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BOB JASTER, CEO, ROBINSON BRICK
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ROBINSON BRICK
WEATHERS 
123 YEARS 

OF 
BOOM AND BUST

THE collapse of the technology industry that

has cost tens of thousands of Coloradans their

jobs, and sent managers of the “new” economy

scrambling for new ideas, happened in part be-

cause many tech companies forgot simple busi-

ness strategies that have existed for centuries. 

One “old-economy” company that has used new

technology to make itself better — yet still hasn’t

forgotten those lessons of old — is Robinson

Brick, which has dodged the boom-and-bust cy-

cles of Colorado’s volatile economy since 1880.
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Third-generation majority owner
George Robinson Jr. explains that
when his father took over from
founder/grandfather George W.
Robinson in the Depression-plagued
1930s, “there were 35 brick compa-
nies in the city, and we’re the only one
left.”  Today, Robinson Brick con-
tinues to expand, pulling in more
than $40 million in annual sales, and
employing 300 workers despite the
state’s current economic slowdown.

While Robinson Brick is
famous for the masonry of
such high-profile Colorado
landmarks as Coors Field, its
primary focus — and 90 per-
cent of its product — is resi-
dential construction. The
housing boom of the past
decade was a boon for the
old-line Robinson Brick,
whose products were a
staple of custom homes and
large estates built through-
out the state.

Unfortunately, the
housing boom was also
partly a product of the technology explosion that lured many new
residents to Colorado. The decline of the “new” economy, and of
Colorado’s economy in general, has meant a slowdown in out-of-
state transplants and less need for new housing. That could signal
a decline for a company that specializes in an essential construc-
tion material, but Robinson has continued to thrive because of its
willingness to conform to a changing market.

Robinson’s CEO Bob Jaster explains: “The high-end custom
homes during the dot-com boom were really nice for us because a
lot of those houses use masonry. What we’ve tried to do is expand
our product line ... to extend into other market channels that
other competitors didn’t identify.” Primarily, he said, the company
has moved into remodeling as well as construction with products
such as thin-veneer brick and thin-veneer stone.

The “thin” products, Jaster said, are similar to tile; now, in-
stead of reliance on new  construction, Robinson can market its
products to new and old homeowners alike. In fact, demand for
the new products has forced Robinson Brick to quadruple thin-ve-
neer stone manufacturing since it started selling the product a
year ago.

Another brace against the fluctuations of the regional housing
market is a selling strategy that splits distribution of Robinson’s

masonry products 50/50 between in-
state and out-of-state markets. Half of
production stays in Colorado and the
other half goes to 45 states and four
Canadian provinces. Its largest out-of-
state buyer today is in New Jersey —
not bad for a company that started as
a horse-drawn, clay-stripping, local
operation.

While Robinson Brick may have
started its business when manufac-
turing processes were rudimentary, its

present methods are among
the most technologically
advanced in the industry.
In 1969, Robinson Brick be-
came the first brick manufac-
turer in the United States to
use robots in its brick plant.
The robots helped the com-
pany improve production and
reduce downtime. “The way
we operate is very high tech,”
George Robinson Jr. says,
“even though you might say
our product is low tech.” 

Today, Robinson Brick
produces 100 million bricks

a year at its Denver plant; in fact, every brick at Coors Field was
produced in just one week.

“We’re very unique, and our product, or brand, is recognized
nationally as the highest quality brick money can buy,” says CEO
Jaster. National and international recognition for its product is
just another way Robinson builds customer confidence.

Most consumers look for certifiable quality, and part of the
problem facing the new economy is a plethora of choices a con-
sumer can make. The average client can’t easily identify “the best”
merchandise tech companies exhibit. 

To ensure that it can document the quality of its products as
“the best,” Robinson Brick attained ISO 9001 status in 1998. ISO
9001 is an international quality standard that is shared by only
one other brick manufacturer in the United States.

To maintain the 9001 status, Robinson must continually rein-
vest in new machinery that improves both quality and technology.
In addition, its exterior brick is manufactured to meet American
Society for Testing and Materials specifications for durability,
meaning its brick can endure the harshest weather conditions the
U.S. has to offer.

Manipulation of every facet of production — all 2,200 vari-
ables — also ensures a superior product. “We have our own fleet

“We’re very unique, and
our product, or brand, is
recognized nationally as
the highest quality brick

money can buy.”— ROBINSON BRICK CEO BOB JASTER
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of trucks. We own all of our own clay mines in the Front Range of
Colorado. So we’ve got control of our clays, which is critical. Clay
is the essence of the product,” says Jaster.

William G. Parfet, whose company Parfet Estate Inc. has
mined clay for 125 years — once as a supplier, then as a com-
petitor of Robinson Brick — agrees with Jaster. “Mining your
own clay is terribly important,” says Parfet, a member of the Col-
orado School of Mines’ Technology Commercialization Board.
“It’s important because of consistency and quality control.” One
type of brick may be a mixture of five or six clays, Parfet says,
and if you don’t own all the mines you can’t reproduce a consis-
tent tone. 

Consistency in tone and texture of the bricks makes
Robinson’s materials more attractive to residential builders. And
Robinson counts on builders to sell its product. 

Builders count on a consistent color to satisfy clients because
people purchasing homes usually determine the exact color of
masonry they desire. Consistency also means that a customer or-
dering 1,000 bricks in 2003 will get 1,000 identical bricks when a
builder purchases another thousand in 2004. 

Robinson pursues the quality of its product in other ways as
well. It is among the largest contributors to the Rocky Mountain
Masonry Institute, a 50-year-old, regional apprenticeship pro-
gram. Robinson was one of the founding members of RMMI, and
its executive director, Anne Sullivan, believes the company’s in-
volvement in the institute helps sell Robinson’s products. 

“Obviously, the best marketing you can do is to build a good-
looking building with your materials,” says Sullivan. “So, it’s im-
portant that we have skilled people installing brick and building
with it, and that we have skilled architects who know what they’re
doing when they design with it.

“Robinson believes that beyond just selling their materials,
they have to promote the industry, because their material ulti-
mately goes into buildings.”  

If there’s a lesson the new economy can learn from old-
economy success stories like Robinson Brick, it’s that no matter
how much the economic landscape changes, business tactics al-
ways remain the same. Constant innovation and a hands-on ap-
proach to business are the building blocks that keep a company
stable, even during shaky and worrisome economic times.   
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