions and information 

a Research and understand consumersô attitudes 

a Increase market presence 

a Shorten the buying process, as attendees are ready to buy at the show 

a This is your opportunity to see, hear and talk to everyone ! 
 

Indoor Booths 10õ x 10õ 

    HBA Members:  Standard Booth $250  

    Non Members:  Standard Booth $300  
 
Outdoor Booths 40õ x 40õ 

    HBA Members:  Standard Booth $250  

    Non Members:  Standard Booth $300  
 
Additional Rentals:   

    Electricity to Booth(s) $25    Table & 2 Chairs $25  
 
 

Both indoor and outdoor booths are still available, but they are going fast so act quickly. For booth availability 

and show information contact Traci Martinez, Home Show Chair at 719 -580 -3849 or 719 -852 -0670 or Bee Marx 

at 719 -873 -5440.  

 

 

 

 

If you don't want a booth, you can still get your business name in front of potential customers by being a show 

sponsor.  There are three types of Sponsorships available: Platinum $900 (1 only), Gold $625 (1 only), Silver $475 

(1 only) and Bronze $225 (unlimited number).  As a sponsor you will  get your business name mentioned  on the radio 

or in  newspaper advertising depending on  your level of sponsorship and name recognition at the show.   This is a 

great way to show your support for  HBA and to advertise your business. Contact Traci Martinez, Home Show 

Chair at 719 -580 -3849 or 719 -852 -0670 or Bee Marx at 719 -873 -5440.  



 Notes from Bee 

March 30th ð Membership Meeting 
Location:  Bistro Rialto ~ 716 Main Street, Alamosa  

(Formerly The Rialto Theatre)  

Fettuccine Alfredo w/ Chicken, Salad, Breadsticks, Dessert  

Iced Tea, Soft Drink, or Coffee  

Cash Bar 

Time:  Social Time 6:00, Dinner at 6:30  

Cost:  $15.00 per person ñReservations are recommended*  

  *Reservation Deadline ~ Noon, Thursday Mar. 25th  

Contact Bee to make  

dinner  reservations,  

873-5440 or email at 

hbaurg@aol.com 

It’s no secret that building green helps new home sales.  According to McGraw-Hill Construction’s SmartMarket Report, 40 percent of 
builders agreed ―green‖ makes it easier to sell homes in a down economy.  But consumers are fickle; they not only insist on third-party 
certification, they want to enjoy all the comforts of a green home without putting a dent in their wallets. 

  
That’s where the U.S. Environmental Protection Agency’s (EPA’s) 2009 WaterSense Specification for Single-Family New Homes 
comes in.  Saving water was named one of the top 10 green building trends of 2010 by the Earth Advantage Institute, and meeting 
this national spec can add credibility to your green building portfolio – without adding major amounts of effort. 
 
The WaterSense label makes it easy for consumers to identify water-efficient products that are independently certified to use less 
water and perform as well or better than standard models.  WaterSense labeled homes do the same thing, by making it easy for home 
buyers to save water without sacrificing convenience, comfort, or curb appeal. 
 
As the housing market begins to rebound across the country, buyers will look for houses that can save energy, water, money and the 
environment.  With a specification backed by EPA and third-party inspection and certification, WaterSense labeled new homes can 
highlight and add market distinction to the water-efficiency aspects of the National Green Building Standard or other, local green 
building programs. 
 
These homes feature WaterSense labeled plumbing products, water-efficient fixtures and landscape design, and a water delivery 
system that reduces the amount of time and energy it takes for hot water to reach the tap.  If appliances are installed, they must be 
ENERGY STAR qualified, and irrigation systems, if included, must be designed or installed and audited by a WaterSense irrigation 
partner. 

 
EPA has calculated water savings of approximately 10,000 gallons per year for homeowners who purchase WaterSense labeled 
homes over more traditional models.  There are also related energy savings from having to heat less water, which may result in sav-
ings on homeowners’ utility bills. 
 
WaterSense designed its new home specification to complement existing green building programs.  Builders can combine inspections 
by using ENERGY STAR home raters who are trained to inspect WaterSense labeled homes.  The spec also supports builders’ ef-
forts to meet the National Green Building Standard and earn points in the LEED for Homes rating system. 

 
With more than 1,650 utilities, manufacturers, retailers, and irrigation professionals partnered with the program, WaterSense provides 
credibility and networking opportunities for builders looking to make water efficiency their next big offering. 

 
EPA also encourages HBAs to become WaterSense partners; they’ll receive tools to educate builders and their communities about 
water-efficient homes and can network with WaterSense utility partners to develop incentives for builders and homeowners. 

 
The U.S. Government Accountability Office predicts water shortages in more than two thirds of the states by 2013.  Partnering with 
WaterSense can start a ripple effect of savings – for you, your customers, and the community at large.  Visit www.epa.gov/
watersense to learn more about the program. 

V`sdq Deehbhdmbx Hr Vgdqd Hsƍr @sby Bee Marx 

http://www.epa.gov/watersense
http://www.epa.gov/watersense


Aerial Lift Fall Protection 
 
A few months ago, two construction workers were thrown from an aerial lift in 
Denver.  Both were wearing fall protection harnesses anchored to the aerial lift.  
Both hit the ground before their lanyard caught them.  One was injured seri-
ously, the other was killed.  

 
If you use any kind of aerial lift in your work, this article will be important to you.  Aerial lifts include bucket trucks, cherry pickers, scissor lifts, 
forklift work platforms, etc. 
 
The OSHA construction standard 1926.453(b)(2)(v) requires employees to tie off to the boom or the basket when working from an aerial lift.  
In addition, 1926.502(d)(16)(iii) provides that a personal fall arrest system shall be rigged such that an employee can neither fall more than six 
(6) feet, nor contact any lower level.  The manufacturer of a particular shock absorbing lanyard sets a minimum anchor point elevation for the 
lanyard at 18 1/2 feet to prevent contact with a lower level in the event of a fall.  That’s OK as long as the employee is working at a height of at 
least 18 1/2 feet, but what about when the employee is being raised or lowered to/from that height?  Can the employee still use a shock ab-
sorbing lanyard?  No!  The fall arrest system using a shock absorbing lanyard would not meet the standard. 
 
But, there are two possible solutions: 
 
1. OSHA prohibits the use of a body belt as part of a personal fall arrest system and requires the use of a full body harness instead.  How-

ever, a body belt may still be used as part of a restraint system.  In effect, employees can snap a body belt to the inside of an aerial lift 
to hold (or restrain) employee inside the basket or bucket (similar to a seat belt in a vehicle). 

2. OSHA allows the use of self-retracting lanyards.  These are deceleration devices containing a drum-wound line which can be slowly 
extracted from, or retracted onto, the drum under slight tension during normal employee movement.  After onset of a fall, the unit auto-
matically locks the drum and arrests the fall.  Many of these self-retracting lanyards limit free fall distance to less than 2 feet.  Under most 
circumstances a self-retracting lifeline limiting free fall distance to less than 2 feet would meet the standard; however, an additional factor 
must be considered: the vertical and lateral loads placed on an aerial lift in the event of an arrested fall. 

 
Anchorages for fall arrest equipment must be capable of supporting at least 5000 lbs. per employee attached or it must be designed, installed, 
and used with a safety factor of at least two.  Some aerial lifts may lack the capacity to withstand the vertical and lateral loads caused by an 
arrested fall.  Therefore the length of free fall permitted by the self-retracting lanyard must be such that the aerial lift is capable of maintaining 
a safety factor of at least two when it arrests a fall. 
 
Determine which form of fall protection is best for your employees.  Don’t rely on a system that would allow them to hit the ground before it 
arrests their fall. 

SAFAX  
With Dick Shaw 

Certified Safety Professional  
Rio Grande Safety and Health, LLC 

873-5484  

New Member Benefit - Project Leads Online Resource     by Billi Rue  
 

HBAURG has launched a new member benefit to all current members at no additional cost.  The new 
benefit is an online resource that compiles and provides project leads and project information in the SLV and Colorado.  The 
online resource is made possible by the HBAURG having a Facebook group page that allows access to current members only.   
 

Bee recently emailed a handout to all member email addresses that explains how to access the HBAURG Facebook page.  If 
you did not receive this email, please let me know and I will make sure you get the information.  (Contact Billi at 719-480-2227 
or billirue@ruecadstudio.com) 
 

Once you are approved to access the group page, you will be able to view information on current projects out to bid, project 
updates, and upcoming projects.  You also can post your own project information or ask questions.  Participation in the group 
page is welcomed and encouraged! 
 

Just to give you an idea, this resource provides information from March 1st - 8th; which includes 2 residential construction 
projects out to bid, 5 commercial construction projects out to bid, and 1 upcoming commercial project to watch for future bid 
opportunities.  Bid projects listed in current and prior months have included work for GC's, project managers, subcontractors, 
suppliers, engineers and architects.     
 

The HBAURG Facebook group also provides another means of communicating events, training classes, regulatory changes, 
and other current events and topics.  In addition, it provides an online way for members to network and stay connected with 
the SLV building community. 
 

Your participation is key to the success of this new resource.  Sign up for the new HBAURG Facebook group and give your 
new member benefit a try!  Please look for more information on member benefits and how to access them in next month's 
newsletter! 

http://www.facebook.com/


     Sign up for one of the following teams to help during the upcoming Home & Garden Show 
     in April at Ski Hi Park in Monte Vista.  
     Facilities—The Facilities Team will provide physical support primarily at the beginning and end of the  
     show, but also as needed during the show as issues come up.  We need the largest number of volunteers 
     for the Facilities Team to setup booths, run electrical drop cords, move tables & chairs, and help with tear 
     down and clean up of the facility after the show.  The Facilities Team will also provide crossing-guards  
     from the parking lot to the facility.    
Vendor Support—This Team will be the liaison for vendors and provide support and help to vendors before, during and after the 
show.  This will include providing pre-show information to vendors, name badges for show participants, vendor give-a-ways, survey 
questionnaires, booth location charts, booth issues, etc.    
Attendee Support—This team will help by working at the main entrance by counting attendees, giving tickets for drawings, Public 
Address sound system, HBA membership registrations, responding to attendee questions, First Aid, Food Court, etc.   
All Teams will help with set up, tear down, and clean up.  Contact Traci Martinez 852-0670  or 580-3849. 

 
 

According to the February, 2010 issue of Builder, the all-important spring selling season becomes even 
more significant this year with a slow housing market and temporary home buyer tax credits.  Here are 
10 of the best ways to get your team ready to sell as many homes as possible in a depressed housing 
market.  Pick the ones that make sense for your business and get the season off to a good start. 
 
 1. Preparation, preparation, preparation.  This can’t be emphasized enough.  The last thing you want to do is be caught flat-footed when the selling 
  season is at its peak.  Don’t wait to get things in order.  Plan your marketing schedule now to formalize what message you want to convey. 
 2. Have specs in the ground and ready to go.  This year, the spring selling season will be a make or break time for many builders.  The problem is 
  that most banks are still slow to lend, and with the dead lines approaching, a builder will need to have houses ready to go pretty fast.  The tax  
  credit requires that homes be purchased by April 30 and closed by June 30.  If a builder is starting from scratch, homes will need to be in the  
  drywall stage and beyond by April 30.  This would be tight under the best of circumstances, which is why starting earlier is better. 
 3. Organize subs and crews to build efficiently in a short amount of time.  After the housing market crashed, many construction workers were  
  forced to find employment in other fields.  Start looking for people and subs now.  Now is also an excellent time to strike deals and incentives  
  with subs to get consistent work performance in exchange for a specified amount of work. 
 4. Use dynamic marketing media.  Yes, newspaper ad placement worked in the past, but times have changed and the audience is much more  
  fragmented.  Mollie Elkman, vice president of Group Two Advertising recommends adding social networking media such as Facebook.  The  
  idea is that you never know who your buyer will be – young, old, single, tech savvy – so casting a wide net can help.  ―Part of the social media  
  strategy is reaching out to find people instead of waiting for them to come to you,‖ Elkman says.  The added benefit of using social media is that 
  it’s inexpensive. 
 5. Educate your buyers.  It might seem counterintuitive to educate consumers on the various issues associated with buying, only to watch them  
  buy somewhere else, but it can benefit your business in the end.  Useful information will help buyers determine if homeownership is right for  
  them.  Educating buyers also helps them understand why an energy-efficient house costs a little more but is worth every penny, or why up 
  graded insulation will save money on utility bills every month. 
 6. Give your website a shot of adrenaline.  Simply having a website is not enough.  If you do more with your website, it will do more for you.  Your 
  website can be used to educate and entertain your buyers.  Produce and develop original content with company personnel as a way to get and 
  keep potential buyers on your site. 
 7. The home buyer tax credit is your friend, so get the word out.  Last fall home buying spiked as buyers took advantage of the $8,000 tax credit.   
  The National Association of Realtors reported that first-time home buyers drove existing-homes sales in October up 10.1 percent over the  
  previous month.  Promote the tax credit in all marketing campaigns.  Reminding potential buyers that the credit is set to expire also create  
  urgency.  And remember, this time around there’s also a $6,500 credit for existing-home buyers. 
 8. Personalize your communities and your ad campaigns.  If you’re lucky enough to have whole communities to sell, then you should think about  
  giving each one its own website for promotional purposes.  ―It’s retail thinking applied to the home building industry,‖ Elkman says.  Just make  
  sure the special URL drives traffic back to your main website. 
 9. Organize your back office to facilitate transactions.  In a crunch, there can be no wasted time.  This is not the moment to be securing financing  
  to build houses; that should have been under way last fall.  All the proper forms should be close at hand, and all handouts for buyers – warranty 
  information, user’s manuals and community information – should be stocked and ready to distribute.  Moreover, all work, repairs, and punch-list 
  items need to be resolved by early spring. 
 10. Remember that the surrounding community is just as important as your houses.  You can have the greatest house with the best kitchen and  
  most awesome master bathroom suite, but if the house is perceived as being too close to a highway, in an undesirable school district, it will sit  
  ...and sit for a long time. 

March Madness   by Bee Marx 


