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2FUN FACT: YS was a finalist for the 2011 and 2012 Best Media Kit “Maggie” award from the Western Publisher’s Association.

303.828.2700 • yellowscene.com
Fax: 720.239.1497

Advertising: advertising@yellowscene.com
Editorial: editorial@yellowscene.com
Calendar: listings@yellowscene.com

Restaurant: foodie@yellowscene.com

Space & Calendar Deadline:
15th of the preceding month

YS Accomplished Interviews include:

AND MANY MORE!

YS Editorial Policy: We do hold to a strict policy of 
independence between the advertising and editorial 
departments. However, we encourage advertisers 
and non-advertisers alike to pitch their story ideas 
to our editorial team. We want to hear from you.

YS 

prides itself on its 

journalism standards, 

keeping ads and 

editoral departments 

100% separate.

Meaning press is always free! Email your ideas to editorial@ yellowscene.com.

Amy Schumer
Brad Feld

Darryl Hannah
Henry Rollins
Margaret Cho

Mike Ness
Matisyahu

Wanda Sykes
Charlie Hunter
Michael Lovato

Weird Al Yankovich
Gregory Alan Isakov

Creedence Clearwater
Gov. John Hickenlooper

Mick Fleetwood
Josh Blue
Paper Bird

Jeff Dunham
Doug Benson
Moody Blues
Alice Cooper

a magazine for the adventurous colorado parent 

cobabies.com

Childrens music 
doesn’t have to 

be annoying.

musicfor two

How much TV is 
too much?

mediakids

You don’t have to 
stay in a hospital bed.

Vasectomies are  
a snip.

When do boys start 
noticing girls?

birthing

dad’s diary

wild animals

trends
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Lord of the Rings? Game of Thrones? Romantic.

themedweddings

How to plan the perfect honeymoon.

honeymoonhotspots
Delicious baked goods for the big day.

Planning the perfect reception.

How basic can you  make your wedding?

cake

party time

keep it simple

wars

a new magazine for the adventurous colorado bride

cobrides.com
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The original magazine was on copy paper 
and so we needed something that stood out. 
Colorado is 300 days of sunshine a year (so 
they say) and yellow is a happy color. Our 
goal was to serve all of BoCo, so it became 
Yellow Scene.

When I moved back in 1990, 65,000 people 
lived between 104th and Hwy 66 and I25 
to the edges of Boulder, while Boulder had 
a population of 95,000. Today East County 
is 255,000 (and growing) and Boulder is 
100,000 due to its .005 percent growth rate. 
Thats a whole lot of new houses. Guess what? 
A whole bunch more are coming. Approxi-
mately 1000 people a day are moving to 
Colorado and the North Metro/East County 
market is the next boom town.

We are blessed to live in this abundant area 
with amazing chefs who use the finest ingre-
dients straight from the local farms. We are 
also blessed with some of the best schools 
in the state (and possibly nation) who house 
some of the most interesting teachers and 
curriculums available. We live one of the 

WHY
YELLOW?

best lifestyles in the country and are given 
the fortune to be able to choose what we put 
into our bodies and minds.

We believe YS’s job in the marketplace 
is to be a relevant, engaging, compel-
ling resource that reflects the lives of the 
community it serves. We’ve interviewed 
people like Governor Hickenlooper, Amy 
Schumer, Margaret Cho, Michael Pollan, 
Brad Feld, Moody Blues, Mick Fleetwood, 
Alice Cooper, Soja,  local activist Anthony 
Grimes and just about every elected of-
ficial, plus top chefs, teachers, non-profit 
leaders, authors, artists, and activists.

We are immensely grateful for 15 years of 
being able to allow some of the most cre-
ative artists and writers make our pages 
something interesting to locals. We are 
more than grateful for the over 150 regular 
advertisers who have stayed with us for over 
a decade and truly been our investors. 

We are going have a party and hope you will 
come out October 1st to our Carnivale Gala. 
Aerial flyers, Boulder Counties TOP Chefs, 
our favorite breweries, dancers, spoken 
word, artists, and lots of live music.

Shavonne Blades, Publisher

FUN FACT: Every time Yellow Scene Magazine publishes, our web views double and sometimes even triple.

WORLD
DOMINATION
Well… Local Domination,
 World-Class Substance

We love what we do. How couldn’t we? Serv-
ing the North Metro/Boulder County region 
offers us the opportunity to serve all the com-
munities that get unjustly yet largely over-
looked by other area publications, while also 
having the city of Boulder within easy reach. 
Yellow Scene Magazine has, over the past 15 
years, become the voice for those places that 
don’t qualify as typical suburbs, and we’re 
unparalleled when it comes to local coverage 
of news, politics, food, art, music and culture. 

We reach a lot of you too, with over 70,000 
copies hitting the North Metro/Boulder 
County area each month. The simple truth 
is that we’re the best-read publication north 
of 104th Avenue and west of I-25.  We’ve 
also added new magazines to our arsenal – 
Colorado Brides and Colorado Babies, and 
Home & Hood. 

There’s more. Yellow House Marketing & 
Design Boutique is our in-house design 
house, specializing in ad design, as well as 
direct mail, branding and marketing materi-

als. And despite the very local nature of our 
publications, we’ve won numerous national 
accolades and awards. In the past six years, 
the Western Publications Association has 
named us a Maggie finalist for nine awards 
including best regional magazine in 2010. 
We’ve won eight writing awards from the 
Colorado Society of Professional Journalists 
in recent years.

Our 2014 Election Guide saw us put Governor 
John Hickenlooper exclusively on the cover, 
and interview him along with politicians like 
Senator Mark Udall, Jared Polis and Andrew 
Romanoff. We have also interviewed the 
likes of Henry Rollins, Daryl Hannah, Tracy 
Morgan, Amy Schumer, Jack Black, and may 
of the area’s best chefs, athletes and notables. 

We’re here for you – to cover the issues that 
are important to you, to let you know what’s 
going on in your own backyard and, again, to 
allow you to feel cool about where you live. As 
we move forward, Yellow Scene Magazine, 
plus the website and social media platforms, 
will continue to grow, as will our Colorado 
Brides and Colorado Babies and Home & 
Hood sister magazines. We’re happy to have 
you all along for the ride.

Brett Callwood, Editor-in-Chief

{NOTES PUBLISHER    EDITOR}FROM
THE &
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North Metro
535,000 residents

104th

Longmont

Niwot

Dacono

Lafayette

Erie

Louisville
Superior

Brighton

Broomfield

Thornton

Northglenn

Westminster

Denver
557,000 residents

Arvada

Golden

Boulder/Gunbarrel

Frederick

Firestone

Lyons

The Boulder County/North Metro area used to be little more 
than a conglomeration of mining and farming communities 
loosely tied together. In the last decade, the landscape has 
changed considerably as the once bedroom communities 
have turned into bustling and vibrant suburbs and cities. North 
Metro (Westminster, Erie, Louisville, Broomfield, Longmont, 
Thornton, Boulder, etc.) now boasts more than 535,000 resi-
dents—and it’s still growing.
 
Yellow Scene Magazine was the first publication to target 
this emerging region, taking advantage of an untapped mar-
ket. We started in 2000 as a small community newsletter 
printed on yellow paper with a circulation of 4,000, which hit 
the fast-growing suburbs of East Boulder County. Over the 
last 12 years, Yellow Scene has steadily increased its reach—
into Boulder proper as well as North Metro communities like 
Westminster and Broomfield. We focus on select, upscale 
neighborhoods—leaving CU and the rental population to 
Boulder’s niche publications. We focus on creating content 
that engages, influences and reflects our readership. We’ve 
expanded our impact with sister publications, Colorado Brides 
and Colorado Babies and Home & Hood, as well as Yellow 
House Design & Marketing Boutique.
 

The YS editors know who our readers are: Adventurous and 
highly educated, they love the sunshine as much as they love 
great restaurants, and balance their work and their families 
with that signature Colorado-casual style. Our readers have 
come to expect quite a bit from us since 2000 as the region’s 
premier source for politics, arts and entertainment, local 
news, and restaurant coverage. With more than 70,000 copies 
being distributed each month from 104th Avenue to Highway 
66 and I-25 to the foothills, Yellow Scene is the largest publica-
tion in the region. Lucky for us this formula has worked, and 
we’ve established ourselves as the locals’ choice for quality 
coverage of everything in the area. This has translated into 
something pretty special: YS is the top choice for advertisers 
to place their message.

FUN FACT: YS was a finalist for the 2014 Best Cover “Maggie” award from the Western Publisher’s Association.

North Metro Population: 
594,000 and Growing

1990 
Boulder Proper: 90,000
East County: 65,000
North Metro: 100,000
Total: 255,000

2012
Boulder Proper: 100,000
East County: 255,000 approx
North Metro: 200,000
Total: 535,000

Sources: city-data.com, muni-
net.com, moveto.com, area-
vibes.com, civicdashboards.
com, zillow.com, census.gov

Median Income
Homeowner Occupied
Median Home Value

$64K Boulder County
Colorado Average$56K
US Average$50K

p = population
f = % of families
nm = % never married

Erie
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4
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f. 40% nm. 49%
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Targeting the Boom Towns
The Boulder lifestyle without the Boulder address

The Family Market

Yellow Scene Targets by Postal Routes
Each Zipcode has an avg. of 10-15 routes
Each Route has an avg. of 350 delivery units
(census data is available by route)

YS concentrates home delivery to
Highest Median Household Incomes
Highest Median Household Values

Neighborhoods with high concentrations of 
apartments, businesses or trailers tend to have 
a higher percentage of commercial businesses, 
which lends itself to more newstand deliveries. 

 
51%

of Boulder
rents & 20% 

are students.

In Boulder: 
nearly 50% are 

above $100k 
and 50%

below $50k.

In 1976, 
Boulder limited 
growth to half 

a percent & has 
remained there 

since.

Erie is  
expected to  

be 40,00 by 
2020!

Longmont 
grew from 
35,000 to 
90,000 in  
15 years.

YS
 is the only publication that reaches 70% 

of the areas’
homeowners. 

Superior 
grew from 
255 people 
to 20,000 

today. $100+

$50-
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Profiling a Yellow Scene Reader
Although the Yellow Scene Magazine’s readers are a diverse set, there are some 

similarities: They make good money, eat out a few times a week, and shop all over.

Gender
Female ..................................................................................64%
Male ......................................................................................36%

Age
18-24 ..................................................................................... 16%
25-40 ..................................................................................... 51%
41-54 .....................................................................................23%
55+ ........................................................................................ 10%

Income
>$25K ...................................................................................... 3%
$26K-$49K ............................................................................23%
$50K-75K ..............................................................................29%
$76-99K ................................................................................ 16%
$100K ....................................................................................29%

Home Ownership
Boulder ..................................................................................50%
Broomfield ............................................................................77%
Carbon Valley ........................................................................86%
Erie ........................................................................................90%
Gunbarrel ..............................................................................76%
Lafayette ...............................................................................76%
Longmont ..............................................................................65%
Louisville ...............................................................................76%
Niwot .....................................................................................89%
Superior .................................................................................58%
Northglenn ............................................................................68%
Thornton ................................................................................78%
Westminster .........................................................................70%
70% of Boulder County employees do not live in the same 
community in which they work.

Commuting:
Hwy 36 ............................................................................ 116,000
Hwy 25 ............................................................................ 210,000

Number of Children
0-Infant .................................................................................. 19%
1-3 ......................................................................................... 75%
4 or more ................................................................................. 6%

Their Ages
Infant-1 .................................................................................. 13%
2-4 .........................................................................................22%
5-7 ......................................................................................... 18%
8-10 ....................................................................................... 12%
11-13 ...................................................................................... 10%
14-18 ..................................................................................... 13%
19+ ........................................................................................ 12%

Favorite YS Content
Entertainment/Restaurant ....................................................46%
Advertising ............................................................................ 18%
News and Politics .................................................................36%

Places They Shop
Boulder ..................................................................................73%
Broomfield ............................................................................55%
Carbon Valley .......................................................................... 2%
Denver  ..................................................................................53%
Erie  ....................................................................................... 13%
Lafayette ............................................................................... 47%
Louisville ...............................................................................50%
Longmont ..............................................................................44%
Loveland .................................................................................. 3%
Lyons ..................................................................................... 12%
Niwot ..................................................................................... 17%
Northglenn ............................................................................ 17%
Superior .................................................................................42%
Thornton ................................................................................28%
Westminster .........................................................................30%

Dining Out Per Week
0-1  .......................................................................................... 8%
2-3 .........................................................................................60%
4-5 ......................................................................................... 25%
6+ ............................................................................................ 7%

Live Shows Per Year
0-1 ......................................................................................... 14%
2-3 .........................................................................................34%
4-5 ......................................................................................... 21%
6+ .......................................................................................... 31%

STATE CENSUS
Boulder County
Median Age ........................................................................... 33.4
Family (Boulder Proper) ........................................................42%
Family (County) ..................................................................... 75%
Persons Per Household ...........................................................2.5
Democrat  .............................................................................42%
Republican  ...........................................................................20%
Independent/Unaffiliated .....................................................37%
Population Growth Since 1990 ............................................55%
Private Schools ..................................................................... 10%

Broomfield County
Median Age ........................................................................... 33.2
Married ..................................................................................62%
Family .................................................................................... 74%
Persons Per Household .......................................................... 2.8
Democrat  ............................................................................. 31%
Republican  ...........................................................................34%
Independent/Unaffiliated .....................................................34%
Population Growth 1990 ......................................................52%
Private School Enrollment .................................................... 10%

Survey information gathered from more than 18,000 Yellow Card 
holders from 2003-2013. Home ownership county and state data 
provided by city-data.com. Political affiliation information from 
County Clerks Office.

2012-2013 Issues
Avg Pick Up 
Rate: 97%

December/January 97%

February 97%

March 97%

April 95%

May 94%

June 97%

August 97%

September 95%

October 95%

November 95%

Home & Hood 100%

Brides & Babies 100%

Monthly internal audit. Each drop site has 
an authorized delivery letter on file.

Market Saturation

Yellow Scene Magazine maintains an average readership rate of 97.04% per 
magazine with an average market penetration of 70% of homeowners.

Yellow Scene is the ONLY local publication that provides 
FULL DISCLOSURE of our actual distribution.

YS distributes to all of the following 
zips codes:
Red: YS also mails to these zip codes.

Boulder 80301, 80302, 80303, 80304, 
80305, 80306, 80310
Broomfield 80020, 80021, 80038
Carbon Valley 80504, 80514, 80520, 
80530
Erie 80516
Lafayette 80026
Longmont 80501, 80502, 80503, 
80504
Louisville 80027
Niwot 80544
Northglenn 80221, 80233, 80234, 
80241, 80260
Superior 80027
Thornton 80020, 80021, 80229, 
80233, 80234, 80241, 80601, 80602
Westminster 80003, 80005, 80020, 
80021, 80031, 80035, 80036

Circulation Audit

FUN FACT: YS has won twelve  journalism awards from the Colorado chapter of the Society of Professional Journalists.

Yellow Scene’s target market is 28-55 years old, with 85% families,  
a median income of $85,000 and reaches 70% of area home owners.

City
Residential
Units

Number of  
Homeowners

Mailed to 
Homes

Newsstands Total

Boulder/ 
Gunbarrel*

39,596 19,402 14,095 5,408 19,503

Broomfield 21,375 16,458 7,547 2,137 9,684

Carbon Valley* 5,700 4,788 — 177 177

Erie 8,095 6,660 5,987 101 6,088

Lafayette 8,883 6,756 3,478 787 4,265

Longmont 33,540 21,801 14,246 1,850 16,096

Louisville 7,600 5,776 5,438 659 6,097

Niwot 1,528 1,359 1,259 178 1,437

Northglenn 12,146 8,259 — 319 319

Superior 3,800 2,356 2,775 131 2,906

Thornton* 28,882 26,527 — 1,195 1,195

Westminster 38,343 26,840 3,428 1,058 4,486

Totals:         58,253            14,000                

* YS averages 70,000 dependent on the size of the issue

72,253 
max*
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38 Hospitals
& Medical Centers
Boulder Community Hospital, 
Boulder Medical Center, 
Kaiser, Exempla Hospital, 
Children’s Hospital…

250 Professional Offices
Insight Lasik, Boulder 
Orthopedics, Foothills 
Pediatrics, Jasper Animal 
Hospital, Beyer in Boulder, St. 
Vrain Credit Union, Elevations 
Credit Union…

85 Schools & Day Cares
CU, Front Range Community 

College, Naropa University, 
LaPetite Academy, Tutoring 
Club, Erie High School…

72 Auto
Boulder Toyota, Flatirons 
Landrover, Stammler Audi, 
BMW, Gunbarrel Import 
Motors, Grand Kia, Saturn, 
Big O Tires, Goodyear, Stan’s 
Automotive…

110 Real Estate
Anthem Clubhouse, Vista  
Clubhouse, Legacy Ridge 
Clubhouse, Keller Williams, 
Erie Village Common Area, 

Ute Creek Clubhouse, 
Prospect Community…

145 Corporate Offices
Seagate Technology, Google, 
Qualcomm, Oracle, Hunter 
Douglas, Ball Aerospace, 
Vail Resorts, Microtek, Case 
Logic, Motorola, Roche Corp, 
Blue Mountain Arts, Xlinx,  
Qwest Diagnostics, Frontier 
Airlines…

45 Government
Community Centers, Rec 
Centers, Libraries, Chambers, 
14 City Halls…

[MAGAZINES]
Yellow Scene Magazine: 70,000 Total
56,000 home delivery, 14,000 in 1,300 high traffic 
locations. Complete distribution on page 4. 
CPM $11.92

Boulder Magazine: 50,000 Total
Free (printed 3 times a year). Primary distribution 
is Boulder proper with a high density in hotels and 
visitor locations. CPM $21

5280 Magazine: 86,000 Total 
45,000 paid, 34,000 newsstands, 2,000 waiting 
rooms, 5,000 hotels. Primary distribution Denver/
Cherry Creek. CPM $36

Boulder Lifestyle: 14,000 Boulder
A franchise, formula, publication with content 
focused on advertising. CPM $68

[DAILY NEWSPAPERS]
Boulder Daily Camera: 22,180 Homes
Sun: 30,221, Homes: 25,682
Mon-Fri: 25,878, Homes: 22,180
• 80301: 3,480 • 80302: 3,221
• 80303: 3,254 • 80304: 3,990
• 80305: 2,644
Total 16,589
• Broomfield: 1,015 
• Lafayette & Louisville: 5,401
• Longmont & Erie: 3,662
CPM $53

Longmont Times Call: 13,000 Homes
Sun: 21,378, 17,634 paid
Mon-Fri: 19,759, 16,949 paid with camera
• 80501: 10,637 • 80503: 4,085 • 80504: 2,068
CPM $58

Denver Post: Sun: 491,440, 335,771 paid
• North Metro & Boulder County: 36,644
• Boulder: 5,212
Mon-Fri: 214,487 paid
• North Metro: 19,961 • Boulder County: 13,011

Colorado Daily: 8,200 Total
Free (printed 5 days a week)
4,000 CU at campus

[WEEKLIES]
Boulder Weekly (Alt Weekly): 25,000 Total
17,000 Boulder proper, 3,100 Longmont, 2,900 
East County CPM $24.28

Westword (Alt Weekly): 81,000 Total
(8,000 North Metro—4,000 of which are in 
Boulder County)

Colorado Hometown: 12,450 Homes
Free home delivery
• Lafayette News: 940 paid, 5,200 free
• Louisville Times: 1,090 paid, 3,100 free
• Erie Review: 6,800 free
CPM $53

Broomfield Enterprise: 19,445 Homes
Free home delivery CPM $58

Metro North Newspapers: 55,130 Total
(Northglenn-Thornton Sentinel, Westminster 
Window, Westsider, Thornton Frontier)

Apples & Oranges: North Metro Circ.
*Be careful: readership claims aren’t the same as print runs.

Think Starbucks
is Everywhere?

YS hits its readers where they 
shop, play, live and work. More 
than 56,000 copies are mailed 
to upper-market homes (home 
value $360,000+). Beyond that, 
more than 14,000 issues make 
their way to more than 1,400 
high-traffic locations in the 

North Metro area.

FUN FACT: YS was a finalist for the 2010 Best Regional Magazine “Maggie” award from the Western Publisher’s Association.

Once upon a time, nearly every house in the 
U.S. had a newspaper delivered. That was a 
few decades ago, but readership patterns have 
changed drastically since the 1970s. Now less 
than 20% of homes receive one as TV and Inter-
net have changed the face of modern media. 
While traditional print outlets have suffered, mag-
azines such as Yellow Scene have blossomed 
with increased circulations and advertising reve-
nues! Yellow Scene’s growth from 2003-2010 led 
to it being named to the Mercury 100, a list of the 
fastest growing Boulder and Broomfield county 
businesses, one of the top 100 woman-owned 
businesses five years consecutively, and finalists 
for Maggie awards in editorial excellence.

Free: the New Business Model
Because of the Internet, Americans expect free 
media. As traditional, paid publications wane 
in circulation, free media continues to grow. 
So, while some sectors of the media industry 
are certainly declining, we are growing and 
engaging readers.

Paid vs. controlled: A myth debunked. The 
Magazine Publishers of America released a study 
based on independent research indicating reader 
response to ads is the same whether the ad was 
read in a controlled, free circulation or paid circu-
lation magazine.

Old vs. New
In the 1960s, TV, radio, daily newspaper and Yel-
low Pages were the obvious choice for savvy 
marketers. Back then, three 60-second television 
commercials would hit 70% of the market, 85% 
of all households received a daily newspaper, and 
everyone used the phone book. Today it would 
take more than 300 television spots to come 
close to 70% of the market. Newspaper subscrip-
tions are free falling, and Google has supplanted 
the phone book. Modern marketers work to get 
their message heard. As society becomes more 
fragmented, media is no longer the powerhouse 
it once was. While budgets say you can’t be 
everywhere, smart marketers know to look past 
the old formulas of yesteryear to succeed.

Nobody Gets the Newspaper Anymore

but magazines are alive and well.
92% of adults read magazines. 

(Well, only 22% of households do)

We take 

YS straight to 

homes & workplaces 

because we know our 

readers like to read 

us for an extended 

period of time. In Addition To: NewsstandsYS Focuses on: Professional Distribution Outlets &: Homes

70,000 Total

CPM $11.92

22-25,000 Total

CPM $24.28

YS is the best Cost Per
Thousand: Do the Math

YS: 1/3 ad Elsewhere: 1/3 ad

$900 (per ad) $350-500 (per ad)

Monthly Publication Daily/Weekly Publication

 (for 4 weeks)  x1  (for 4 weeks) x4
$900 (approx) $1,400 (approx)

(for 1 year) x12 (for 1 year) x12
$11,500 (approx) $16,800 (approx)

70,000 Distributed 22-25,000 Distributed

452 Restaurants
Old Chicago, Sushi Zanmai, 
Colterra, Rhumbi Island Grill, 
Village Bistro, Zolo, Einstein 
Bros Bagels, Rio Grande, 
Rockbottom, Rib House, Vics 
Coffee, Brewing Market...

356 Grocery & Retail
Vitamin Cottage, Niwot 
Market, McGuckin Hardware, 
Flatirons Mall, 29th St Mall, 
Struttin’ Pup, Union Jack, 
Superior Liquors…

78 Entertainment
Leanin’ Tree Museum, AMC 

Theaters, Boulder Theater, 
Broomfield Event Center, 
Longmont Theater...

40 Hotels
Westin, Marriott, Omni, 
Residence Inn,  Hampton Inn, 
Courtyard, Holiday Inn…

88 Spas and Salons
Parlour, Great Clips, Aesthetic 
Solutions, Massage Envy…

56 Fitness
Fitness 19, 24 Hour Fitness, 
Curves, 123 Fit, Vision Quest 
Karate, Longmont Athletic…

Mailed to Housing
Developments
Boulder: Flatirons Golf 
Course Area, Mapleton, 
Chautauqua, Devil’s Thum, 
Broomfield: Anthem, Eagle 
Trace, Broadlands, Erie: Vista 
Ridge, Erie Village, Northridge, 
Lafayette: McStain Indian 
Peaks, Waneka, Longmont: 
Ute Creek, Prospect, 
Fox Meadow, Somerset, 
Louisville: Coal Creek, Old 
Town, Superior: Rock Creek, 
Westminster: Lexington 
Estates, Legacy Ridge, 
Bradburn, Hyland Hills



8FUN FACT: YS has employed many book author’s including Greg Campbell (Blood Diamonds) & current managing editor Brett Callwood (author of two music biographies).

“People surf the web and swim in magazines.”
We Couldn’t Have Said it Better

The folks at the Association of Magazine Media put together a great video, “20 Tweetable Truths
About Magazine Media,” showcasing magazine vitality. We loved it so much, we just had to share it.

1)92%of U.S. adults 
read magazines.

23% subscribe to news print.

5) New magazines continue to be launched.

206 in 2011
each month buying magazines 
at newsstands.

6) Consumers spend more than

$300 million

2) Magazine readership 
remains steady despite 
the biggest economic 
downturn in 80 years.

3) Consumers connect with 
magazines on all platforms. 1,700 
apps…1,000 Twitter feeds… 2,000+ 
Facebook pages & counting.

4) Readers enjoy reading magazine ads. They don’t pay to avoid 
them as they do with other media.

7) Digital magazine subscrip-
tions are rising exponentially.

8) 41% of tablet owners have 
purchased a digital magazine.

9) 70% of tablet users want to 
buy directly from ads in digital 
magazines.

10) More than half of tablet 
owners report their digital 
magazine reading has increased. 

11) 73% spend more than one 
hour reading electronic issues of 
magazines each week.

12) More than half of those who 
have downloaded 6+ magazine 
apps spend 3+ hours reading 
electronic magazines each week.

13) Magazines are the 
go-to source for key 
events…Steve Jobs…
Lin-sanity…the Royal 
Wedding…Whitney 
Houston.

14) Who says that teenagers 
only read texts? 72% of teens 
read magazines.

18) Magazines drive web search 
more than any other medium.
More than internet advertising and twice that of social media.

15) Adults 34 and younger read 
more magazines than adults 34+.

16) Magazines build buzz. They excel 
in reaching people who shape attit-
udes and behavior.

17) The top 25 maga-
zines reach more adults 
& teens than the top 25 
prime-time TV programs.

19)61%of readers took 
action as a result 
of a magazine ad.

of all media in 
driving purchases.

20) Magazine 
ads rank #1

You can check out the video 
at tinyurl.com/9samptq.

2013 SURVEYS FOUND:
Businesses that paired print with 
online see 40% more sales growth 
than businesses that didn’t

DIGITAL BUYS UP PAPER AND PRINT
GAME INFORMER 
holds #2 in circulated
publication as a magazine 
for male geeks who
do things online

GOOGLE 
announces 
it pairs with 
magazines

FORBES is up 
in circulation 3 
years in a row 

FACEBOOK 
founder buys 
New Republic

 AMAZON
 buys the
 Washington Post

*While newspapers sadly lay off writers and resort to advertorials as a “revenue stream”, resulting in continued decline in audience readership, Forbes Magazine just announced three straight years 
of readership increases. Their publisher says: “People still read, you just have to do it right.” Content is King and this is proven by whose readership is going down compared to those going up.
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from the moment you 
walk in our door

40+ Distinctive Gift Sets:
Gourmet Sea Salt, Surf & Turf, 
Bloody Mary and more.

2041 Broadway, Boulder (1/2 block north of Pearl St.)    (303) 444-0668
Monday-Saturday 10am-6pm, Sunday: 11am-5p   www.savoryspiceshop.com

at Savory Spice Shop we are proud of
the freshness and quality of our spices
which is why we are one of the only 
spice shops that allow customers to 
taste before they buy.

Our store is a living space, always changing...with the 
season and the times. A eclectic collage of  styles from 

yesterday and today.

Clutterize Your World

1909 9th St.   Boulder  |  303-386-3423  |  clutterconsign.com

FURNITURE • DECOR • KITCHEN • ACCESSORIES

THANKS! FOR VOTING US BEST CONSIGN OF 2014!

Red Lip Loveseat:  $510

Art Glass vase:  $25

Reclaimed Wood
Table:  $350

Black 
Lacquer Chair:  

$225

Pillows:  $55

f

believe
BEAUTY can 

SAVE the WORLD.
Looking and feeling beautiful is important and can 
directly effect the way you live your life. It gives you 
confidence. And when you’re confident you can 
accomplish anything.

As the finest quality spa in north Boulder, we see it as 
our responsibility to help you live with confidence. 

we

Discover the 

BEST pampering 

you can find in 

North Boulder

In 2011 NoBo got peace, tranquility and beauty all found at:

AQUAFLEURDAYSPA.COM  |  303.449.1040  |  4688 N. Broadway  |  Boulder

MARCH

For

SUMMER

WRITTEN BY
Brett Callwood & Ryan Howe
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the summer,” he says. “That’s the best part 
about summer camp. Just doing things that 
you really enjoy. The parents get a break, 
and they know that we’re taking care of 
their kids.”

The YMCA Boulder has some awesome 
and fascinating things going on too, not 
least their LEGO Camp, which is in fact a 
collaboration between the Y and Boulder 
Valley School District Lifelong Learning. 
Each week, the camp has a different theme, 
whether it be creating large structures, 
spaceships, pirate ships or Ninjago sets.

Shawn Moriarty runs the YMCA Camp 
Santa Maria, which he describes as a tra-
ditional YMCA summer camp – not sport, 
not art but everything. “We teach outdoor 
skills like canoeing and nature programs,” 
Moriarty says. “They can spend nights 
under the stars. It’s a small community – 
we have 135 campers and 42 staff, approxi-
mately. The children are aged 7-17, though 
there’s also a camp for 6-8 year-olds. We’re 
very big on community. Everybody belongs 
– there’s an activity and a place at the camp 
for everybody. It’s a fairly small group, and 
we have a beautiful property in the middle 
of the Rockies.”

Moriarty says that a camp with this 
many children presents some challenges. 
“We always looking at how to create an 
environment that is safe and structured, 
but also allows for spontaneity, creativity 
and curiosity,” he says. “We like whacky, 
creative ideas. It’s easy to run a camp that’s 
uber-structured but we’re looking for the 
balance. It’s school, and it’s not chaos. The 

Minions
This is an odd one. The lit-
tle yellow minions char-
acters in the hit animated 
franchise Despicable Me 
proved so popular that 
they’re getting their own 
movie. here we have san-
dra Bullock voicing scar-

lett overkill, hiring minions stuart, Bob and 
Kevin (all voiced by Pierre coffin) for all man-
ner of naughty goings-on. other stars involved 
include michael Keaton, Allison Janney, Jon 
hamm, steve coogan and Jennifer saunders. 
Released July 10

inside out
Disney Pixar, which can 
usually be relied upon for 
quality summer entertain-
ment, is putting out this 
strange little movie told 
from the perspective of 
the emotions inside a little 
girl’s mind. yup – the emo-

tions are talking. The cast is great, though rela-
tively predictable. lewis Black is Anger, mindy 
Kaling and Phyllis smith (both of The Office) are 
Disgust and sadness respectively, Amy Poe-
hler is Joy, and SNL’s Bill hader is Fear. else-
where, Diane lane and Kyle maclachlan are 
mom and dad. should be fun. Released June 19.

Avengers: Age of ultron
The marvel cinematic Uni-
verse continues to expand 
since the first Iron man 
movie kicked off Phase 1. 
That came to a close with 
the first Avengers movie, 
and Avengers: AOU sees 
the heroes reunited again fol-

lowing the events that occurred in Captain Amer-
ica: Winter Soldier, TV’s Agents of SHIELD, and 
the other Phase 2 movies. we know there are 
some new heroes on the roster–fan favorites scar-
let witch, Quicksilver, and Vision. Villainous robot 
Ultron will be voiced to sinister effect by James 
spader. one thing’s for sure, it will be a lot of fun.

Ant-MAn
Ant-Man will see nor-
mally comedic actor 
Paul rudd play the 
diminutive title char-
acter, while michael 
Douglas plays a former 
Ant-man. with rudd on 
board, this is likely to be 

lighter in tone, closer to Guardians of the Galaxy 
than Thor. It’s also significant that this movie will 
conclude Phase 2, meaning that Ant-Man is prob-
ably arriving too late to play any part in this year’s 
Avengers movie. It looks like yellowjacket will be 
the main villain. Very exciting for fan-boys and 
girls, but probably not for very young children.

Summer Movies

SuperKids
This year, we’ll be tying Superkids into the 
larger sports theme of the issue by highlighting 
some high-performing child-athletes in the 
area, from cyclists to team sports players. 
The kids will be boosted to the max, presented 
as if they are mega-famous sports celebrities. 
Think posters in Sports Illustrated, and base-
ball cards. Our BoCo kids are known for being 
gifted and, with sports being such a big deal 
here, the ability crosses over into athleticism. 
Much fun to be had. On that note, if you know of 
any kids that you would like to tip us off about, 
email us at editorial@yellowscene.com.

Sports
It’s the Summer Olympics in 2016, so we’ll 
be highlighting Colorado natives taking part, 
including in the Special Olympics. We take out 

sports seriously in BoCo, and we’re sure there 
will be plenty of natives representing us on a 

global stage, and doing so with pride. We’ll 
look at what it is about BoCo that breeds 
such supremely talented athletes, focus-
ing on as many different Olympic events 

as we can.

 

Pets
Running with the Olympic/sports theme, we’ll 
be focusing on dog shows and other com-
petitive pet shows. We’ll be attending a dog 
show and reporting back on the action in Best 
in Show style. We’ll be profiling winning pets, 
and looking at what makes a successfully com-
petitive dog. We’ll also offer tips for those look-
ing to take part in the future, including the right 
products to buy when making your pet look and 
feel as good as posible. Who knows - your own 
home may soon be decorated with ribbons if 
you pick up this issue. 

Press Releases: editorial@yellowscene.com

Calendar Submissions: listings@yellowscene.com

Restaurant News: foodie@yellowscene.com

IMPORTANT AD INFO: Due no later than 5 days before 
publication. For scheduled ads, all ad copy/changes are due 
by the 15th of the preceeding month. No cancellations 
may be received after the 7th of the previous month. 
Cancellations must be authorized by publisher.

SEND US YOUR PRESS: Our editorial calendar is out-
lined below. There are numerous ways to get press. 
Send us your story ideas! Send a note a few months 
in advance to editorial@yellowscene.com. Submit a 
press release to editorial@yellowscene.com   

FEBRUARY

HOLIDAYS & SPECIAL DAYS IN JANUARY: New Year’s Day Jan 1, Martin Luther King, Jr. Day Jan 20. National Oatmeal Month. FEBRUARY: Valentine’s Day Feb 14, President’s Day Feb 17, American 
Heart Month, Black History Month, Great American Pie Month, National Weddings Month. MARCH: Mardi Gras Mar 4, St. Patrick’s Day Mar 17, National Women’s History Month. 9

2016

Download Best of the 
West campaign materials 
at: yellowscene.com/pub-
lic-files/bow-promos.pdf.

YS 

is the only 

magazine that has 

an open vote! (no 

preselected names or 

paid voting polls)

MOVIES
Light! Camera! Action! The entire February 
Yellow Scene will be our Movies Issue this 
year. Our cover and the features will be taking 
inspiration from the silver screen, celebrating all 
that’s great about the art form from Hollywood 
to local film-makers. And if you want your ad 
to have a movie spin, just let our staff know 
early enough and we can accommodate.

We examine all things movies, especially 
as they pertain to our locale. From local 
movie makers and actors to movies set in 
Colorado, we’ll take a look at it all. In addition, 
we’ll look long and hard at the remaining video 
stores and distributors in the area, speaking to 
the guys behind the counter, and look at what 
they have to offer.

2015 
CRITIC’S & 
READER’S 

CHOICE
You pick your favorite 

places, we pick our 
favorite experiences. 

Best of the West 2015

BY
BETSY ABBOTT, 

JIM BURRUS,  
BRETT CALLWOOD 

& RYAN HOWE

HAll oF FAme
wInneRs

(4+ TIme wInneR)

FREEDOM OF CHOICE!

BoUlDeR eAsT coUnTy
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artistry is phenomenal, and the staff routinely deliver 
to locations hours away. That’s popularity. 1377 For-
est Park Circle, Suite 102, Lafayette

Bagels 
 moe’s BRoADwAy BAgel 

This Boulder staple started with a new yorker’s 
dream to bring the best of east coast bagels into the 
mountains. lucky for coloradans, the east coaster 
did just that. Multiple locations 

 BIg DADDy BAgels 
with 15 different kinds of bagels and 17 different 

kinds of cream cheese, Big Daddy is dominating the 
bagel scene in east county. Multiple locations 

BBQ 
 KT’s ReAl gooD BBQ 

KT’s prides itself on being the best barbeque in 
Boulder. The owners even travelled to memphis 
for a week eating barbeque three to four times a 
day. Multiple locations 

 lUlU’s BBQ 
“you may beat our prices, but you can’t beat our 

meat!” is the appropriate slogan for lulu’s, as it 
has continually dominated Best of the west since it 
opened. Just come hungry. 701B Main St., Louisville

Breakfast & Healthy
 snooze 

This place not only provides some of the best 
breakfast food around, but a place where customers 
can come and feel as if they are sitting at their mom’s 
table. so, instead of hitting the snooze button on the 
alarm, make a trip over to snooze. 1617 Pearl St.

 moRnIng gloRy cAFé 
Quaint, cheerful, farm-fresh and bright describes 

morning glory’s space. with loads of gluten free, 
vegetarian, and sustainable seafood on the menu, 
it’s hard not to eat healthy here. 1377 Forest Park Cir-
cle, Lafayette

Breakfast Burrito
 BIg cITy BURRITo 

“Peel it.” we can’t tear back the aluminum foil 
fast enough, “eat it.” chomping down on the tortilla 
filled with eggs, potatoes and spicy chorizo sausage 
can only be described as Boulder breakfast heaven. 
“Repeat it.” Visit again and again. 2426 Arapahoe Ave.

Brunch 
 TAngeRIne 

Too unmotivated to whip up something at home? 
Don’t worry, Tangerine has you covered. Try the put-
tanesca eggs or the multigrain pancakes with fig 

Overall Restaurant
  THe KITcHen 

The Kitchen has spread like wildfire since 2004 
when it opened its first restaurant in Boulder. The 
Kitchen consistently provides farm-to-plate dishes 
while being environmentally conscious. 1039 Pearl St.

Overall Restaurant 
and Patio

 colTeRRA ResTAURAnT 
Imagine a splendid canopy of trees shading ladies 

nibbling on a brunch of beignets, charcuterie and 
cheese while a gentle breeze whispers through their 
chignons. 210 Franklin St., Niwot

Contemporary 
American

 sAlT THe BIsTRo 
you’ll come for the food, and stay for the atmo-

sphere. The simple, yet chic design of the restaurant 
makes dining at salt even more enjoyable. go in and 
try Tom’s Tavern Burger and fresh cut fries for a deli-
cious twist on the classic burger. 1047 Pearl St. 

 sUgARBeeT 
sugarbeet’s slogan is simply “eclectic American cui-

sine” and we couldn’t agree more. with an ever-chang-
ing menu based on local seasonal ingredients, each din-
ing experience can be different. 101 Pratt St., Longmont 

Cheap Eats 
and Best Sandwich 

 snARF’s 
“snarf!” it’s the noise you’ll make when gobbling 

down these subs. That goofy looking shack, serving 
simple American sandwiches and salads, became the 
go-to place to pick up lunch for the whole department 
long ago. 5340 Arapahoe Ave Ste J, and 2128 Pearl St

Cheap Eats and  
Breakfast Burrito

 sAnTIAgo’s
It could be the green chile or the $2 breakfast 

burrito, but whatever it is that keeps bringing Boul-
der county residents in, we don’t want them to 
stop. Multiple locations 

Bakery
 sPRUce conFecTIons

of course, spruce serves up fresh baked pastries, 
cookies, brownies and bars each day, but the deli-
cious sweets aren’t the only thing this Boulder favor-
ite has to offer. The bakery offers cheap breakfast 
and lunch sandwiches, in house soups and fresh cof-
fee. 767 Pearl St. & 4684 Broadway

 InDUlge BAKeRy 
This place is magnificent. The cakes and cookies 

are delicious, the flavors are wonderfully unique, the 

Morning glory: east county 
Breakfast & Healthy

The Kitchen: Boulder
           overall Restaurant

sara martinelli at 
three leaf farms votes:  

mesa Trail near chautauqua 
Best Relaxing Trail

Best of the West
Our editors pick their favorite cultural icons in 
the areas—highlighting events, shops, news 
and people. The best part is local critics and 
readers submit what they think is best—no 
multiple choice limitations. There’s a movie 
spin this year, with the awards presented in 
an Oscars format.
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restorative
care options
>Tooth Colored Fillings
The clear alternative to traditional 
mercury �llings.

>Inlays & Onlays 
An inlay covers only one or two 
surfaces of the tooth and is used 
to restore a small amount of 
decay. Inlays and onlays are 
incredibly strong and they protect 
the tooth from fracturing and 
actually strengthen the tooth.

Rehabilitative Treatment
Occasionally, due to trauma or 
disease, people will lose teeth that 
cannot be replaced. In this case, 
rehabilitative dental treatment 
is a must.

>A national leading 
Restorative Dentist:

Specializing in Single Visit Crowns:
The best single tooth restoration available 
today! CEREC® is the world’s only system for 
the fabrication of all ceramic dental 
restorations in one of�ce visit. With CEREC®, 
Dr. Keene can complete your permanent, all 
ceramic crown, onlay or veneer
in just one quick visit!

discover the difference

TEN YEAR ANNIVERSARY 
SPECIAL OFFER:

NEW PATIENT
EXAM $65

New patients save more then $120 
on a comprehensive exam by the 
doctor, including needed x-rays

3

Family Dentistry

The perfect smile? Some are born 
with it...and some need help to 
achieve it.We can create it.

2008-2013

Dr Gregory Keene has always wanted people to feel 
comfortable enough to laugh out loud-as robustly as �ts their 
personality. But not everyone is given that chance at a birth. 
Because of this Dr Gregory Keene has chosen to donate his 
time and expertise helping families who have been born with 
af iction to have brighter smiles. These contributions have 
made Dr Keene a "Health Care Hero" in Colorado. 

A doctoral graduate of the prestigious University of Florida School of 
Dentistry making all patients feel comfortable and relaxed is also one 
of Dr Keene's speciality. He continually works to advance his education, 
concentrating on cosmetic and restorative dentistry. 

So whether it is simply a chipped tooth, a crown or a full rebuild, Dr 
Keenes expertise and advanced technology can give you that perfect 
smile so many dentists talk about, very often, in a single visit. 

3D X-Ray:
The CT-3D generates the actual 
makeup of your jaw bone, providing 
accurate measurements of the height, 
width, and thickness for implant placements.

3D software GALILEOS Implant.
The GALILEOS Implant 3D software ef�ciently 
guides new users through the planning process, 
visualizing the nerve canal and bones for 
minimally invasive treatments. 

REBECCA

successful
local
sexy

geeky
single

men
and

women

Town: Boulder
Profession: Area accountant at University 
of Colorado at Boulder
Hobbies: Any kind of dancing, scrapbook-
ing, walks with my dog (a chow shepherd)
Three words that describe you: Thought-
ful, caring, patient
What you look for in a partner: Someone 
who is honest, communicative, understand-
ing and caring
Your baseball walk-up song: “Tennis 
Court” by Lorde
Describe a date you would like to go 
on: Dinner at a place I’ve never been to 
before and that has really high quality food 
and live music.
You have a glass in front of you...what’s 
in it?: A flavored sparkling water
Where would you rather be than at 
work?: At home, or at the park near my 
house
A mythical creature you would have as 
a pet: Unicorn
What you’re reading right now: Brain 
Works and my project management book
Deal breaker: Having low empathy
Celebrity crush: Pierce Brosnan 
Favorite place in Colorado: Crestone
Some of your geeky tendencies: Orga-
nizing, reading a lot of books and doing a 
lot of research for places to travel to, taking 
night classes, concentrating on good and 
healthy food.

Words: Elizabeth Escobar
Photos: Joe Friends
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1170 Hwy 287,  Broomfield 
(303) 466 7546 | facelogicbroomfield.com

Do you know that it’s a statistical fact that

if you feel beautiful 
you look beautiful.

And for 

$59/mo
it’s easy.

A once a 
month trip to 
Facelogic will 

make you 
look & feel 
beautiful!

      Facial upgrade 
  with your first visit
Receive Elite Facial for Signature Facial price!

(With offer, must book by February 28, 2014)

Chemical peels • Eyelash extensions • Brow and lash tinting 
• Facial and body waxing • Microdermabrasion

 

Valentine’sGiftcards

$30
Value}

Holistic counseling and psychotherapy 
for individuals and couples.

Holistic Counseling & Therapy
Edie Stone, MA, LPC

www.EdieStone.com
www.BoulderCouplesCounseling.com

303.415.3755 • edie@ediestone.com 

Helping
couples &

individualssince 1997

Relationship 
Skills for Geeks... 

and those who love them. 
Classes and private sessions.

Call 303.415.3755 for a confidential consultation.

REED

Town: Boulder
Profession: Marketing specialist for Finish 
Line
Hobbies: Golf, volleyball, basketball, skiing, 
blogging about various intellectual subjects 
(i.e. advertising, PR, higher education)
Three words that describe you: Extro-
vert, easygoing, driven
What you look for in a partner: Someone 
who’s confident in themselves with an idea 
of where they’re going in life. Also, someone 
athletic and close with their family.
Your baseball walk-up song would be: 
“Round Here” by Florida Georgia Line
Describe a date you would like to go 
on: A weekend in the mountains—staying at 
a cabin somewhere, finding live music and 
good snow.
You have a glass in front of you...what’s 
in it?: Left Hand Milk Stout Nitro

A mythical creature you would have as 
a pet: Khalessi’s dragons (Game of Thrones)
What you’re reading right now: Click by 
Ori and Rom Brafman
Deal breaker: Poor hygiene
Celebrity crush: Mila Kunis
Favorite place in Colorado: Mary Jane 
Mountain, Winter Park
Some of your geeky tendencies: kitchen 
knives, blogging, ironing my jeans and T-
shirts, sweater vests and bow ties.

The Single Files
Singles personify freedom, liberty and the 
pursuit of hotness. In YS’s annual Singles 
File, we celebrate the single life with five 
local eligibles. It might not always seem 
like it, but there are plenty of beautiful single 
people out there in BoCo, and we’re here to 
help. Think of Yellow Scene as your own per-
sonal ice-breaker, or maybe your wingman. 
Wondering where all of the good singles are? 
Allow us to be your guide.

Date Nights
In Colorado, dating is a totally different beast. 
Here, we judge our dates on how many 14ers 
they’ve climbed and their car’s fuel economy. 
YS highlights 5 ideal Colorado dates—from 
wining and dining to climbing. Can your date 
hang? Again, the movie spin will see us focus 
on date movies, best theaters and drive-ins, etc. 
Plus, the best movie-related snacks for a date.

More 
Expo info 
on pg 21.

DON’T MISS THE EPIC 7TH ANNUAL

SUPERKIDS EXPO!
COMING IN APRIL

Reach thousands of parents at this 
local event for camps, schools and 
extra-curriculars. Ask about our Educa-
tor Packages for reduced rates. Along 
with the March issue and SuperKids 
Expo, you get year-round exposure in 
these family-friendly favorites:
• Aug: The Smart Issue
• Oct: Open Houses
• Dec/Jan: Options in Education
• Colorado Brides and Babies
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colorado cyclists

nothing compares

of a bike ride

Written by: brett callwood
and ryan howe

to the
simple pleasure

colorado trails
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ryan kragerud
one of the organizers and founders 

of the Longmont Cruiser Ride, Ryan 
Kragarud is an advocate for commu-
nity riding and social exercise.

Yellow Scene: When did the Longmont 
Cruiser Ride start and why?

Ryan Kragarud: It started in June 2004, 
and it was a way for my wife and I to get 
to know people in our neighborhood. 
It’s become a way for lots of folks to get 
together, meet one another, ride bikes and 
get to know one another. 

YS: The group is ten years old, then. 
Who’s the average rider?

RK: The average rider is your weekend 

longmont cruiser riders

warrior. It’s usually someone in the 30’s to 
early 40’s. It’s typically young parents with 
small kids who are just kinda getting out of 
the house, they’ve just got their first bike 
trailer and so they can put the child in the 
trailer and get our and ride bikes. Or, it’s 
folks who have just moved to Longmont, 
and they want to get out and explore the 
community in a fun way.

YS: Which routes / trails do you love to ride?

RK: We stay on low volumes residential 
streets. We don’t go down major roads like 
Main Street. Side streets, and then we go to 
different landmarks in Longmont. 

YS: So the group isn’t for advanced riders?

RK: It’s totally relaxed. The typical route 
is about 45 minutes to an hour, and our aver-
age speed is six miles per hour.

YS: How often do you ride?

RK: Starting May 13, we ride every Wednes-
day, rain or shine. I hope more people get out 
and ride with us this summer, and they won’t 
regret it when they do because you’ll have a 
great time. There’s also the Gnight Ride com-
ing up. It’s a Longmont fundraiser spon-
sored by Oscar Blues, and it’s happening on 
June 13. It’s located at Roosevelt Park, which 
is also where Bike Night is. About 3000 peo-
ple get together, ride bikes, listen to music eat 
food from food trucks, and we have routes 
that are 12 miles, three miles and one mile.

 
Cycling

Our 2016 cycling feature will be providing you with 
a guide on building your own bike - a how-to 
guide to this awesome summer project. We’ll 
be speaking to bicycle store owners, as they sug-
gest the right parts depending on your size/style. 
In addition, we’ll be looking at the new velodrome 
in Erie, examining it from both a sporting and eco-
nomical angle, and interviewing the people behind 
it as well as trying it out ourselves. 

Summer Gift Guide

This year’s mid-year gift guide with have a 
theme - Gallery Art. We’ll be speaking to gal-
lery owners, artists and even high-brow art 
critics to get the best gift ideas for moms, 
dads and grads. We’ll be showcasing some 
awesome local art ranging from minimalism to 
portrait, modern art to classical, and from the 
cheap to the very expensive. You don’t have to 
be a culture-snob to enjoy art, we all have our 
own taste and all of it is valid, so we’ll show you 
how to find what you want in the region.

Nature
Have you ever wanted to get away from it all, 
and remove yourself from Big Brother? We’ll be 
profiling someone who lives off the grid, in 
a shack or cabin, and providing a guide on how 
to do it. Did you know that Erie used to be the 
place people came to do that? We’ll look at that 
history, and explain how you can get off the 
grid part-time, when it’s all getting too much 
and you need to get away from everything.

APRIL

Women 
of Weed

Thanks to last year’s new laws, the average 
cannabis consumer in Colorado has evolved. 
Men and women of all ages (obviously 21+), 
colors, sizes, sexual orientations and finan-
cial standings can now purchase recreational 
marijuana any day of the week. That means 
that we might now see elderly people at the 
dispensaries in line next to a dude with dead-
locks and sandals. Times have changed.

Words by Ryan Howe
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Lucie Lazarus at Sweet Mary Jane
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Today, Karin and her team of more than 
a dozen people are still crammed into the 
small kitchen hidden between valleys. 
Although it can get crammed, the team has 
found a way to work around the island in 
the middle of the kitchen that takes up the 
majority of the floorspace. Now cooking with 
multiple ovens, Karin has held onto the $60 
oven that she started with, a memento of her 
humble beginnings.

She has been nationally recognized as “the 
Martha Stewart of weed baking” by New York 
Magazine. Her treats, such as the “Smashing 

Pumpkins,” the “Walnut Fantasy” bar, car-
rot-cake cookies, “Big S” oatmeal cookie and 
award winning “OMG Cheesecake” brownie 
are delicious with a faint hint of ganja. But 
don’t underestimate the strength, as her 
team knows exactly what they are doing.

In the kitchen, the women run the show. 

It’s not something that Karin meant to hap-

pen, she just wanted the best of the best, 

and the cards fell onto three very extraordi-

nary women. One of which happens to be her 

daughter, Lucie Lazarus.

Lucie is a jack of all trades. Sitting at the 
corner of the island in the middle of the 
kitchen, she zoned out the organized chaos 
happening around her as she worked dili-
gently at her computer.

Lucie graduated from college in 2012, and 
stayed in Washington D.C. for a few years 
working for Divine, a chocolate company, 
before moving back to Colorado and into her 
mother’s kitchen. Her first job was to help her 
mother test the products that are going into 
Karin’s new book “Sweet Mary Jane: 75 Deli-
cious Cannabis-Infused High-End Desserts,” 
due on the stands in June.

In addition to testing the recipes, Lucie also 
helped with the presentation and arrange-
ments for the photos. Now that the book is 
finished and just waiting to be released to the 
public, she holds one of the most important 
jobs in the office: tracking the metric system. 
The metric system is the way for Colorado 
to track exactly what businesses within the 
marijuana industry do with every plant they 
grow. Like the UPS tracking service, it fol-
lows every plant from seed to consumption. 
It is something that every business must pay 
special attention to. 

The weight of everything that leaves the 
small kitchen falls on her shoulders.

“At first it was a bit hectic and stressful,” 
Lucie said. “Now it’s interesting, because it is 
another piece of the industry that is develop-
ing and growing as well. It’s almost like a for-
eign language you have to learn.”

But even though it may be one of the most 
important jobs for the business, she has it 
under control. She knows that nothing is to 
leave the kitchen without a tag.

It’s something that Ali Lansing, who uses 
the metric system to track the concentrates 
that leaves the office, knows a lot about as 
well. But it’s not the only thing Lansing does 
in the kitchen.  

The Green Issue
April is our annual Green Issue, and this year we’re 
taking inspiration from an angry local who posted a 
rant on Craigslist about people coming to live here 
and disrespecting the way of life. We’ll be putting 
together a native’s guide to camping–the etiquette, 
showing respect, environmentally conscious 
camping and much more. Also, Chris Christie and 
others like him are saying that, were they Presi-
dent, they would crack down on states with legal 
marijuana at a federal level so we’re asking, what 
would that mean for the industry and the people 
behind it in Colorado? 

Transportation
This year we’ll be looking at the rise of electric 
vehicles. The technology has changed a lot in 
recent years–the cars are sexier and performing 
better. The environmentally conscious nature of 
the average BoCo resident means that they want 
to know more. In addition, we’ll be looking at how 
the Big Three car manufacturers are affected by 
electric vehicles, and how they’re adapting, plus 
how it’s affecting the gas companies and the 
nation’s economy.

Graduation
This year in our widely-respected Graduation 
issue, we’ll be looking at the process of graduat-
ing from high school, and picking colleges. We’ll 
also be looking at grad schools, and taking tests 
like the MCATs, providing study tips for those. 
Finally, we’ll be looking at vocational schools, 
and the fact that BoCo is suffering from a shortage 
of laborers and tradesmen.

HOLIDAYS & SPECIAL DAYS IN APRIL: Earth Day Apr 22. MAY: Cinco De Mayo May 5, Mother’s Day May 11, Memorial Day May 26. JUNE: Father’s Day Jun 15, Gay Pride Month. JULY: Independence Day Jul 4.
10

JUNE/JULY

Hot Issue
The best of BoCo food, drink and 
diversions will have your finger on the 
pulse of everything trending in Boulder 
County. Our Hot Issue will cover all the 
basics, including the best films in every 
genre from each decade, the tasti-
est new bites, the best pours and 
a photo essay to capture the faces 
of summer. Turning up the heat is our 
expansive four-month Summer Scene 
calendar, chock-full of every concert, 
parade, rodeo and 4th of July event to 
keep you out in the sun enjoying every-
thing Colorado.   

Travel
At this time of year, the thoughts of 
many turn to vacations, and we appre-
ciate this as much as anyone. We all work 
hard, and we deserve a little bit of relax-
ation or, perhaps, something a little more 
energetic if that’s what floats your boat. 
We get it, and we also know that bud-
gets vary greatly. So we’ll examine five 
places that make for a great vacation 
destination within relatively easy reach, 
and we’ll be asking the question – when 
is it cheaper to fly rather than drive? 
We’ll highlight 15 great day trips, and 
15 great flight destinations. 

2016
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HOTTEST

TRENDS OF

SUMMER

GINORMOUS
3 MONTH

CALENDAR

Yellow Scene’s June/July HOT issue is ginormous! 
This double issue will be out on shelves from mid-June to 
mid-August and will cover everything you need to know 
about summer. And let’s not forget our expanded FOUR-
month summer calendar—covering statewide events from 
Memorial Day to Labor Day.

3 
MONTH 
ISSUE!

Award-
Winning

Issue



FAMILY EDITORIAL CALENDAR

11
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BY BRETT CALLWOOD || EL IZABETH ESCOBAR
JESS ICA HERSH || JOHN POWELL

TO P 25

DISHES WE LOVE
ETHNIC

 

EUROPE
STEAMED W ILD  MAI N  MUSSELS
Volta || boulder

We can’t say for sure that the mussels served at Volta swam as far as they could and then caught a 
cab the rest of the way to Boulder, but they sure as hell taste fresh enough to imagine that could be 
the case. Cooked perfectly to allow the taste and texture of the shellfish to breathe over the butter and 
white wine sauce with red onions and fennel, these babies are served with delicious grilled bread. 
It’s a simple but very effective dish, delicate and light. To be honest, we could have eaten two orders.

Chicken Mushroom Pie
the burns || boulder

Full disclosure - Yellow Scene’s associate editor is English, 
and so he really knows British food. So you can believe 
us when we say that the chicken mushroom pie is deli-
cious. Flaky pasty covers a thick and creamy mushroom 
sauce that is seasoned beautifully. It’s not subtle, but it’s 
hearty and not unlike the pies served in pubs in Britain. 
We recommend that you ask for a side of the chip shop-
style curry sauce to dip the chips (fries to you Americans) 
in. In addition, the mini Cornish pasties, filled with chunks 
of beef and potato, make for an excellent appetizer.

Veal Picatta
carelli’s || boulder
Carelli’s has gone from being a sandwich shop two 
decades ago to one of Boulder’s best-loved and swankiest 
Italian eateries. Despite it’s cool-factor, it doesn’t always 
get the attention that it deserves. We recommend the 
real deal veal picatta with plenty of capers in rich lemon 

butter sauce, risotto funghi made with local wild mush-
rooms and white wine, fettucine alfredo – rich and creamy 
and scented with nutmeg, blue corn crepe with shred-
ded chicken and arugula, and baked jumbo shells stuffed 
with spinach and cheese and baked with marinara.  Don’t 
skip dessert, they are innovative and just begging to be 
shared.  And this being Boulder, they’ve got a gluten-free 
menu, too.

Golabki
cracovia || westminster
Cracovia adds a little bit of small print to the outside 
sign by billing itself as “Polish-American,” but the 
food is fairly authentic and extremely tasty. Golabki 
is stuffed cabbage, a Polish staple, and here the sau-
sage meat is smooth and knuckle-free, and the cabbage 
isn’t over-cooked. The magic is in the mushroom sauce 
(which we recommend over the tomato option). Rich 
and slightly peppery, it brings the whole dish to life. For 
desert, the paczki (Polish donuts) are delicious but not 
for the health-conscious.

TOP 25 ethnIc DIshes we loVe
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Top 25 Dishes
This year, we’re looking at all that is Colorado. 
Which 25 dishes best represent this great 
state, and where are the best places to 
get them? We’re getting as close to home as 
possible, and looking at the top 15 dishes that 
were created right on our doorstep.  

ethnic
libations

By Jim Burrus

As Boulder County distillers and bartend-
ers expand their horizons to include an increas-
ing number of ethnic spirits and concoctions, 
we, the drinking public, benefit from the fantas-
tic array of cocktails that have joined the ranks 
of the old standards. Creative combinations, 
as well as classics with new twists, are set to 
reward the imbiber willing to stray a bit from the 
beaten path. Some special cocktails you could 
approximate yourself, but getting the ingredi-
ents—from organic fruit juices and lesser-known 
classic liqueurs to dwindling inventory of one-
off distillations that aren’t available in stores—
is challenging at best. For the true connoisseur, 
seeking out the growing number of artisanal dis-
tillers and mixologists along the Front Range is 
worth the journey. Whether they’re kicking up an 
old standard with high-quality ingredients and 
one-of-a-kind spirits from their personal stashes 
or flying off in a completely new direction, catch-
ing a buzz has never been so fun or flavorful. 
Here’s a beginner’s guide to what drinks inspired 
by faraway lands and liquors are to be had here 
at Boulder County’s doorstep.

When Lenny and Sara Martinelli were put-
ting together the teahouse’s initial menu in 1998, 
the first drink item on the list was the Hibiscus 
Cooler. And as other elements of the menu and 
drink options have come and gone (the selections 
of sangrias are outstanding), the Hibiscus Cooler 
has remained. And for good reason.

A muddy deep red to burgundy color, this 
cooler uses mildly floral hibiscus flowers brewed 
into a tea as its foundation. Teahouse Bartender 
Samuel Tallent keeps true to the roots of this chilly 
concoction saying the base for the mix hasn’t 
changed in more than 15 years. The aroma on this 
non-alcoholic drink doesn’t belie the sharp, tangy 
bite of the tea, which is mellowed with fresh lime 

juice and a bit of sugar. The whole thing is topped 
with soda water, giving the mixture a sparkling, 
bubbly character. This quenching drink is great 
for a designated driver looking to drive his fellow 
imbibers wild with jealousy. It’s that good.

The State Flower of Hawaii, the Hibiscus has a 
long history of use by Chinese herbologists and 
extract from the flowers is known to act as a natu-
ral sunscreen. The flowers and various spices are 
also boiled, which causes the mixture to gener-
ate a lather, which is used as a shampoo and con-
ditioner. But even though you could wash your 
hair with it and get a nice tan, the Hibiscus is at 
its best when surrounded by ice and mixed with 
sugar and lime juice.

Hibiscus Cooler
Dushanbe Teahouse

While the romance and novelty of getting four-
star food from a truck is somewhat lost in Comi-
da’s restaurants, the overwhelming benefit is in 
the bar. Smart and varied beers complement the 
array of flavors and textures found in the food.

Like the food, the mixed drinks are simple yet 
extraordinary. Fresh ingredients creatively com-
bined make working your way through the cocktail 
menu as much fun as exploring the food offerings. 
But as is the case with many top-shelf joints, it’s 
what’s not on the menu that’s fun. Case in point is 
Casalino’s own Ron Zacapa Pineapple Colada.

From that rich foundation of aromas and fla-
vors, Casalino adds his own pineapple juice 

mix—including agave syrup, lemon and orange 
juices—cinnamon simple syrup and finishing with 
a splash of fresh lime and a pineapple wedge gar-
nish. The result is not pretty—literally. This colada 
is a dirty pale amber color with little visual appeal. 
But once it touches your lips, the beauty of the 
flavor is undeniable. The punch of complex alco-
holic heat from the rich dark rum is tempered by 
a puckering symphony of citrus fruits. And then, 
just in time, the cinnamon simple syrup takes its 
turn on your pallet, lingering politely as the oth-
ers fade, waiting to be renewed with another sip. 
There’s only one person, in one place, that can 
deliver this marvelous concoction, and now you 
know. Drink up. And pass it on.

Zacapa Pineapple  
Colada 

Comida
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Spirits
Keeping with that Colorado theme, we’ll be look-
ing at 5 cocktails and non-alcoholic liquids 
that were made right here in the state. When 
you think Colorado, what drinks spring to mind? 
We’ll be examining that very question. From 
locally-brewed beers to cocktails dreamed up 
in student dorms, we’ll examine them all.

LOCAL CHEFS

We’re not lacking when it comes to amaz-
ing chefs here in Boulder County, so it was 
no easy task selecting five to highlight for 
this year’s dining guide. We narrowed it 
down by choosing an “ethnic food” theme, 
but the list was still long. Not that we’re com-
plaining – the five that we eventually settled 

on reflect the level of culinary multicultural-
ism that we have on offer in BoCo. Maybe 
other states have more in the way of ethnic 
diversity, but our chefs are still at the top of 
the pile when it comes to incorporating fla-
vors from around the world including the 
United States. >>>
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Dave Query
Centro, Boulder

Dave Query knows the restaurant busi-
ness. The Boulder-native also loves his 
hometown, and those two things have 
made for quite a heady brew. The owner-
founder of the Big Red F restaurant group 
is nowadays as much a businessman (and 
a damned good one) as a 
chef, but food is still his 
first love and that fact 
shines when speaking to 
the man.

A fledgling Query stud-
ied at the Culinary Insti-
tute of America In New 
York before traveling and 
working in Chicago, New 
Orleans, San Francisco, 
Miami and France, and 
then returning to Boulder. “It’s the great-
est place to work in the world,” Query says. 
“We have everything here.”

Query’s first restaurant was Lick Skil-
let in Gold Hill, and now there are nine res-

taurants and one brewing company under 
the Big Red F umbrella. “Centro was the 
sixth restaurant we opened,” he says. “It 
was opened in 1999 as Rumba. In 2006, we 
closed it for a couple of months and then 
reopened as Centro.”

Centro Latin Kitchen is 
known for its fresh ingre-
dients, great service and 
a certain flair in the cook-
ing. These are elements 
derived from Query’s own 
style and philosophy. “My 
style is about keeping 
things simple,” he says. 

I have great relation-
ships with local farmers 

and purveyors. I don’t call it ‘farm-to-table’ 
though–that term is redundant. It’s nothing 
new. Restaurants have been buying ingre-
dients from local producers for years.”

That’s Query–a hard-talking guy with a 

“ I like to use a lot 
of heat and spice, 

and loud, bold 
flavors. It’s about 
simplicity and not 

over-burdening  
the dish ”
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Five Favorite Chefs
Our carefully selected 5 spotlighted chefs 
will represent exactly what Colorado 
stands for this year. Who has been here for 
a long time and seen the many changes, and 
who the notable newcomers?

 
W r i t t e n B y Bret t  Cal lwood / /  P h o t o g r a p h y B y Joe Fr iend of Joe Fr iend Photography

F a s h i o n S t y l i n g B y All ison Toth & Natal ie Ingraham with Old Gold / /  M o d e l i n g B y Jeanne Eisenhaure
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Hip Resale
(Similar Styles)

Treasures Upscale  
Consignment
(Similar Styles)

Hip Resale
(Similar Styles)

Bella Frida
(Similar Styles)

Rags  
Consignments
(Similar Styles)

Buffalo Exchange

Buffalo Exchange

Rags Consignments

Rags  
Consignments

Local Couture

borrowing elements of style and fash-
ion from other cultures is no new thing 
but, as the world and indeed our region 
embraces multi-culture on a broader 
scale, it’s inevitable that the lines will get 
blurrier when it comes to clothing. Here 
in boulder county, for example, we have 
a strong hispanic population with plenty 

to offer when it comes to color–tradi-
tional clothing that is both vibrant and 
earthy. now, we’re not suggesting that 
everybody rushes out and dresses in 
full mexican, Japanese or Ugandan cos-
tume, but we do urge readers to look 
outside of the box when it comes to put-
ting together a season’s wardrobe.

Whether it be the Middle East or Japan, 
India or Africa, Brazil or anywhere in Europe, 
there are plenty of ways that we can respect-
fully borrow and adapt ideas, and make them 
work in an everyday Boulder County sort of 
way. With that in mind, we spoke with pho-
tographer extraordinaire Joe Friend about 
the idea of having a model dress in clothes 
that tip a proverbial hat to just three of the 
many and varied world cultures. The results, 
as you can see, are phenomenal.

Stores like Rags Consignments and 
Bella Frida were delighted by the concept 
and, once we had found a willing an able 
model, it was all systems go. From acces-
sories to pants, head-wear to shoes, and 
everything in-between, we’re happy that 
we have provided proof that the blurring of 
cultural clothing lines can and does work, 
and maybe we’ve added a few items to your 
online wish-list.

But don’t stop here. We’ve only scratched 
the surface when it comes to clothing around 
the world. Go forth and explore. Google the 
most far-away nation that you can think of, 
and see what the indigenous folk wear. Imag-
ine hat one element of the outfit might look 
like worn with a pair of Levis or a designer 
jacket. The world is your oyster.

And so it was that we met with Joe Friend, 
plus model Jeanne Eisenhaure and stylists 
Allison Toth & Natalie Ingraham in Boul-
der and a huge selection of clothing. We set-
tled on South American, African and Indian 
themes. We also shot Eisenhaure in both tra-
ditional dress, and a fresh, modern take on 
the styles.

Indian clothing has evolved from loin 
cloths, or Langotas, to the elaborate and fes-
tive outfits of today. The colors in the cloth-
ing are important for more reasons than 
appearance. For example, Hindu women 
wear white when in mourning. Saris remain 
popular on the Indian subcontinent, while 
the Ghagra Choli, the Salwar Kameez and 
Churidaar Kurta are worn in other regions. 
The Salwar is a sort of loose, trouser, while 
the Ghagra Choli is a flowing dress popular 
in traditional dance. There’s more, but the 
connecting factor in Indian clothing appears 
to be vibrant color and material that is loose-
fitting yet compliments the figure.

Hispanic clothing has a rich history too, 
stemming from a variety of countries and 
cultures. The colors are vital, as they are in 
India, but the dresses seem to have poofy 
sleeves and lots of embroidery, with roots in the 
17th century Mexican peasant dresses. Dance is 
a huge factor, and the women’s clothes reflect 
that by being elaborate, brash and fun.
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Fashion
There’s a unique flavor to the styles on 
display in Colorado, stemming from a won-
derful collection of people from different walks 
of life all colliding into something familiar. The 
outdoors-iness, the sense of adventure, the  
fun-loving attitude – we’ll be looking at the 
clothes most closely associated with this 
great state featuring our Hot Moms show-
casing the fashion. Is there a “Colorado 
style,” different from other regions? Why 
was Boulder voted “40th worst-dressed 
city” by GQ Magazine? There’s a distinc-
tive combination of disposable income and 
outdoors-in lifestyle here, so what are the 
results. Colorado offers a unique combi-
nation of cultures and lifestyles, and the  
fashion that we see everyday reflects that .

HOLIDAYS & SPECIAL DAYS IN SEPTEMBER: Labor Day Sept 1, Hispanic Heritage Month. OCTOBER: Halloween Oct 31, Breast Cancer Awareness Month, Domestic Violence Awareness Month. 
11

SEPTEMBER

Want to be in the 
Food Issue?

Think you have a “Top 25” worthy 
dish? Send a press release to  
editorial@yellowscene.com.

AUGUST
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I remember the childish joy of going to my 
elementary school’s computer lab. In hind-
sight, I’m sure the miniscule screens we were 
plopped down in front of were downright 
archaic—clunky machines still years away 
from being blessed with Windows 98. But at 
the time, visiting those rows of interminable 
beige cubes was as fun as any field trip Ms. 
Case could dream up, and we giddily made 
the long walk down the hall and up the stairs 
when it was that time of the week.

The Paint application was a revelation. 
Geometric designs far beyond the capabil-
ities of our shaky fingers were just a click 
away. No faint, uneven crayon lines. As time 
went by, we realized we could clandestinely 
play Oregon Trail in a different window, 
something that provided my first memory of 
a few key things: procrastination, the curi-
ous joy of digital interaction, and, of course, 
the adrenaline of guiding my pixelated fam-
ily safely across the Great Plains in a covered 
wagon, hoping the wheels would hold as we 
forded the Willamette River.

That, as far as I’m concerned, was how 
you learned from a computer. But, sadly, in 
researching the current age of standardized 
testing for this issue, I came across one of the 
main modes of digital interaction that kids 
now have to look forward to: writing essays 
on computer-generated grading programs. 

Take, for example, the Intelligent Essay 
Assessor (IEA), widely considered the most 
high-tech artificial intelligence grader in the 
world. IEA is trained in “domain-representa-
tive texts”—essentially, it learns a bunch of 
books on a given subject—and uses some-
thing called latent semantic analysis to eval-
uate how well students can touch on the con-
cepts in those texts. It compares conceptual 
and contextual relevance between the writ-
ing of a seventh-grader and that of an indus-
try-leading author. It knows mechanics and 
grammar better than you or I do.  

Imagine how much or how little joy—or, 
merely, interest—is garnered from a stu-
dent’s interaction with IEA. What goes 
through his or her mind? The realization that 
this computer has more power over the grade 
of the current project than the class teacher? 
The instinctive understanding that one must 
write according to the computer’s guide-

lines? The eventual learning experience of 
failing and curbing your creativity to please 
an algorithm?

IEA isn’t a gimmick—it’s not a futuris-
tic toy that defense engineers at DARPA play 
around with while joking about robots taking 
over. It’s the essay-grading platform used by 
Pearson, which is the largest education pub-
lisher in the world and the company that was 
recently chosen to be the grader of Col-
orado’s Common Core-aligned stan-
dardized tests. If you’re reading this 
on the Front Range and have a child 
between the ages of six and 14, he or she 
will likely use IEA in the near future. 
(It was also, coincidentally, developed 
by Professor Thomas Landauer at CU-
Boulder.)

On the face of things, it looks like the 
wave of the future. There are definite bene-
fits to automated essay grading. It saves loads 
of time for teachers, who can fill newfound 
hours with instruction. It can easily find pla-
giarism, meaning kids will be held account-
able for their own work, and presumably 
study harder. It provides an objective stan-
dard, taking away the wild card of a teacher 
grading two different essays in two different 
moods, giving vastly different scores. 

In most schools, some of the best-trained 
graders are capable of scoring about 30 essays 
an hour. IEA moves a little quicker—the offi-
cial specs haven’t been released, but a similar 
grading program can churn out 16,000 essays 
in 20 seconds. For schools short on people 
qualified to grade, funding and resources, an 
automated system could be a viable option.

As a typically self-critical writer, I have 
always looked to the creativity of literary 
peers to eliminate pessimistic thoughts 
about my own composition. I stand agape 
when I see an approach that breaks molds 
and slyly prods the reader to carry on in 
awe. It is what lets our collective opus of 
writing evolve. But that trait, that skill, 
is meaningless to an automated essay 
grader. The famously guttural first line 
of The Illiad—“Rage!”—wouldn’t even  
register as a sentence to IEA. What if a wily  
student wanted to emulate David  
Foster Wallace’s habit of footnoting his work, 

hoping to catch his teacher’s eye with lit-
tle scribbles cramming the bottom edge 
of a lined piece of paper? IEA wouldn’t rec-
ognize the creative ploy, nor would it 
even be possible if the student were typ-
ing his essay into a text box on a computer. 
This certainly isn’t to say that the pub-
lic education system is filled with Homers 
and Wallaces that have flunked out due to  
restrictive essay grading, but rather that 

if children never have the chance to 
write creatively—because they’re only  
learning to write in a way that will pass a 
test—those same children might never learn 
to write creatively at all.

I recently stumbled upon the musings of 
Doug Hesse, who teaches writing at the Uni-
versity of Denver and is an outspoken critic 
of automated grading. Hesse’s commen-
tary goes well beyond mine in scope and 
approach, but, in my opinion, his greatest 
contribution to the topic is a simple exercise 
he made up—a “parlour game” in his words. 

Hesse tried to write the worst essay that 
would get the best score on IEA. What 
resulted was his masterpiece “An Essay 
on Aphasia.” The content was well com-
posed, but incoherent to a human reader. 
It expounded at length about the merits of 
aphasia, without ever specifically describing 
what it was. (Don’t worry; I didn’t know what 
that word meant either. I had to look it up: 
aphasia is when one’s language comprehen-
sion is hindered by an episode of brain dys-
function. Now you know.) The essay was, to a 
human, meaningless.

In the four categories of scoring (Overall, 
Content, Style and Mechanics), Hesse got 10, 
10, 10 and 7, respectively. That’s 37/40, or an 
A-. When I read about Hesse’s brilliantly sim-
ple experiment, I felt both self-righteously 

Iea (Intelligent essay assessor) 
compares... the writing of a 
seventh-grader and that of an 
industry-leading author. It knows 
mechanics and grammar better 
than you or I do.

Essay GradinG

Smart Schools
In this celebrated issue, we’ll be examining 
the rise of technology in schools, leading to, 
among other things, the lost art of handwrit-
ing. Schools aren’t teaching cursive anymore 
- is this OK? We’re not so sure, and we’ll speak 
to experts teachers and parents for educated 
opinions. Cellphones in schools are the norm, 
and kids are coming home with laptops. Are 
they even reading books anymore? Do we 
want them to? In addition, critical thinking 
appears to be suffering, and we’ll be ask-
ing why, as well as looking how to reverse that 
trend and develop skills in children like interpre-
tation, self-regulation, evaluation, explanation, 
inference and analysis.

Smart Shopping
This year, we’ll be looking at antiquing and 
yard sales, and provide you with a smart 
guide to spotting the good stuff amidst the 
junk. No matter how much money we have in 
the bank, we all love to feel like we scored a 
bargain, and conversely we hate to feel like we 
paid too much for something that turns out to 
be worthless later down the line. We can help 
with that, as we speak to antiques experts, 
store-owners and avid shoppers. We’ll be 
examining the many apps that are now avail-
able to help you find the good sales, and relat-
ing it all to our back-to-school theme. Where 
are the best places for dormitory furniture? 
We’ll do the research for you. 
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BY BRETT CALLWOOD, JIM BURRUS & BETSY ABBOTT

SECRETS 
TO SUCCESSFUL 

START-UPS
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On the surface, a Johnny Cash-themed 
bar in Louisville sounds like a very strange 
thing. Cash was born in Arkansas and died 
in Nashville, and so the country legend’s 
connections to Colorado are very tenuous 
indeed. Somehow, however, this very cool 
bar has managed to make it work.

Waterloo is the brainchild of Josh Karp, a 
former construction worker and son of the 
man who owned Waterloo Records in Aus-
tin, TX from the 1980s. When he arrived in 
Colorado (initially on vacation – the man 
decided to stick around) and chose to open 
a neighborhood bar, he “borrowed” the 
name from his pops.

“When I was building this place and 
didn’t know what to call it, I thought it 
would be cool to name it after his first main 
thing he did,” Karp say. “I stole the name 
from him, and the logo which he had obvi-
ously taken from the London Underground 
symbol. He always focussed on providing 
high customer service, all original music, 
and I tried to take the same idea here – high 
customer service and quality of ingredi-
ents. I’ve been here since 2000, and Water-
loo just turned seven on September 1.”

Karp’s parents moved to Colorado in the 
late 1990s, his father having taken a job 
with Whole Foods. At the age of 20, Karp 
cam to visit his folks and never left. 14 years 

later, Waterloo is one of the coolest music, 
booze and indeed food joints in East Boul-
der County.

“I think that the weather here is some 
of the best around – that’s what kept me,” 
he says. “I miss the southern hospitality, I 
miss the water, but I do not miss the heat 
and humidity. I miss the people, the food, 
and the live music. Austin’s known for 
music, and we grew up there so it’s been a 
big part of my life. That, and my dad owning 
a record store and promoting shows. I was 
always going to shows growing up.”

So finally, how did the Johnny Cash thing 
come about? “It wasn’t intentional,” Karp 

JoshKarp
Waterloo

On Waterloo:
“I thought this 

town needed a local  
hangout, a Cheers, a  

neighborhood bar. I’ve been in 
construction for 15 years, and 
I was looking for a change. I 

decided to give it a try, open up 
and see what happens.”

Professionals
Nothing helps a region blossom more than an 
increase in jobs, and our whole region has done a 
stellar job of late. This year YS will be celebrating 
five companies that are boosting the profile of 
Boulder County outside of the region the state 
and even the country.

Elections
2016 will be the Presidential Election, so our 

much-loved annual election guide will 
be geared towards that. We’ll be 

including the views of a respected 
panel of experts and locals. In 
addition, we’ll be talking to local 
activists, and also bloggers to get 
their slant. As ever, we’ll speak to 

as many of the candidates as possible 
before offering out endorsements. 

Halloween
In BoCo, we love Halloween. We love decorating 
our homes and taking haunted hay-rides. We loves 
watching scary movies and going trick-or-treating. 
We love it all, and we at YS follow suit. We’ll be 
speaking to interesting people doing fasci-
nating spook-related things, including authors, 
directors, cos-players and more. We’ll look at how 
the holiday links to Colorado, and as ever, we’ll 
be providing some fun, scary recipes.

Open Houses
We’ll be looking at BOCO’s many excellent 
schools and their open houses as you decide on 
the right institution for your child. All of the informa-
tion will be there to make your life easier.

OCTOBER

YS is 

the only local 

publication to 

conduct in-depth 

interviews with all 

the candidates. 

2016

Award-
Winning

Issue

Award-
Winning

Issue

Award-
Winning

Issue



FAMILY EDITORIAL CALENDAR
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NOVEMBER: Veteran’s Day Nov 11, Thanksgiving Nov 27, Child Safety Protection Month, National Adoption Awareness Month, National Model Railroad Month, Native American Heritage Month. 

DECEMBER: Christmas Dec 25, New Year’s eve Dec 31, AIDS Awareness Month.

DECEMBER/JANUARY
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FROM

Life
Light
TO      END OF

BY BRETT CALLWOOD
INFOGRAPHICS BY TRISHA HIMMLER
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70%
OF AMERICANS 
WOULD PREFER 
TO PASS AWAY 

IN COMFORTABLE 
SURROUNDINGS 

(WITHOUT THE SMELL OF 
ANESTHETIC AND THE 

STERILE ENVIRONMENT 
OF A HOSPITAL)

Source: Center for Disease
Control and Prevention

ONLY 25% 
OF AMERICANS 
GET THE CHANCE 
TO DIE IN THEIR 
HOME. Source: Center for Disease

Control and Prevention

For the first decade of her career, nurse 
Claire Riley did everything she could to 
help people survive. But when she moved 
to Boulder in 1980, her experiences took 
a slight curve when she started working 
at Boulder County Hospice. Suddenly, she 
was helping people to die. Naturally, the 
transition took some getting used to. After 
all, society has drilled into us the idea that 
death is something to be fearful of - a mor-
bid experience. A bad thing. But, Riley 
found the beauty in end-of-life care and 
realized that, even as people wait to die, 
they are still fighting to better their lives. 

“It doesn’t mean there isn’t healing hap-
pening just because someone isn’t going to 
survive,” Riley says. “It’s healing those last 
pieces of life.” 

Through hospice, the dying and their 
families get the opportunity to work 
through those final healing stages at home. 
The Center for Disease Control and Pre-
vention reported that 70 percent of Ameri-
cans would prefer to eliminate the smell of 
anesthetic and the sterile environment of 
a hospital from their final days, preferring 
instead to pass away in comfortable sur-
roundings. But only 25 percent of Amer-
icans get the opportunity to die in their 
home. Why? Because dying at home is no 
easy task. 

Almost everyone eventually needs help 
with previously simple tasks such as bath-
ing, dressing, getting around and even eat-
ing. They need help keeping track of the 
medications, and getting to doctor’s visits. 
Even for the most loving relative or friend, 
these responsibilities can start to take a 
toll physically, mentally and emotionally 
as they watch a loved one die. That’s when 
Riley is called in. 

“To be invited into the home as an out-
sider into this family dynamic is a real spe-
cial thing,” Riley says. 

At one point, Riley was invited into the 
home of a coworker who was losing her 
battle with cancer. With treatment after 
treatment failing, it became clear that the 
woman was not going to live much longer, 
so she invited Boulder County Hospice to 
help ease her pain before she died.  

Riley sat down with the family and dis-
cussed, in detail, the specifics of how she 
wanted her final months to play out. They 
also mapped out how she wanted to look, 

Seniors
We’ll be talking to native seniors who have 
lived in BoCo all of their lives, and get-
ting some exciting stories about what it 
was like here 60, 70, 80 or even 90 years 
ago. Here in BoCo, we value our seniors, and 
YS is excited to learn some of the amazing 
things they’ve seen in the area over those 
many decades. We have these under-utilized 
fountains of knowledge right at our finger-
tips. We’ll also be speaking to people who 
are around 69-years-old about their feel-
ings as they head towards 70—what that 
transition feels like but physically and emo-
tionally. That has to be difficult, and we’ll also 
speak to psychologists and experts in the 
area to offer tips about dealing with it.
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written by Brett Callwood
SUCCEEDING OUTSIDE THE MAINSTREAM

BOCO

44 [yellowscene.com]

A 
ccording to the old expression, 
there isn’t a guidebook when it 
comes to being a parent. Most 
of us are looking to do the right 

thing and, in all fairness, most of us do a 
great job. Part of the parenting process is the 
inability not to agonize over every significant 
decision, while still considering everything 
important. We’ll lose sleep worrying about 
dietary components, clothing fabrics, which 
TV shows, video games and musical groups 
are appropriate (a subject we will be covering 
in early 2015’s Colorado Brides and Colorado 
Babies magazine), and how much attention 
we should be lavishing upon our children. 
And then there are options in education.

It used to be that we would send our child 
off to public school when they reached the 
appropriate age, unless we had funds avail-
able for private school. Maybe religion would 
factor in but, for the most part, there were 
two very clear options. Before that, kinder-
garten and pre-school. Easy. Things really 
aren’t like that anymore. Home-schooling 
isn’t viewed as an alienating, freaky option 
for over-protective parents nowadays. Mon-
tessori schools have been rising fast and are 
now seen as a viable alternative, and then 
there’s the minimally invasive teaching the-
ories of Sugata Mitra that are being embraced 
by schools both public and private. We’ll 
study all of them and more in a bid to make 
the decision process easier when looking to 
place your child.

Montessori schooling can initially appear 
radical and a little scary for parents used to 
very structured education. Developed by Ital-
ian physician Maria Montessori, the schools 
emphasize independence, freedom within 
limits, and respect for a child’s natural psy-
chological, physical and social development. 
Classrooms can be mixed age, usually rang-
ing between two-and-a-half to six years old, 
and there is freedom of movement within the 
classroom. For those of us who grew up with 
a teacher telling us to sit down, shut up and 
listen, the Montessori model can be more 
than a little disconcerting. However, it’s the 
most popular form of non-traditional educa-
tion in the United States and, naturally, it has 
been largely embraced in Colorado. 

“There are also many different flavors,” 
says Ann Kasunich, head of Mountain Shad-
ows Montessori School. “That’s the kind of 
thing that parents really need to look out 
for. They need to find a program that reso-
nates with them as parents for their children. 
There is definitely a strong interest in Mon-
tessori here in Boulder County, but you’ll see 

Mountain Shadows Montessori, Boulder

Mountain Shadows Montessori, Boulder

Options in Education
Our award-winning Options in Education fea-
ture will this year look at the failures of the 
traditional classroom format and we’ll be 
asking, “Why are intelligent children strug-
gling at school, and what can we do about 
it?” Is the traditional classroom at all effec-
tive anymore? There are serious question 
marks over that, and we’ll also be asking, 
“Should things like gardening and other 
manual skills be taught early in school?” 
The focus on traditional academic subjects in 
a traditional setting appear to be failing, at least 
partially, so we;ll be asking what can be done, 
speaking to teachers, parents and experts in 
the field. We’ll look at all of that and more.

Health & Wellness

Society’s opinions have changed towards cos-
metic surgery It’s not so taboo, and it’s also 
not as “for the ultra-wealthy” as it once was. 
High street botox is all the rage. We’ll be looking 
at that, speaking to people who partake as well as 
the people who administer the procedures. We’ll 
be examining the agism factor – the way that 
older people are dressing younger and smashing 
stereotypes, thanks in part to these treatments. 
As an alternative slant on it, we’ll speak to a trans 
person in the midst of the switchover, and ask 
about how that feels emotionally, physically, and 
the perceptions of society on them.
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& katherine weadley
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Lucky’s
For decades, lucky’s market has been 

providing quality groceries to Boco res-
idents, and the Boulder store was taken 
over by chefs Trish and Bo sharon in 2003. 
They say that they, “seek the freshest 
local, organic, sustainable and traditionally 
crafted foods made with purpose and pride 
to sell in our stores. we also passionately 
support local farmers and organic foods 
with a garden to table belief that celebrates 
our neighbors in the community.” It is that 
desire to support and serve local commu-
nities and shoppers that has made lucky’s 
such a popular choice and, when decid-
ing where to get your holiday treats you 
could do a lot worse. (Multiple locations in 
Longmont and Boulder)

Alfalfa’s
Alfalfa’s has a long and storied history 

that takes in German ownership and sis-
ter companies, but it started in Boulder and 
we love it. with stores in Boulder (still) and 
louisville, they say that their mission is to, 
“serve, educate and inspire our custom-
ers through our tireless support of local, 
organic and innovative food, wellness prod-
ucts and culinary creations. Alfalfa’s is a 
marketplace where products that are good 
for people, for producers and the planet are 

         by brett callwood

Grocery       
  Stores

celebrated. At Alfalfa’s, all are welcome 
and community is embraced.” we can’t put 
it any better than that. (Multiple locations 
in Louisville and Boulder)

Lolita’s Market
Ideally located on Pearl street, lolita’s is 

a 24-hour grocery and market, and it has 
a popular deli at the back that makes deli-
cious sandwiches. Those who immediately 
think of natural, locally grown foods when 
they think of Boulder will loves this place, 
and people who want healthy but tasty 
alternatives to fattening snack foods will 
be in heaven. with the holidays around the 
corner, there are plenty of ideas for yummy 
treats for the family. (800 Pearl St., Boulder, 
(303)443-8329)

Pacific Ocean Marketplace
This excellent store first opened in Den-

ver in 1989, and then opened a Broomfield 
location in 2005. They claim to be the num-
ber one Asian supermarket in the area, 
and that’s fair enough. From the excellent 
selection of vegetarian foods to the beau-
tiful bakery, seafood, BBQ and selection 
of chinese medicine, browsing around 
Pom is a real treat. And while you’re there, 
pick up a live lobster. (6000 W. 120th Ave., 
Broomfield, (303) 610-8168) 

that ticks every box. There are some stellar 
wines to be had for a C-Note; like the 2009 
Henri Richard Gevrey-Chambertin, basi-
cally a French Pinot Noir ($106). The same is 
true for a great beer. The St. Bernardus Prior 
8 dubbel style Belgian Abbey ale ($12) is a 
robust, malty brew that clocks in at 8 percent 
alcohol by volume. And when it comes to the 
hard stuff, leave it to a couple of Boulder guys 
- Lance Sokol and Laurence Spiewak - who 
make a delicious tequila. The Suerte anejo 
($57) is aged for two years in oak barrels, giv-
ing it a maliciously smooth character that 
puts most other comparably prices tequilas 
to shame. Try it and see for yourself. 

HB Woodsongs

For more than a quarter century, HB Wood-
songs has been taking care of musicians 
young and old, along with their (mostly) 
stringed instruments. 

For the musician on your holiday list, you 
can’t go wrong any way you turn in Wood-
songs new store in Tebo Plaza on 28th Street. 
Stocking stuffers are everywhere, from picks 
and strings to this handy Snark clip-on chro-
matic tuner ($14).  

For those looking for some music they 
can carry in their pocket, there’s the Hohner 
MS Series Blues Harp ($46). It comes with a 
sturdy carrying case and free online lessons 
to get you going.  

But for the percussionist in the family, this 
Doumbek drum ($99), handmade in Boulder, 
is a sweet addition to any music room.  

The Ritz
The Ritz is one of Boulder’s go-to shops for 

Halloween costumes, but don’t dismiss its 
appeal around the holidays.  
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Locavore’s Gift Guide
At Yellow Scene, we like to make the gift giv-
ing process as easy as possible. That’s why, for 
many years now, our Annual Locavore Gift 
Guide has been the must-have issue for those 
in the need for great ideas. We keep it loca-
vore, meaning that we explore all of the great 
stores, artists and creators that this amaz-
ing and diverse region has to offer. We’ll be 
speaking to many of these great people and 
picking out some of our favorite items.

 Give Yourself the

Gift of
Giving

BY KATHERINE WEADLEY

This is the time of year when we give 
thanks for what we have and think about oth-
ers. The holidays are traditionally a time of 
gratitude, giving and guilt. The guilt can be 
from throwing out a great-aunt’s fruitcake, 
selling the ugly sweater re-gifted from your 
roommate on Craigslist, or just knowing oth-
ers are in need. It’s easy to assuage guilt and 
do the right things. Everyone has something 
to give back to the world, whether it is writing 
a large check or a gift of time or friendship. 
Some give out of gratitude and some from 
guilt and some from the goodness of their 
heart. Often it is from all three. However, it 
really doesn’t matter because it all counts 
towards making the world a better place. 
Here are some great options. 

Can’d Aid
Foundation

This is not your typical foundation and 
neither are its people. Started as an imme-
diate response to the devastating floods that 
nearly destroyed the hometowns of Dale Kat-
echis and most of his employees CAN’d aid 
has been instrumental in starting to rebuild 
those communities. Over the flood? CAN’d 
Aid also has helped support musicians such 
as the Infamous Stringdusters (see their 
video on the CAN’d Aid website). They also 
support the multi-stage, multi-day annual 
Enduro mountain bike series. They also sup-

port Novelis, an aluminum company, as well 
as many other ideas, companies and people. 
They usually decide together over one of the 
many beers (and/or rootbeer) Oskar Blues 
brews. foundation.oskarblues.com/

Be more
Social

The American Psychological Association 
suggests the inability to be with family and 
friends—whether through distance or the 
reminder of a loss—contribute to feelings 
of tension and depression during the holi-
day season. So, invite a friend over for dinner, 
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look at pictures of people you don’t know. It 
will change your life to spend an afternoon 
with an elderly person. Plan on spending at 
least an hour because once they get talking, 
once someone actually notices them, then 
they have a lot to say. It doesn’t have to be 
a regular gig but it can brighten someone’s 
world for a long time.

ask
Around

Some people aren’t team players, but that 
doesn’t mean they don’t want to help. Some 
people want to do good but they just don’t 
want to sign up for a group, get on an email 
list or get roped into a schedule. The solution 
to this is just to “ask around.” That is, ask your 
friends and neighbors what needs doing. Or 
just use your eyes. It’s likely the elderly cou-
ple next door need someone to shovel their 
sidewalk. Maybe your neighbor’s dog tha t 
always barks just needs a walk. Or just pick 
up some trash that’s laying around the park. 
There’s a lot of unofficial ways to help. 

Hops to it
Volunteer with beer. Not everyone in the 

Vail Valley is wealthy so if mountains and 
beer speak to you (do you live in Colorado?) 
volunteer for the 15th annual Big Beer, Bel-
gians and Barleywine Festival in Vail this 
January 8-10th. It supports the Vail Valley 
Foundation and in exchange only pay half 
the price of general admission to the Com-
mercial Tasting and Seminars. It’s a beer vol-
unteer-cation for those who are serious about 
their charity and brews. vvcf.org/events-and-
fundraisers/

start a
Food Drive
at work

Dog food, cat food, people food – its all 
food and it all helps. Any shelter, human or 
animal, will appreciate the donation. Talk to 
your boss and if they have something set up 
for humans start something for animals. It’s 
easy, just set up a cardboard box, send out an 
email or put up a sign. When the box is full 
take it where you want it to go. Plus, you’ll 

get bonus points at work. Think about doing 
this especially if it isn’t something you’d nor-
mally do – it keeps people on their toes and 
will probably leave a positive impression on 
your boss and co-workers. 

get
Moving 

Race for the cure, spend a weekend on 
your bike for Multiple Sclerosis, or Walk 
with Autism. Pick your favorite cause or 
your favorite (or least painful) exercise and 
go for it. There is something at every level for 
every person. Even if your event isn’t until 
the spring you can usually sign up now and 
start training. Brag to your friends and get a 
group together. This is a wonderful win-win 
because it promotes health as well as con-
tributes to whatever cause you find worth-
while. If you don’t see a cause that you 
believe in then maybe you can organize 
your own athletic event for your own cause 
-- whether it is bowling, hockey, cross coun-
try skiing or beer pong. 

You can find information on at: Bike for 
Multiple Sclerosis (bikecoc.nationalmssoci-
ety.org/); Race for the Cure (www.komencol-
orado.org/komen-denver-race-for-the-cure/);  
Walk with Autism (autismcolorado.info/walk-
with-autism-2/).   
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Giving Guide
This year, in the spirit of giving, we’ll be taking 
a close look at the Home vs. Away argument. 
How many people have you heard complain 
about the idea of handing over money for foreign 
aid when “our people right here at home need 
help?” We’ll examine this argument in a “best 
way to be charitable” feature.

Festive
FOOD

Prepare delectable recipes using ingredients from 
Thanksgiving dinner with the help of top local chefs.

8-10 large Russet Potatoes,
        scrubbed & dried

1-2 sticks, unsalted butter

1 cup whole milk

1 cup sour cream

4 scallions, finely chopped

2-3 cups sharp cheddar cheese

Kosher salt & fresh ground 
        black pepper

Mashed potatoes are the ubiqui-
tous standby starch of any holiday 
meal. As Ruth Krauss wrote in A Hole 
Is To Dig: “Mashed Potatoes are to give 
everybody enough.” So whatever you do, 
don’t skimp on the spuds. Besides, there 
is nothing better on the leftovers menu 

than potato pancakes with eggs and 
bacon the morning after the feast. 

But if you’re looking for a new, tasty 
take on the old standard, try this fan-
tastic twist from Bret Ramsey, execu-
tive chef at the Boulder Cafe.

twice 
Baked Potato Casserole     

Awesome twist on 

Keys to
Sucess with your

 Holiday Meal

Bret Ramsey
executive chef Boulder Cafe

Preheat oven to 400°F.

Place rack in center of oven, put potatoes on rack 
and bake for 30 minutes; pierce each potato 3-4 
times with a fork and bake for another 30 min-
utes, or until tender inside.

Turn heat down to 350°F and remove potatoes. 
Using an oven mitt, hold the potatoes and cut in 
half length wise; scoop out the potato into a large 
bowl and reserve the skins.

Mash the potatoes in the bowl; add butter and a 
little whole milk (about a 1:1 ratio) until light and 
fluffy; Stir in scallions, sour cream and add salt 
and pepper to taste (Bret likes a lot of pepper).

Coat a 9x14 inch casserole dish with butter, line 
the casserole dish with the empty skins, skin side 
out, overlapping them depending on how much 
you like potato skins. Scoop mashed potato mix-
ture into the dish and sprinkle cheese on top. 
Return filled casserole dish to 350°F oven and 
bake until cheese is melted and getting lightly 
brown, about 20 minutes. Serve immediately.

1.
2.

3.

4.

5.

Mashed Potatoes

(cont. on pg 61)
56 [yellowSCene.Com]

Holiday Recipes
There’s nothing like home-cooked holiday 
food. Those tastes and smells that remind 
us of days watching Grandma and mom cook 
while It’s a Wonderful Life plays on the TV and 
gifts lay strewn on the carpet. As ever, we’ll 
be digging into the past, present and future by 
detailing recipes that cover both the tradi-
tional and nontraditional, and speaking to 
experts about their own holiday favorites.

s p o r t s

P.70 // Fun in the Snow-day 
Callie May 

P.72 // Ryan waLKeR aRRinGton 
 BReTT CallWOOD

P.74 // winteR SPoRtS VenueS 
Callie May

P.82 // GoinG FoR GoLdS 
BReTT CallWOOD

Ever try running in the snow in bare-
foot, five-toe running shoes? Sounds crazy, 
but there are plenty of exercise junkies par-
ticipating in workouts far more dangerous 
and extraordinary than you’d think. YS has 
found some of these adventurers and out-
lined their atypical winter sports routines. 
And if cross-country skiing is more your 
speed, we’ve found the best ways to get up 
on the mountain for under $50. Whether 
you chose ice climbing or snowshoeing, its 
time to head for the hills and enjoy the best 
of the season’s sports.

SKi biKinG
What do you get when you cross a bicy-

cle with skis? A ski bike, of course. Some-
times referred to as a snow bob, this up-
and-coming sport actually had its start in 
Europe in the 19th century. Now, inter-
est in ski biking has been slowly growing 
in the States, even spawning a scooter-
inspired offshoot of the ski bike—the ski 
scoot. One of the great things about the ski 
bike is that it’s got an easy learning curve, 
making it great for novices and impatient 
learners. The bikes are anchored by skis 
instead of wheels, which the rider con-
trols with either the front handlebars or by 
turning out their hips.

Try it: Vail offers ski bike rentals and 

instruction at Adventure Ridge,  

970-754-8245.

ice cLimbinG
If you’re looking for a sport that com-

bines strength, endurance, agility, and 

adrenaline, look no further than ice 

climbing. Ice climbing involves either 

summiting a frozen entity, such as a gla-

cier, or climbing water ice, like a fro-

zen waterfall. The sport requires special 

equipment, like the claws, or blades that 

stick out from the shoes that allow climb-

ers to kick into the ice and grip, as well as 

the ice axes, which involve 15 cm blades 

to hack into the ice. Climbers are typically 

roped and protected from fatal falls, simi-

lar to regular rock climbing.

Try it: Ouray Ice Park is considered one 

of the epicenters of ice climbing in North 

America. The park features over 200 man-

made ice climbs, from beginner to expert. 

Admission to the park is free, and there’s 

even an ice festival on January 8th-11th, 
970-325-4288.

winteR 
baReFoot RunninG

Barefoot running, or running in which 
participants don five-toed sport shoes 
to run as close to barefoot as possible, 
is something you’d probably assume is 
reserved exclusively for sunnier months. 
Not anymore. Extreme runners wanted to 
find a way to continue running barefoot, 
even in the snow. Enter the Vibram Lonta, 
an insulated version of the five-toed shoe, 
which allows runners to be comfortable 
throughout the winter. The minimalist 
shoes feature fleece lining and neoprene 
cuffs to keep snow out, making the run a 
bit more comfortable. In Boulder, however, 
there are those that continue to run bare-
foot all the way down to 20 degrees. The 
key, many say, is to start gradually and let 
your body slowly adapt to temperatures.

Try It: All you really need for barefoot 

running are a pair of feet with good circula-

tion. If you’re looking for the five-toed shoes 

for some extra warmth, try the Vibram Lon-

tras. Many local barefoot runners enjoy 

running the same trails they would in the 

summer, like Boulder’s Mount Sanitas. 

Funin the snow-day

eXTReMe WiNTeR SPORTS
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Winter Sports
Here in Colorado and Boulder County, winter 
sports are a huge part of our culture and a mas-
sive draw when it comes to our tourism industry. 
Here at Yellow Scene, we make it our business 
to cover the most popular winter sports, as 
well as some that are off the radar. We speak 
to athletes and experts, and give the region’s 
games the best coverage. All of this we will do 
again in 2016.

NOVEMBER
2016

yellow scene mAGAZIne  [December/jAnuAry 14] 31

Food
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Eat, Drink & be Healthy 
on the Range
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too many people say they don’t have time 
to make raw food. I’m going to show you 
that you don’t have time not to.” Her book 
along with her website Brigittemars.com 
has lots of tips and recipes including the 
recipe on her website for “raw vegan 
super-food gluten free cinnamon buns.” 

In Denver people curious about raw 
food and drink can visit Nectar House. 
It’s a restaurant on S. Broadway, which 
bills itself as a “raw vegan café and elixir 
bar.” A message on their Facebook page 
starts with “Hello Radical, Vibrant, Mag-
ical Community!” 

Another raw food group available in 
the Front Range area is the Boulder Raw 
Superfoodies Meetup Group, which posts 
information on www.meetup.com/boul-
derhighvibers. Their mission states “As 
long as you are interested in high vibra-
tional events intended to nourish and ele-
vate your mental and physical health. If 
you would like to participate in these soul-

nourishing events and indulge in some 
delicious, gourmet raw living superfood-
packed foods, and connect with like-
minded folks, we’d love to have you part 
of our group.”

Along the healthy Front Range there are 
a lot of options for living raw, gluten-free, 
lactose-free, vegan or whatever kind of 
lifestyle and diet. People eat and drink fol-
lowing their belief systems and are always 
on the lookout for some way to better 
ingest their nutrition. There are books 
on all diets at the local library, support 
groups, classes, camps, grocery stores 
and restaurants available for anyone and 
everything. The options here make it easy 
for amateur and professional athletes as 
well as the average person who is just 
caught up in it all.  

For the rest of us, well, there is a reason 
that Voodoo Donuts of Oregon opened 
their only store outside of their state in 
Denver…  

raw Vegan crackerS 
 Cheesy Kale Almond

lemon-Drop martInI
The Live Green 

live-green-smoothie-diet.com
(because nowhere in my research  

did anyone say no alcohol). 

Base mixture:
2 whole organic lemons (make sure 
they’re organic, because you’re juic-
ing the whole thing, skin & all)
4 organic Delicious apples (you can 
use any apple you want, but the 
Delicious apples will help maintain 
the color of the drink, since you’ll be 
juicing the whole thing, skin and all)
3 cups (packed) fresh parsley

Juice everything together. This will 
give you enough of a base mixture to 
make 6 conservatively poured Live 
Green Lemon-Drop Martinis.

TIP: If you want a sweeter martini, 
juice up an additional apple. But the 
sweetness in this recipe, for my own 
tastes, perfectly balances the tartness 
of the lemon.

a pair of martinis:
1 cup of the fresh-juice martini base 
mixture
1/2 cup quality potato vodka
1 cup ice

Combine all ingredients and stir to 
chill well. Strain into two martini glasses 
and garnish with fresh lemon. You can 
also wet the rim of each glass with fresh 
lemon juice and dip into a plate of raw 
cane sugar for a nice effect! 

Raw Vegan Cream 
of Mushroom Soup

Award-
Winning

Issue

Award-
Winning

Issue
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Culture
of
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Tattooing exists from an age when there was no training to have. Ötzi, 
“The Iceman,” was found in the Alps between Austria and Italy in 1991. 
He’s is estimated to be 5300 years old, and sports more than fifty tattoos 
all over his body, created by cutting the skin and rubbing in charcoal. Some 
historians believe the practice dates back to Japan as far as 10,000 BCE.

Today, adorning our skin, like the time-consuming brush strokes on 
ancient scrolls, is a rite of passage. From scarring to piercing to cos-
metic surgery. Look around Boulder County. We’re born with the body 
we have, but it doesn’t have to stop there.
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Culture of Ador nment
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A neighborhood guide to the Boulder County and North Metro area

FUN FACT: YS includes a monthly cuisine section featuring restaurant reviews, Challenging Elements, eatery updates and a foodie article.
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Hide THaT 

CluTTer
B y  C a l l i e  M ay
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When decorating your living room, 

borrow a tip from minimalist décor 

and choose calm, neutral colors for 

the walls. Select one accent color (or 

color family) for throw pillows or vases 

to keep the look streamlined in this 

often-cluttered room. 

When buying furniture, choose 

pieces that pull double duty. For 

example, buy the ottoman that opens 

up for storing blankets, remotes, or 

DVDs. If you have an extensive CD 

collection that you can’t bear to part 

with, organize the CDs in a binder 

rather than a rack to save space. 

living 
room

linen 
closet

For extra storage, just look up: 

“Many people don’t realize that 

much of the square footage in their 

homes is vertical, not horizontal,” 

says Goode. Floor to ceiling cabinets 

or bookshelves can be both beautiful 

and offer a great place to display 

collections. Adding a stylish library 

ladder for easy access to the 

higher cabinets is one of Goode’s 

favorite tricks. Remember, too, that 

bookshelves aren’t just for books. A 

few baskets placed on the shelves can 

provide organized storage for other 

items. Instead of end tables on each 

side of the couch, frame the couch 

with bookshelves for added storage, 

visual interest, and functionality.

{home}
getting cozy in boulder county and the north metro area 

products.8 | people.16 | identity stamping.19 | clutter.29 | garden identity.41

don’t trash your 
knick-knacks, 
hide them.
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AAt this point, there are hundreds of 
Bluetooth speakers that can easily be 
synced up with phones and iPods. So 
what makes Bose’s product stand out 
from the sea of competitors?

Well, the speaker is sleek. The slim, 
yet sturdy body makes it easy to trans-
port without fear of dropping and 
shattering the $300 product. Oh yeah, 
the 14-hour rechargeable battery life 
doesn’t hurt either.

Bose also released an NFL collec-
tion, marketing the speaker towards 
tailgaters who can enjoy the speaker 
“long after the game is over.” But Bose, 
didn’t stop there, they also sell a num-
ber of colorful covers, so non-sports 
fans can customize their speaker.

Out of 189 customer reviews on 
bose.com, 143 gave the speaker 5 out 
of 5 stars. Most reviews say the same 
thing, about the reach of Bluetooth 
and sound quality being above aver-
age. The most recent reviewer online 
wrote the speaker has, “great bottom 
end punch and crystal clear highs; the 
dynamic range that Bose gets from 
such a small format unit is amazing.” 
It better be for $300.

Product Profiles
From roasting the perfect chicken to seeing the toilet seat in the 
dark, home improvement products, both practical and ridiculous, 
have bombarded the last year. Here’s a list of Yellow Scene’s favorites.

/ RYAN HOWE /

soundlink Blue-
tooth sPeaker iii
Bose

Making Space
We’ll be taking a close look at ways to 
maximize the space that you have 
available to you in your home. We’ll 
feature tips on finishing basements, 
including getting the required permits, 
looking at plumbing and electrical 
works, and finally designs. We’ll also 
explore the less-considered spaces, 
like attics and garage lofts.

 

{hood}
GettinG cozy in Boulder county and the north metro area 
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Be Your Community
We’ll be looking at the importance of 
the neighborhood pub with the surly 
bartender and asking, why are these 
institutions still important when micro-
breweries are popping up all over the 
place? They are, in fact, part of a bigger 
question. With all of the development 
and “yuppie-fication” of East County 
going on, are they in danger of losing 
their unique identity?
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Identity Stamping
By  Kather ine  Wead ley

-  B O U L D E R  C O U N T Y  -
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People tattoo themselves, put stickers on their car, dye their hair 
and do whatever they can to showcase their individuality. This also 
applies to homes whether it is a house, apartment, trailer or what-
ever. People have personality and sometimes their abodes do as well.

Prospect New Town, a “New-Urbanist 
Development” in southeast Longmont is a 
riot of color and architectural style. It exudes 
personality. The former 80-acre tree farm 
now sports yellow and pink condos, bright 
green and orange color combinations and 
many various and unique color mixes. Cot-
tage Living Magazine described this planned 
community, which began in the 1990s, as 
“colorful as a Lego tournament.”

On their website, Prospect touts itself as 
an antidote to conventional and sprawl-
ing suburban development. While other 
builders and planners are working hard 
not to offend prospective buyers via their 
various shades of tan houses Prospect con-
tinues to embrace a unique look. However, 
this comes at a price.

For example, a two-bedroom/three-
bath home already under contract on Pla-

teau Road in Prospect is listed at $750,000. 
Rent for a two-bedroom/three bath town 
home on Tenacity Drive in Prospect is 
offered at $2,200 a month.

However, if the entire development is 
sporting agitating color combinations 
does it really epitomize individuality or 
does it represent more of a modern hip-
ster group-think? Isn’t the lone bright yel-
low stucco house with bright blue trim on 
a block of older gingerbread homes more 
individual than a neighborhood of differ-
ent-but-same upscale homes?

In an effort to appeal to everyone, new 
build developments end up with what is 

Making your home your own
in every way possible

The Next Louisville
While BoCo continues to thrive and prop-
erty developers look to leap on the next 
big boom, we ask, which city will be the 
next to transform from a quiet commu-
nity to one with a busy high street and 
food/bar/shopping/arts scene. We’ll 
look at the impact that has on long-time 
residents, and speak to experts in the sub-
ject, while profiling several communities.

Last year’s Home Issue saw us looking at minimalism 
and the “tiny house” trend and, of course, it was a 
huge success as ever. This year, we’ll be doing a 180 
and exploring everything BIG when it comes to homes 
– big houses, grand redesigns and large construction 
projects. There is a lot of money in BoCo and more is 
coming in all the time, so the big houses continue to 
sprout up and existing homes keep getting snapped 
up. We’ll be speaking to local experts about all of that 
and more.

On a similar note, we’ll be looking at ways to make 
your home bigger by converting space currently under-
utilized, from finishing basements to converting attics, 
lofts and even garage space. We’ll be looking at excel-
lent local home offices man (and woman) caves, and 

themed kid’s rooms, and offering tips about how to 
do it right.

In our Hood Issue, we’ll be looking at how to get 
involved with your community, exploring everything 
from the importance of the local neighborhood bar to 
museums, rec centers and local theater. Nowadays, in 
the age of Facebook community groups, it’s easier to 
get involved than ever but there’s so much to do, it can 
be tough to choose your own focus. We can help.

We’ll also be asking, which will be the next BoCo city 
to blow up. Erie has gone from a small farming commu-
nity to a high-income area within a couple of decades, 
and it won’t be the last. We’ll do the research for the 
people looking to buy a property in a blossoming area.

Restocked Multiple Times
Throughout The Year

Year-round distribution gives your 
advertisement the staying power you 

need to make a big impression on 
the most influential people and busi-

nesses in the area.

Distribution
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? Live
w h e r e  s h o u l d  y o u

 One
When it comes to a city’s bar scene, do you prefer:

1) Lots of drinking establish-

ments, all close by, offering 

differing styles of music.

2) A couple of places, one 

homely and one fancy.

3) A nice, old town feel with a 

few cool places.

4) You don’t mind, as long as 

there are drinks available when 

you need one.

 twO
You like to eat at:

1) Cool, chic places and price 

is really no object.

2) Bars

3) Maybe a diner, maybe an 

ethnic joint.

4) Any type of restaurant.

 three
How much of your 

income do you want to 

spend on  
rent/mortgage?

1) Most of it.

2) More than 50% of it.

3) About 50% of it.

4) Slightly (only slightly) 

under 50% of it.
“ ”

The principle natural hazard in Gun-

barrel is, unsurprisingly, flooding.

10% OFF First Group or Private Classes.

2318 W. 17th Ave. Suite F, Longmont

303.834.8665 • zoomroom.me/longys

We don’t 
train dogs.

We train the 
people who 

love them.

Dog Agility Training Center & 

Canine Social Club

Products/Services

· All-Natural Treats

· Training Gear
· Durable Toys
· Premium Dog Food

· Meet ups
· Open Gym
· Rentals

Positive Classes
· Puppy
· Obedience
· Agility
· Tricks
· Therapy Dog
· Private Training

Visit our website and use code YS2014
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 four
How important is scenery 

to you?

1) Very important.

2) Kind of important.

3) I like it.

4) Not particularly important.

 five
Do you have or are you 

planning to have a family?

1) No

2) Yes

3) I will have one.

4) I don’t know. Maybe.

 six
How important are the 

local schools to you?

1) Fairly

2) It’s high on the list of 

important things

3) They’re the most

 important things.

4) Not sure.

 seven
Do like community events 

and getting involved?

1) I like to attend but not nec-

essarily contribute.

2) I like to feel part of it.

3) Love local festivals.

4) I like to see what’s out 

there.

 eight
Do you feel that the 

appearance of your neigh-

borhood matters?

1) Yes, but it’s not the most 

important thing.

2) Very much so.

3) Yes

4) Kinda

 nine
Are public parks impor-

tant to you?

1) Meh

2) Yes

3) Very important

4) Not really

Boulder has been 

voted number one, 

at various times and “ ”
in various publications, 

in the following 

categories:

14FUN FACT: YS has added several new regular front-of-book features over the past three years, including Month in Review, Notables and Cheat Sheet. 

Hood Guides
We’ll be sending out a questionnaire and asking the question, where should you really be 
living? By quizzing our readers on what they want from their neighborhood, whether it be 
the schools, bar scene, restaurants, community-culture, stores, and everything in-between, 
we’ll assess the best cities for each person. We all think we know where we want to live, 
perhaps based on nostalgia or the location of our favorite night-spot. But if we really think 
about it, if we place our priorities in order and consider what we want to be doing five years 
from now, are we all in the right place. We’re here to help.

• Boulder
     Pearl St.
     General

• North Metro
     West Thornton
     General

• Longmont
     Main St.
     General

• Lafayette
     Old Town
     95th & Arapahoe

• Louisville/    
   Superior
     Old Town 
     General

• Broomfield

• Thornton

• Lyons

• Erie

• Westminster

• Niwot

• Carbon Valley

Hood Guide Pages
A look at BoCo & the North Metro’s best neighborhoods

hood
A GUIDE TO LIVING IN BOULDER COUNTY AND THE NORTH METRO AREA 

hood guide.35 } prospect.59 } tap rooms.61 } locals.63 

photo by Julie Levy

hood
A GUIDE TO LIVING IN BOULDER COUNTY AND THE NORTH METRO AREA 

Hood guide.51   }   Hoods.53   }   People.74 

photo by Brandy Simmons

{hood}GETTING COZY IN BOULDER COUNTY AND THE NORTH METRO AREA 

hood guide.55  |  hood questionaire.56  |  peeps.74 

???

HOME&HOOD [2011-2012] 61

The land: Prospect sits on what was 

once an 80-acre tree farm.

Accolades: 1996’s Governor’s Smart 

Growth Award.

Number of units at build out: 585

Perks: Your stylist is also your 

neighbor; ribs at The Rib House; the 

tastings at Tenacity Wine Shop; finding 

treasures at Suburban Hill. 

(details)

photo by Brandy Simmons
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SocialiteBEST PLACE TO LIVE IF YOU’RE A…

HOOD GUIDE

HOODS

BEST PLACE TO SOCIALIZE  

FIRST THING IN THE MORNING:

Vic’s

It’s like Cheers. But your drink  

of choice is an Americano.

BEST SHOP FOR MAKING YOUR 

HOME A SOCIAL HOTSPOT:

Nest

This décor store is trés chic. 

BEST NEARBY DESTINATION  

FOR SOCIALIZING:

Oskar Blues’ Tasty Weasel 

This bar/tasting room is just  

down the street.

(local stuff)

W hat once inspired ire from critics and jealousy from outsiders has 

slowly transformed into a happy community of new urbanites. 

Prospect, the mod neighborhood-turned-shire just south of Longmont, 

has developed into exactly what it was created to be: chat-with-your-

neighbor, wave-to-the-mailman, know-your-barista-by-name sort of 

place. Prospect is a social neighborhood—with common areas and res-

taurants and shops that feel kind of like communal areas. Sure, The Rib 

House, Two Dog Diner and its boutiques make it a destination, but this is 

new urbanism at its greatest: a work/live/play community. And play they 

do. Here, residents partake in the Prospect Pedalers Cruiser Rides, Hot 

Truck Mondays (during which area food trucks visit the neighborhood 

and feed its people), bike rides, Easter egg hunts and Halloween events. 

Plus, with Your Place or Vine open (thank goodness!), the socializing can 

now include wine and tapas. 

HOME&HOOD [2011-2012] 65

Cost of the clubhouse: $14 million Outdoor options: Anthem has 
48 miles of trails.

Housing prices: From 
$200,000–$650,000

Perks: Everyone knows your name; 

just across the street from the Colorado 

National Golf Course; beers at The 
Cheeky Monk.

(details)

A nthem was designed as not just another neighborhood—

but as a community. It’s not just the place you hang your 

hat and escape from the real world. It can be your social-center, 

your gym, your recreation, your family room. Really, when you live 

here your neighborhood is an extension of your home. Anthem, 

which sits between Baseline and the Northwest Parkway west of 

I-25 in Broomfield, has 22 parks, 11 ponds and lakes, 735 acres of 

open space and a community center with two outdoor pools, tennis 

courts, indoor/outdoor basketball courts, volleyball courts, a fitness 

center, lounges and a community living room, child care center and 

juice bar. Yeah, a freakin’ juice bar. Not to mention the spinning 

classes, football and holiday parties and the tween room. Seeing 

that this place is all about the lifestyle, there is a full-time lifestyle 

director! There is also Anthem Ranch, an “active adult” commu-

nity that has a movie theater, pools, tennis, bocce and shuffleboard. 

This large, spacious community is filled with big family homes with 

yards, and houses range from 2,500- to 3,300-square feet. Needless 

to say, you’ll have plenty of room.

photo by Jenifer Harrington
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Hood-body

BEST PLACE TO LIVE IF YOU’RE A…
HOOD GUIDEHOODS

BEST FOOD OPTIONS: 
The Lazy Dog is across Baseline 
or head over to The Orchard for the 
Cheeky Monk or Wine & Cheese.BEST REASON TO LEAVE 

ANTHEM:  To get groceries Sadly, this hood does not have 
a supermarket. Head west on 
Baseline and hit up the nearest 
King Soopers.

BEST NEIGHBORHOOD ICON:
Giant steel buffalo Enough said.

(local stuff)
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Childrens music doesn’t have to be annoying.

music
for two

How much TV is too much?

media
kids

You don’t have to stay in a hospital bed.

Vasectomies are  a snip.

When do boys start noticing girls?

birthing

dad’s diary

wild animals

trends
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Lord of the Rings? 
Game of Thrones? 
Romantic.

themed
weddings

How to plan the 
perfect honeymoon.

honeymoon
hotspots

Delicious baked 
goods for the big day.

Planning the 
perfect reception.

How basic can you  
make your wedding?

cake

party time

keep it simple

wars

a new magazine for the adventurous colorado bride
cobrides.com

303.828.2700 • cobabies.com • cobrides.com
Advertising: advertising@yellowscene.com

Editorial: editorial@yellowscene.com

A dual magazine for people starting life’s next great adventures.

The Front Range’s largest Bridal 
 and Family publication. 

15FUN FACT: YS staged its first full-blown fashion shoot for our first Hot issue, June 2010.

A Guide to New Adventures
Colorado Brides and Colorado Babies is a guide to life’s biggest 
adventures: getting married and starting a family in Colorado. Because 
of the beautiful setting, the family-friendly neighborhoods, the popula-
tion of young professionals and the school districts, Colorado’s Front 
Range has become a mecca for young families. But there’s never really 
been a local resource to celebrate and entice this group.

We are a Colorado-based, Colorado-born and Colorado-bred dual  
publication for life’s next great adventures.

One side is dedicated to brides and grooms. With real weddings, trends, 
stories and tips, we work with local and regional planners, photographers, 
florists, caterers, gown boutiques and more, ensuring we know what’s 
hot each wedding season. From flowers to dresses to bridesmaids, it’s 
all about the Colorado bride (but you already knew that, didn’t you?).

The other side of the magazine is dedicated to Colorado babies and their 
parents. Our editors look at health and wellness issues, products and 
local resources, finances…and a lot of play. We also in introduce readers 
to other parents doing unique and interesting things to make a difference.

Both are combined into one great dual magazine for couples and fami-
lies: 55,000 distributed and restocked in key locations and stores 
throughout the Front Range including family and bridal stores, bridal 
and family entertainment, schools, hospitals, medical offices, golf 
courses, bridal and kids’ events, wineries, caterers, florists, etc. We also 
mail to homes when users sign up to recieve our magazine on our web-
site and at local events.
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Fort Collins
138,732

Loveland
66,215

Longmont
88,424

Erie
18,000

Lafayette
23,146

Westminster
107,056

Aurora
324,655

Boulder
100,160

Broomfield
54,858

Denver
610,345

Littleton
41,202

Niwot
4,160

Thornton
113,429

FUN FACT: YS launched two new publications in 2010: HOME & HOOD and Colorado Brides and Colorado Babies.

By the Numbers
55,000 total copies

50,000 at targeted pick-up sites
Approximately 5,000 mailed to 
new subscribers Rack/street 
distribution restocked 3 times 

over 6 months

Colorado Babies Rack
Distribution Locations

• Hospitals

• Family medicine practices

• Women’s clinics

• OBGYN offices

• Alternative medicine

• Massage therapy offices

• Baby/child clothing, furniture

• Maternity shops

• Schools

• Day care facilities

• Preschools

• Churches/Synagogues

• Salons

• Bed and bath shops

• Home, interior design, 

carpentry shops

• Real estate offices

• Country clubs

• Independent grocery stores

• Children’s play places 

• Yoga and Pilates studios 

• Rec centers

Colorado Brides Rack
Distribution Locations

• Wedding dress stores/

boutiques

• Tuxedo shops

• Cake shops

• Caterers

• Wedding consultants offices

• Paper and printing shops

• Travel agents

• Churches/Synagogues

• Decoration shops

• Salons

• Tanning studios

• Dentists office

• Dermatology offices

• Gyms

• Photographers studios

• Furniture and kitchen stores 

• Hotels/reception venues

• Wineries/tasting rooms

• Real estate offices

• Clothing stores

The modern media consumer is barely recognizable 
from the readers of yore: You can read The New 
York Times on your Android; one can transmit your 
personal headlines for tens of millions of strangers; 
and the news cycle is constant. In fact, mass media 
is now immediate, superfluous, free, focused and 
never-ending. This new culture means expectations 
have changed. Both modern brides and modern par-
ents—among others—expect media to be accessi-
ble, relevant to them and free. But they also demand 
that content is high quality, entertaining and relatable.

How do we know what readers want? Numbers 
show that globally there has been a shift toward con-
trolled circulation. Research from Magazine Publish-
ers of America shows that readers don’t care about 
the price of a publication; price paid and circulation 
source (newsstand, public kiosk, subscription, etc) 
do not predict reader engagement. Quality content 
is what matters.

That’s where Colorado Brides and Colorado Babies 
has found an eager audience. We focus on relevant, 
engaging content that doesn’t just encourage a 
reader to pick it up—but to open it up, sit down and 
stay a while. Colorado Brides and Colorado Babies 
works with more than 800 high-traffic locations like 
bridal shops and wedding venues, hospitals and 
maternity stores, to allow for highly visible rack distri-
bution. We target a specific readership by targeting 
the locations they frequent—as opposed to dump-
ing our magazine out into the ether, where neither 
articles nor advertisements can engage readers.

This has been our proven method for a decade; Yel-
low Scene Magazine has become the largest publica-
tion in the North Metro area and continues to grow. 
With both Yellow Scene Magazine and Colorado 
Brides and Colorado Babies, we constantly audit 
our distribution points, ensuring that magazines are 
going where they’re supposed to in the right quanti-
ties and to the right people.

In the Right Hands,
Capturing the Right Eyes



Colorado Brides & Colorado Babies 2015

Brides
While most people still prefer to go 
the traditional route with wedding 
rings, there are plenty of alternative 
options out there, including tattooed 
rings, and pieces of jewelry for other 
parts of the body. We’ll explore them 
all. We’ll also take a look at the world 
of the wedding planner, interview-
ing a variety of people and finding 
out just how stressful and/or reward-
ing their job can be. Food and drink 
- we’ll look at the most delicious and 
most creative options in wining and 
dining. From catered feasts to food 
trucks to chef-designed food experi-
ences, we offer ideas on how to keep 
your guests full and happy. Includes 
tips for bringing the local food move-
ment into your wedding menu.

Babies
The current trend for Natural Infant 
Hygiene (not using any kind of diapers 
at all) is disturbing to some, but what 
is the real story? We’ll speak to profes-
sionals and parents, and look into Elimi-
nation Communication vs Natural 
Infant Hygiene. The truth perhaps isn’t 
as icky as you thought. Also, we’ll look 
at baby shower etiquette – what are 
you supposed to ask for as the mother, 
and what are you supposed to do/bring 
as the family member and/or friend. Are 
puppy showers appropriate? Finally, we’ll 
examine the products parents don’t 
necessarily think of getting when a 
baby is on the way from baby wipe 
warmers to those things you put 
in the dishwashers for bottle 
nipples. We’re here to help you.

VOLUME 6 ISSUE 1 SPRING/SUMMER VOLUME 6 ISSUE 2 FALL/WINTER

Brides
More people are having an officiant and 
creating their own ceremonies, which is 
very challenging. Wedding planners must 
be included in your wedding budget, so 
the idea of going your own way can be 
too much to resist and we get that. Yel-
low Scene will offer tips from profes-
sionals and ideas for organization. 
Also, is reality TV messing with your 
brain with images of Bridezillas and hap-
less, downtrodden grooms? We’ll look at 
how the media gets it wrong when it 
depicts the wedding planning process. 
Finally, as people get more imaginative 

with their wedding day and espe-
cially the décor, we’ll examine 

five rentals you never knew 
you needed - from signs to vin-
tage furniture to umbrellas.

Colorado Babies, 2012  9

{colorado.trends}

More Trends
• Baby food

• Teething style

• Kid apps
Dribbles
Trends and temptations for the new Colorado family

Food For Thought 
It’s summer, and it’s the perfect time 

to turn your CSA box into a refrig-
erator of home-made baby food.  

Page 11 
Photo by Josie Pix

Babies
Getting your childern into private 
schools is getting tougher, and in 
fact waiting can start from the womb. 
When should you start looking into 
that? Is it fair to put that pressure on 
your child before they are even out 
of your body? We’ll have a long, hard 
look, speaking to professionals and 
looking at viable alternatives, as 
well as costs. Also, we’ll examine 
the naming process for children in 
Colorado. What are the current favor-
ites? What should you think about? Are 
names like Sage, River, Sierra, Hunter, 
Ivy and Aspen really ok? Should we be 
influenced by Hollywood children and 
go the “unusual” route, or should we 
be more concerned about the potential 
issue of bullying on the playground.

FUN FACT: Colorado Brides and Colorado Babies was inspired by the number of people on the YS staff who were getting married and having babies. 17

Colorado’s 
only publication 

dedicated to these 
two great life 
adventures.
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CoBabies.com 
& CoBrides.com

We’ve expanded the niche focus of Colorado Brides and Colo-
rado Babies onto the web—with unique stories and blogs, social 
media integration, business and service directories, planning 
resources, deals and giveaways.

At cobrides.com and cobabies.com, it’s all about local, local, 
local. In addition to the focused distribution of the magazine 
throughout the Front Range, Colorado Brides and Babies has a 
serious online presence: That means Facebook (with giveaways, 
tips and news), Twitter and a website with blogs, articles and a 
business directory.

Mommy blogs have surged over the last couple of years, and 
it’s very clear: mommies trust mommies. We put a twist on it—
with Colorado moms sharing their experiences, stories, research 
and day to day with other Colorado moms. On the brides side, 
we have wedding professionals sharing advice, beautiful pho-
tography and helpful hints that keep Colorado brides organized, 
updated and sane.

On top of all the magazine content, resources and tips, the cor-
nerstone of the site is the local business directory. Businesses 
can purchase expanded listings—to add photos, descriptions and 
other bells and whistles. And parents can give reviews, make 
comments and offer suggestions to other parents. The directory 
includes everything from registry locations, doctors, maternity 
shops, and so much more. Businesses can create special offers 
on their profile.

At cobrides.com and cobabies.com, it’s all about creating an 
online extension of our niche: a locally-focused, locally-produced, 
entertaining, engaging, relevant guide for parents and couples in 
need of advice, connection and ideas.

Are you an expert in your industry? Contact us 
at editorial@yellowscene.com to be a blogger.

MAGAZINE                 BLOG                 PLANNING                 LOCAL SHOPPING                 SUBSCRIBE

WINTER 2014

SUMMER 2014

2013

2012

{colorado.inspiration}

BY ELIZABETH ESCOBAR

HONEYMOON HOTSPOTS

MAGAZINE                 BLOG                 PLANNING                 LOCAL SHOPPING                 SUBSCRIBE

WINTER 2014

SUMMER 2014

2013

2012

BOY BRAIN

FUN FACT: YS has its world headquarters in downtown Erie, in an officially designated historic building.

The new 

cobrides & cob-

abies websites 

launch coming 

soon!

Who Pays for What?
• 64% of bride and grooms pay for 
their own wedding. 

• Less than 18% of couples have the 
bride’s parents to pay for the wedding.

• 13% of couples’ parents join together 
to split the costs.

Most Popular Honeymoon 
Activities
• Sightseeing, restaurants, 
entertainment, etc. 75%

• Beaches and lakes 45%
• Casinos 20%

• Cruises 15%

• Golf/sports vacations 10%

• Skiing trips 5%

Honeymoon
• Average cost: $4000

Family Travel
• The average length of stay will be 8 days 

• The average spent on vacation will be 
$1,055 

• 72% will spend longest trip outside their 
home state 

• 43% will travel with kids 

• 70% will drive along a scenic road 

• 67% will go to a beach or lake 

• 60% will visit cities/urban areas

Overall Costs 
From pregnancy test through delivery, 
anywhere between $6,200 and $11,500

First year: about $10,000

Childcare can cost as much as $3,000 to 
$7,200 in your baby’s first year

Clothing and shoes may cost about $600 
Diapers will cost at least $800

Raising your baby to the age of 18 costs 
between $125,000 and $250,000

A Detailed Look
at Colorado Brides & Colorado Babies Readers

Median Household Income

Fort Collins: $50,285 
Longmont: $58,214 

Boulder: $57,231 
Broomfield: $73,939 

Denver: $45,831 
Littleton: $55,081
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YellowScene.com
Learning to use web marketing can be rather tricky 
as the rules are a little different. For example, it is 
extremely difficult to achieve strong brand presence 
through web marketing. However, it can be an excel-
lent tool for increasing direct sales and maintaining 
existing customers. 

Our website helps promote local business, social life 
and issues among the YS audience. Blog and review 
local restaurants and businesses online. Read and 
comment on YS’s monthly articles. Find the best local 
restaurants and businesses with our massive direc-
tory. The YS website is designed to be one thing: a 
great interactive source for our readers. 

YS’s many e-line packages can help your busi-
ness achieve those goals. Promote exclusive 
online offers with our Yellow Card or expand 
your organic ranking with our online directory. 
Advertise with a banner ad or utilize space in our 
e-newsletter going out to more than 13,000 opt-in 
readers interested in your business and products.

See page 19 for e-line* packages.

Rotating Daily 
Calendar Events

The Latest
Cuisine News

The Latest
Blog Posts

Rotating Yellow 
Card Offers

Web Ads

Blogs 
and user 

reviews are 
front and 

center.

Rotating 
teasers drive 

readers 
to our 

giveaway, 
key articles 

and exciting 
events.

YS articles 
are still 

available 
for free 
online.

*e=everything

FUN FACT: YS’s content was originally written by citizen journalists from the community.

Print draws more traffic to your website than any other medium 
but linkbacks are great for organic SEO.
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YS sponsors all 
kinds of events: 
non-profit, large and 
small, including but 
not limited to:

January
Lafayette Chamber, Oatmeal 
Fest (500)

February
JCC Boulder, Reflections Gala 
(25)
Peak to Peak, Gifts from the 
Heart (25)
SafeHouse, Chocolate Lover’s 
Fling (25)

March
YWCA, Hall of Fame (25)

April
Boulder Roubaix Road Race 
(65)
Wild Bear , Wild Earth Saturday 
(300)
Lyons Community Montessori,  
Earth Day Lyons (25)

May
Longmont ArtWalk (500)
Erie Chamber, Town Fair (300)
Longmont Humane Society,  
Ella’s Walk (300) 
Boulder Creek Festival (4,000)

June
Louisville Chamber,  
Taste of Louisville (1,000)
Denver Century Ride (100)
Walk and Bike Month (50)
Boulder Creek Events,  
29th Street Live (50)
Louisville DBA, Street Fair (50)
1940’s WWII Ball (50)

July
4th of July Celebration (100)
4th of July Celebration,  
Town of Firestone (350)
Rhythm on the River (1,000)
ArtWalk (150)
Boulder County Farmer’s Mar-
ket, Boulder (150)

August
LafayettePeach Festival (500)
Boulder County Fair  (100)
Boulder Fringe Festival (250)
Out Boulder, PrideFest (25)
29th Street Live (50)
Prospect Eats (50)

September
Boulder Creek Hometown Fair 
(1,500)
Buffalo Bicycle Classic (100)
Expo Pros, Event & Party 
Planning Expo (150)
Broomfield Days (250)
Orchard Fest (100)

October
Firestone Fall Festival (50)
BV Women’s Health (25)
DBC Events, Boulder Cup (100)
Harvest Fest (75)
Lionscrest Manor, Fall Bridal 
Show (100)
Rocky Mountain Center for 
Music, Performathon (100)

November
Parenting Place, Girls Night  
(25)

December
Erie Holiday Lights Parade (25) 
Home for the Holidays (25)

Yellow Scene Marketing

“Fest” Bags
10,000 Throughout the Year
We advertise too! We do this through 
strong distribution and by sponsoring vir-
tually every festival and nonprofit in the 
region contributing more than $100,000 of 
in-kind advertising. Why do we do it? We 
believe it is important to be a contributing 
member of our community, we like to mar-
ket ourselves, and we just can’t say no! 
This year we will hand out 3-5,000 reus-
able cloth festival bags and 10,000 biode-
gradable bags at our SuperKids Expo and 
at more than 70 North Metro and Boul-
der County area events. There are many 
ways to take advantage of this marketing 
opportunity: have your logo imprinted on 
the bags, insert an event flyer or include a 
business promotion or pamphlet.

FUN FACT: YS interviewed shock rockers GWAR and Govenor John Hickenlooper in the same month.

Social
Stay Tuned

YS SPONSORED
EVENTS

The Yellow Scene social nights will 
be at the coolest local events going 
on. Come out and join us for this 
month's featured events.

NIGHTS

FOR MORE TO COME!

303.828.2700   
yellowscene.com

Watch for our new YS 
community-sponsored 
events where we bring our 
readers to your events!

CELEBRATING

YEARS15
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w i l l  w i n ?

MEET SUPERHEROES
MEET SUPERHEROESKids having fun battling 
evil in a slew of friendly 
competitions.

APRIL 16 – 10AM-3PM

ORCHARD TOWN CENTER

I-25 & 144TH

FREE TO ALL

Coming April 2016
Our SuperKids Expo remains one of the biggest 
and best events for children in BoCo. That fun will 
continue in 2016, though we’ll be cranking up the dial 
when it comes to the tons of entertainment that’s 
on offer. The event will coincide with the releases of 
Batman Vs. Superman: Dawn of Justice and Captain 
America: Civil War, so we’ll be boosting the existing 
superhero theme with wrestling, on-site super-
heroes and much more, as well as the sort of awe-
some stuff that you’ve come to expect. 

Reach hundreds of North Metro parents to educate 
them about your programs and products while the 
kids participate in all sorts of activities. This is a day 
of free family fun and an opportunity to win over 
parents and kids alike to your business. Plus, you’ll 
receive tons of exposure in Yellow Scene Magazine, 
on yellowscene.com, in Expo eblasts as well as in 
SuperKids Expo flyers and signage. There are limited 
spaces available, so register early!

Sponsorship Levels

Superhero Sponsor $3,500
Your logo on all marketing materials including:
• Banners at Orchard Town Center and various locations 
throughout the county
• 2 SuperKids Expo ads in Yellow Scene Magazine
• 1,000 posters distributed throughout the area

You’ll also receive:
• 10,000 flyers to be distributed at schools, sports clubs and 
high-traffic locations
• 1,000 pieces of your own marketing material to be inserted in 
festival bags that are handed out at the event. Printing available 
at 20¢ per sheet.
• 6 e-blasts to more than 8,000 opt-in names
• 1/3 page ad to be in a Yellow Scene issue of your choice 
• Live link to your website from our event website
• Online newsletter banner ad for one month
• Booth at the event

• Stage recognition 

Hero Sponsor $2,000
Your logo on marketing materials including:
• 2 SuperKids Expo ads in Yellow Scene Magazine

• 1,000 posters distributed throughout the area
You’ll also receive:
• 10,000 flyers to be distributed at schools, sports clubs and 
high-traffic locations
• 1/6 page ad to be in a Yellow Scene issue of your choice 
• 1,000 pieces of your own marketing material to be inserted in 
festival bags that are handed out at the event. Printing available 
at 20¢ per sheet.
• 3 e-blasts to more than 8,000 opt-in names
• Live link to your website from our event website
• Booth at event

• Stage recognition 

Sidekick Sponsor $1,000
• Listing in 2 Yellow Scene Magazine house ads
• Mention in e-blasts 

• Listing link on event website
• Booth at event
• 1,000 pieces of your own marketing material to be inserted in 
festival bags that are handed out at the event. Printing available 
at 20¢ per sheet. 

FUN FACT: YS started with 4,000 copies and has grown to 70,000 copies per month.

Special Guests: In the past, we’ve had 
Congressman Jared Polis of Boulder and 
President of the Colorado State Senate, 
Brandon Shaffer, both on-hand to discuss 
Colorado education reform and the future of 
education in our state!

Entertainment: Local kid bands rock 
the stage with live music along with local 
dance troupe performances, martial arts 
demonstrations and more.

Exhibitions: $85 with booth. LIMITED 
OPENINGS RESERVE EARLY.

Booth Pricing:

$275 with 3-4 time ad insertion

$350 with 2 time ad insertion

$450 with 1 time ad insertion

$650 Booth only

Ask about our Special Educator 
Programs in these kid-focused issues:

• Mar: SuperKids 
• Aug: Back to School
• Oct: Open House Feature
• Dec/Jan: Options in Education
• Spring/Fall: Brides & Babies
• Jul: Home & Hood

Expo Advertising:
• Two full-page ads (Mar and Apr), two 2/3-
page ads (Dec and Feb) in Yellow Scene 
Magazine (70,000 copies, 56,000 homes, 
18,000 in 1,300 high traffic locations)
• 10,000 flyers distributed at schools, 
camps, sports organizations, extracurricular 
outlets, kids entertainment venues, 
pediatric offices, etc.
• 2,000 posters in high-traffic locations
• 6 e-blasts to 18,000 YS opt-in names

6

Over 4000+ Attendees

For more event information, see page 20.



2222FUN FACT: In 2011, Yellow Scene bought a new printer that’s 12 feet long for our expanding Yellow House business.

303.828.2700
yellowscene.com/yellowhouse
advertising@yellowscene.com

ERIEEDC.COM

WHY NOT MOVE CLOSER  
TO THE PEOPLE YOU PLAN TO HIRE?
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33% MORE PRODUCTIVEHAPPY EMPLOYEES ARE 

AWARD WINNING SCHOOLS

FORGET SNOW
WE’VE GOT DIRTTHERE’S ADVENTURE BEYOND THE SKI RUN

EXTREME SPORTS INYOUR OWN BACKYARD
daconosuperfecta.comfacebook.com/daconosuperfecta

A Design and
Marketing Boutique

Advertising for Small Business That Works

The YS Family is not simply a means for great print advertising—we offer vari-
ous methods of marketing under one roof, helping to streamline and consolidate 
your message and brand and get you the best bang for each and every one of 
your marketing bucks.

We design about 60% of the ads in our publications, so we know a thing or 
two about advertising. In fact, that’s how Yellow House Design & Marketing 
Boutique came about. Many of our clients have been so pleased with their ad 
results, they started hiring us for other design and marketing jobs. 

A great advertisement can produce seven times the results of a mediocre one. 
Our team can help ensure your ad campaigns and marketing materials get 
results. Yellow House employees have more than two-dozen years of experi-
ence in media. We can help you transform your marketing collateral into a suc-
cessful campaign. Our stellar design team is available for all projects—print, 
web, and direct mail—at an affordable price.

We also offer a comprehensive marketing guide and 
analysis to help you sort through advertising options, 
make informed decisions and produce a better return 
from your marketing dollars. Learn about positioning, 
marketing in a changing economy, and which types 
of marketing bring the best results with our Marketing 
Guide for the Small Business Owner.

Check out our new toy!
In addition to graphic design, custom websites 
and direct mail, we can do color prints at a 
great price! See page 30-31 for pricing.
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BRAGGING RIGHTS
Colorado ranks No. 1 in the country for concentration 
of high-tech workers, with 89 out of every 1,000 
private sector workers classified high tech.

The state is a regional, national and international 
transportation hub. DIA is the 5th busiest airport in 
the U.S. and the 10th busiest in the world.

The intersection of I-25 and Erie Parkway sees 
97,700 daily visits. 

ERIE

UNIVERSITIES & POPULATION

UNIVERSITY  
OF COLORADO

31,725
BOULDER

COLORADO 
 SCHOOL OF MINES

5,346
GOLDEN

METRO

23,789
DENVER

COLORADO  
UNIVERSITY 

22,495
DENVER

COLORADO  
STATE UNIVERSITY

30,467
FORT COLLINS

UNIVERSITY OF 
N. COLORADO

13,038
GREELY

A POWERFUL 
FORCE AT WORK
Located among a bounty of universities, 
community colleges and research labs, 
Erie is the ideal location for educational 
enrichment with early exposure to 21st 
century careers ranging from engineering 

to agriscience. And in Boulder Valley—

where forecasts predict the population to 

more than double over the next 13 years—

opportunities are only growing. Of the 

19,972 people who call Erie home, 52.9% 

hold a bachelor’s degree or higher, compared 

to 28.5% of the U.S. population. That’s why 

Erie’s greatest resource is its people.

From construction to manufacturing, retail 

to health care, the population of workers 

in Erie is skilled and varied, providing 

potential employers access to a trained 

and trainable workforce. And since a 

vast majority of Erie residents commute 

elsewhere for employment, this resource 

remains untapped.

So as more businesses cater to Erie’s 

increasing customer base and convenient 

location along the I-25 corridor, growth has 

been strong and consistent. And families 

who relocate to the area, join the thousands 

of people who, for over a century, have come 

to Erie and called it home.  

DEMOGRAPHICS

POPULATION IN 2013: 
20,500

ESTIMATE IN 2025: 
40,680

MEDIAN AGE:  

32.5

MEDIAN  
HOUSEHOLD INCOME: 

$103,698

PLANNING AREA:  

48 SQ. MILES

INCORPORATED: 

19 SQ. MILES

ACRES OF PARKS  
AND OPEN SPACE:  

731

AVERAGE  
SINGLE-FAMILY HOME PRICE:  

$345,600

AVERAGE  
MULTI-FAMILY HOME PRICE: 

$179,600

HOUSEHOLDS:  

6,900

FAMILY HOUSEHOLDS:  

80%

PERCENTAGE OF  
COLLEGE GRADUATES:  

52.9%

PERCENTAGE OF RESIDENTS  
WITH MASTER’S DEGREES:  

17.7%

Opener Institute for People and Performance
blogs.wsj.com/source/2012/11/25/five-ways-to-be-happy-and-productive-at-work/
www.businessweek.com/debateroom/archives/2012/02/employee_happiness_matters_more_than_you_think.html

COLLEGE GRADUATES (2011)

28.5%

36.7%

52.9%

UNITED STATES

COLORADO

ERIE

70

76

25

Ad for Boulder Business Report

7070

25

25

36

COLORADO 
SPRINGS

FORT
COLLINS

GREELEY

BOULDER

LONGMONT

ERIE

470

76

DIA

TO SKI RESORTS

Just 30 minutes north of Denver, 15 minutes 
from Boulder, 35 to DIA and just a few minutes 
longer to Fort Collins, Erie is strategically 
positioned for business. You can build here 
alongside future-thinking leaders within the 
economic development community, as well as 
with a modern, adaptive, cooperative town 
hall. In short, Erie is ready to help bring the 
next wave of business development to 
Colorado. And Boulder Valley is quickly 
becoming known as the “new” Silicon Valley—
with a boom of start-ups.

Colorado, one of the country’s top states for 
business, has adopted a number of innovative 
strategies for business development especially 
in the areas of green technology, heath care, 
telecom, energy, aerospace, bioscience, high 
tech and organics. Erie is poised to be the 
next Colorado business boom town for 
companies looking for new, modern & reliable 
infrastructure, available land, ease of 
process,  a highly educated workplace, quality 
of life that includes schools with innovative 
programs, world-class research and academic 
institutions, economic development and 
community programs (Erie has won awards for 
both its parks and recreation department and 
its community center).

Finding balance between its historic small- 
town character and its modern public 
amenities, Erie residents make the most of 
Colorado’s 300 days of sunshine and beautiful 
mountain views. 

Let’s just say, it’s good to call Erie home.

LEGEND
Universities/Colleges

Research Institutes/Labs 

Major Manufacturers

Hospitals/Medical

Airports

Tech Centers

GREAT LOCATION & 
STRATEGIC 
GROWTH  
PERFECTLY CENTERED WITHIN THE METRO 
AREA, ERIE IS LESS THAN 30 MINUTES TO 
EVERYWHERE. 

EEDC Brochure
TOWN OF ERIE & EEDC 
(ERIE ECONOMIC DEVELOPMENT COUNCIL)

GOAL
Promote Erie as an desirable community to 
operate a business—specifically as an alter-
native to Boulder. 

HOW WE DID IT
We designed an ad with a custom illustration 
portraying Erie as a “shangri la” for busi-
ness people and encouraging entrepreneurs 
to think outside the “Boulder bubble” after 
Boulder Ballot issues 2B and 2C passed, 
which made business operations in Boulder 
even more expensive.

We researched, wrote and designed all market-
ing collateral (brochure, website & advertising) 
for the EEDC specifically targeting CEOs and 
corperations. In 2014, Global Trade magazine 
named Erie among the 10 best cities in the 
nation for a skilled workforce.

CITY OF DACONO

GOAL
Increase awareness of Dacono’s extreme 
sports venues. Change market perception 
from “cheap” to affordable and family friendly.

HOW WE DID IT
The “Dacono Superfecta” campaign targets 
active families by offering an alternative to 
extreme winter sports that’s close to home. 
We recommended a well-rounded mix of 
marketing including print, radio, festival 
booths, Facebook and Google.

We also designed a brochure featuring the 
city’s sports venues and other points of 
interest on a customized map. Along with a 
giveaway that encourages local shopping, 
this piece is a mini-guidebook to the city. 

FUN FACT: YS has enjoyed a relationship with cornerstone businesses like Brown’s Shoes, McGuckin Hardware and the City of Lafayette for our entire twelve-year run.

Ads for Yellow Scene Magazine

Brochure

erieedc.com

Why not move closer  
to the people you plan to hire?

P. (720) 541.7760
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BOULDER BODY WEAR

GOAL
Change perception from a dance/
yoga supply store to a fashion 
bouquet for active, conscientious 
women.

HOW WE DID IT
We replaced the outdated logo 
with a more sophisticated, feminine 
look and updated all their marketing 
materials to reflect that style. We 
developed a campaign that targets 
active women with a message that 
embraces fashion as well as buying 
local brands and natural fabrics. They 
maximized their message with year-
round print ads in local publications 
as well as regular email campaigns 
and direct mail.

SUNFLOWER SPA

GOAL
Give a fresh, new look to the exist-
ing brand.

HOW WE DID IT
We redesigned Sunflower’s dated 
website with a brighter look and more 
intuitive navigation. After having the 
same site for several years with no 
way to edit, it was important to the 
client to have a CMS allowing her to 
update prices and services herself.

We also updated Sunflower’s 
advertising with a more playful, con-
ceptual strategy. Steering clear of 
overused spa imagery and copy, we 
developed a fresh campaign promot-
ing a different service every month 
in a familiar, consistent package.

Direct Mail Ad for Yellow Scene Magazine

Logo

Before 
Logo

FUN FACT: Yellow Scene Magazine celebrated its 10th year in 2010 with a huge street party in downtown Louisville.

Introducing semi-permanent CryBaby Mascara. 
Professionally applied by Sunflower specialists, this 
unique mascara adds volume, length, curl and colors 
lashes. Best of all, it’s 100% waterproof, smear-proof 
and lasts for two weeks! Perfect for the active Colorado 
lifestyle as well as weddings, low-maintenance 
vacations and, of course, summer days at the pool.

CryBaby Mascara slowly wears off over a 2-3 week period. 
Maintain the look with retouches every 10-14 days.

1715 Ironhorse Dr. Suite 150    Longmont    303.485.1390    everyoneblooms.com

go ahead, the water’s fine
100% waterproof mascara that lasts two weeks

Ads for Yellow Scene Magazine

Some of the other designs we presented.

about services packages store contact
Some copy about 

Sunflower Spa goes 
here. Lorem ipsum 

dolor sit amet. Some 
copy about Sunflower 
Spa goes here. Lorem 

ipsum dolor sit amet

about services packages store contact

Homepage sketch above. 
The buttons on the other 
pages would move to the 
top but look the same and 
essentially be in the same 
location—just smaller.

Some copy about Sunflower Spa goes here. Lorem ipsum dolor 
sit amet. Some copy about Sunflower Spa goes here. Lorem 
ipsum dolor sit amet. Some copy about Sunflower Spa goes 
here. Lorem ipsum dolor sit amet. 

everyoneblooms

about

services
packages

store contact

I like this one a lot too, and 
I think it would go well with 
the look of your remodel.

Website Pages

Some copy about Sunflower Spa goes here. Lorem ipsum dolor 
sit amet. Some copy about Sunflower Spa goes here. Lorem 
ipsum dolor sit amet. Some copy about Sunflower Spa goes 
here. Lorem ipsum dolor sit amet. 

everyoneblooms

about services packages store contact

I revised the colors to 
match the logo 
better. I used a similar 
blue, yellow and 
green, but made 
them a little richer 
and darker.

To the right is an 
alternative layout 
that would keep the 
logo in the same 
place on every page. I 
recommend this 
version over the top 
version.

Some copy about Sunflower Spa goes here. Lorem ipsum dolor 
sit amet. Some copy about Sunflower Spa goes here. Lorem 
ipsum dolor sit amet. Some copy about Sunflower Spa goes 
here. Lorem ipsum dolor sit amet. 

everyoneblooms

about services packages store contact

CASE STUDY
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KINZIE INDUSTRIES

GOAL
Brand Kinzie Industries as an inter-
national company with personal 
service.

HOW WE DID IT
We started with a new logo to 
brand Kinzie as a professional, inter-
national copy. While they primarily 
specialize in helicopter parts, the 
logo suggests aviation, speed and 
movement making it broad enough 
to reflect the company’s other busi-
ness ventures.

The logo helped set the tone for 
the website redesign. We gave it a 
polished look to brand Kinzie as an 
industry leader while maintaining 
their personal touch with casual, 
friendly copy and employee photos.

After having outdated informa-
tion on their site for years, Kinzie 
wanted a CMS (content manage-
ment system) so they could regu-
larly add and remove parts for more 
effective sales. We also worked 
closely with the Kinzie team to 
make a user-friendly site as their 
industry is plagued with cumber-
some search engines.

PARTS SALE/LEASE CONTACTABOUT NEWS

4

3
1

In November 2004 Kinzie Industries Inc. was purchased 
and the production assests were moved to Erie Colorado. We 
specialize in Schweizer 269 series PMA parts and repair. We 
offer many parts for the rebuilding of airframes and drive train 
systems. We also have the required assets to reweld 
airframes. 

Our mission at Kinzie Industries is to provide to you, the 
customer, high quality PMA parts that you can trust and 
depend on. Our goal is to raise the bar in the PMA parts indus-
try and bring the cost of flying down within the reach of every-
one!

PARTS SALE/LEASE CONTACTABOUT NEWS

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

BELL CRANK Part#: 269A6042 (K6042)

Search by part number or part type.

Lorem ipsum dolor sit amet. Lorem ipsum 
dolor sit amet. Lorem ipsum dolor sit amet. 
Download Salvaged Parts List.Call 303-828-4558 or email kinzie@idcomm.com to order.

Search by part number or part type.

Lorem ipsum dolor sit amet. Lorem ipsum 
dolor sit amet. Lorem ipsum dolor sit amet. 
Download Salvaged Parts List.Call 303-828-4558 or email kinzie@idcomm.com to order.

PARTS SALE/LEASE CONTACTABOUT NEWS

4

3
1

BELL CRANK
Part #: 269A6042 (K6042)  |  $536
Lorem ipsum dolor sit amet. Lorem ipsum dolor sit 
amet. Lorem ipsum dolor sit amet. Lorem ipsum 
dolor sit amet. Lorem ipsum dolor sit amet. Lorem 
ipsum dolor sit amet. Lorem ipsum dolor sit amet.

Documentation: FAA PMA  |  PAA STC
Instructions for contintued air worthiness

Return to Parts

Call 303-828-4558 or email 
kinzie@idcomm.com to order.

Website PagesLogo

PRODUCTS NEWS CONTACTABOUT

KINZIE INDUSTRIES is an aircraft parts 

manufacturer certificated by the Federal Aviation Administration of 

the United States. At Kinzies our specialty is the manufacture of PMA 

replacement parts for Schweizer 269 series and other helicopters. 

We offer a wealth of experienced and highly skilled staff and 

contractors who enjoy making the parts we supply.

footer   footer   footer   footer   footer   footer

footer   footer   footer   footer   footer   footer

PRODUCTS NEWS CONTACTABOUT

KINZIE INDUSTRIES is an aircraft parts 

manufacturer certificated by the Federal Aviation Administration of 

the United States. At Kinzies our specialty is the manufacture of PMA 

replacement parts for Schweizer 269 series and other helicopters. 

We offer a wealth of experienced and highly skilled staff and 

contractors who enjoy making the parts we supply.

Same idea as sketch#1. 
The dark background 
would expand; the 
interior parts would 
not—or only expand 
minimally.

Have seen some cool sites 
recently that have a “sidebar” 
similar to this. Its sort of locked 
to the side. See 
http://sidlee.com for example 
(below). 
I wouldn’t want Kinzie to have 
all the expanding bars and 
moving parts that this site has, 
but I like the bar on the left side. 
And we could probably have 
much simpler moving parts.

KINZIE INDUSTRIES is an aircraft parts manufacturer 

certificated by the Federal Aviation Administration of the United 

States. At Kinzies our specialty is the manufacture of PMA 

replacement parts for Schweizer 269 series and other 

helicopters. We offer a wealth of experienced and highly skilled 

staff and contractors who enjoy making the parts we supply.

303.222.3333

OTHER CONTACT

STUFF AND WORDS

ABOUT
PRODUCTS
NEW
CONTACT

KINZIE INDUSTRIES is an aircraft parts manufacturer 

certificated by the Federal Aviation Administration of the United States. At 

Kinzies our specialty is the manufacture of PMA replacement parts for 

Schweizer 269 series and other helicopters. We offer a wealth of experienced 

and highly skilled staff and contractors who enjoy making the parts we supply.

ABOUT

PRODUCTS

NEWS

CONTACT

303.222.3333

OTHER CONTACT

STUFF AND WORDS

WORDS
Kinzie Industries is an aircraft parts 
manufacturer certificated by the Federal 
Aviation Administration of the United 
States. At Kinzies our specialty is the 
manufacture of PMA replacement parts for 
Schweizer 269 series and other helicop-
ters. We offer a wealth of experienced and 
highly skilled staff and contractors who 
enjoy making.

WORDS
Kinzie Industries is an aircraft parts 
manufacturer certificated by the Federal 
Aviation Administration of the United 
States. At Kinzies our specialty is the 
manufacture of PMA replacement parts for 
Schweizer 269 series and other helicop-
ters. We offer a wealth of experienced and 
highly skilled staff and contractors who 
enjoy making.

WORDS
Kinzie Industries is an aircraft parts 
manufacturer certificated by the Federal 
Aviation Administration of the United 
States. At Kinzies our specialty is the 
manufacture of PMA replacement parts for 
Schweizer 269 series and other helicop-
ters. We offer a wealth of experienced and 
highly skilled staff and contractors who 
enjoy making.

PRODUCTS NEWS CONTACTABOUT

TAGLINE ABOUT KINZIE MAYBE

footer   footer   footer   footer   footer   footer

Some of the other designs we presented.

FUN FACT: YS interviewed Louie Psihoyos, director of “The Cove,” mere days before he won the Academy Award for his film in March, 2010. 

CASE STUDY
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Dr Hauschka Skin Care is legend-
ary for its natural base and is one 
of the finest skin care products 
available. Botanical essences, 
plant and fruit extracts, and 
minerals are combined with 
modern technology to transform 
your skin and soothe your psyche.

 is another.

pampering you
From the moment you walk 
into our charming Downtown 
Louisville location, you are 
transported to a place of 
peace and beauty. Your 
hour or day with Janice is a 
retreat, a mini vacation.

Using

Dr. Hauschka 

is just one of 

the things

Janice does 

that shows

she cares for 

your skin.

skincarebyjanice.com • 700 Front St. Louisville • 303.525.5585 • Appointment Only

SKIN CARE BY JANICE
Licensed Esthetician. 

Valentine’s Offer:
Complimentary brow or lash 

tint with a Rejuvenation Facial

Our signature facial 
a full 90 minutes

Certified Dr. Hauschka Esthetician

SKINCARE BY JANICE

GOAL
Develop a recognizable brand 
that establishes Janice’s high 
quality care and translates 
throughout marketing materials  
in print and digitally.

HOW WE DID IT
First, we established a clear look 
that could evolve and be incorpo-
rated into various promotional and 
marketing platforms. By carefully 
crafting copy and selecting imag-
ery, we created a clean brand that 
could be managed and updated 
easily as needed.

EVERGREEN COTTAGE

GOAL
Design a very basic, inexpensive 
website with no maintenance on 
the client’s part. 

HOW WE DID IT
Borrowing from Evergreen’s 
existing ads, we not only kept 
the brand consistent but also cut 
down on design time. We also 
cut costs by consolidating the 
services onto one page with a 
sidebar navigation menu instead 
of a different page for each service.

I
SKIN CARE BY JANICE
Licensed Esthetician. Dr Hauschka flHome                Services                About Janice              The Spa              Contact

<                                                                           >

Skin Care by Janice | Licensed Esthetian. Dr Hauschka 2014

When you walk into the space you find yourself in 
a calming, comfortable, relaxing atmosphere. Your senses are immedi-

ately transported to a place of peace and beauty

I
Website Pages

Website Before

FUN FACT: Yellow House Design & Marketing Boutique has designed over 11 custom websites and counting.

Dr Hauschka Skin Care is legend-
ary for its natural base and is one 
of the finest skin care products 
available. Botanical essences, 
plant and fruit extracts, and 
minerals are combined with 
modern technology to transform 
your skin and soothe your psyche.

 is another.

pampering you
From the moment you walk 
into our charming Downtown 
Louisville location, you are 
transported to a place of 
peace and beauty. Your 
hour or day with Janice is a 
retreat, a mini vacation.

Using

Dr. Hauschka 

is just one of 

the things

Janice does 

that shows

she cares for 

your skin.

skincarebyjanice.com • 700 Front St. Louisville • 303.525.5585 • Appointment Only

SKIN CARE BY JANICE
����������������������

SUMMER SPECIAL
Complimentary eye lash tint 
with application of Cry Baby 

Semi-permanent mascara.
Expires 09.30.14

Certified Dr. Hauschka Esthetician

Ads for Yellow Scene MagazineLogo Redesign

Some of the other designs we presented.

Website
CASE STUDY
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STANG AUTO TECH

GOAL
Caught up in ROI and SEO smoke 
and mirrors, sales started to droop. 
The goal was to reestablish the 
quality brand Stang has been 
known among the local mindset for 
30+ years. 

HOW WE DID IT
We started with scrapping inconsis-
tent, deal-making mailers and went 
to a streamlined brand in print, 
web and direct mail. We eliminated 
list direct mail and targeted by 
neighborhood with a consistent 
campaign that worked alongside 
the print. We rebuilt the website 
to also be more user-friendly as 
well as feature fresh, content about 
Stang rather than generic auto 
industry copy. 

VISTA RIDGE 
COMMUNITY CENTER

GOAL
Increase event and corporate space 
rentals.

HOW WE DID IT
We replaced Vista Ridge’s existing 
one page flyer with a sophisticated 
brochure reflective of the upscale 
market. We also simplified the old 
flyer’s cumbersome pricing and 
amenities info and added photos. 
Additionally, it was designed in 
such a way that they can print 
in-house.

Brochure

FUN FACT: YS was a finalist for the 2011 Best Editorial Illustration “Maggie” award from the Western Publisher’s Association.

303.404.3813
StangAutoTech.com

your neighborhood auto mechanicCOLORADO’S BEST WARRANTY

Book your online appt before 
September 15th and receive

YOUR NEXT SERVICE!

Ends 9/15/13

$20 OFF

PRSRT STD
US POSTAGE

PAID
DENVER, CO 
PERMIT #152

TRUST  • EXCEPTIONA L SE RVICE • QUALITY

303.404.3813
stangautotech.com

ABOUT US BOOK APPOINTMENT SERVICES CONTACT

ABOUT US BOOK APPOINTMENT SERVICES CONTACT
meet the teamABOUT US :

MEET THE TEAM

associations special offers photos careers

Stang Auto Tech Inc. is a full-service preventive maintenance and auto repair center that has 
been performing high quality, guaranteed automotive repairs in the Broomfield area since 
1980. Our Warranty is 36 Months 36,000 miles on standard services and repairs, provided 
the vehicle is returned to Stang Auto Tech, Inc. We service and repair all makes and models 
of domestic and import vehicles. We are your logical alternative to the dealership for all 
scheduled maintenance of your personal vehicle, or fleet car or truck. Bring in your foreign 
and domestic auto, SUV, or pickup today with complete confidence that your vehicle will be 
serviced correctly while maintaining your manufacturer's warranty.

Stang Auto Tech Inc. is an independently owned and operated full-service repair and 
maintenance facility. We use the latest diagnostic equipment to guarantee your vehicle is 
repaired or serviced properly and in a timely fashion. We only use quality replacement 
parts, and our technicians are ASE-certified.

ROBERT BLAES 
Owner, Manager

CASE STUDY
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POSTERS & PRINT ADVERTISING

FUN FACT: Dr. Ma at Blue Aspen Plastic Surgery says that women ask for “cupcakes” on her client form (see ad above).

Blue Aspen Plastic Surgery 
2668 North Park Dr. 110, Lafayette

303-666-6336, www.blueaspenplastics.com

All breasts are not created equal 
but Dr. Debora Ma knows how to make your breasts fit your body. It doesn’t matter if 
mother nature made you too big or too small, Dr. Ma knows how to create breasts that 
are feminine, proportionate and natural. It’s not about getting the “perfect” breasts, it’s 
about getting the breasts that are perfect for you.  Dr. Ma is pleased to offer complimen-
tary cosmetic consultations. Come learn about your cosmetic breast surgery options.  

Breast Augmentation
Breastlift, Breast Reduction 

Body Contouring

Dr. Ma is the only 
board-certi�ed female 

plastic surgeon 
between Denver and 

Fort Collins.

sometimes you and Mother Nature 
have di	erent plans

Craftsmanship with Roots
It took decades to grow the trees I use in my fine furniture and woodworking, and I take 
the time and make the effort to treat the wood with the respect it is due.  When it is done 
right, woodworking is like poetry using thicker paper. I want to let the beauty of the natural 
material shine through.

When you want a special wood piece, I take the time to make sure the design is original and 
artistic and the work is done with real craftsmanship.  I want my work to outlast the tree!

From our free initial consultation, through the design process, construction, and delivery I 
make sure that your piece is just what you wanted. 

720-261-2562 
www.thewesterncraftsman.com

credit cards acceptedSupport the Arts Coalition of Erie
Founding Member of A.C.E. (Arts Coalition of Erie)

Take the time for quality and you will have an heirloom that your 
great-grandchildren will be proud to inherit.

August 20, 2011 9am-4pm
on PUBLIC ROAD

12th
ANNUAL

10am-4:00pm:
Face Painting & Balloon Sculpting
10:00-10:45am & 12:00n-12:45pm:
Erica Sodos, Magical Enchantress
11:00-11:45am & 1:00-1:45pm:
A Circus of Art by Jim Jackson
2:00-2:30pm: Music for Kids with Eric West
2:45-3:15pm: Kid’s Musical by
Peanut Butter Players
3:30-4:00: Ballet Folklorico

Over 30,000 pounds of Certi�ed Organic Peaches from 
Morton’s Orchard’s in Palisade, CO. will be available in 
3 locations along Public Rd. Peach trucks will be at 
Public Rd. and Cleveland, Public Rd. and Kimbark and 
Public Rd. and East Chester St.

Fresh peach pies, peach cobbler & peach smoothies

FREE CONCERTS

10:30am-12noon

Brothers
of the Son

12:30pm-2:00pm

Under
the Radar

Brothers
of the Son

Under
the Radar

2:30pm-4:00pm
Nacho MenNacho Men

MAIN STAGE (at Lafayette Florist)

For more info go to lafayettecolorado.com or call 303-666-9555

Stan’s Automotive

KID’S STAGE (at Festival Plaza)

1909 9th St. Boulder  |  303-386-3423  |  clutterconsign.com

Consuela Tote: 
$128

 Aqua Lamp: $80 Waterski Pillow: 
$55

Wicker Rocker:  
$245

f

Our store is a living space, always changing...with the season 
and the times. An eclectic collage of  styles from yesterday and today.

ENDLESS SUMMER 
STARTING MARCH 14

FURNITURE • DECOR • KITCHEN • ACCESSORIES
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Because you both          
                       care about results

Dysport

Fractional CO2 
Laser Skin Resurfacing

SmartLipo MPX™

HCG Medical Weight Loss

Medical Micro-Needling

For diet and exercise-resistant areas, 
SmartLipo MPX destroys and permanently 
eliminates fat cells to help you achieve a 
trim, healthy-looking body.

The quickest way to lose weight without 
sacri�cing your health and metabolism.

Gentle beam of laser light harmlessly passes 
through the skin and directly targets hair follicles 
e ectively treating unwanted hair. Forget the razors!

Medical Micro-Needling is a therapeutic tool used in the 
treatment of aging skin, skin tightening, collagen 
production, pore size reduction, skin texture, stretch marks 
and even new and old acne scar improvement. The 
treatment is a quick in and out procedure, with minimal to 
no down time.

Dysport, the #1 injectable wrinkle treatment works by relaxing 
facial muscles, thereby reducing and smoothing away 
frown-lines and wrinkles.

No cutting! No needles! No bruising! Dramatic 
results in one week! Tightens skin, reduces pore 
size, �ne lines, and wrinkles, eliminate unwanted 
pigmentation and improves skin texture.

IPL Photofacial
No time for down time? Consider our Aurora 
Elos Photofacial for a more youthful look. 
Reduces brown & red discoloration in the skin 
to give a more even skin tone.

Bio-Identical
Hormone Replacement

Aging is inevitable, but how you age is not. 
Restoring hormones to optimum levels results in 
more energy, better memory, a healthier heart, 
stronger bones, and a more youthful body.

Platelet Rich Plasma (PRP)
Imagine using your own growth factors and stem cells 
to create new tissue including collagen, hyaluronic 
acid and new blood vessels. The future is now! PRP 
a.k.a. the “Vampire Face Lift” does just that.

Laser Hair Removal

Steve Zakany, M.D. and Shawn Otteman, D.O.
2770 Dagny Way, Suite 109 • Lafayette, CO  80026

www.AestheticSolutionsInc.com

Consistently 
voted
Best of West 
since 2008

Preventative Medicine
- Bio-Identical
    Hormone Therapy
- Testosterone Replacement
    Therapy
- HCG Weight Loss
    Management
- Platelet Rich Plasma (PRP)

Injectables
- Botox 
- Dysport 
- Restylane
- Belotero 
- Juvederm 
- Radiesse 

Laser Treatment
- Laser Hair Removal
- IPL PhotoFacial
- CO2 Fractional
    Resurfacing
- Spider Vein/Pigment
    Lesion Removal
- SmartLipo™ Laser Lipolysis

Medical Facial Treatments
- Customized Facials
- Microdermabrasion
- Chemical Peels
- Micro-Needling
- Permanent Make-Up

A good ad produces 7 times 
the impact of a bad one.

Current
Exhibits:

Lincoln MARK Series
September 1st - November 30st, 2014

Field Trips:
Educational School Tours!

Call to Schedule Today!

We love anything on wheels 

On display:
1923 Kissel Speedster Gold Bug

 owned by Amelia Earhart
(Amelia wasn't just an adventurer across the skies, she drove this car across the 

country -a very daring and di�cult endeavor at the time!)

Big Boy Locomotive 
(Known as the Titans of the Wahsatch. This 
was the epitome of engineering of its time!)

1923 Case Tractor
(It burned coal, wood, straw and even oil 
with modi�cations!)

Museum of Transportation

Open Mon -Sat
10am - 4pm

Now Open Sundays!
12pm - 4pm

4303 Brighton Boulevard, Denver
303-297-1113 • forneymuseum.org

You'll LOVE 
seeing them, 
and it's fun learning about them too!

Neurofeedback is a rapidly emerging technology that is gaining worldwide 
and scientific acceptance.

PRINT ADVERTISING
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PRINT ADVERTISING

FUN FACT: YS lists the staffs’ pets as ‘Phychological Services’ in our staff column every month.

Why is repetition so important?

2 out of 3
advertisements

are ignored
in print

9 out of 10
advertisements

are ignored in
direct mail

99 out of 100
advertisements

are ignored on
the internet
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1st Class Mailing, 4up, 4/4. ($.34 for postage)

TOTAL PIECES
POSTAGE & 
PRINTING

PROCESSING TOTAL

1,000 $532 $335 $867

3,000 $1,596 $365 $1,961

5,000 $2,660 $395 $3,055

10,000 $5,320 $470 $5,790

15,000 $7,980 $545 $8,525

20,000 $10,640 $620 $11,260

25,000 $13,300 $695 $13,995

30,000 $15,960 $770 $16,730

1st Class Mailing, 2up, 4/4. ($.49 for postage)

TOTAL PIECES
POSTAGE & 
PRINTING

PROCESSING TOTAL

1,000 $574 $335 $909

3,000 $1,722 $365 $2,087

5,000 $2,870 $395 $3,265

10,000 $5,740 $470 $6,210

15,000 $8,610 $545 $9,155

20,000 $11,480 $620 $12,100

25,000 $14,350 $695 $15,045

30,000 $17,220 $770 $17,990

1st Class Mailing, 4up, 4/1. ($.34 for postage)

TOTAL PIECES
POSTAGE & 
PRINTING

PROCESSING TOTAL

1,000 $524.50 $335 $859.50

3,000 $1,573.50 $365 $1,938.50

5,000 $2,622.50 $395 $3,017.50

10,000 $5,245 $470 $5,715

15,000 $7,867.50 $545 $8,412.50

20,000 $10,490 $620 $11,110

25,000 $13,112.50 $695 $13,807.50

30,000 $15,735 $770 $16,505

Direct Mail & Printing
Direct mail is quoted per job. These are average costs. List price for addresses starting at $250. A $50/hour postal 

analysis fee is required in some circumstances. Processing fee for city routes is an additional $50 per 1000.

Saturation Mailing, 2up, 4/4. ($.169 for postage)

TOTAL PIECES
POSTAGE & 
PRINTING

PROCESSING TOTAL

1,000 $253 $335 $588

3,000 $759 $365 $1,124

5,000 $1,265 $395 $1,660

10,000 $2,530 $470 $3,000

15,000 $3,795 $545 $4,340

20,000 $5,060 $620 $5,680

25,000 $6,325 $695 $7,020

30,000 $7,590 $770 $8,360

Saturation Mailing, 2up, 4/1. ($.169 for postage)

TOTAL PIECES
POSTAGE & 
PRINTING

PROCESSING TOTAL

1,000 $238 $335 $573

3,000 $714 $365 $1,079

5,000 $1,190 $395 $1,585

10,000 $2,380 $470 $2,850

15,000 $3,570 $545 $4,115

20,000 $4,760 $620 $5,380

25,000 $5,950 $695 $6,645

30,000 $7,140 $770 $7,910

1st Class Mailing, 2up, 4/1. ($.49 for postage)

TOTAL PIECES
POSTAGE & 
PRINTING

PROCESSING TOTAL

1,000 $559 $335 $894

3,000 $1,677 $365 $2,042

5,000 $2,795 $395 $3,190

10,000 $5,590 $470 $6,060

15,000 $8,385 $545 $8,930

20,000 $11,180 $620 $11,800

25,000 $13,975 $695 $14,670

30,000 $16,770 $770 $17,540

Printing & Direct Mail

“2up” means two pieces are printed side-by-side 
on one sheet of paper. In other words, you get two 
8.5" x 5.5" postcards from one 8.5" x 11" sheet.

“4up” means four pieces are printed on one sheet 
of paper. In other words, you get four 5.5” x 4.25” 
postcards from one 8.5” x 11” sheet.

“4/1” means 4 color (full color) printing on one 
side of the sheet of paper and 1 color (black and 
white) printing on the other side.

“4/4” means 4 color (full color) printing on both 
sides of the paper.

“1/0” means black and white printing on one side 
of the paper.

FUN FACT: YS uses the saturation model for most of our 56,000 mailed magazines.

PRINTING RATES B/W 4/0 B/W 4/4

1-251 $0.28 $0.56 $0.35 $1.05

251-500 $0.19 $0.51 $0.24 $0.99

501-1,000 $0.17 $0.49 $0.20 $0.94

1,001-3,000 $0.15 $0.45 $0.18 $0.89

3,001-5,000 $0.13 $0.37 $0.16 $0.71

5,001-7,500 $0.11 $0.31 $0.14 $0.60

FEST BAG INSERTS (1 SIDED) 8.5”X11” 8.5”X5” 8.5”X3.25” 5”X3.35”

1,500 $425 $285 $200 $150

2 SIDED

BIZ CARDS 4/0 4/1 4/4

250 $29 $36 $48

500 $36 $43 $68

1,000 $42 $48 $71

2,500 $57 $67 $105

5,000 $80 $88 $145

MATTE OR GLOSS
CITY ROUTE - ADD 5¢ PER PIECE 

Prices based on 8.5” x 11” 20 lb. text paper. 80 lb. cover (cardstock), available for an additional $5 
per 250 sheet. Specialty paper available upon request (additional fees apply)
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DIRECT MAIL

FUN FACT: YS publishes new interviews daily at yellowscene.com.

SUMMER’S HERE!
You’re ready to hit the road.
Trust us to get you there problem-free.

7202 W. 116th Avenue | Broomfield

303.404.3813
StangAutoTech.com

your neighborhood auto mechanicCOLORADO’S BEST WARRANTY

We want you to think about your summer 
and your well-earned vacation. At Stang 
Auto you’ll always drive away knowing your 
car received the best attention possible.

$55 OFF
$300

ANY SERVICE OVER

$10 CERTIFICATE TO RED MANGO WHEN
YOU SERVICE YOUR CAR AT STANG. Through July 15th, 2012

Best Auto
Service & Repair

2011
Best Auto

Repair

Free Shuttle service
$1500/day car rental
Nationwide Warranty: 36 month/30,000 miles
Rescue Me! Roadside Assistance
ASE Certified Technicians and Advisors
Family Owned & Operated

Denver’s first Independent 
Certified Hybrid repair shop.

303.404.3813 | StangAutoTech.com

Gold Standard Service–Colorado’s Best Warranty:
• 36 month/36,000 mile nationwide warranty
• Rescue Me! Complimentary Roadside Assistance
• 5th oil change free (see website for details)

$3500 OFF
One Offer Per Visit Through July 15th, 2012 One Offer Per Visit Through July 15th, 2012

ANY OIL SERVICE
OR

SUMMER’S HERE!
You’re ready to hit the road.

Trust us to get you there problem-free.

7202 W. 116th Avenue | Broomfield

303.404.3813

StangAutoTech.com

your neighborhood auto mechanic

COLORADO’S BEST WARRANTY

We want you to think about your summer 

and your well-earned vacation. At Stang 

Auto you’ll always drive away knowing your 

car received the best attention possible.

$55 OFF

$300
ANY SERVICE OVER

$10 CERTIFICATE TO RED MANGO WHEN

YOU SERVICE YOUR CAR AT STANG. Through July 15th, 2012

Best Auto
Service & Repair

2011
Best Auto

Repair

Free Shuttle service

$1500/day car rental

Nationwide Warranty: 36 month/30,000 miles

Rescue Me! Roadside Assistance

ASE Certified Technicians and Advisors

Family Owned & Operated

Denver’s first Independent 

Certified Hybrid repair shop.

303.404.3813 | StangAutoTech.com

Gold Standard Service–Colorado’s Best Warranty:

• 36 month/36,000 mile nationwide warranty

• Rescue Me! Complimentary Roadside Assistance

• 5th oil change free (see website for details)

$3500 OFF

One Offer Per Visit Through July 15th, 2012
One Offer Per Visit Through July 15th, 2012

ANY OIL SERVICEOR

A great little restaurant 
for a great little town... 

Let’s Party!

PRSRT STD
ECR WSS

US POSTAGE
PAID

ERIE, CO 80516
PERMIT #18

Open every day at 4pm, except Mon. 

Happy Hour: Tue -Sun  4-6pm 

816 Main St.    Louisville    303-665-2521 

theempirerestaurant.com 

connie@theempirerestaurant.com 

twitter.com/empirelounge.com 

Leverage James Beard-nominated Chef Jim Cohen’s culinary experience for 

an evening of gourmet dining that will match anything you’ll find in New York.  

For 2 to 45 guests, the Party Rooms at The Empire are great for: 

Rehearsal dinners 

Business meetings 

Birthday celebrations 

Graduations 

Gatherings of any kind! 

and a great little party room, for your great little party 

(or midsize, too). 

SUMMER
BREAKTHROUGH

SUMMER
BREAKTHROUGH

Guaranteed to improve academic performance in less 
time and at a lower cost than any other program.

Guaranteed to improve academic 
performance in less time and at a 

lower cost than any other program.

With GUARANTEED RESULTS in just 32 hours, Tutoring 
Club’s flexible summer courses help your child prepare 
for the next school year with a plan that fits the busiest 

summer schedule.

Longmont
1445 Nelson Rd.       

www.TutoringClub.com

Make this
Summer Count

READING • WRITING
MATH • ACT/SAT PREP

ACT/SAT
Scores in just
25 HOURS!

FREE
Diagnostic Training

With Enrollment ($75 value)
With this card • Some restrictions apply

Offer valid until 6/30/12

303-651-0800

SUMMER
BREAKTHROUGH

SUMMER
BREAKTHROUGH

Guaranteed to improve academic performance in less 

time and at a lower cost than any other program.

Guaranteed to improve academic 

performance in less time and at a 

lower cost than any other program.

With GUARANTEED RESULTS in just 32 hours, Tutoring 

Club’s flexible summer courses help your child prepare 

for the next school year with a plan that fits the busiest 

summer schedule.

Longmont

1445 Nelson Rd.       

www.TutoringClub.com

Make this
Summer Count

READING • WRITING

MATH • ACT/SAT PREP

ACT/SAT
Scores in just
25 HOURS!

FREE
Diagnostic Training

With Enrollment ($75 value)

With this card • Some restrictions apply

Offer valid until 6/30/12

303-651-0800

Is your personality reflected
in your home?

Postal Patron

Colorado Custom Paintworks proudly serves Boulder 
County & surrounding areas through a variety of services, 
from painting and staining to decks and fences. Our firm 
works hard to make your dreams a reality because we 
believe that the quality of your home affects the quality of 

your life.

Sign up for any service before 4/30/2010
and receive a $50, $100, or $200 gift card

to McGuckin Hardware

Spring Special

COLORADO 
CUSTOM 

PAINTWORKS 
Office: 303.833.2505     Cell: 303.472.2430

ccpaintworks.com

We’re confident in our work   Full 3 Year Guarantee 
Environmentally Friendly • Quality Craftsmanship • Leading Industry Referrals

Your home is the canvas, 

make it your greatest masterpiece. 

Dean Ioppolo has worked in 

the painting trade for the last 

fifteen years providing the 

highest level of customer 

service, attention to detail 

and customer satisfaction. 

Dean’s depth of experience, his 

personalized attention to the 

needs of his clients, and his 

helpful suggestions for home 

improvements set him apart. 

Colorado Custom Paintworks 

prides itself on a job well done, 

delivering projects on time, on 

budget and to your complete 

satisfaction. 

Whether this is your first time 

working with us or your fifth, you'll 

find our team a refreshing excep-

tion to the industry standard. 

Our record of 100% completion on 

every project speaks to the quality 

of our work and the satisfaction of 

our customers. 

office: 303.833.2505

cell: 303.472.2430

diccp@msn.com

COLORADO 

CUSTOM 
PAINTWORKS 

Interior and Exterior • Custom Residential • Deck and Door Restoration • Pressure Washing • Commercial/Tenant Finish • Historical Restoration

Deck Refinishing and Fences • Repair Work and General Contracting • Wallpaper Removal • Staining and Clear Coats • Airless and HVLP Spraying • Color and Product Consulting

Justice High School

NON-PROFIT ORG
US POSTAGE

PAID
BOULDER, CO

PERMIT NO. 313

Boulder Valley School District RE-2
PO Box 9011
Boulder, CO 80301

RISE ABOVE 
THE ORDINARY 
& ACHIEVE THE 
IMPOSSIBLE!

805 Excalibur St   Lafayette   720-935-1337   justicehigh.org

Serving Boulder, Broomfield, St. Vrain and Adams Counties

Traditional Programs • Flexible Schedules

Individual Attention • Arts • Sciences • Sports

(The Justice High School football team had 

some big wins last season!)

The structured environment at Justice 

High School is ideal for teens who are 

disconnected because of juvenile 

delinquency and for students who 

struggle in traditional classroom settings. 

We’re dedicated to giving all students an 

opportunity to graduate, and the 

knowledge and self-esteem to succeed 

in college and beyond.

Justice High School

THIS IS A PLACE FOR NEW BEGINNINGSSome students feel as though graduating is beyond their grasp, 

but past mistakes don’t have to be black marks on their futures. 

HELP JUSTICE HIGH THRIVE

Volunteer, teach or donate to our 

student rewards program.

If you’re paying more than 15¢ 
postage per piece, you could be 
paying too much! See our pricing.
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E-MARKETING PACKAGES (12 MONTHS EXPOSURE)

MARIGOLD ($495 W/ PRINT, $850 W/Z PRINT) VALUE
$2655

Includes online link & bio for 1 year $480

E-newsletter highlight $180

Yellow Card offer for 1 year $1200

Yellow Card feature on web $50/day

Yellow Card feature on newsletter $50/day

Yellow Card feature on Yellow Deals page in magazine $395

Includes 1500 fest bags in the summer $255

Facebook feature event of the day $45

SUNFLOWER ($595 W/PRINT, $1350 W/O PRINT)
Includes all Marigold features as well as:

VALUE
$3095

E-newsletter ad $225

Includes 3000 fest bags in the summer $425

Includes online link, bio & logo for 1 year $750

SUNSHINE ($850 W/PRINT, $1850 W/O PRINT)
Includes all Sunflower features as well as:

VALUE
$4240

E-newsletter ad $225

Web ad $450

Includes 5000 fest bags in the summer $510

Includes online link, bio, photos & logo for 1 year $1135

MULTI-PLATFORM (PRINT, WEB AND EVENT) BUNDLES

FREE WITH ANY PRINT INSERTION VALUE

One Year Online Link, Bio, Google Map in YS Online 
Business Directory

$180

3 Months Consumer Card Online Ad $375

EMARKETING PACKAGES (12 MONTHS EXPOSURE) 

Website: 8,500 unique visitors per month. 22,000 page views, avg. 
time per page 1:30

Yellow Card members: 13,000

E-newsletter opt in names: 18,000

Advertising Rates

GROSS VS NET All rates quoted are gross. We offer a 10% discount from the rate card to recognized advertis-
ing agencies. No commission on production charges or late fees; although commissions are forfeited in the 
event of unfulfilled contracts on accounts that are 60 days past due. PREMIUM POSITIONS We always try to 
accommodate requests for advertising placement (back cover, front placement, left hand page, etc.) but a 15% 
surcharge is required to guarantee it. CREDIT TERMS All new advertisers must pre-pay for their first insertion 
with full payment due with ad materials—credit cards accepted. Subsequent insertions will be billed upon 
publication and are due upon receipt. Net 30 day finance terms are offered only with a completed credit applica-
tion. ADDITIONAL TERMS Additional terms and policies are detailed in Yellow Scene Magazine’s advertising 
agreement, which must be signed (e-mail agreements are accepted, too) prior to placement of advertising. 
LATE FEES Materials submitted after deadline are subject to a $25 late fee. This same fee will be applied to 
alterations made to existing materials after an issue goes to press.

INSERT CARDS Double-sided, full color, 7pt. white balboa.

5000 10500 25000 40000 51000 66000

$1440 $1750 $2775 $3850 $4565 $5423

Inserting Client Supplied Card $16/K ask for dimension requirements.

10,000 ECO-FRIENDLY FESTIVAL BAGS

Fest Bag Printing

1,500, 8.5 x 11, 4/0 $425

1,500, 8.5 x 5, 4/0 $285

1,500, 3.25 x 8.5, 4/0 $200

1,500, 3.25 x 5, 4/0 $150

Fest Bag Stuffing Charges 20¢ per sheet

   2,000-3,000 Flyers 17¢ per sheet

   3,001-5,000 Flyers 15¢ per sheet

   5,001-8,000 Flyers 13¢ per sheet

   8,000+ Flyers 10¢ per sheet

Logo Imprint 13,000 bags $2,500 (includes web bundle)

Fest Bag printing includes any design services at no additional charge. Stuff-
ing charges do not include printing. More than 10,000 bags are distributed 
at approximately 75 events a year throughout the North Metro areas.

ADDITIONAL SERVICES

FUN FACT: It would require purchasing ad space in 4+ publications several times a month to reach the same number of people YS does in one issue.

CREATIVE SERVICES (times are estimates)

Poster Design $200-$300 (4-6 hours)

Biz Card Design $100-$200 (2-4 hours)

Brochure Design $400-$500 (8-10 hours)

Logo Design $400-$500 (8-10 hours)

Flyer Design $50-$150 (1-3 hours)

E-newsletter Design** $150-$250 (3-5 hours)

Marketing Consultation $125/hour

Photography*** $45 1/2/hour  $65/hour

Stock Photo Charge $3-$25 typically

$95/hour for contractual clients. $125/hour for outside projects and for 
non-contractual clients. Marketing consultation and ad design complimen-
tary with purchase of advertising. $25 fee for reformatting ads for other 
uses. $25 for digital ad files. **Need to have email marketing account 
such as Constant Contact. ***Some restrictions apply.

PRINT MARKETING All rates are per insertion. Flexibility to change ad size.

SIZE Open 3x 6x 9x 13x

Spread $7020 $6540 $5550 $4895 $4435

Full $4115 $3659 $3265 $2836 $2635

2/3 $2836 $2519 $2255 $1975 $1855

1/2 $2255 $1775 $1577 $1465 $1385

1/3 $1565 $1325 $1177 $1051 $959

1/6 $1051 $965 $870 $657 $595

Ask about bleeds on smaller ads and other specialty advertising options.

BRIDES & BABIES PRINT All rates are per insertion. Flexibility to change ad size.

SIZE 1x Includes 6 mo. 2x Includes 1 year

Spread $4,795 Sunshine Web $4,510 Sunshine Web

Full $2,995 Sunshine Web $2,695 Sunshine Web

2/3 $2,519 Sunflower Web $2,030 Sunflower Web

1/2 $1,775 Sunflower Web $1,565 Sunflower Web

1/3 $1,325 Marigold Web $1,059 Marigold Web

1/6 $870 Marigold Web $670 Marigold Web
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1/9 Square
2.458" x 2.375"

1/3 Square
5.167" x 4.972"

1/3 Vertical
2.458" x 10.195"

1/3 Wide
7.875" x 3.232"

2/3 Horizontal
7.875" x 6.715"

2/3 Vertical
5.167" x 10.195"

1/2 Horizontal
7.875" x 4.972"

1/2 Vertical
5.167" x 7.563"

.5" Gutter

1/6 Vertical
2.458" x 4.972"

1/6 Horizontal
5.167" x 2.375"

Insert Card
6" x 4"

Ask account 
representative for 
perforation specs 
for insert cards.

*General Theme Page sizes  **Square/Display Banner Ads for E-newsletter only.

Online Offer
468w x 240h pixels

Web Ad
300w x 250h pixels

Theme Pages*

1/3 Square
5.167" x 4.3"

1/2 Horizontal
7.88" x 4.3"

1/9 Square
2.458" x 2.03"

1/2 Vertical
5.167" x 6.563"

2/3 Vertical
5.167" x 6.6"

Header
8.875" x 1.75" 

(bleed on left, right & top)

8.375” x 1.5” (trim)

7.86” x 1.25” (live area)

FUN FACT: YS’s indomitable publisher, Shavonne Blades, is nicknamed Red Tornado for the color of her hair and the intensity of her personality.

Print Ad Sizes and Specs
PDF is the preferred file format for print ads. We will assume that camera ready 
ads are built to the correct dimensions of the desired size for publication. 
Please do not use crop or registration marks or put a keyline border around the edge 
of the ad. Bitmap or pixel-based graphics should be TIFF or EPS files, at least 300 dpi 
and must be CMYK or Grayscale. Any RGB or Spot colors will be converted to CMYK 
and may produce different results. Be sure all images are embedded in the document. 
Please do not use OPI-tagged images. Ads with OPI information will be flattened and 
may produce different results. Vector-based graphics should be in EPS format. Vec-
tor logo type needs to be converted to outlines. All fonts must be embedded or con-
verted to paths. TrueType fonts need to be converted to paths.

When supplying materials for our production staff to build your ad, please provide 
images and logos that are high resolution (300 dpi) or vector graphics.

Ads may be emailed to your Account Executive. Large files (10+MB) may be uploaded 
to our FTP site, yousendit.com, or dropbox.com (a free file transfer service). Uploaded 
ads need to be clearly marked with the advertiser’s business name. Account 
Executives will email a digital proof. Hard copies available upon request. Proofs are 
limited to three per insertion. 

FTP Login Info (case sensitive). Our ftp site is not accessible through a browser, so 
you will need to use file transfer software such as Fetch or Filezilla. If you are not famil-
iar with ftp sites, we recommend you use yousendit.com.
• Host: yellowscene.com
• UserID: advertiser
• Password: adftp

DropBox/YouSendIt - Both DropBox and YouSendIt are easy to use and FREE! To 
upload your large files simply log into dropbox.com or yousendit.com, create a new 
folder, upload your files and attach a link to our e-mail (advertising@yellowscene.
com). Once this is done hit send and we will take it from there.

Camera ready ads received after the deadline are subject to a $25 late fee and may 
be redesigned by our production staff if not conforming to space originally reserved.

Call 303.828.2700 x507 or email graphics@yellowscene.com with specification 
questions.

Yellow Scene Magazine and Colorado Brides and Babies reserves the right to reject any camera ready ad because of its 

content or design. In that event, our production staff will create a new version that meets the magazine’s quality stan-

dards and fulfills the advertiser’s needs.

Back Page
Magazine Trim
8.375" x 10.875" 

2 Page Spread
17.25" x 11.375" full bleed
16.25" x 10.375" no bleed

Full Page
8.875" x 11.375" full bleed
7.875" x 10.375" live area

Ask for label details 
if purchasing the 

back page.

1/6 Horizontal
5.167" x 2.03"

1/6 Vertical
2.458" x 4.3"

1/3 Vertical
2.458" x 8.833"


