
$4.95     January 2011 www.NevadaBusiness.com

Growing
Up

Nevada’s Economic
Development

Healthcare
Industry Roundtable

Nevada’s
Leading
Telecom 

Companies:
You Can

Hear Them
Now

POWERFUL
COMMUNICATION

Utilities
The Backbone of

the Silver State



2                                        January 2011 www.NevadaBusiness.com3                                        January 2011

*Offer valid until 3/31/11 to new commercial subscribers of Cox Business VoiceManagerSM and Cox Business InternetSM in Las Vegas Cox-wired, serviceable locations. Offer price includes monthly service fees for 1 Basic VoiceManager phone line with free features and Voice 
Mail plus Cox Business Internet 10.0Mbps/2.0Mbps. Internet service includes 35GB of Online Backup and 10 PC licenses of Security Suite. Minimum 2-year service agreement required. An early termination fee as specifi ed in customer’s service agreement will apply if 
services are disconnected or service is downgraded prior to the term of the agreement. Free installation is capped at $350. Additional costs for installation, construction, connection, relocation, inside wiring and equipment may apply. Telephone modem equipment may be 
required. Modem uses electrical power to operate and has backup battery power provided by Cox if electricity is interrupted. Telephone service, including access to e911 service, will not be available during an extended power outage or if modem is moved or inoperable. 
Cox cannot guarantee uninterrupted or error-free Internet service or the speed of your service. Offer does not include usage, long distance calling plans, applicable taxes, surcharges or fees. Discounts are not valid in combination with or in addition to other promotions, 
and cannot be applied to any other Cox account. Rates and bandwidth options vary and are subject to change. All programming and prices are subject to change. Programming may vary by location. Services not available in all areas. Other restrictions may apply. Telephone 
services are provided by Cox Nevada Telcom, LLC. ©2011 CoxCom, Inc., d/b/a Cox Communications Las Vegas, Inc. All rights reserved.**Cox Communications received the highest numerical score among data service providers serving small/midsize businesses in the 
proprietary J.D. Power and Associates 2010 Major Provider Business Telecommunications Data Services StudySM. Study based on 5,439 total responses measuring 7 providers and measures opinions of small/midsize businesses. Proprietary study results are based on 
experiences and perceptions of businesses surveyed in September and November 2009 and January and March 2010. Your experiences may vary. Visit jdpower.com.

Bundle Cox Business Voice with Voicemail 
and Internet for as low as 

$89*

We got your back... and your bundle.

Switch to business Internet and phone with voice mail 
for only $119/month, plus FREE installation.*

Call 702-939-1148 today or visit coxbusiness.com

Cox Business ranked “Highest Customer 
Satisfaction among Data Service Providers 

for Small/Midsize Businesses”, according 
to J.D. Power and Associates 2010 Major 

Provider Business Telecommunications 
Data Services StudySM.**

 

http://coxbusiness.com
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	 Folks	who	have	lived	in	Nevada	at	least	five	years	will	remember	times	when	the	state’s	
biggest	challenge	was	keeping	up	with	growth:		we	couldn’t	build	houses	or	commercial	
buildings	fast	enough	to	keep	up	with	demand,	prices	for	residential	and	commercial	real	
estate	were	spiraling	out	of	control	and	infrastructure	like	roads	and	utilities	lagged	far	
behind	the	growth	curve.		Companies	from	out	of	state	were	rushing	into	Nevada	to	partici-
pate	in	our	boom	economy,	and	we	were	bursting	at	the	seams.
	 Now	that	this	economic	model	has	been	turned	upside	down,	has	Nevada	stopped	being	
attractive	to	businesses?		Not	at	all.		Certainly	we’re	facing	challenges,	but	there	is	an	up-
side	to	the	down	economy	that	makes	the	Silver	State	a	golden	opportunity	for	businesses	
that	want	to	relocate	or	expand.		These	opportunities	are	exactly	what	Nevada	should	be	
promoting	to	businesses	looking	to	move.		Let’s	move	away	from	the	“Sin	City”	image	and	
back	to	an	image	that	shows	what	a	great	investment	Nevada	is	for	businesses.
	 Nevada	has	always	had	low	business	taxes,	and	hopefully	the	upcoming	Legislature	will	
keep	them	that	way.		We	have	no	corporate	income	tax,	no	personal	income	tax,	no	inven-
tory	tax	and	competitive	rates	on	sales	and	property	taxes.		For	more	information	on	these	
advantages,	visit	the	website	operated	by	the	Nevada	Commission	on	Economic	Develop-
ment	(diversifynevada.com).		Now	that	the	real	estate	bubble	has	burst,	housing	is	again	
affordable,	with	homebuilders	offering	deep	discounts,	and	a	plentiful	supply	of	available	
resale	homes,	including	bargains	on	foreclosures	and	short	sales.		This	is	bad	news	for	sell-
ers,	but	good	news	for	companies	that	want	to	make	sure	their	employees	can	afford	to	buy	
or	rent	a	home	in	Nevada.
	 Commercial	real	estate	rates	are	the	lowest	they’ve	been	in	years,	with	vacancy	rates	at	
historical	highs.		For	a	company	looking	for	office,	retail	or	industrial	space,	the	opportuni-
ties	are	virtually	endless.		It	may	be	bad	news	for	commercial	developers,	but	it’s	great	news	
for	an	out-of-state	company	looking	for	a	headquarters,	warehouse	or	retail	outlet.		
	 Nevada	has	received	a	lot	of	negative	publicity	because	it	has	the	nation’s	highest	unem-
ployment	rate	–	still	over	14	percent.		The	flip	side	to	that	is	we	have	a	workforce	that	is	willing	
and	eager	to	work	at	reasonable	wages.		Another	positive	is	that	many	out-of-work	Nevadans	
are	computer	literate,	college	graduates	and	have	other	skills	employers	are	seeking.		
	 Recent	success	stories	from	both	ends	of	the	state	show	that	it’s	possible	for	businesses	
to	succeed	and	grow	here	despite	the	recession.		OHL,	which	operates	a	transportation	and	
logistics	hub	in	Sparks,	expanded	twice	in	the	2009-2010	fiscal	year,	creating	150	new	jobs.			
Defense	contractor	Sierra	Nevada	Corporation	continued	its	growth	by	expanding	and	hir-
ing	40	employees	at	its	Sparks	headquarters,	adding	more	than	$14	million	in	economic	
impact	to	the	region	in	the	same	time	period.
	 In	Southern	Nevada,	online	retailer	Zappos.com	recently	announced	plans	to	not	only	
stay	in	Las	Vegas,	but	to	redevelop	the	current	Las	Vegas	City	Hall	building	into	a	new	cor-
porate	headquarters	when	city	officials	move	into	their	new	building	in	2012.		The	move	is	
expected	to	create	at	least	1,000	new	jobs	and	help	revitalize	the	downtown	area.		“Zappos	
could’ve	gone	anyplace	in	the	world,”	Mayor	Oscar	Goodman	was	quoted	as	saying.		“If	
Zappos	chose	Las	Vegas	over	any	other	place	in	the	world	they	could’ve	gone	to,	there	must	
be	a	reason.”
	 While	there	are	a	number	of	reasons	Nevada	is	a	great	place	to	do	business,	the	reces-
sion	has	provided	even	greater	benefits	for	companies	seeking	to	relocate.		It	has	put	us	in	
a	position	of	providing	value	for	the	first	time	in	several	years.		And	while	our	economic	
development	agencies	throughout	the	state	work	hard	to	attract	new	business,	they	can’t	do	
it	alone.		As	we	enter	a	new	year,	I	challenge	executives	throughout	the	state	to	use	their	
contacts	and	resources	to	help	diversify	the	economy	and	bring	new	companies	to	Nevada.		
As	with	most	issues	facing	our	state,	the	role	and	leadership	of	business	executives	can	play	
a	critical	role	in	the	success	of	economic	development.
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www.armstrongteasdale.com

Reno 775.322.7400
Las Vegas 702.678.5070

a r m str o n g  te a s d a l e  W e l c o m e s 

Janet Chubb 
a n d 

Louis Bubala

We are pleased and excited to 
announce the additions of Jann 

Chubb and Lou Bubala to our 
expanding Nevada offices. Jann 
and Lou’s vast experience and 

expertise provide further depth 
to Armstrong Teasdale’s nationally 
recognized bankruptcy practice.

NEVADA  |   MISSOURI   |   KANSAS  |   ILLINOIS   |   SHANGHAI
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All applications are subject to normal credit approval. Call your business banking expert for current rates and terms. Standard fees apply. Refinance of existing U.S. Bank business loans are excluded. Member FDIC.

usbank.com

Visit your local U.S. Bank today and we’ll help you get the type of financing solution you need to grow your business.

At U.S. Bank, we realize that the success of small businesses like yours drives the American economy. That’s why your success
is a #1 priority for US.  

To help you succeed, we’ve developed a variety of flexible business solutions designed to keep cash flowing and businesses
growing. And, it’s backed by the expertise and stability of one of America’s strongest banks.  

• Working Capital Lines of Credit

•  Owner & Investment Real Estate

•  Cash Management Solutions

•  Payment Solutions

Lending to 
small businesses
is a #1 priority for  us

Jana Benton
Business Banking
775-688-6762

Frank Esposito
Business Banking
702-251-1685

http://usbank.com
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Nevada’s Leading
Telecom Companies:
You Can Hear Them Now

ears ago, most homes were equipped 
with one dial-tone phone	and	a	television	that	actually	
required	someone	getting	up	off	the	couch	to	change	a	channel	or	turn	up	the	volume.	
						Meanwhile,	office	phone	systems	required	an	operator,	of	the	human	sort,	to	take	

and	direct	individual	calls	for	all	company	employees.	
	 Today,	thanks	to	frenetic	technological	advances	in	the	telecommunications	industry,	smart-
phones	enable	people	to	text,	chat,	tweet,	surf,	yammer,	network,	navigate,	blog,	upload,	down-
load,	print,	shoot	(photos),	play	games	...	the	possibilities	are,	quite	literally,	endless.	Presently,	
there	are	more	than	300,000	smartphone	applications	(apps)	available	to	users.	
	 “The	world	 has	 gone	mobile,”	 said	 John	Britton,	 director	 of	 corporate	 communications	 for	
AT&T	West.	“Today,	networks	are	no	longer	attached	to	places	but	people.	You	simply	take	the	
network	with	you,	wherever	you	go.	All	the	capabilities	travel	right	along	with	you.”
	 It’s	amazing,	when	you	think	it’s	just	been	a	little	more	than	two	years	since	Apple	introduced	
the	iPhone.	“And	now	you	find	yourself	using	mobile	apps	like	they’ve	been	a	part	of	your	life	
since	you	were	a	kid,”	Britton	added.	
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	 Take	a	trip	to	any	neighborhood	telecom-
munications	store	and	you’ll	find	it	hard	to	
believe	 that	Nevada’s	 suffering	 one	 of	 its	
worst	economic	downturns	since	the	Great	
Depression.	 Consumers	 can’t	 gobble	 up	
smartphones,	iPhones	or	iPads	fast	enough.	
“The	 consumer’s	 appetite	 for	 wireless	

products	has	only	increased,	even	
through	the	recession,”	said	
Brian	 Danfield,	 presi-
dent	of	Verizon	Wireless’	
Southwest	Region.	
	 	 It	 should	 come	 as	 no	
surprise	 that	 smartphone	
sales	 now	 constitute	 at	
least	75	percent	of	all	mo-
bile	phone	sales.	And	with	
the	advent	of	4G	technol-
ogy,	it’s	expected	sales	of	
smartphones,	 iPads	 and	
other	mobile	devices	will	
continue	to	soar.	
			The	lightning	speed	of	
4G	 phones	 can	 deliver		
high-definition	 (HD)	
video	 streaming,	 multi-
player	gaming	and	video	
conferencing.	Currently,	
Sprint	and	Verizon	cus-
tomers	 in	 Nevada	 have	
4G	capabilities.	Verizon	

just	 launched	 its	 4G	 broadband	 network	
in	Nevada	 last	month.	Meanwhile,	AT&T	
chose	several	East	Coast	cities	to	test	mar-
ket	its	4G	program.	AT&T	officials	expect	
some	75	million	AT&T	users	will	be	cov-
ered	with	4G	by	2011.	It’s	expected	North-
ern	Nevada	users	will	be	part	of	that	group.	
	 Keeping	 pace	 with	 explosive	 techno-
logical	 advances	 isn’t	 cheap.	 In	 the	 past	
few	 years,	 AT&T	 and	 Verizon	 spent	 a	
whopping	$450	million	and	$550	million	
respectively	 to	 upgrade	 the	 companies’	
Nevada	 networks	 alone.	Nationally,	 those	
figures	soar	well	into	the	billions	of	dollars.	
And	those	investments	will	continue,	said	
Verizon’s	Danfield.	“It’s	all	about	mobility.	
People	want	to	take	their	entire	office	with	
them.	They	want	 the	 same	desktop	expe-
rience	whether	they’re	at	the	office,	on	the	
Strip,	 at	home	or	 at	 a	 soccer	game	work-
ing.”	Danfield	said.	
	 Using	your	smartphone	instead	of	cash	
is	just	around	the	corner	as	well,	Danfield	
noted.	Already,	in	several	overseas	coun-
tries,	people	are	able	 to	use	money	on	a	
cellphone	account	 to	buy	goods	and	ser-
vices.	All	they	have	to	do	is	enter	several	
codes	into	their	phones.	Almost	instantly,	
a	 proprietor’s	 phone	 and	 the	purchaser’s	
cell	 receive	 texts	 stating	 the	 transfer	 is	
complete.	

	 As	 recently	 as	2009,	 an	AT&T	 report	
showed	mobile	data	traffic	had	increased	
5,000	percent	during	a	three-year	period.	
And	 that	 astounding	 figure	 is	 expected	
to	continue	to	soar	 into	 the	stratosphere,	
thanks	to	4G	capabilities	and	other	yet-to-
be	developed	technological	advances.

Nation’s First Wireless
Backbone

	 Faster	 connections	 in	 the	 explosive	
mobile	 telecommunications	 industry	
have	 helped	 to	 boost	 the	 bottom	 line	
at	 companies	 like	 Nevada’s	 1Velocity.	
Founded	just	four	years	ago,	1Velocity	is	
responsible	for	building	the	nation’s	first	
telecommunications	 backbone	 ring	 us-
ing	 (millimeter-wave)	 wireless	 fiber.	 A	
backbone	system	must	be	able	to	support	
many	 different	 user	 applications,	 from	
simple	voice	transmissions	to	high-speed	
data	and	multimedia	networks.	
	 While	phone	and	cable	companies	build	
their	backbone	systems	underground	us-
ing	 fiber-optic	 cabling,	 1Velocity	 is	 able	
to	 move	 its	 wireless	 fiber	 almost	 seam-
lessly	from	rooftop	to	rooftop	at	a	fraction	
of	the	costs	associated	with	building	and/
or	 expanding	 a	 landline	 operation.	 The	
company	specializes	in	just	two	products:	
Ethernet	transport	and	Internet	access	in	
Nevada.	 1Velocity	 provides	 mega	 busi-
ness	 data	 lines	 for	 private	 networks	 and	
Internet	 access	 to	 governments,	 casinos,	
healthcare	 companies	 and	other	 telecom	
carriers.	
	 Mike	 Ballard,	 chairman	 and	 presi-
dent	of	1Velocity,	credits	the	company’s	
unique	focus	and	business’	demands	for	
better,	more	dependable	and	faster	wire-
less	 technology	 as	 the	 major	 reasons	
1Velocity	 has	 continued	 to	 grow	 even	

during	 the	 recession.	 “Busi-
ness’	 have	 contracted,	 yes.	
But	 their	 Internet	 needs	
have	only	gone	up.	Busi-
nesses	want	 and	need	
bigger,	 faster,	 more	
accessible	 connec-
tions,”	he	said.	

John Britton,
AT&T West

“The world has gone mobile. 
Today, networks are no longer 
attached to places but people. You 
simply take the network with you, 
wherever you go. All the capabilities 
travel right along with you.”
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	 The	 onslaught	 of	 more	 efficient,	 cost	
effective	 and	 lightning	 speed	 transmis-
sion	 systems	 has	 enabled	 telecom	 com-
panies	 to	offer	customers	some	products	
at	a	fraction	of	their	former	costs.	Take	a	
20-man	office	PBX	system,	for	example.	
In	 the	 old	 days,	 business	 owners	 would	
have	 to	 purchase	 analog	 phones,	 digital	
phones,	 software	 programs,	 digital	 line	
cards,	 etc.	Those	 expenses	 coupled	with	
labor	costs,	 for	product	 installation,	pro-
gramming	 and	 employee	 training,	 could	
typically	cost	a	business	anywhere	 from	
$40,000	to	$50,000.	
	 “Today,	you	can	offer	products	that	re-
quire	 absolutely	 no	 capital	 investment,”	
said	 Joseph	 Brondon,	 vice	 president	 of	
sales	and	marketing	at	Excella,	the	former	
Nevada	Telephone	Co.	
	 Indeed,	 in	 today’s	 current	 environ-
ment	 initial	 startup	 costs	 for	 a	 20-man	
PBX	system	can	run	as	low	as	$500.	“All	
you	 have	 to	 do	 is	 install	 a	 router,	 inter-
face	with	a	network	and	install	a	switch,”	
Brondon	said	matter	of	factly.	
	 There	are	no	phones,	cards	or	software	
to	buy	and	telecom	companies	like	Excel-
la	oversee	the	entire	system	for	a	monthly	
fee	of	$20	to	$30	per	phone.	You	can	get	
into	 the	 network	 at	will	 to	 upgrade	 and	
make	any	changes	your	business	requires	
without	incurring	additional	costs	associ-
ated	 with	 replacing	 antiquated	 systems.	
“If	you	do	a	‘hosted’	phone	system	your	
software	will	be	updated	continuously	at	
no	extra	cost,”	Brondon	said.	
	 Excella	serves	as	the	manager,	or	‘host,’	
of	the	entire	system.	In	its	role	as	“host,”	
Excella	will	 automatically	 upgrade	 soft-
ware	programs	or	any	other	products	on	a	
seamless	basis	whenever	the	need	arises.	
Business	owners	and	employees	just	plug	
in	the	jack	and	leave	the	rest	of	the	com-
munication	worries	to	Excella.	“It’s	much	
more	 cost	 effective.	We	 can	 tweak	 sys-
tems,	fine	tune	a	network	and	infrastruc-
ture	 system	 and	 be	 more	 cost	 effective	
when	doing	it,”	Brondon	said.	
	 New	 technology	 has	 also	 enabled	
firms	 like	 Excella	 to	 offer	 programs	
that	allow	businesses	to	do	“cloud	com-
puting”	 in	 a	more	 secure	 environment.	

Mike Ballard,
1Velocity

“Businesses want and need
bigger, faster, more 
accessible connections.”

http://hutchlegal.com
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gram	 you	 need	 for	 your	 business	 over	
the	Internet,”	said	1Velocity’s	Ballard.
	 Excella	just	rolled	out	a	program	called	
Sunuvola,	 the	 name	 of	 which	 translates	
into	“your	cloud.”	In	addition	to	manag-
ing	telephone	applications,	Excella’s	new	
product	enables	the	company	to	oversee	a	
firm’s	data	applications	as	well.	“It’s	a	vir-
tual	 server	 environment,”	 Brondon	 said.	
“We	can	take	all	critical	data	and	put	it	in	
a	secure	environment.		And	a	firm	can	use	
the	same	carrier	to	access	the	Internet	and	
get	to	all	of	its	(software)	applications.”	

Cloud	computing	is	the	new	buzz	phrase	
used	by	companies	that	offer	computing	
services	 in	 their	 own	 data	 centers.	Us-
ers	can	get	access	to	software	service	on	
demand,	 usually	 over	 the	 Internet	 and	
through	 a	 web	 browser.	 The	 big	 push-
ers	 of	 cloud	 technology,	which	 include	
Google,	 IBM	 and	Microsoft,	 argue	 the	
concept	 offers	 more	 flexible	 and	 cost	
effective	 computing,	which	 in	 turn	 can	
shorten	 the	 time	 companies	 get	 their	
products	to	market	and	consumers.	“Ba-
sically,	 you	 just	 get	 the	 software	 pro-

Telecoms Take on Cable 

	 With	 all	 the	 mind-boggling	 smart-
phone	capabilities,	 it	 should	 come	as	no	
surprise	 that	 cable	 providers	 aren’t	 rest-
ing	on	their	TV	laurels	when	it	comes	to	
wireless.	 Indeed,	 Cox	 Communications	
Inc.,	 one	 of	 the	 country’s	 leading	 cable	
providers,	recently	rolled	out	wireless	ser-
vice	 in	several	markets	 including	South-
ern	California,	Virginia,	and	Nebraska.	
	 And	Nevada’s	expected	to	join	that	list	
soon,	 said	Marilyn	Burrows,	Cox	 senior	
vice	president	and	general	manager,	Las	
Vegas.	
	 Since	 the	majority	 of	mobile	 custom-
ers	 sign	 up	 for	 plans	 at	 stores	 operated	
by	providers,	Cox	chose	 to	 introduce	 its	
mobile	products	via	its	own	retail	outlets.	
To	date,	the	company	has	several	stores	in	
Southern	Nevada	and	more	are	scheduled	
to	open	 this	year.	“It’s	a	direction	 that	a	
lot	 of	 communication	 service	 providers	
are	heading,”	Burrows	said.	
	 It’s	 not	 the	first	 time	 the	 cable	 indus-
try	 has	 tried	 to	 break	 into	 the	 wireless	
market.	A	little	more	than	five	years	ago,	
the	 industry	 attempted	 to	 sell	 wireless	
through	a	joint	venture	with	Sprint	called	
Pivot.	 It	 failed	 to	 take	 off,	 and	 by	 2008	
Pivot	was	pretty	much	dead	in	the	water.	
But	with	 the	advent	of	 smartphones	and	
fierce	 competition	 from	 providers,	 cable	
companies	 are	 expecting	 much	 greater	
success	 in	 the	 re-launch	of	wireless	 ser-
vices.	 Telephone	 giants	 like	 AT&T	 and	
Verizon	already	offer	bundle	packages	for	
TV,	high-speed	Internet,	landline	phones	
and	wireless	voice	and	data.
	 While	 cable	 providers	 like	 Cox	 are	
looking	 to	 wireless	 for	 more	 business	
opportunities,	 phone	 companies	 like	
CenturyLink,	 which	 serves	 Southern	
Nevada,	 are	 switching	 on	 the	 TV	 set	
to	 broaden	 their	 customer	 bases.	 Cen-
turyLink’s	 new	 offerings	 include	 three	
different	tiers	of	HD	television	coverage	
bundled	with	faster	Internet	and	unlimit-
ed	local	and	long-distance	telephone	ser-
vice.	Jeff	Oberschelp,	vice	president	and	
general	 manager	 of	 CenturyLink’s	 Ne-
vada	operations,	 said	 entering	 the	hotly	
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The Commission for Common-
Interest Communities (CIC) has 
ruled that collection agencies 
serving homeowners associations 
can collect for the costs associated 
with recovering delinquent 
assessments on foreclosed homes.  
The CIC also ruled that collection 
fees will be capped at $1,950 per 
homeowner plus associated costs.

tions	 Inc.	Charter	 provides	 cable	 service	
in	Northern	Nevada.	The	company	recent-
ly	emerged	from	Chapter	11	bankruptcy.	
	 Charter’s	 bankruptcy	 was	 just	 an-
other	 stinging	 reminder	of	 just	how	 long	
wretched	 economic	 conditions	 dragged	
on	 for	 TV	 providers.	 Not	 that	 any	 play-
ers	 needed	 reminding,	 particularly	 those	
in	a	state	like	Nevada.	“Every	one	in	ten	
homes	 is	 still	 vacant.	 That’s	 a	 very	 big	
deal	when	you’re	a	cable	company,”	said	
Cox’s	Burrows.	
	 And	even	 in	 the	homes	 that	 are	occu-
pied,	 many	 residents	 are	 still	 struggling	
financially.	“We	try	our	best	to	(connect)	
them	 with	 the	 amount	 of	 product	 that	
meets	 their	 needs	 at	 the	 lowest	 possible	
cost,“	Burrows	said.
	 Some	 pay	 TV	 customers	 are	 simply	
canceling	 their	 cable	 altogether.	Accord-
ing	 to	 published	 industry	 reports,	 cable	
and	satellite	companies	had	a	net	 loss	of	
some	 330,000	 customers	 from	 April	 to	
September	 of	 2010.	 Some	 of	 those	 for-
mer	pay	TV	customers	are	trying	out	free	
television	 by	 placing	 modern-day	 ver-
sions	of	rabbit-ear	antennas	on	top	of	their	
sets.	The	quality,	however,	 is	affected	by	
weather	 conditions	 and	heavy	movement	
in	the	viewing	room.	
	 While	 antenna	 reception	 is	 improving,	
with	 newer	more	 advanced	 antennas,	 it’s	
unlikely	the	majority	of	Americans	will	be	
“rabbit-earring”	 to	 satisfy	 their	 insatiable	
TV	 appetites,	 particularly	when	 it	 comes	
to	sports.	After	all,	it’s	estimated	that	about	
90	 percent	 of	 American	 households	 still	
subscribe	 to	 cable	 or	 satellite	 television.	
That	 figure	 has	 been	 slowly	 and	 steadily	
rising	throughout	the	past	few	years.
	 The	 increased	 TV	 competition	 from	
players	like	CenturyLink	hasn’t	gone	un-
noticed	 at	 cable	 firms	 like	 Cox.	 Despite	
the	tough	economic	times,	the	cable	giant	
has	 been	 continually	 upgrading	 and	 im-
proving	its	product	in	an	effort	to	contin-
ue	growing	 its	 business	 and	maintain	 its	
customer	base.	A	small	sampling	of	those	
efforts	 include:	 more	 HD	 programming,	
one-screen,	multiple	channel	viewing	ca-
pabilities	and	DVR	programming	via	your	
telephone.	 Like	 other	 providers,	 Cox	 is	

competitive	TV	market	was	inevitable,	in	
light	of	the	continually	shrinking	landline	
phone	service.	
	 “You	can’t	hang	your	hat	on	the	tradi-
tional	 business,	 which	 is	 the	 telephone,	
when	more	and	more	people	are	moving	
away	from	landlines	to	wireless.	We	have	
to	continue	to	figure	out	a	way	to	keep	our	
infrastructure	useful.	And	TV	is	a	natural	
progression.”
	 Called	 Prism,	 CenturyLink’s	 com-
petitive	TV	package	includes	a	variety	of	
bells	and	whistles	including	a	home	digi-
tal	 video	 recorder	 (DVR)	 program	 that	
enables	customers	to	watch,	record,	pause	
and	play	back	up	to	4	shows	at	once	with	a	
single	DVR.	
	 CenturyLink,	 which	 grew	 into	 one	 of	
the	top	baby	bell	companies	with	its	recent	
purchase	of	Qwest,	is	a	provider	of	broad-
band,	entertainment	and	voice	services	to	
both	residential	and	business	customers	in	
33	states,	including	Nevada.	

From Rabbit Ears to
Multi-Channel Viewing

	 While	 the	 recession	 is	 slowing	 down	
in	Nevada,	it	still	is	a	very	tough	environ-
ment	for	TV	providers,	particularly	cable	
giants	like	Cox	and	Charter	Communica-

bundling	 those	new	offerings	along	with	
lightning	speed	Internet	and	unlimited	lo-
cal	and	long-distance	phone	calls.	
	 New	TV	players	 like	CenturyLink	are	
offering	 low	 3-month	 trial	 rates	 to	 lure	
longtime	 cable	 customers.	 The	 question	
remains:	Will	all	this	lead	to	lower	pricing	
in	 the	 long	 run?	At	 this	 point,	 it	 doesn’t	
appear	 so	 since	 TV	 providers’	 pricing	
flexibility	 is	 stymied	 by	 several	 factors	
including	the	stratospheric	salaries	sports	
figures	are	paid.	“Those	contracts	are	paid	
for	by	what	happens	on	TV	stations,”	said	
Cox’s	Burrows.	
	 Providers	are	also	being	pinched	by	lo-
cal	broadcast	stations,	which	charge	cable	
and	other	TV	providers	a	fee	for	retrans-
mission	of	their	programming.	Previously,	
broadcasters	were	willing	to	do	an	adver-
tising	 trade	 for	cable	airtime.	“It	used	 to	
be	 an	 advertising	agreement,	 a	 tit	 for	 tat	
would	 cover	 it,”	 Burrows	 said.	 “But	 as	
broadcasters	 became	 more	 consolidated,	
that	changed.	Plus	they’ve	been	squeezed	
during	the	recession,	as	well.”
	 Meanwhile,	 it’s	 clear	 business	 and	
consumer	 demands	 for	 faster	 more	 ap-
plicable	 mobile	 devices	 will	 continue	 to	
grow.	CenturyLink’s	Oberschelp	believes	
the	healthy	competition	will	result	in	bet-
ter	 products.	 “People	 are	 too	 smart	 and	
sophisticated	to	let	any,	one	provider	dic-
tate	(services).	It	will	be	(consumers)	who	
will	tell	us	what	they	want	and	where	they	
want	it	provided.	I’m	a	firm	believer	that	
competition	makes	us	sharper	and	better,”	
he	said.	
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s	they	welcome	the	arrival	of	2011,	economic	
developers	 in	Nevada	 look	 to	 the	New	Year	
with	both	eagerness	and	apprehension.	Will	
this	be	the	year	of	the	perfect	storm	that	can	
propel	 the	 state	 toward	 sustainable	 eco-

nomic	 diversification?	 Or	 will	 2011	 be	 another	 year	
overshadowed	by	continued	economic	hard	 times	and	
frustrations?	
	 Absent	a	crystal	ball	to	forecast	the	financial	future,	
many	 leaders	 are	 betting	 that	 the	Silver	 State	 is	well	
positioned	to	take	advantage	of	the	opportunities	pre-
sented	by	the	recession.	“I’m	really	upbeat.	I’m	a	glass-
full	 kind	of	 person,”	 explains	Bob	Cooper,	 economic	
development/redevelopment	 manager	 for	 the	 City	 of	
Henderson.	 “Being	 small	 and	 nimble	we	 can	 accom-
plish	 great	 things.”	While	 rolling	 up	 their	 sleeves	 to	
tackle	the	challenges	ahead,	developers	discuss	the	va-
riety	of	approaches,	strategies	and	situations	 that	will	
hopefully	play	to	Nevada’s	economic	advantage	in	the	
coming	months	and	years.	

A
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Nevada	is	a	business	site,”	explains	Mike	
Skaggs,	executive	director	of	the	Nevada	
Commission	on	Economic	Development	
(NCED).	Despite	limited	budgets	(NDA	
operates	on	about	$1	million	a	year	 for	
marketing),	 development	 entities	 have	
embraced	the	reality	of	a	global	econo-
my	and	recognized	the	necessity	of	func-
tioning	within	it.	Skaggs	emphasizes	the	
need	to	encourage	and	support	Reno/Ta-
hoe	International	Airport’s	effort	to	ob-
tain	cargo	contracts	from	Asian	airlines,	
for	example.
	 In	 an	 effort	 to	 recruit	 foreign	 capital	
to	Nevada,	Rob	Hooper,	executive	direc-
tor	 of	 Northern	 Nevada	 Development	
Authority	 (NNDA),	 describes	work	 un-
derway	through	the	federal	government.	
“We’re	 forming	 the	 Nevada	 State	 Re-

gional	EB-5	Center,”	he	says.	The	center	
is	expected	to	raise	between	$20	and	$30	
million	in	the	next	three	years	with	for-
eign	 nationals	 investing	 a	 minimum	 of	
$500,000	each	 in	Nevada	businesses	 in	
exchange	for	green	card	visas.	
	 Equally	 important	 to	 outside	 recruit-
ing	 is	 growing	 from	 within,	 according	
to	 Chuck	Alvey,	 president	 and	 CEO	 of	
the	Economic	Development	Authority	of	
Western	Nevada	(EDAWN).	“We	will	al-
ways	continue	to	recruit	companies	from	
outside	 the	 state,	 but	 we’re	 also	 help-
ing	 companies	 (in	Nevada)	 to	 expand,”	
he	 says.	Due	 to	 the	 high	 cost	 of	 initial	
recruitment	 and	 relocation,	 it’s	 cheaper	
to	create	jobs	from	within.	“It’s	a	better	
deal	 to	 do	 organic	 growth	 internally,”	
Hollingsworth	says.
	 Because	of	 the	 lack	of	 local	 resourc-
es,	 recruiting	 in	 the	 rural	 communities	
is	 especially	 challenging,	 according	 to	

Recruiting

	 Almost	 as	 soon	 as	 midterm	 election	
results	 were	 announced	 in	 neighboring	
California,	 telephones	 in	 economic	 de-
velopment	offices	around	Nevada	began	
ringing	off	the	hook.	Although	the	num-
ber	 of	 businesses	 relocating	 from	Cali-
fornia	 to	Nevada	had	decreased	consid-
erably	during	the	recession,	it’s	predicted	
to	ramp	up	once	again	due	to	the	election	
of	Jerry	Brown	as	governor	as	well	as	the	
implementation	 and	 expectation	 of	 ad-
ditional	 legislation	 that	 is	 unfriendly	 to	
business,	such	as	a	29.6	percent	increase	
in	workman’s	comp.	“We’re	buried	with	
the	number	of	companies	that	are	calling	
us,”	says	Somer	Hollingsworth,	CEO	of	

Nevada	Development	Authority	 (NDA).	
“Strong,	amazing	companies	are	saying	
they	can’t	be	there	anymore.”	
	 Although	 it	might	 seem	 easy	 to	 pick	
the	 low-hanging	 California	 fruit	 once	
again,	 Hollingsworth	 cautions	 that	 Ne-
vada	will	need	to	work	to	stay	in	the	hunt	
as	 businesses	 comparative	 shop	 among	
states	 that	 offer	 lucrative	 incentives	 for	
relocation.	 Successful	 states	 will	 be	
those	whose	economic	entities	work	to-
gether	 to	design	 the	 right	packages	 that	
include	 financial	 and	 lifestyle	 advan-
tages	 that	 are	 relevant	 to	 current	 times.	
“Competition	 has	 never	 been	 greater,”	
Hollingsworth	emphasizes.	
	 In	addition,	developers	insist	that	suc-
cessful	recruiting	shouldn’t	be	limited	to	
neighboring	states,	but	expanded	around	
the	 country	 and	 the	world.	 “One	of	 the	
most	important	things	is	to	make	certain	
that	 the	global	community	 realizes	 that	

Pam	 Borda,	 executive	 director	 of	 Elko	
County	 Economic	 Diversification	 Au-
thority	 (ECEDA).	 To	 help	 better	 posi-
tion	themselves	for	success	in	such	com-
munities	 as	Wells,	West	Wendover	 and	
Carlin,	 for	 example,	 ECEDA	 is	 estab-
lishing	 an	 entrepreneurial	 program	 for	
economic	gardening.	Similar	to	business	
incubators,	the	program	will	provide	an	
eclectic	array	of	expertise	for	businesses	
to	tap	into	as	well	as	access	to	a	revolv-
ing	loan	fund.	“There’s	a	gaping	hole	for	
business	 that	we	 can’t	fill	with	 existing	
programs,”	Borda	says.			

Workforce Development 

	 Recognizing	 that	workforce	 develop-
ment	is	critical	to	job	creation,	economic	
developers	 are	 forming	 closer	 alliances	
and	 relationships	 with	 industry	 asso-
ciations,	 community	 groups	 and	 educa-
tional	institutions.	“If	we	want	to	look	at	
the	recession	as	an	opportunity	we	need	
to	 look	at	 the	workforce,”	Cooper	 says.	
There	are	alternatives	 to	simply	putting	
more	 money	 into	 education	 (especially	
in	 the	current	 lean	 times).	One	such	al-
ternative	can	be	achieved	through	target-
ing	funds	into	training	programs	specifi-
cally	aimed	at	creating	sustainable	 jobs	
that	exist	or	will	be	expected	to	exist	in	
Nevada.	 “We	need	 skill-specific	 educa-
tion	around	a	particular	industry,”	Alvey	
says.	
	 With	 2,000	 manufacturers	 calling	
Nevada	 home,	 economic	 developers	
have	zeroed	in	on	increasing	education,	
awareness	 and	 opportunities	 for	 em-
ployment	 in	 the	 manufacturing	 sector.	
“We	have	purchased	a	license	from	the	
Manufacturer’s	 Institute,	 which	 is	 the	
nonprofit	 organization	 of	 the	 National	
Association	of	Manufacturing	(NAM),”	
explains	Hooper.	“We	are	spearheading	
a	statewide	program	using	the	Dream	It.	
Do	 It	 initiative.”	 To	 provide	 nationally	
portable,	 industry-recognized	 certifica-
tions,	the	initiative	facilitates	collabora-
tions	with	Western	Nevada	College,	the	
University	of	Nevada,	Reno	(UNR),	the	

Mike Skaggs,
Nevada Commission on Economic Development

“One of the most important things
is to make certain that the
global community
realizes that Nevada is
a business site.”
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Department	 of	 Employment,	 Training	
and	 Rehabilitation	 (DETR)	 and	 other	
economic	and	educational	entities	in	the	
state.	 Although	 the	 state	 already	 em-
ploys	 around	 40,000	workers	 in	manu-
facturing	 jobs	 that	 pay	 on	 average	 18	
percent	 more	 than	 non-manufacturing	
positions,	 NAM	 reports	 a	 shortage	 of	
skilled	workers	nationwide.	The	goal	of	
the	initiative	is	to	help	expand	both	the	
number	 of	 workers	 and	 manufacturers	
in	Nevada	which	will	assist	in	long-term	
economic	stability.
	 Additional	 examples	 of	 aligned	 edu-
cational	 and	 career	 pathways	 exist	 in	
higher	education	across	 the	state.	Great	
Basin	College	in	Elko	offers	programs	in	
healthcare,	technical	trades	and	electron-
ics	while	UNR	participates	 in	a	public/
private	 relationship	 with	 General	 Elec-
tric	 in	Minden	 through	 its	 engineering	
school.	Private	colleges,	including	all	13	
in	Henderson,	 are	 enjoying	growth	 that	
is	off	the	charts,	according	to	Cooper,	as	
they	offer	 training	for	specific	jobs	 that	
are	 available	 in	 the	Silver	 State.	 “Ever-
est	 College	 is	 in	 a	 boom	 cycle.	 Their	
programs	are	bursting	at	the	seams,”	he	
says.	 Because	 private	 colleges	 need	 to	
place	 80	 percent	 of	 their	 graduates	 in	
jobs	 in	 order	 to	 retain	 their	 accredita-
tion,	their	programs	are	highly	likely	to	
be	relevant	to	jobs	in	the	area.
	 In	addition	to	workforce	development,	
the	phenomenon	of	“back	shoring”	might	
also	help	 attract	 additional	manufactur-
ing	to	Nevada.	As	many	American	com-
panies	 realize	 that	 outsourcing	 isn’t	 as	
profitable	as	they	thought	it	would	be,	in-
creasing	numbers	are	moving	their	man-
ufacturing	processes	back	to	the	United	
States.	 Although	 a	 company	might	 pay	
40	 percent	 less	 in	 payroll	 costs	 outside	

the	 country,	 the	 loss	 in	 productivity	
might	be	as	high	as	60	percent,	accord-
ing	to	a	study	by	Compass	Management	
Consulting.	
	 Other	 possible	 negative	 aspects	 of	
foreign	manufacturing	 include	 the	 high	
cost	 of	 freight,	 poor	 quality	 of	 goods,	
slower	 turnaround	 time,	 lack	of	 inspec-
tions,	 wasted	 executive	 time,	 a	 larger	
carbon	 footprint	 and	 the	 cost	of	money	
being	tied	up.	Also,	as	more	Americans	
are	affected	by	high	unemployment,	the	
desire	to	buy	goods	made	in	America	is	
bound	to	increase	as	it	will	contribute	to	
job	creation.

Cluster Industries

	 Much	 like	 composing	 a	 letter	 to	San-
ta	 Claus,	 economic	 development	 mov-
ers	and	shakers	have	 their	own	personal	
laundry	 lists	 of	 which	 cluster	 industries	
they	believe	will	do	the	best	job	of	mov-
ing	 Nevada’s	 economy	 forward	 toward	
long-term	 sustainability.	 The	 lists	 in-
clude	a	mix	of	proven	sacred	cows,	such	
as	 gaming,	 along	with	 highly	 touted	 al-
ternative	 energy	 and	 glitzy	 biomedical	
tourism.	Other	favorites,	as	suggested	by	
economic	developers,	 include	 aerospace,	
biotech,	digital	tech,	fashion,	information	
technologies,	bioscience,	homeland	secu-
rity/defense	 manufacturing,	 healthcare,	
administrative	 back	 office	 environment,	
software	 publishing,	 international	 part-
nerships,	transportation,	film	and	mining.	
	 After	 years	 of	 talking	 up	 alternative	
energy	 as	 Nevada’s	 newest	 economic	

Continues on page 30

Chuck Alvey,
EDAWN

“We will always continue to recruit 
companies from outside the state,
but we’re also helping 
companies (in Nevada)
to expand.”
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risen	 up,	 taken	 the	 responsibility	 and	
said	 there	 is	a	 lot	of	unnecessary	stuff	
going	on	here.
Matheis:	 I	 think	 it’s	 a	 misalignment	
of	priorities.	 	Congress	creates	the	pri-
orities	of	what	the	system	is	intended	to	
cover	 and	 then	 they	 fail	 to	 adequately	
fund	those	priorities.		Instead,	they	shift	
it	to	other	priorites	and	we’re	stuck	with	
those.
Dr. Jack Ruckdeschel:	I	don’t	think	the	
feds	have	set	any	priorities	for	it.	I	think	
physicians	have	responded	in	the	work-
place	 to	 something	 that	 most	 people	
find,	that	primary	care	is	consummately	
boring	as	a	specialty	and	the	specialties	
are	 better	 reimbursed.	 They’re	 not	 so	
much	better	 reimbursed	 as	 a	Medicare	
policy	 because	 throughout	 the	 system	
we	 reimburse	 procedures	 rather	 than	
overall	care	of	the	patient.	I	don’t	think	
Medicare	has	set	those	policies	and	pro-
cedures.
Matheis:	Medicare	did.
Abdou:	 Medicare	 is	 the	 largest	 payer.		
You’re	 both	 right.	 	 There	 is	 misdirec-
tion	 of	 the	 funding	 and	 funding	 had	
driven	the	outcome.		Unfortunately,	the	
industry,	healthcare,	is	financially	driv-
en.		My	point	is,	there	is	so	much	mon-
ey.		It’s	misdirected	and	that’s	where	we	
are	today.

lways	a	hot	topic,	healthcare	is	
expected	 to	 continue	 being	 a	
controversial	 issue.	 Between	
healthcare	 reform	 legislation	
and	the	poor	economy,	many	

in	 the	 healthcare	 industry	 find	 them-
selves	caught	in	the	middle,	wondering	
what	the	future	holds.		Recently,	execu-
tives	 representing	 this	 changing	 indus-
try	met	at	Holland	&	Hart’s	Las	Vegas	
office	 to	 discuss	 the	 trends	 and	 chal-
lenges	they	expect	to	see	in	the	future.
	 Connie	 Brennan,	 publisher	 of	 Ne-
vada Business Magazine,	 served	 as	
moderator	for	the	event.	These	month-
ly	meetings	are	designed	to	bring	lead-
ers	together	to	discuss	issues	pertinent	
to	their	industries.	Following	is	a	con-
densed	 version	 of	 the	 roundtable	 dis-
cussion.	

How has federal 
funding affected 
healthcare?
Larry Matheis:	 I	 point	 out	 to	 physi-
cians	 the	 crisis	 precedes	 the	 legisla-
tive	 session	 and	 starts	 in	Washington.		
Congress	 made	 a	 mistake	 in	 the	 law,	
and	since	2002	we’ve	gone	 through	an	
annual	 ritual	of	Congress	having	 to	do	

a	 one-year	 patch	 [Medicare],	 because	
each	 time	 they’ve	 been	 unwilling	 to	
pay	 to	 change	 the	 law,	 to	 fix	 the	 law,	
and	it	has	a	formula	that’s	simply	crazy.	
It	 starts	 with	 the	 federal	 government.	
After	 all,	 the	Medicare	program	 is	 the	
largest	coverage	program	in	the	history	
of	 the	world.	 It	 is	 a	 huge	 undertaking,	
and	 it	 is	 unsustainable	 because	 right	
now	they	haven’t	been	able	to	adequate-
ly	 fund	 it	 with	 the	 promises	 they’ve	
made.	Right	now,	12	percent	of	doctors	
in	this	state	have	given	up	Medicare	this	
year.	So	doctors	have	begun	 to	 re-look	
at	whether	or	not	they	can	afford	to	stay	
in	 the	 Medicare	 program	 for	 the	 first	
time	since	I’ve	been	around.	
Dr. Sherif Abdou:	Maybe	 they	should.	
Maybe	 it’s	 a	good	 thing	 for	 everybody	
to	wake	up	and	say,	 the	current	system	
is	not	only	not	working,	but	it’s	not	sta-
ble.	The	only	disagreement	I	have	with	
the	statement	made	is	that	I	don’t	think	
there	 is	 inadequate	 funding.	 There’s	
plenty	of	money.	 	If	anybody	thinks	or	
says	 that	 there	 isn’t	 enough	 money	 in	
healthcare	or	being	spent	on	healthcare	
today,	 it’s	 [because]	 the	 spending	 is	 in	
the	wrong	 place,	 it’s	misaligned,	 it’s	 a	
lot	of	waste,	a	lot	of	fraud.		The	reality	
is	we,	the	doctors,	who	are	complaining	
today	about	the	21	percent	cut,	have	not	

A
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Charles Perry:	 I	 don’t	 believe	 it’s	
Congress	 that	 directs	 it	 anymore.	
There’s	 not	 enough	 people	 in	 Con-
gress	 that	 understand	 the	 system	 and	
the	 problems	 that	 they’ve	 created,	
much	less	figuring	out	a	way	to	know	
how	 to	 solve	 them.	 They’ve	 shifted	
that	responsibility	over	to	the	bureau-
cracy,	 principally	 the	 people	 in	 the	
centers	 for	 Medicare	 and	 Medicaid	
services.	 So	 Congress	 essentially	 is	
just	 reacting	 to	what’s	 taken	 to	 them	
by	the	bureaucracy.	
Kara Jenkins:	 I	 have	 no	 input	 on	
the	 reimbursement	 rate	 in	 terms	 of	 a	
physician’s	 perspective	 because	 I’m	
not	 a	 physician.	 	 I	 can	 say	 that	 since	
we’ve	 launched	Access	 to	Healthcare	
Network	 in	 the	 South,	 we	 have	 suc-
cessfully	been	recruiting	doctors	who	
have	 been	 more	 than	 happy	 to	 take	
cash	 at	 the	 time	 of	 service	 for	 vastly	
reduced	rates	for	our	low-income	pop-
ulation.	[The	doctors]	have	said	to	me,	
this	 is	 better	 than	my	 reimbursement	
rate	from	Medicare	or	Medicaid.	They	
agree	 to	 reduced	 rates,	 at	 the	 same	
time	they	know	that	our	members	are	
coming	ready	to	pay	for	the	service.	
Dr. Michael Crovetti:	One	of	the	prob-
lems	 with	 Medicare	 is	 that	 you	 take	
reimbursement	 away	 from	 physicians,	
but	you	don’t	regulate	any	of	their	ac-
tivity,	 really,	 in	 terms	 of	 whether	 we	
pass	 or	 perform	 procedures.	 	 Medi-
care	 was	 going	 to	 cut	 physician’s	 re-
imbursement	 21	 percent.	 	 What’s	 the	
surgeon	going	 to	do?	 	How’s	he	going	
to	respond?	He’s	going	to	do	more	sur-
gery,	more	procedures	and	more	cases.
Ruckdeschel:	It	wasn’t	Medicare	that	
told	the	State	of	Nevada	to	stop	fund-
ing	medical	education	for	the	last	two	
or	three	decades.		That’s	what	impacts	
us	 here	 on	 a	 regular	 basis.	 	 The	 ab-
sence	 of	well-trained	 specialists	who	
keep	feeding	each	other	back	and	forth	
in	terms	of	pushing	each	other.		They	
drive	the	practitioners	 in	an	area	to	a	
higher	standard	because	their	compet-
ing	 and,	 in	 turn,	 the	medical	 schools	
are	pushed.		We	don’t	have	any	of	that.

best	training	settling	in	this	area.	Most	
fellows	settle	where	they	do	their	train-
ing.	So	everybody	just	goes	out	and	sort	
of	does	their	thing,	and	I	think	that’s	a	
gaping	hole	in	the	center	of	the	medical	
community	we	have	here.	
Crovetti:	 I	 couldn’t	 agree	more	on	 the	
status	of	fellowship	programs	in	educa-
tion.	 It	 seems	 that	 people	 relocate	 and	
move,	become	part	of	a	community	that	
is	supported	by	education	in	our	school	
and	 our	 healthcare.	 We’re	 sitting	 here	
in	an	economy	that	obviously	has	lived	
on	 its	gaming	 for	many	years.	We	saw	
an	 amazing	 2000’s	with	 the	 growth	 in	
the	 home	 market	 providing	 jobs	 and	
people	 coming	 to	 Nevada.	We	 missed	
a	tremendous	opportunity	to	be	a	great	
healthcare	 community	 when	 all	 of	
those	 people	 and	 money	 were	 coming	
here	because	the	money	wasn’t	allotted	
properly	 into	 our	medical	 schools	 and	
fellowship	programs.	
Abdou:	It’s	a	leadership	issue.		The	fo-
cus	of	the	leadership	in	Nevada	has	al-
ways	 been	 in	 the	 gaming	 industry.	 	 It	
is	a	chronic	problem	here	and	we	have	
to	face	it.	We’re	either	going	to	have	to	
live	with	 it	and	say,	 this	 is	Vegas,	 take	
it	or	leave	it.	Otherwise,	we’re	going	to	
have	 to	 change	 it	 so	 that	 the	most	 im-
portant	people	are	not	Steve	Wynn,	they	
are	 the	people	who	are	delivering	edu-
cation	and	healthcare	and	whatever.	To	
the	government,	Steve	Wynn	and	these	
guys	are	the	most	important	people.	

Has the quality of 
physicians here 
improved over the 
last several years?
Kimball Anderson:	 I	 think	 so.	 I	 think	
some	 of	 the	 best	 physicians	 I’ve	 ever	
worked	with	I’ve	met	here	in	Las	Vegas.	
It’s	true	they’re	trained	somewhere	else,	
usually,	but	I	think	the	recent	econom-
ic	 downturn	 is	 a	wake-up	 call	 that	 the	
economy	 needs	 to	 be	 diversified	 here,	
and	 I	 hope	 that	 healthcare	 is	 a	 part	 of	
that	 diversification.	 I	 believe	 there	 is	 a	

What is holding 
Nevada back 
in regards to 
healthcare 
education?
Matheis:	 It’s	 not	 been	 a	 priority.	 But	
the	priority	in	any	state	isn’t	just	at	the	
grassroots;	it	isn’t	just	at	the	community	
level.	It’s	got	to	be	shared	and	validated	
by	the	leadership	of	the	state.	The	state	
didn’t	decide	to	have	a	school	of	medi-
cine.	 Howard	 Hughes	 decided	 to	 have	
a	 school	 of	 medicine.	 He	 completely	
funded	 its	 creation	 because	 he	wanted	
doctors	 trained	 in	 the	state.	So	even	at	
the	 beginning	 it	 wasn’t	 a	 commitment	
by	 the	 leadership	 of	 our	 community,	
or	 state	 that	 we	 need	 to	 have	 a	 medi-
cal	school	here,	it	was	the	largesse,	and	
it	was	a	bag	of	money	from	one	of	 the	
most	prominent	characters.	
Ruckdeschel:	I	think	if	you	peel	away	
the	fundamentals	of	why	we	struggle	in	
this	Valley,	it	has	to	do	with	the	chron-
ic,	almost	criminal	underfunding	of	the	
state’s	only	medical	school	for	all	these	
years.	So	absent	a	solid	medical	school	
and	 absent	 fellowship	 programs,	 we	
don’t	get	people	who	have	the	latest	and	
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nucleus	here	of	well-trained	physicians	
that	can	make	a	difference,	working	in	
concert	with	 all	 settings	 of	 healthcare.	
We	 can	 make	 a	 difference	 and	 have	
a	 positive	 influence	 on	 the	 future	 of	
healthcare	in	Nevada.	
Ruckdeschel:	I	challenge	the	view	that	
the	 quality	 of	 physicians	 here	 is	 great.	
I	think	they’re	good,	there’s	some	good	
guys	in	town,	there’s	a	few	great	people	
in	town,	but	bottom	line,	it’s	pretty	me-
diocre	and	you	cannot	find	a	lot	of	high-
end	procedures,	which	is	why	anybody	
with	 the	 resources	 goes	 to	 McCarran	
and	gets	out	of	town.	That’s	a	bad	joke,	
but	it’s	reality.	
Perry:	I	think	you’re	all	right	to	a	fairly	
large	 extent.	 I’ve	 been	 here	 almost	 40	
years.	 Quality	 of	 healthcare	 has	 im-
proved	 over	 the	 period	 of	 time	 that	
I’ve	 been	 here	 because	 back	 in	 those	
days	 it	 was	 absolutely	 true,	 you	 didn’t	
get	 good	 healthcare	 unless	 you	 went	
to	 McCarran.	 However,	 we’ve	 had	 all	
of	this	growth	and	brought	in	some	re-

ally	good	folks	and	places	like	the	Lou	
Ruvo	Center,	 the	Cleveland	Clinic	 and	
Dr.	Crovetti	and	his	group.	

How do we change 
the culture 
in Nevada to 
improve healthcare 
and healthcare 
education?
James Kilber:	 I	 am	 hearing	 numerous	
complaints	with	what	is	wrong	with	the	
healthcare	 system	 but	 no	 solutions.	 	 I	
believe	 that	 physician	 practices	 need	
to	work	as	partners	with	 the	 insurance	
companies.		In	the	past,	it	has	been	who	
can	 fight	 for	 the	 best	 rate;	 physician	
versus	 insurance	 company.	 	 Physicians	
need	to	be	accountable,	insurance	com-
panies	need	to	be	accountable	therefore,	
joining,	 and	 ACO	 (Accountable	 Care	
Organization)	 to	 improve	 the	 Health-

care	 is	 part	 of	 the	 answer.	 	 Being	 ac-
countable	to	the	patients.
Crovetti:	 I	 think	 if	 we’re	 going	 to	 re-
build,	we’ve	 got	 to	 attract	 people	with	
great	 healthcare.	 In	 2005	 I	 opened	 the	
Medical	Education	and	Research	Insti-
tute	in	Nevada,	but	we	were	thwarted	by	
the	 crisis	 in	 the	 surgical	 centers.	 And	
then	of	course	we	have	a	medical	school	
trying	to	grow	at	the	same	time.	So	how	
do	we	get	that	great	reputation	moving?	
I	think	we	do	it	through	education.	We	
do	 it	 through	 the	 fellowship	programs.	
We	keep	great	doctors	here.	
Perry:	I	don’t	know	how	you	change	the	
culture.	 One	 of	 the	 reasons	 I	 decided	
to	 run	 for	 the	 legislature	 was	 because	
it	occurred	to	me	that	there	just	wasn’t	
anybody	 in	 the	 legislature	 that	 knew	
anything	about	healthcare.	
Jenkins:	 One	 of	 the	 things	 we’re	 try-
ing	 to	 do	 with	 our	 members,	 who	 are	
low	income,	is	change	the	paradigm	of	
healthcare	[for	those]	who	don’t	have	a	
lot	 of	money.	 It’s	 a	 shared	 responsibil-
ity	model	where	 it’s	not	an	entitlement	
program,	 that’s	 why	Washington	 loves	
it.	The	Republicans	love	it	because	they	
have	 to	pay	a	membership	 fee,	kind	of	
like	a	Costco	card,	to	get	into	our	pro-
gram	 so	 they	 can	 access	 our	 network.	
The	Democrats	 love	 it	 because	 it’s	 di-
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rect	service	to	a	population	in	need.	
Matheis:	 I	am	seeing	a	culture	shift.	 I	
think	 there	 are	more	and	more	discus-
sions	like	this	on	every	aspect	of	health-
care	 going	 on	 and	 there’s	 discontent	
with	 the	 status	quo.	As	we	make	more	
and	more	 efforts	 to	 address	 aspects	 of	
what’s	 not	 as	 good	 as	 it	 should	 be	 in	
the	 Nevada	 healthcare	 system,	 eventu-
ally	you	do	have	a	cultural	shift,	you	do	
have	 a	 paradigm	 change,	 and	 then	 the	
leadership	of	the	state	will	begin	to	also	
participate	 in	 that	 change.	 They’re	 not	
where	we	 turn	 first,	 but	 at	 some	 point	
they	must	embrace	the	cultural	changes.	
Abdou:	We	sit	here	and	we	think	the	lead-
ership	 in	 this	 state,	 the	 government	 and	
Medicare	did	this	and	Medicaid	did	that.	
We	must	get	involved,	take	responsibility	
and	step	up	and	say,	we’re	going	to	fix	it.	
Not	 them	up	 in	Carson	City	or	our	gov-
ernment	or	the	Medicare	program.	We	do	
the	same	thing	that	poor	people	are	doing,	
we’re	not	taking	responsibility	for	the	in-
tegration	and	delivery	of	healthcare.	

Are we still seeing 
the staffing 
issues that were 
so prevalent a few 
years ago?
Doug Geinzer:	We	still	have	 the	 lowest	
healthcare	population	ratios	in	the	coun-
try.	That	hasn’t	changed.	I	don’t	think	Ne-
vada	planned	 for	 the	growth	 that	we’ve	
experienced	 in	 the	 last	20	years.	We’ve	
never	 had	 that	 strategic	 plan	 to	 handle	
staffing.	We	were	 just	 awarded	 a	 grant	
from	Health	and	Human	Services	to	look	
at	a	ten-year	staffing	model,	a	workforce	
development	plan	for	Nevada	in	order	to	
take	 a	 look	 at	where	we	 are	 today	 and	
what	 it	will	 require	 to	grow	our	health-
care	professional	workforce	by	10	to	25	
percent.	It	is	important	to	be	sustainable.	
We	 need	 to	 have	 the	 educational	 infra-
structure	to	be	able	to	produce	our	own	
healthcare	providers.	
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Ruckdeschel:	 Finding	 oncology	 skilled	
nurses	is	very	difficult	in	the	Valley,	find-
ing	 a	 lab	 tech	 is	 very	 difficult.	We	 don’t	
have	 a	 pharmaceutical	 industry	 or	 any	
other	 group	 that	we	 can	 go	 to.	We	 don’t	
have	a	university	with	a	bunch	of	labora-
tories	 that	 can	 move	 people	 around.	We	
obtained	a	recovery	act	grant	with	College	
of	Southern	Nevada	and	the	Nevada	work-
force.	We’re	going	into	our	second	year	of,	
mostly	women,	who	 have	 just	 completed	
their	 training	 in	 nursing.	We	 get	 them	 a	
year	of	oncology	training	that’s	paid	for	so	
they	can	become	certified	in	that	area.	
Anderson:	The	economy	has	had	a	lot	to	do	
with	staffing.	We	don’t	 feel	 the	real	acute	
[shortage]	of	qualified	nurses	for	instance,	
because	 a	 lot	 of	 them	 have	 returned	 to	
the	workforce	 out	 of	 economic	 necessity,	
whereas	before	many	of	them	were	second-
income	earners.		The	economy	has	given	us	
a	brief	window	of	a	little	bit	of	space,	of	re-
lief	from	the	stress	that	was	on	the	staffing	
before,	but	I	think	that	will	quickly	return	
as	the	economy	rebounds.	
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Even low tax rates can kill business and cause unemployment

Free Market Watch | Commentary

his	tax	isn’t	going	to	put	anyone	out	of	work!”	law-
makers	and	pundits	cried	in	2009	as	they	debated	
whether	to	double	the	state’s	modified	business	tax.	
“It’s	only	1.17	percent!”

	 Yet,	even	“small”	taxes	impact	business.
	 Sure,	 not	 all	 of	 the	 24,790	 individuals	who	 are	 newly	un-
employed	since	the	Nevada	Legislature’s	2009	tax	hikes	took	
effect	 can	 directly	 attribute	 their	 joblessness	 to	 the	 new	 lev-
ies.	As	global	tourism	demand	has	dwindled,	so,	too,	have	the	
revenues	of	Nevada’s	staple	industries	and	those	of	the	stores	
and	services	that	cater	to	those	industries’	employees.	This	is	a	
global	recession	rooted	in	systemic	policy	deficiencies.
	 But	the	state’s	2009	tax	hikes	have	done	no	favors	for	Ne-
vada	businesses	or	their	employees.
	 Among	the	first	lessons	one	encounters	in	a	microeconomics	
classroom	is	that	firms	operate	based	on	marginal	—	not	abso-
lute	—	costs.	More	significantly,	firms	operate	within	the	con-
straint	of	diminishing	marginal	returns	for	factor	inputs	versus	
consumers’	diminishing	marginal	utility	for	the	firm’s	product.	
	 That	is	to	say	that	every	unit	of	a	firm’s	product	that	has	al-
ready	been	purchased	by	a	consuming	public	satiates	that	public’s	
demand	for	 the	product	 to	 the	point	where	additional	units	are	
perceived	to	be	of	comparatively	less	value	and,	therefore,	only	
capable	of	fetching	a	progressively	lower	price.	At	the	same	time,	
each	new	employee	hired	by	a	firm,	for	a	variety	of	reasons,	is	
likely	to	provide	relatively	less	output	per	dollar	of	wages	than	the	
last	employee.
	 Hence,	there	emerges,	in	every	firm,	an	optimal	production	
point	where	the	amount	of	 labor	and	capital	employed	maxi-
mizes	profits	and	beyond	which	the	firm	begins	to	suffer	finan-
cial	losses.	This	is	the	scale	of	production	at	which	the	most	ef-
ficient	firms	operate.	Savvy	entrepreneurs	spend	considerable	
effort	conducting	market	research	analyses	to	determine	where	
this	optimal	production	point	lies	and,	by	extension,	how	much	
labor	and	capital	should	be	employed	to	realize	this	given	scale	
of	production.

	 Even	small	changes	in	this	delicate	financial	balance	can	be	
enough	to	distort	the	marginal	calculations.	Payroll	taxes	such	as	
the	MBT	(a	tax	assessed	as	a	percentage	of	a	firm’s	payroll)	and	
the	unemployment	tax	(which	was	just	raised	to	2	percent	of	pay-
roll)	as	well	as	minimum-wage	laws	and	health	care	mandates	
all	artificially	inflate	labor	costs	and	thus	lower	firms’	profit	mar-
gins.	 In	many	cases,	 this	 leads	 to	dismissal	of	 some	marginal	
workers	as	firms	are	forced	to	bring	their	scale	of	production	into	
accord	with	the	new,	politically	manipulated	cost	structure.
	 An	example:	Acme	Rockets,	facing	a	completely	free	mar-
ket,	might	determine	that	demand	for	its	product	is	such	that	
profits	will	be	maximized	by	producing	600	rockets	per	year	
—	the	cost	of	producing	a	601st	rocket	will	begin	to	exceed	the	
price	at	which	it	can	be	sold	on	the	market.	To	do	this,	Acme	
must	employ	exactly	200	workers	at	the	going	market	rate	of	
$50,000	each	—	for	a	total	payroll	of	$10,000,000.	However,	
when	Acme	is	confronted	with	Nevada’s	MBT	(1.17	percent)	
and	unemployment	tax	(2	percent),	it	faces	a	new	$317,000	li-
ability	to	the	state.	
	 Thus,	even	in	the	face	of	this	relatively	small	change	in	cost	
structure,	Acme’s	managers	are	forced	to	recalculate	the	mar-
ginal	profitability	of	each	employee.	In	order	to	maintain	labor	
costs,	Acme	would	have	to	lay	off	seven	workers	and	cut	back	
production	slightly.
	 In	this	example,	Acme	is	not	forced	to	close	its	doors,	but	it	
is	clear	that	Acme	is	forced	to	scale	back	production	and	lay	off	
workers	at	the	margin	in	response	to	even	very	small	taxes.	
	 Nevada	 lawmakers	 should	heed	 this	 reality	as	 they	debate	
the	 impact	 of	 taxes	 in	 the	 future.	 While	 governments	 are	
obliged	to	levy	taxes	to	finance	their	operations,	 it	should	be	
recognized	that	every	tax	destroys	jobs	and	wealth.	Therefore,	
to	maximize	 community	 wealth	 and	 employment,	 taxation’s	
burden	should	be	kept	to	a	minimum.

T
“

Geoffrey Lawrence is a fiscal policy analyst at the Nevada 
Policy Research Institute.

It’s About the Margin
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Russ Romine
President

Griffin Global Logistics
Reno

Number of Employees: 70
Years in Nevada: 35
Years with Company: 20

What inspired you to get into
your industry?
In college I developed a strong interest 
in international trade. I worked for a 
trucking company loading trucks at night 
handling international cargo. As I advanced 
though the company and then graduated, 
I had the opportunity to go to work for a 
large international mining company as 
logistics manager. From there, I followed 
an opportunity to Griffin in global network 
development, later having the opportunity 
to purchase the company.

How do you encourage growth and 
development within your company? 
Our culture is one of client service and 
creative solutions. We have grown and 
diversified as a result of our “can do” 
solutions oriented culture. Our staff is 
given a lot of autonomy to think out of 
the box. We are structured, but with paper 
walls. Employees have the opportunity 
to cross-train, get industry education, 
interface with clients and vendors, and 
make decisions without the fear of failure.

What is the biggest challenge your 
industry is facing? 
I think the biggest industry challenge is to 
keep services differentiated and effective 
enough to avoid commoditization. Many 
industries are facing a transition to a 
place where their services or products are 
becoming commodities. We must continue 
to invest in technology, people and 
creative solutions, and constantly evolve 
our service menu to provide a full range of 
solutions to customers business needs.

What advice would you give to other 
executives moving into this market?
Listen closely to your clients needs.

What is the best advice you’ve ever 
received?
Look for solutions, not problems…Come 
from a solutions driven mindset.

Describe your leadership style.
Open door & informal. Passionate about 
what I do. Visionary and opportunity 
driven.

Face To Face | Reno
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FDIC Lifts First Asian Bank’s Regulatory Order
The	Federal	Deposit	Insurance	Corporation	(FDIC)	has	terminated	the	consent	order	issued	
against	First	Asian	Bank	in	April	of	last	year.		This	termination	acknowledges	that	the	bank	
has	met	specific	regulatory	compliance	requirements	and	has	made	improvements	to	its	op-
erations.		The	bank	retained	the	services	of	financial	advisors	to	assist	with	the	evaluation	of	
bank	operations.

Around The State

MinuteClinic and St. Rose Dominican Hospitals 
Collaborate to Improve Access to Care in
Southern Nevada
MinuteClinic,	a	division	of	CVS	Caremark,	and	St.	Rose	Dominican	Hospitals	have	entered	
into	a	clinical	collaboration	to	enhance	affordable	healthcare	in	Southern	Nevada.		The	col-
laboration	allows	for	St.	Rose’s	nurse	practitioners	and	physician	assistants	to	staff	clinics	
inside	CVS	pharmacy	stores	and	provide	treatment	for	common	family	illnesses	as	well	as	
health	monitoring.

Lawrence Berkeley National Laboratory and NIREC 
Collaborate For Clean Energy Technologies
The	U.S.	Department	of	Energy’s	Lawrence	Berkeley	National	Laboratory	and	the	Nevada	
Institute	for	Renewable	Energy	Commercialization	(NIREC)	has	announced	a	collaboration	
to	accelerate	the	commercialization	of	clean	energy	technology.		The	collaboration	pairs	NI-
REC’s	Entrepreneur-In-Residence	program	with	Berkeley	Lab’s	clean	energy	research.

Secretary of State 
Expands Online 
Services for New Nevada 

Businesses
The	Secretary	of	State,	Ross	Miller,	has	ex-
panded	the	services	available	online	for	new	
businesses	in	Nevada.		New	companies	are	
now	able	to	file	Articles	of	Incorporation	or	
Articles	 of	Organization	 online	 and	 receive	
immediate	confirmation	and	a	copy	of	the	new	

documents.		Additionally,	all	new	corporations	
and	limited	liability	companies	(LLC’s)	can	file	
their	initial	list	of	officers	or	members	and	receive	
their	annual	business	license	online.

NorthStar Business Source Launches in 
Northern Nevada
NorthStar	Business	Source	has	launched	in	Reno.		The	business	services	firm	provides	busi-
ness	development,	strategic	and	marketing	planning,	operational	and	financial	oversight	and	
business	counsel	and	representation.

http://www.MaximoMedia.com
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    www.airband.com

 

“Our auction events are at a time where network
failure is not an option. Airband plays an

important part of that network redundancy.”
Jason Rose,

Vice President/Operations, Barrett-Jackson

Fast. Scalable. Local.

 702-478-2474

Airband’s Business Internet and Voice

Internet Access You’ll Never Outgrow
Airband Communications, the largest fixed-wireless provider of 

business data and voice services, has a fast, reliable, and scalable 

high speed internet solution for businesses of all sizes from SMB to 

Fortune 1000.

• 2 Mb to GigE Speeds Flexibility to meet business requirements

• Ethernet Connectivity Simple LAN connectivity; Easy to manage

• Just the Bandwidth You Need Not restricted to T1 or DS3 increments

    

Full Suite of VoIP Services
Airband’s VoIP services are delivered over our Private 

IP Network where voice traffic is prioritized to ensure 

enterprise-class Quality of Service and the reliability you 

demand for your mission-critical communications. 

• Hosted PBX

• Efficient, Affordable VoIP/SIP Trunking

• Money Saving Analog Line Replacement Service

If You Need It Fast, Go Wireless
Airband’s fixed-wireless network bypasses the local phone & cable 

company’s infrastructure so your service can be installed without 

long wait times for “local loop” delivery.
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savior	 (following	 divorce,	 gaming	 and	
construction),	 it’s	 pretty	 much	 a	 given	
that	 geothermal,	 solar	 and	 wind	 power	
will	play	some	type	of	role	in	the	state’s	
financial	 future.	 For	 at	 least	 a	 decade,	
economic	 forecasters	 in	 the	 state	 have	
been	 inundated	 with	 statistics	 validat-
ing	the	state’s	inherent	potential.	Also,	to	
some	degree,	Nevada	already	enjoys	 the	
fruits	of	sustainable	energy	with	wind,	so-
lar	and	geothermal	facilities	scattered	all	
around	the	state.	“Renewable	energy	is	a	
goal	we	could	get	behind,”	Alvey	says.	“It	
has	the	biggest	growth	potential.”	

	 As	planners	and	politicos	begin	to	ac-
tually	crunch	the	numbers,	however,	the	
jury	 is	 still	 out	 as	 to	how	 large	a	 share	
of	 the	economic	pie	will	be	claimed	by	
green	energy	 industries.	Some	develop-
ers	 point	 out	 that	 after	 the	 initial	 con-
struction	 phase	 of	 a	 project,	 the	 long-
term	maintenance	 jobs	 are	 few	 and	 far	
between.	 Other	 people	 insist	 that	 the	
most	 lucrative	 approach	 to	 capitalizing	
on	green	energy	is	 to	broaden	the	com-
mitment	to	include	the	manufacture,	re-
search	 and	 development	 of	 equipment	
and	technologies	in	addition	to	generat-
ing	 and	 selling	 power.	 And	 still	 others	
emphasize	that	the	healthiest	economy	is	
a	diversified	economy	with	a	number	of	
industry	clusters	in	its	economic	basket.	
They	believe	that	alternative	energy	can-
not	be	the	sole	savior.
	 Hollingsworth	 cites	 the	 success	 of	
the	 Cleveland	 Clinic	 Lou	 Ruvo	 Center	
for	 Brain	Health	 and	 the	Nevada	 Can-
cer	Institute	in	Las	Vegas	as	proven	po-
tential	 for	 the	 development	 of	 a	 cluster	

around	 the	 medical	 industry.	 With	 the	
hospitality	 industry	 already	 deeply	 en-
trenched	 in	 Las	 Vegas,	 the	 addition	 of	
topnotch	medical	facilities	makes	medi-
cal	tourism	a	much	more	attractive	pos-
sibility.	 “People	worldwide	 are	 looking	
for	top	medical	treatment,”	he	says.	The	
concern	 that	 Las	 Vegas	 might	 not	 be	
attractive	 enough	 for	 the	 best	 medical	
researchers	 and	 practitioners	 has	 also	
been	somewhat	debunked.	“The	Nevada	
Cancer	 Institute	 and	 Lou	 Ruvo	 were	
gifts,”	 Hollingsworth	 says.	 “It	 proved	
you	 could	 hire	 the	 smartest	 people	 on	
the	planet	and	 they	would	move	 to	Las	
Vegas.”

	 Elko	 County	 enjoys	 prosperous	 times	
even	 in	 recession	 not	 only	 because	 of	 the	
mining	 industry,	 but	 also	 because	 of	 its	
persistent	 efforts	 to	 diversify	 the	 region’s	
economy.	 In	 operation	 less	 than	one	year,	
the	Northeastern	Nevada	Regional	Railport	
has	already	had	an	impact	of	more	than	$20	
million.	 Companies	 with	 facilities	 at	 the	
railport	include	Pacific	Steel	and	Recycling,	
SAS	Global	and	Liebherr	Mining.	With	350	
total	 acres	 available	 for	 development,	 the	
project	has	barely	scratched	the	surface	as	
far	as	its	potential	economic	impact.	Elko’s	
location	 along	major	 transportation	 routes	
also	makes	it	an	attractive	site	for	trucking	
companies,	 such	 as	 Cummins	 and	 Ken-
worth	Truck	Company,	according	to	Borda.	
“Transportation	is	huge,”	she	says.	“We’ve	
got	so	much	land	and	wide	open	spaces.”	

Legislation

	 With	 the	 economy	 uppermost	 in	most	
people’s	minds,	great	attention	is	turned	to	
the	2011	session	of	the	Nevada	State	Legis-

lature	as	it	convenes	in	Carson	City.	At	the	
very	 least,	 economic	 developers	 say	 they	
hope	(and	expect)	that	lawmakers	will	not	
erode	 the	 business-friendly	 environment	
that	Nevada	has	used	to	its	advantage	over	
the	years.	Killing	 the	goose	 that	 lays	 the	
golden	egg	is	hardly	the	way	to	deal	with	
today’s	economic	malaise.	They	also	hope	
that	 budgets	 for	 economic	 development	
can	at	least	remain	intact.	“The	legislature	
needs	to	continue	to	fund	and	support	the	
agencies	 that	 are	 helping	 to	 recover	 the	
economy,”	Borda	explains.	
	 Alvey	says	he	looks	forward	to	working	
with	lawmakers	as	they	tackle	the	thorny	
issues	of	budgeting	and	economic	develop-
ment.	“I	want	to	provide	support	and	be	a	
source	for	them,”	he	says.	“How	can	we	be	
of	help	to	them?	We	don’t	care	whose	idea	
it	is.”	
	 In	 addition	 to	 general	 advice,	 Skaggs	
says	he	will	formally	request	that	financial	
incentives	given	to	manufacturers	with	75	
or	more	 employees	be	offered	 to	 compa-
nies	with	as	few	as	10	workers	to	help	in	
recruitment	efforts.	
	 “Most	of	our	clients	are	in	the	30	to	40	
job	 category,”	 he	 says.	 Cooper	 cites	 the	
need	for	government	to	prioritize	which	in-
dustry	clusters	should	be	supported.	“The	
first	 thing	 I’d	 suggest	 to	 the	 government	
is	to	ask	what	future	industries	could	lead	
to	 job	creation,”	he	says.	With	new	faces	
in	 Carson	 City	 and	 a	 renewed	 sense	 of	
purpose,	 economic	 developers	 have	 high	
hopes	 that	 a	 path	 to	 economic	 recovery	
will	be	found.	“I’ve	got	a	lot	of	confidence	
in	this	legislature,”	Hollingsworth	says.		

Everyone’s in the Game

	 As	 the	 pressure	 to	 bring	 ideas	 to	 the	
economic	 table	 increases,	 more	 groups	
and	individuals	are	becoming	involved	in	
the	process.	“Everybody	 is	scrambling	 to	
do	 economic	 development,”	 Alvey	 says.	
Although	some	critics	perceive	the	present	
process	 as	 sometimes	 lacking	 direction,	
many	people	at	 the	helm	of	development	
organizations	 say	 that	 efforts	 are	 unified	
and	 resulting	 in	 high	 levels	 of	 success.	

Continued from page 19

Feature Story | Economic Development

Pam Borda,
ECEDA

“I’m optimistic to see that we are on 
a slow road to recovery. Let’s take 
this as an opportunity to 
improve ourselves.”
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“There’s	very	good	harmony	between	de-
velopment	authorities,”	Hooper	says.	
	 To	 obtain	 greater	 participation	 in	 de-
velopment	work,	 groups	 around	 the	 state	
are	adopting	 the	open	source	or	commu-
nity	activist	approach	to	the	process.	Open	
source	 embraces	 community	 volunteers	
who	can	serve	on	a	variety	of	action	com-
mittees,	 such	 as	 workforce	 education	 or	
real	 estate,	 depending	 upon	 their	 interest	
and	 expertise.	 “Taking	 away	 the	mystery	
of	 economic	 development	 and	 having	
these	 smart	 people	 involved	 is	working,”	
Hooper	 says.	Rather	 than	 reinventing	 the	
wheel	in	Elko	County,	Borda	says	ECEDA	
is	moving	 toward	open	 source	beginning	
with	 a	 strategic	 planning	 committee	 that	
has	 representation	 from	 all	 areas	 of	 the	
community.
	 Along	with	casting	a	wider	community	
net,	developers	also	emphasize	the	impor-
tance	 of	 reaching	 a	 consensus	 and	 then	
working	together.	“We	need	to	all	sit	down	
together	 and	 look	 at	 the	 best	 ideas	 and	
work	toward	those	goals,”	Alvey	says.	“We	
need	a	state	viewpoint.”

Where We’ve Been and 
Where We’re Going

	 After	the	euphoria	of	being	the	fastest-
growing	state	in	the	country	for	19	years,	
Nevada	has	lost	around	70,000	residents	or	
2.6	percent	of	its	population	this	past	year,	
according	 to	 the	 state	 demographer.	 Un-
employment	remains	high,	with	the	rate	in-
cluding	those	who’ve	stopped	looking	for	
work	 and	 those	 who	 are	 underemployed	
hovering	around	20	percent.	The	statewide	
foreclosure	 rate	 is	 around	1	 in	60	homes	
and	the	once	vibrant	construction	industry	
remains	gutted.	

	 Despite	these	sobering	statistics,	how-
ever,	economic	leaders	in	the	Silver	State	
remain	 optimistic	 and	 excited	 about	 the	
ultimate	recovery	of	the	state’s	economy.	
“We’re	 very	 bullish	 on	 Vegas	 and	 on	
Nevada,”	 Hollingsworth	 says.	 “We	 will	
get	 through	 this	 recession.”	 Having	 at-
tended	local	schools	and	raised	his	family	
in	Clark	County,	 he	 is	 still	 eager	 to	 sell	
his	hometown’s	lifestyle	to	potential	new	
business	clients.	
	 Borda	admits	that	the	path	ahead	is	less	
than	rosy,	but	that	it’s	at	least	going	in	the	
right	direction.	

	 “I’m	anxious	and	a	little	stressed,	but	I’m	
optimistic	to	see	that	we’re	on	a	slow	road	to	
recovery.	Let’s	take	this	as	an	opportunity	
to	 improve	 ourselves,”	 she	 says.	 Hooper	
also	sees	a	bright	light	at	the	end	of	the	tun-
nel.	“We	can’t	hide	from	the	truth,	but	we	
have	to	have	the	belief	that	we’ll	emerge	and	
be	better	in	what	we	do,”	he	says.	In	the	fi-
nal	analysis,	perhaps	Nevada	doesn’t	need	
a	perfect	storm	for	economic	recovery,	but	
just	the	continued	optimism	and	creativity	
as	expressed	by	its	economic	leaders.

Feature Story | Economic Development

In Brief
According to Robert Half International, 
professional-level hiring is expected to pick 
up in the first quarter of 2011.  Additionally, 
88 percent of executives polled are at least 
somewhat confident in their companies’ 
growth prospects for this quarter and 51 
percent expressed challenges in finding 
skilled professionals.

Rob Hooper,
Northern Nevada Development Authority

“Taking away the mystery 
of economic development 
and having smart people involved is 
working.”

http://www.OutsideGeneralCounsel.com
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he	 Silver	 State’s	 utilities,	 like	
almost	 every	 other	 industry,	
have	 seen	 some	 rocky	 times.		
New	 competition,	 shrink-
ing	 customer	 bases	 and	 fewer	

move-ins	have	 all	 resulted	 in	Nevada’s	
utilities	 having	 to	 make	 some	 tough	
choices.		
	 “Utilities”	is	a	catchall	phrase	for	ser-
vices	everyone	needs	every	day:	water,	
power,	natural	gas.	The	Public	Utilities	
Commission	of	Nevada	(PUC)	oversees	
the	agencies	that	provide	those	services	
to	Nevadans.

	 The	 commission	 is	 divided	 into	 two	
sections,	 commission	 policy/adminis-
trative,	which	houses	the	three	commis-
sioners,	 the	 executive	 director,	 admin-
istration,	 general	 counselors,	 hearing	
officers	and	policy	analysis.	The	second	
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Shaw
CEO, Southwest Gas
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section,	 regulatory	 operations,	 handles	
enforcement	 and	 is	 the	 commission’s	
analytical	staff.
	 Part	of	the	PUC’s	responsibilities	in-
cludes	getting	involved	in	the	conserva-
tion	efforts	of	the	utilities	to	the	extent	
of	 overseeing	 those	 efforts.	 	 When	 a	
utilities	 company	 determines	 a	 new	
initiative	 or	 program	 that	 could	 work	
for	conserving	power,	water	or	another	
resource,	 the	 utility	 in	 question	 brings	
the	proposed	program	before	 the	PUC.	
Typically	 there’s	 a	 hearing	 in	 which	
the	utility	company	presents	a	demand	
side	management	report	breaking	down	
the	program	and	requesting	acceptance	
by	 the	commission.	A	 large	number	of	
such	 hearings	 center	 around	 conserva-
tion	efforts.
	 Conservation	 has	 become	 the	 norm.	
The	 trend	across	 the	country	 is	 for	 re-
duced	 use	 of	 resources.	 That	 coupled	
with	 businesses	 closing	 their	 doors,	
buildings	 standing	 vacant	 and	 people	

moving	 away	 from	 Nevada	 translates	
into	 smaller	demands	on	utilities	com-
panies,	 coupled	with	 smaller	 fee	 bases	
from	which	to	draw	operating	expenses.
	 The	 economic	 downturn	 that’s	 af-
fected	 utilities	 companies	 has	 also	 af-
fected	the	commission.	The	PUC	is	not	
a	general	fund	agency,	so	it	hasn’t	been	
impacted	by	 the	budget	crisis,	but	 it	 is	
a	 fee-based	 organization	 that	 charges	
utilities	 companies	 it	 regulates	 on	 the	
growth	 operating	 revenues	 of	 the	 util-
ity,	set	annually	by	the	commission	and	
paid	 annually	 by	 the	 utility,	 according	
to	Crystal	Jackson,	executive	director.

	 And	though	the	PUC	is	not	a	general	
fund	 agency,	 the	 outgoing	 governor’s	
administration	 had	 the	 entity	 operate	
like	 one,	 subject	 to	 one	 day	 a	 month	
furloughs	 for	 employees,	 frozen	 ben-
efits	 and	 the	 renegotiation	 of	 internal	
contracts	down	10	to	15	percent.

Southwest Gas

	 Southwest	Gas	isn’t	quite	the	same	as	
other	Nevada	utility	companies.	For	one	
thing,	it’s	not	solely	a	Nevada	company.		
It	 also	 serves	 customers	 in	 California	
and	Arizona.	According	to	Jeffrey	Shaw,	
CEO,	 there’s	 been	 a	 general	 slowdown	
for	 the	 past	 two	 to	 three	 years,	 and	 no	
indication	that	it’s	turning	around	yet.
	 “We	 have	 a	 situation	 where	 many	
homes	 in	 the	 three	 states	we	 serve	are	
inactive,	probably	due	to	foreclosure	or	
homes	being	held	by	 investors	 and	not	
yet	 occupied,”	 said	 Shaw.	 Southwest	

Building Nevada | Utilities

Crystal Jackson,
Public Utilities Commission 

of Nevada

http://gordonsilver.com
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Gas	has	caught	up	from	rapid	growth	in	
the	early	part	of	the	decade,	and	has	ad-
equate	facilities	in	the	ground	to	absorb	
growth	 going	 forward	 for	 some	 time	
before	 needing	 to	 start	 extending	 new	
facilities.
	 With	 the	 customer	 base	 shrinking	
rather	 than	 growing,	 Shaw	 says	 the	
company	 has	 focused	 on	 the	 funda-
mentals	 of	 the	 business	 and	 tightened	
its	 belt	 without	 sacrificing	 service	 or	
safety.	 In	order	 to	set	a	budget	 that	al-
lows	Southwest	Gas	 to	keep	 their	 level	
of	safety	and	service,	rates	are	adjusted.	
	 “We	 go	 through	 rate	 cases	 in	 all	 of	
the	 jurisdictions	we	 serve	 and	 through	
the	 rate	 case	 process	 you	 have	 rates	
that	are	authorized	which	will	result	in	
certain	levels	of	revenues.		Based	upon	
that	certain	level	of	revenues	and	taking	
such	 things	 as	 service	 and	 safety	 into	
consideration,	 we	 establish	 a	 budget,”	
said	 Shaw.	 “We	 have	 seen	 some	 pres-
sure	on	the	budget,	but	we’ve	made	the	
necessary	 adjustments	 so	 that	 we	 can	
continue	to	remain	healthy	as	a	utility.”	
	 The	company	has	also	seen	some	im-
pact	from	the	new	growth	of	alternative	
energy	 in	 Nevada,	 but	 remains	 confi-
dent	 that	 natural	 gas,	 a	 clean-burning	
fuel,	 abundant	 and	 reasonably	 priced,	
remains	a	product	customers	desire	and	
which	is	economical	for	them.	

NV Energy

	 Nevada	is	abundant	in	solar,	geother-
mal	 and	 wind	 energy	 and	 now	 energy	
customers	can	install	their	own	energy-
generating	 devices.	 Through	 the	 NV	

Energy	 program	 RenewableGenera-
tions,	customers	can	receive	rebates	for	
reselling	what	 they’ve	generated	 to	 the	
utility	company.	
	 “Since	 its	 creation	 in	 2004,	 the	 pro-
gram	has	provided	more	than	$23	million	
in	rebates	for	more	than	800	customer-in-
stalled	renewable	projects,”	said	Michael	
Yackira,	 president,	 CEO,	 NV	 Energy.	
“Statewide	 customer-installed	 projects	
now	total	more	than	6	megawatts.”
	 NV	 Energy	 is	 working	 for	 energy	
conservation	 across	 the	 state.	 Accord-
ing	to	Yackira,	the	cheapest	and	clean-
est	kilowatt	hour	is	the	one	that	is	never	
produced.	
	 “We	have	invested	millions	of	dollars	
in	 energy	 efficiency	 and	 conservation	
programs	 for	 our	 residential	 and	 com-
mercial	 customers,	 and	 achieved	 posi-
tive	results.	We	expect	to	have	reduced	
energy	 usage	 statewide	 by	 about	 500	
million	kilowatt	hours	this	year,	enough	
energy	 to	 power	 more	 than	 30,000	
homes	in	Las	Vegas	for	a	year.”	
	 Through	 the	 American	 Recovery	
and	 Reinvestment	 Act	 of	 2009	 funds,	
NV	Energy	received	a	federal	grant	for	
$138	million	 to	 implement	 a	 statewide	
smart	meter/smart	grid	network.	Smart	
meters	are	digital	kilowatt	counters	that	
allow	 customers	 and	 utility	 employees	
to	track	energy	usage.	
	 NV	 Energy	 is	 also	 moving	 forward	
with	 the	 One	 Nevada	 Transmission	
Line	(ON	Line),	which	will	complete	a	
statewide	 transmission	 connection	 and	
allow	 transmission	 of	 currently	 unde-
veloped	 renewable	 energy	 resources	
while	 allowing	 better	 management	 of	
all	energy	resources	statewide.

	 Renewable	 energy	has	 long	been	 im-
portant	to	NV	Energy,	which	has	a	goal	
of	producing	25	percent	of	Nevada’s	en-
ergy	through	renewable	sources	by	2025,	
and	which	currently	has	more	than	1,200	
megawatts	 of	 renewable	 energy	 in	 pro-
duction	or	under	development.
	 Last	 month	 NV	 Energy	 opened	 the	
Goodsprings	 Energy	 Recovery	 Sta-
tion,	 Southern	Nevada’s	 first	 non-solar	
renewable	 energy	 project.	 According	
to	 Yackira,	 this	 collaborative	 project	
between	 NV	 Energy,	 Kern	 River	 Gas	
Transmission	 and	 Ormat	 Technologies	
uses	 waste	 heat	 from	 a	 gas	 compres-
sor	 station	 to	 create	 power.	Eventually	
it	will	generate	about	7.5	megawatts	of	
energy,	 enough	 to	 power	 4,500	 homes	
in	Southern	Nevada.

Southern Nevada
Water Authority

	 Water	in	the	desert	is	always	an	issue,	
especially	 in	 Southern	Nevada.	 South-
ern	 Nevada	 Water	 Authority	 (SNWA)	
General	 Manager	 Patricia	 Mulroy	
called	the	current	winter	critical.
	 “It’s	 pretty	 dicey	what	 the	 snowfall	
is	 going	 to	 be.	We’ve	 had	 some	 good	
early	snows,	but	that	can	be	deceptive,”	
Mulroy	 said.	 “If	we	 have	 another	 bad	
winter	 and	 only	 get	minimum	 (water)	
releases	 from	 (Lake)	 Powell,	 we	 will	
probably	break	that	first	 line	of	short-
age,	the	elevation	the	State	has	agreed	
to	 in	 Lake	 Mead,	 at	 which	 point	 the	
Secretary	 of	 the	 Interior	 will	 declare	
shortages.”	The	good	news,	she	said,	is	
the	shortages	were	anticipated	and	the	
community	has	 taken	measures	and	 is	
ready.
	 Those	 measures	 have	 been	 in	 place	
for	a	while.	The	turf	removal	program,	
or	 Water	 Smart	 Landscapes	 Rebate	
offered	 by	 SNWA	 pays	 homeowners	
$1.50	per	square	foot	of	grass	replaced	
with	 desert-friendly	 landscaping.	 The	
payment	 is	 annual	 and	 covers	 the	 first	
5,000-square-feet	per	property,	and	the	
program	is	doing	well.

Building Nevada | Utilities

Michael Yackira,
NV Energy

“We expect to have reduced 
energy usage statewide by 
about 500 million kilowatt 
hours this year, enough energy to 
power more than 30,000 homes in Las 
Vegas for a year.”
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conservation?	Regional	water	use	is	down	
4	 to	 5	 percent,	 with	 the	 accompanying	
loss	of	that	revenue.	Conservation	efforts,	
which	are	good	for	the	environment,	aren’t	
as	 good	 for	 utilities	 companies,	 which	
make	money	from	usage	fees.	Either	way,	
SNWA	is	looking	to	fund	projects.	
	 “Our	 biggest	 challenge	 is	 capital	
funding,	 because	 we’re	 still	 building	
the	third	intake,	and	we	have	to	go	back	
out	to	market	for	another	$500	million.	
That’s	 why	 the	 board	 approved	 an	 in-
crease	 in	 regional	 water	 rates	 in	 2010	
and	a	second	that	will	go	into	effect	in	
2011,”	said	Mulroy.	
	 While	 SNWA	 looks	 for	 money	 and	
water	 in	 Southern	 Nevada,	 the	 one	
thing	 they	 have	 too	 much	 of	 is	 mus-
sels.	 No	 good	 chemical	 solutions	 have	
been	found	to	 the	Quagga	Mussel,	non-
native	 and	 very	 happy	 in	 Southern	Ne-
vada’s	warm	waters,	which	are	definitely	
warmer	 than	 Lake	 Michigan.	 Because	
Lake	Mead	 never	 freezes	 over	 like	 the	
Great	Lakes,	there’s	no	time	the	mussels	
go	dormant	and	just	one	mussel	can	have	
a	million	offspring	a	year.	Currently	div-
ers	are	manually	removing	mussels	from	
screens	and	scientists	are	working	to	find	
some	kind	of	use	for	the	creatures.

Truckee Meadows
Water Authority

	 Truckee	 Meadows	 Water	 Authority	
(TMWA)	 was	 formed	 in	 2001	 when	
Cities	 of	 Reno	 and	 Sparks	 came	 to-
gether	 with	 Washoe	 County	 to	 buy	
water	assets	from	what	was	then	Sierra	
Pacific	Power	Company	(now	NV	En-
ergy)	and	became	a	government-owned	
non-profit.	

	 Meanwhile,	the	Instate	Water	Project	
pipeline	meant	to	bring	groundwater	to	
Southern	 Nevada	 across	 federal	 lands	
is	on	hold.	The	Nevada	Supreme	Court	
decided	in	January	of	last	year	that	the	
state	 engineer	 had	 made	 a	 procedural	
mistake	 and	 the	 almost	 300-mile-long	
pipe	that	would	have	run	across	central	
eastern	 Nevada	 to	 Las	 Vegas	 stopped	
moving	forward.	
	 If	SNWA	got	a	record	of	decision	and	
water	rights	were	re-granted,	said	Mul-
roy,	the	approvals	and	the	project	would	
be	 put	 on	 a	 shelf	 and	 not	 taken	 down	
again	unless	the	drought	became	so	bad	
SNWA	 had	 to	 start	 building	 it.	 “This	
has	 become	 a	 complete	 drought-re-
sponse	project	at	this	point,”	said	Mul-
roy.	“If	Lake	Mead	conditions	get	to	the	
critical	 level,	we	will	begin	design	and	
construction	of	phase	one.	That’s	what	
resources	call	for	right	now.”
	 Another	 resource	 that	 is	slim	in	Ne-
vada	is	funding.	Utility	companies	have	

dedicated	 sources	 of	 funding	 from	
customer	 bases,	 so	 the	 Nevada	 budget	
shortfall	 hasn’t	 affected	 SNWA,	 but	
the	 economic	downturn	has.	The	 capi-
tal	 program	 was	 mostly	 dependent	 on	
connection	 charges;	 57	 percent	 of	 all	
revenue	came	from	connection	charges,	
which	have	dropped	significantly	since	
the	 economy	 went	 south	 and	 foreclo-
sures	started	hitting	heavily,	 said	Mul-
roy.	 Fortunately	 for	 SNWA,	 the	 utility	
has	 reserves	as	well	 as	a	voter-granted	
quarter-cent	sales	tax.
	 The	question,	Mulroy	said,	is	how	much	
is	 the	 economy	and	how	much	 is	 due	 to	
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Pat Mulroy,
SNWA

“Our biggest challenge is 
capital funding, because we’re still 
building the third intake, and we have to 
go back out to market for another
$500 million.”
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voirs	 hedging	Northern	Nevada’s	 bets.	
TMWA	owns	all	the	water	in	Indepen-
dence	Lake,	 half	 of	 the	water	 in	Don-
ner	 and	 has	 contracts	 with	 the	 federal	
government	to	store	water	in	Stampede	
and	Boca	 reservoirs,	but	 even	with	 the	
last	four	years	of	below-average	precipi-
tation,	we	have	yet	 to	draw	on	any	up-
stream	drought	resources	in	that	period,	
Foree	said.	
	 “We	have	a	very	good	drought	plan,	
one	 of	 the	 best	 in	 the	west,	 and	we’re	
always	hoping	for	more	snow	and	more	
precipitation.	This	year	is	no	different.”

	 All	in	all,	utility	companies	are	riding	
the	wave	with	the	rest	of	Nevada’s	indus-
tries.		Although	they	may	have	had	to	be-
come	more	creative	than	some	and	have	
the	unique	distinction	of	actually	 trying	
to	get	their	customers	to	use	less	of	their	
product,	utilities	remain	the	backbone	of	
the	Silver	State.	

Building Nevada | Utilities

	 The	 water	 assets	 the	 newly	 formed	
authority	 bought	 from	 the	 power	 com-
pany	 come	 from	 Lake	 Tahoe	 and	 the	
Truckee	River.	The	remaining	percent-
age	comes	 from	ground	water	wells	 in	
the	Truckee	Meadows.
	 Conservation	 in	 the	 TMWA	 district	
relies	mostly	on	landscape	issues,	from	
encouraging	 desert-friendly	 landscap-
ing	 to	 the	 two-day-per-week	 watering	
schedule	 that	 ran	 for	 15	 years	 before	
becoming	a	three-day-a-week	system	in	
the	last	year.
	 “We	went	to	a	three	day	a	week	water-
ing	schedule	 for	a	number	of	 reasons,”	
said	 Mark	 Foree,	 general	 manager.	
“Studies	 showed	 customers	 would	 not	
use	more	water	 on	 a	 three	 day	 a	week	
schedule	versus	a	two	day	and	that	actu-
ally	happened,	because	we	used	a	little	
less	on	the	three	day	a	week	plan,	about	
3	to	3.5	percent	less.”
	 The	 reduction	 in	 water	 usage	 could	
be	 in	 part	 due	 to	 the	 homeowners	 not	
feeling	 the	 need	 to	 water	 for	 as	 long	
now	 that	 there	 are	 three	 days	 to	 wa-
ter	 yards	 as	 opposed	 to	 two,	 or	 to	 the	
trend	 toward	 conservation	 that’s	 mov-
ing	across	the	country,	or	to	the	number	
of	people	leaving	homes	and	businesses	
across	Nevada.	
	 In	 addition,	 when	 TMWA	 came	 to-
gether	 in	 2001	 there	 was	 only	 a	 par-
tially	 metered	 system	 in	 place.	 Since	
then	the	authority	has	retrofit	meters	so	
that	now	98	percent	of	TMWA	custom-
ers	are	metered	and	with	the	majority	of	
customers	paying	a	metered	rate,	obvi-
ously	people	pay	more	attention	to	wa-
ter	use,	Foree	said.
	 TMWA	is	an	enterprise	fund,	mean-
ing	all	revenues	are	derived	from	sales	
to	customers	and	related	funds.	There’s	
no	sales	tax	revenue	and	no	property	tax	
revenue	being	diverted	to	the	water	au-
thority.	So	with	a	reduction	in	water	use	
and	a	reduction	in	water	users,	there’s	a	
reduction	in	revenue.
	 In	 terms	 of	 drought	 in	 Northern	
Nevada,	 TMWA	 plans	 against	 a	 nine	
year	 drought	 based	 on	 historical	 prec-
edent,	 and	 has	 upstream	 storage	 reser-

According to the Federal Reserve’s 2010 
noncash payments study, approximately 
20 billion more electronic payments 
were made in 2009 than in 2006.  
This is a 9.3 percent annual increase.  
Comparatively, the number of paper 
checks paid fell by about six billion or 7.2 
percent over the same survey period.
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Lean Manufacturing
.S.	manufacturing	and	technology	is	what	made	our	
nation	a	great	global	power.		Unfortunately,	our	glob-
al	rank	in	manufacturing	has	been	eroded	by	foreign	
competition,	 especially	 in	 the	 last	 20	 years.	 	 U.S.	
companies	 (large	and	especially	 small)	who	 imple-

ment	lean	manufacturing	practices	in	the	U.S	are	now	showing	
that	we	have	the	ability	to	turn	the	tide	and	become	more	com-
petitive	internationally.		The	auto	industry	is	a	prime	example.	
	 Toyota	 developed	 and	 implemented	 their	 version	 of	 lean	
manufacturing,	 known	 as	 TPS	 (Toyota	 Production	 System),	
between	 1948	 and	 1975.	 	 Toyota’s	 quality	 got	 better	 as	 they	
continuously	improved	with	TPS.		Ultimately,	Toyota	became	
the	world’s	top	auto	seller	in	the	1st	quarter	of	2007,	displac-
ing	GM.		We	could	see	that	foreign	autos	were	getting	better	
and	U.S.	manufacturers	were	 trying.	 	 But,	 it	 wasn’t	 enough.		
Now	that	we	all	own	a	piece	of	the	U.S.	auto	industry,	major	
changes	are	taking	place.		U.S.	auto	manufacturers	are	imple-
menting	 lean	practices	 in	earnest	 and	are	 starting	 to	make	a	
come-back.	 	Here	 in	Nevada,	 small	and	 large	companies	are	
making	dramatic	improvements	through	lean	implementation.	
Their	improved	quality	and	output	are	resulting	in	significant	
bottom	line	increases	and	improving	their	export	competitive-
ness.		Ultimately,	more	Nevada	jobs	will	result.
	 Lean	manufacturing	is	a	production	practice	that	considers	
the	expenditure	of	 resources	 for	any	goal	other	 than	 the	cre-
ation	of	value	for	the	end	customer	to	be	wasteful,	and	thus	a	
target	for	elimination.		In	other	words,	it	encourages	removal	of	
non-value	activities	in	the	processes.		It	sounds	simple	enough,	
but	many	companies	who	thought	they	were	doing	all	the	right	
things	have	been	quite	surprised	when	the	tools	of	lean	manu-
facturing	are	actually	applied	to	their	operation.
	 There	are	many	tools	available	for	businesses	trying	to	im-
plement	lean	practices.	Some	of	the	most	popular	tools	are	val-
ue	stream	mapping	(VSM),	an	overall	production	process	map	
showing	flow;	quick	changeover	which	 reduces	 set	up	 times;	
5S,	or	sort,	set-in-order,	shine,	standardize	and	sustain;	Kaizen	
which	is	Japanese	for	continuous	improvement;	 total	produc-
tive	 maintenance	 (TPM);	 cellular	 /	 production	 flow;	 overall	
equipment	effectiveness	(OEE);	Takt	time,	which	is	the	time	a	
product	goes	through	each	step	in	the	process	and	line	balance.

U

Profit & Loss | Saving Money through Lean Practices

What is it and why do it?
	 Some	of	these	seem	relatively	intuitive,	while	others	may	not	
be.		Each	process	provides	specific	guidelines	and	focuses	in	
order	to	optimize	each	step	and	phase	of	a	production	process.		
For	 example,	many	 lean	projects	 typically	 start	with	 a	VSM	
that	 shows	 the	 current	 production	 process	 starting	 from	 raw	
material	 to	 a	 finished	 product.	 	 It’s	 a	 great	 starting	 point	 to	
evaluate	the	current	state	and	identify	areas	where	use	of	the	
other	lean	tools	will	make	significant	improvements.		
	 Suppose	we	identify	an	area	that	could	benefit	from	a	Lean	
5S	project.		Sort	is	all	about	organizing	where	the	process	dis-
tinguishes	 needed	 items	 from	unnecessary	 items.	 	 Items	 not	
currently	needed	for	work	are	removed.		Set-in-order	organizes	
a	work	area	for	optimal	efficiency	with	clear	labeling	and	easy	
worker	access.		Shine	is	obviously	all	about	thoroughly	clean-
ing	the	work	area.		Standardize	is	all	about	developing	a	plan	to	
maintain	the	previously	implemented	steps.	 	Sustain	involves	
workers	in	planning	how	to	execute	the	plan	with	clearly	desig-
nated	tasks	completed	on	a	regular	basis.		When	going	through	
this	 process	 there	 are	 specific	 detailed	 checklists	 along	with	
examples	for	each	that	help	make	implementation	of	each	“S”	
clear	with	a	variety	of	options	to	optimize	the	process.		In	addi-
tion,	shop-floor	folks	empowered	with	implementing	the	above	
activities	in	their	work	area	take	more	pride	in	their	work,	lead-
ing	to	greater	satisfaction	and	higher	productivity.	
	 The	 success	 of	 leaner	 practices	 is	 starting	 to	 spread	 from	
manufacturing	to	other	organizations	as	well.		Lean	Office	and	
Lean	Warehouse	are	new	informational	offerings	that	are	be-
coming	particularly	 popular	 as	 operations	 budgets	 are	 being	
scrutinized.	 	 One	 attendee	 at	 a	 recent	 day-long	 Lean	Office	
seminar	here	in	Nevada	implemented	what	she	had	learned	and	
literally	saved	her	company	over	$43,000	annually.
	 In	the	words	of	the	well	known	W.	Edwards	Deming,	“No	
one	has	to	change.		Survival	is	optional.”		With	a	change	to	lean	
implementation,	U.S.	manufacturing	will	not	only	 survive	 in	
this	competitive	global	climate,	but	will	grow	our	economy	and	
ultimately	create	higher	paying	jobs.

Terry Culp is the Business Manager for Nevada Industry 
Excellence (NVIE)

Terry Culp 
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010	proved	 to	 be	 yet	 another	 year	filled	with	 reports	 of	
failed	business,	continued	cutbacks	and	droves	of	people	
wondering…”have	we	hit	bottom	yet?”		As	the	economic	
tsunami	continues	to	roll	through	our	economy,	it	carries	
with	it	an	entire	generation’s	worth	of	historical	reference	

with	regard	to	marketing	and	business	development	as	we	know	it.		
Not	one	single	industry	is	bullet	proof,	and	no	longer	can	we	look	to	
the	past	to	guide	us	into	the	future.
	 With	that	in	mind,	there	are	some	tactics	that	are	important	to	
implement.	Some	are	old	and	some	have	been	re-tooled,	but	none-the-
less,	as	ideas	start	flowing	for	the	year	ahead,	think	about	approaching	
marketing	with	a	fresh	new	perspective.
	 Micro-Niche Marketing	will	be	one	of	the	most	cost	effective	
ways	to	reach	target	audiences	in	the	future.	Embrace	this	idea	or	risk	
losing	market	share	quickly.	This	should	be	considered	with	every	
tactic	or	initiative	a	business	engages	in.		
	 Business Development initiatives	 are	 now	 a	 “team	 sport.”	
Learn	to	play	as	a	team	or	lose	the	game.	Business	development	is	
the	responsibility	of	everyone	in	the	firm.	If	a	coach	is	needed	for	the	
team,	hire	an	expert	marketing	firm	to	train	employees.		The	invest-
ment	will	pay	off.
	 Social Media	is	here	to	stay.	If	a	company	doesn’t	have	Linke-
dIn	or	Facebook	accounts,	or	started	blogging,	it’s	time	to	get	busy.		
This	isn’t	going	away,	and	in	fact,	social	media	has	become	so	main-
stream	and	accepted	now,	that	many	businesses	rely	on	it	as	an	inte-
gral	part	of	their	overall	communications	strategy.
	 Public Relations	has	emerged	with	a	renewed	focus	and	invest-
ment	and	it	is	making	a	huge	comeback.	Partly	because	of	budget	
cuts	and	lack	of	advertising	dollars	to	spend,	and	partly	because	the	
customer	has	become	far	more	educated	and	cautious	about	how	and	
where	they	invest	their	money.		Now	is	not	the	time	to	sit	on	the	side-
lines.	
	 Philanthropy	is	no	longer	defined	by	writing	a	check	to	a	fa-
vorite	charity—if	a	company	and	its	employees	are	not	volunteering	
actual	service	hours	to	the	effort,	only	half	of	the	requirement	is	being	
fulfilled.		While	the	dollars	it	takes	to	fund	the	good	work	of	chari-

ties	is	substantial	and	most	need	more	of	it,	don’t	underestimate	how	
closely	these	efforts	are	now	scrutinized.		It’s	not	really	what	a	busi-
ness	chooses	to	support;	it’s	how	that	company	supports	it.		At	the	
very	least,	donate	some	time	and	experience	to	people	who	could	not	
otherwise	receive	or	afford	that	experience	.	
	 Content,	 Content,	 Content,	 and	more	 CONTENT—the	 new	
age	requires	consistently	changing,	new	and	MEANINGFUL	con-
tent.	For	2011,	look	to	provide	useful,	non-promotional	information	
on	a	regular	basis.	Once	considered	a	company’s	intellectual	property,	
white	 papers,	 newsletters,	 podcasts	 and	other	 detailed	 information	
will	be	the	next	level	of	content	provided	FREE,	on-line,	to	attract	
new	customers.	
 Mobile Device Marketing	has	produced	yet	another	opportuni-
ty	for	marketing	and	companies	must	recognize	how	consumers	now	
use	the	internet.	iPhones,	iPads	and	Blackberries	have	provided	a	web	
experience	that	no	longer	requires	a	desktop	computer.	Companies	
must	recognize	consumer	trends	in	this	area	and	understand	their	use	
of	mobile	search	and	mobile	internet	usage	and	learn	how	develop	
“mobile	friendly”	communications,	and	capture	the	“mobile	market.”	
	 Networking,	an	in	person,	face-to-face	meeting	with	a	real	live	
human	is	back	in	fashion.	With	so	much	economic	turmoil,	people	are	
thirsty	for	live	communications	again,	and	professional	organizations	
offer	the	perfect	platform	to	meet,	connect	and	maintain	and	build	
brand	presence.	Select	a	club	or	group	that	aligns	with	your	industry,	
business	acumen,	or	interest	and	schedule	an	investigative	lunch	to	
determine	if	the	culture	of	the	organization	is	right.	
	 Brand Ambassadors	and	customer	service	is	more	than	ser-
vice;	it	is	now	the	new	“normal”	in	business.		If	a	business	doesn’t	
at	least	meet	the	baseline	of	what	a	customer,	or	client	expects	from	
it,	then	the	competition	will.	Invest	in	team	training	(the	most	valu-
able	resource	are	the	internal	brand	ambassadors)	and	get	loyalty	
appreciation,	more	competent	team	members	and	enjoy	a	richer	and	
deeper	relationship	with	the	team	and	the	clients.

Achieve Success

2
Marketing Tactics for 2011

Darcy Neighbors is the founder and CEO for CIM Marketing 
Partners, LLC.
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DealTracker
PROJECTS  |  SALES  |  LEASES  |  LOANS

Las Vegas, 89122
Multi-Family
Burke Construction Group has begun 
construction on the Perry Plaza Senior 
Housing Complex for the Southern 
Nevada Regional Housing Authority.  
The housing complex sits on 6.5 acres 
and will include 112 one and two story 
units as well as 33 special needs mobil-
ity units.  Apartments will range from 
567 SF to 810 SF.  The $10,720,372 proj-
ect was designed by Pugsley Simpson 
Coulter Architects and is being fund-
ed through the American Recovery and 
Reinvestment Act of 2009.  The project 
is located at 3900 Perry St.

Pahrump, 89048
Government
CORE Construction has broken 
ground on a new addition to Pahrump 
Valley High School.  The 110,000 SF 
expansion will more than double the 
existing campus and will house a new 
media center, student center and multi-
purpose athletic rooms.  In addition to 

the expansion, CORE is renovating the 
school’s existing 90,000 SF building.  
SH Architecture designed the project 
which is expected to cost $25.3 million 
and be completed by summer of 2012.  
The school is located at 601 E. Clavada 
Blvd.  

North Las Vegas, 89052
Government
CORE Construction has completed 
construction of Ruby Duncan Elemen-
tary School.  The Clark County School 
District contracted CORE for the 88,359 
SF school.  SH Architecture designed 
the $17,894,000 project that is com-
prised of three single-story buildings.  
The school is located at 250 W. Rome St.

Henderson, 89014
Office
Lindsey Mark purchased a 5,085 SF of-
fice property from Clark County Credit 
Union for $715,000 or $141 PSF.  The sell-
er was represented by Chris Beets and 

PROJECTS

SALES

Perry White of Marcus & Millichap.  
The property is located at 1053 Whitney 
Ranch. 
APN # 161-33-611-003

Reno, 89521
Office
TAJ Management Company, LLC 
purchased 4,982 SF from Heritage 
Bank of Nevada for $750,000 or $515 
PSF.  The buyer and seller were both 
represented by Scott Shanks, SIOR, 
Dominic Brunetti, CCIM and Janna 
Page of NAI Alliance.  The property is 
located at 500 Damonte Ranch Pkwy., 
Suite 703.
APN # 140-173-03

Las Vegas, 89115
Industrial
Mucklesnick, Inc. purchased 11,600 
SF from CNLV Enterprises for $1.25 
million or $108 PSF.  The buyer was rep-
resented by Bill Walsh of Commerce 
Real Estate Solutions and the seller 
was represented by Gina Moore and 
Jennifer Levine of Commerce Real Es-
tate Solutions.  The property is located 
at 4530 E. Carey Ave., Buildings 1 & 2.
APN # 140-17-403-004

Pahrump Valley High School

Ruby Duncan Elementary School

1053 Whitney Ranch
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Las Vegas, 89101
Multi-Family
The Siegel Group purchased the 232 
unit Charlestonwood Apartments 
from Blue Valley Apartments, Inc. 
for $3.6 million or $15,517 per unit.  
The complex sits on 4.6 acres and has 
been renamed Las Residencias.  The 
property is located at 2900 E. Charles-
ton Blvd.
APN # 139-36-402-009

Las Vegas, 89102
Multi-Family
Success Development, Inc. pur-
chased the 24-unit Tam Drive Apart-
ments from Robert McNamara, Re-
ceiver for $160,000 or $6,667 per unit.  
The seller was represented by Geof-
frey West of CB Richard Ellis.  The 
property is located at 2216-22247 Tam 
Drive. 
APN # 162-04-811-050 et al

Las Vegas, 89145
Multi-Family
Dr. Frank F.C. Cheng purchased 39 of 
the 92 units of the Solana Condomini-
ums from Bank of America, N.A. for 
$2.1 million or $53,846 per unit.  The 
seller was represented by Geoffrey 
West of CB Richard Ellis.  The prop-
erty is located at 8400 W. Charleston 
Blvd. 
APN # 138-33-419-001 et al

Las Vegas, 89131
Other
Par 72, LLC purchased a 272 acre golf 
course from SPE MD Holdings, LLC 
for $3.1 million or $0.26 PSF.  The seller 
was represented by Keith Cubba of 
Colliers International and Ken Arim-
itsu of PMRG, Irvine.  The property is 
located at 5600 Cupp Drive.

Henderson, 89044
Office
Cost Containment Strategies, Inc. 
leased 6,048 SF from McCarran Center 
LLC for $257,645 on a 35-month lease.  
The tenant was represented by Chuck 
Witters and Kris Watier of Lee & As-
sociates.  The property is located at 
7150 Pollock.  Reported monthly rent is 
$1.22 PSF.

Henderson, 89074
Office
Impac Medical Systems, Inc. leased 
20,278 SF from Teck Park 5, LLC for 
$1,797,645 on a five-year lease.  The ten-
ant was represented by Chuck Witters 
and Kris Watier of Lee & Associates.  The 
property is located at 2310 Corporate Cir-
cle.  Reported monthly rent is $1.48 PSF.

Las Vegas, 89119
Office
Benchmark renewed its lease of 10,655 
SF in the Tropicana Executive Center from 
Koll/Per Tropicana Executive Center for 
$114,435 on a six month lease.  The land-
lord was represented by Bob Hawkins and 
Desiree Crisp of Commerce Real Estate 
Solutions.  The property is located at 1515 
E. Tropicana Ave., Suites 350 and 400.  Re-
ported monthly rent is $1.79 PSF.

Las Vegas, 89134
Office
LINQ360, LLC sub-leased 8,453 SF in Park-
way Pointe from Pinnacle Entertainment, 
Inc. for $499,766 on a 66-month lease.  The 
tenant was represented by Leo Bieder-
mann of Commerce Real Estate Solu-
tions and the landlord was represented by 

Douglas Crook of Douglas L Crook & As-
sociates.  The property is located at 9555 
Hillwood Dr., Suite 140.  Reported monthly 
rent is $1.00 PSF.

Las Vegas, 89117
Retail
Monica Memum – Kindercafe leased 
3,600 SF in the Village Square at Peccole 
Ranch from the Receivership Estate of Vil-
lage Square Shopping for $181,440 on 
a 39-month lease.  The tenant was repre-
sented by Sean Marquilis of The Equity 
Group and the landlord was represented 
by Liz Clare, CCIM and Jacqueline Young 
of Commerce Real Estate Solutions.  The 
property is located at 9330 W. Sahara Blvd., 
Suite 110.  Reported monthly rent is $1.35 
PSF.

Las Vegas, 89117
Retail
Partell Specialty Pharmacy leased 8,550 
SF in the Barcelone Center from GSIP Bar-
celone, LLC for $1,883,736 on a 126-month 
lease.  The tenant and landlord were both 
represented by Dan Hubbard of Com-
merce Real Estate Solutions.  The property 
is located at 8751 W. Charleston Blvd., Suite 
120.  Reported monthly rent is $1.30 PSF.

LEASES

Red Report | Deal Tracker

“Your O�ce Needs in a Squeeze”

www.tangerinelv.com

Toners
and

Oce
Supplies

• Low Cost Office Supplies, Toners & Office Furniture
• HP/Xerox Dealer • Next Day Delivery

702.260.6650  
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ed by Lisa Locati of More Business Group 
and the landlord was represented by Leo 
Biedermann of Commerce Real Estate 
Solutions.  The property is located at 3216-
3228 W. Desert Inn Rd., Suite 2-3222.  Re-
ported monthly rent is $0.53 PSF.

Las Vegas, 89118
Industrial
Triple Play LDM, Pump It Up leased 11,333 
SF in the Aabacus Industrial Park from the 
Receivership Estate of Morgan Family for 
$351,308 on a five-year lease. The landlord 
was represented by Susan Borst, CCIM 
and Leo Biedermann of Commerce Real 
Estate Solutions.  The property is located 
at 3200 W. Sunset Rd., Building A.  Reported 
monthly rent is $0.50 PSF.

Las Vegas, 89102
Industrial
Spark Plug Las Vegas, LLC leased 5,572 
SF in the Palms Business Center from Fish-
er Brothers for $317,716 on a 64-month 
lease.  Additionally, Progress Choices, 
Inc. leased 10,709 SF in the Palms Business 
Center for $271,402 on a 39-month lease.  
The landlord was represented by Leo 
Biedermann of Commerce Real Estate 
Solutions.  The properties are located at 
2960-2972 Meade Ave., Building B, Suite 
2964 and 3000-3030 Rigel Ave., Building 
C, Suite 10-30.  Reported monthly rent is 
$0.90 PSF and $0.65 PSF, respectively.

Las Vegas, 89119
Industrial
Destinations by Design, Inc. leased 
31,000 SF from Mapleton Investments 
for $581,250 on a 42-month lease.  The 
tenant and landlord were both repre-
sented by Dean Willmore, SIOR of Com-
merce Real Estate Solutions.  The prop-
erty is located at 6780 Caballo St., Suite B.  
Reported monthly rent is $0.50 PSF.

Las Vegas, 89119
Industrial
NV Litho, LLC leased 13,156 SF in the 
Hughes Airport Center from CIP Air-
port Industrial, LLC for $533,870 on a 
66-month lease.  The tenant was repre-
sented by Amy Ogden of Commerce 
Real Estate Solutions and the landlord 
was represented by Eric Larkin of VOIT 
Commercial.  The property is located at 
823 Pilot Rd., Suite E.  Reported monthly 
rent is $0.29 PSF.

Las Vegas, 89121
Retail
Vegas Fitness dba Planet Fitness leased 
14,669 SF in the Renaissance III Shopping 
Center from Allisam Ren III, LLC for 
$1,578,461 on a 10-year lease.  The tenant 
was represented by Penny Mendlovic 
and Christina Strickland of CB Richard 
Ellis and the landlord was represented 
by Robin Civish, CCIM of Commerce 
Real Estate Solutions.  The property is 
located at 3300 E. Flamingo Rd.  Report-
ed monthly rent is $0.80 PSF.

Las Vegas, 89146
Retail
Bella Grande Entrances, LLC leased 
4,838 SF in the Plaza De Colores from 
1950-2050 South Rainbow Blvd. for 
$139,334 on a 40-month lease.  The ten-
ant was represented by Lisa Locati of 
More Business Group and the landlord 
was represented by Dan Hubbard and 
Michael McDay of Commerce Real Es-
tate Solutions.  The property is located 
at 1950-2050 S. Rainbow Blvd., Suite 
D-100.  Reported monthly rent is $0.75 
PSF.

Henderson, 89011
Industrial
Las Vegas Motorworks leased 5,664 SF 
from S.T.W.M.S., V, LLC for $77,382 on a 
three-year lease.  The landlord was rep-
resented by Michael De Lew and Greg 
Pancirov of Colliers International.  The 
property is located at 7585 Commercial 
Way., Suite E.  Reported monthly rent is 
$0.38 PSF.

Henderson, 89014
Industrial
Republic Silver State Disposal, Inc. 
leased 25,000 SF from Harsch Invest-
ment Properties, LLC for $26,250 on a 
three-month lease.  The tenant was repre-
sented by JJ Peck of CB Richard Ellis in 
the transaction.  The property is located at 
16 Sunset Way.  Reported monthly rent is 
$0.35 PSF.

Las Vegas, 89102
Industrial
Bella Grande Entrances, LLC leased 8,000 
SF in the Desert Inn Commerce Center 
from Fisher Brothers for $158,312 on a 
40-month lease.  The tenant was represent-
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FAMILY
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I
n May, Nevada Business Magazine, along with our corporate sponsor, Fair Anderson 
& Langerman, will host a very special event recognizing outstanding Family Owned 
Businesses. The luncheon will showcase companies throughout Southern Nevada that 
embody the entrepreneurial spirit of America’s family owned businesses.

The ceremony will feature businesses in 10 separate categories with the winners chosen by 
a panel of judges.  Be a part of this important market and help us honor outstanding family 
owned businesses.

Sponsorship Opportunities

Contact Us Today!  |  702.735.7003 ext. 6333  |  nevadabusiness.com

Presenting Sponsor
(4 Available)

$7,500

Includes:
• Full page, four-color ad in Special Report

• Editorial profile in report

• One premium placed table at event

• Exhibit table at event

• Video Recognition

• Category presenter

• Logo on all promotional material

Category Sponsor
(5 Available)

$6,000

Includes:
• Full page, four-color ad in Special Report

• One premium placed table at event

• Category presenter

• Logo on all promotional material

For more information about this or any of Nevada Business Magazine’s
great events, contact the magazine at 702.735.7003.

http://nevadabusiness.com
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Southern Nevada Analysis and statistics compiled by 

Applied Analysis, Northern Nevada Analysis and statistics

compiled by Colliers International Reno
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Reno-Sparks 
	 Reno/Sparks’	retail	market	continues	
to	 search	 for	 a	 solid	 floor	 to	 re-build	
from.	 	 The	 area	 had	 a	 positive	 net	 ab-
sorption	during	 the	 third	quarter	 to	 the	
tune	 of	 40,781	 sf.	 	However,	 all	 of	 this	
net	 absorption	 can	 be	 attributed	 to	 one	
large	 lease	 from	 Easter	 Seals	 Thrift	
Store	 which	 occupied	 just	 over	 43,000	
sf	 in	 the	 Plaza	 500	 Center	 on	 Oddie	
Blvd.	 	 The	 space	 was	 recently	 vacated	
by	 Save-Mart.	 	Without	 that	 one	 lease,	
there	would	have	been	a	continuation	of	
negative	net	absorption.		
	 During	 the	 quarter,	 there	 were	 23	
businesses	moving	 into	 shopping	 cen-
ters	while	 during	 the	 same	 period,	 38	
businesses	moved	out.		The	market	will	
continue	to	struggle	to	post	consistent-
ly	positive	net	absorption	until	 the	 ra-
tio	 of	move	 ins	 to	move	outs	 becomes	
positive.	 	
	 Restaurants	 continued	 to	 be	 an	 ac-
tive	 area	 of	 the	 market	 for	 both	 new	
and	 closing	 businesses.	 	 Newly	 opened	
restaurants	 include	 Great	 Basin	 Brew-
ery,	 BJ’s	 and	 Togo’s.	 	 There	 were	 also	
a	number	of	restaurants	that	closed	dur-
ing	 the	 quarter	 including	 Aloha	 Sushi,	
Yama	Sushi,	Austin’s,	Bojo’s	and	Round	
Table	 Pizza.	 	 The	 banking	 sector	 con-
tinued	it’s	retrenchment	with	the	closing	
of	 two	Wells	 Fargo	 Financial	 Services	
offices	and	one	Wachovia	branch.
	 The	line	shop	vacancy	rate	now	stands	
at	a	new	record	high	of	22.52%.		The	an-
chor	vacancy	rate	has	dipped	below	the	
high	and	now	stands	at	13.08%.	 	While	
these	high	vacancy	rates	are	causing	fi-
nancial	pressures	for	landlords,	it	is	cre-
ating	 opportunities	 for	 new	 businesses	
as	 landlords	 aggressively	 compete	 for	
the	few	tenants	looking	for	space.	

Las Vegas 
	 Vacancies	declined	for	the	second	consecu-
tive	quarter,	 and	average	asking	 rents	among	
anchored-retail	centers	showed	signs	of	contin-
ued	weakness.		At	the	close	of	the	third	quarter	
of	2010,	the	vacancy	rate	fell	a	modest	five	ba-
sis	points	to	10.7	percent	compared	to	the	pre-
vious	quarter.		Compared	to	the	same	period	of	
the	prior	year	(Q3	2009),	the	vacancy	rate	re-
mains	0.3	percentage	points	higher.		While	the	
vacancy	rate	has	come	down	for	two	consecu-
tive	 quarters,	 it	 has	 continued	 to	 hang	 above	
10	 percent	 for	 more	 than	 a	 year,	 suggesting	
pressure	on	average	asking	rents	will	continue.		
During	the	third	quarter,	average	asking	rents	
fell	to	$1.60	per	square	foot	per	month,	or	down	
17.9	percent	from	the	$1.95	reported	one	year	
ago.		Prices	are	off	27.3	percent	from	the	peak	
reported	in	early	2008.		
	 During	 the	quarter,	 the	market	witnessed	a	
total	of	47,200	square	feet	of	positive	net	absorp-
tion	as	more	retail	tenants	moved	into	space	than	
moved	out.		This	is	the	second	consecutive	quar-
ter	in	which	the	market	witnessed	the	absorption	
of	second-generation	space	outpace	move-outs,	
a	trend	not	reported	since	the	end	of	2005.
	 By	the	end	of	the	third	quarter	of	2010,	the	
retail	market	reported	51.2	million	square	feet	of	
inventory,	as	25,200	square	feet	of	new	in-line-
shop	space	was	completed	in	a	Lowe’s	anchored	
center	in	the	northwest	submarket.		Projects	that	
remain	 actively	 under	 construction	 total	 ap-
proximately	524,000	square	feet	while	plans	for	
4.7	million	square	feet	remain	on	the	drawing	
board.		An	additional	1.3	million	square	feet	of	
space	has	stopped	development	due	to	the	cur-
rent	economic	environment	and	is	not	likely	to	
resume	in	the	near	term.
	 With	 taxable	 retail	 sales	 showing	 few	 in-
creases	over	the	latest	downturn,	and	consumer	
confidence	near	record	lows,	retailers	will	likely	
continue	waiting	before	further	pursuing	growth	
opportunities	in	Southern	Nevada.	

Commercial RE Report | Retail

Retail Summary
Third Quarter 2010
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he U.S. economy continues its slow 
recovery from recession.  For third 
quarter 2010, estimated real GDP 
growth was revised upward to a 
2.5 percent annualized rate, which 
is stronger than the 1.7 percent 

figure for second quarter 2010.  U.S. nonfarm 
employment rose by a tepid 39,000 jobs (sea-
sonally adjusted) in November, marking the 
second consecutive month of increases.  In 
addition, real personal consumption and retail 
sales increased in October, and consumer con-
fidence increased in November.  The Kansas 
City Financial Stress Index also dropped below 
its long-run average in November—indicating 
that financial turmoil is lessening.
 With U.S. consumption spending rising, the 
Nevada economy is showing signs of recovery.  
October gaming revenue was up 11 percent 
from a year earlier—though down 3.2 percent 
from September.   October visitor volume and 
taxable sales were also higher than a year ear-
lier.  The state unemployment rate fell from 
14.5 to 13.7 percent in October, as labor force 
participation dropped. 
 The economic picture for Clark County is a 
little more robust than for the state as a whole.  
October gaming revenue was up 12.5 percent 
from a year ago—though down 3.6 percent from 
a strong September.  October visitor volume 
also was up over a year ago.  Taxable sales 
were unchanged from the previous month.  
Residential construction permits and Las Ve-
gas employment nudged upward.  The Las Ve-
gas unemployment rate fell from 15.0 to 14.1 
percent, as labor force participation declined.
 Washoe County economic activity also 
shows signs of improvement.  October visitor 
volume was down by 3.2 percent from a year 
ago, but gaming revenue was 4.3 percent 
higher than a year earlier, and taxable sales 
were 2.5 percent higher.  Employment was up 
slightly over September.  The Reno-Sparks un-
employment rate fell from 13.6 percent to 12.8 
percent, as labor force participation fell.
 With the national recovery showing contin-
ued signs of reinvigoration, the Nevada econ-
omy—particularly the leisure and hospitality 
sectors—is showing definite signs of improve-
ment.  The real estate and construction sec-
tors are likely at or near bottom, but the large 
overhang in residential and commercial space 
suggests no significant improvement is likely 
for quite some time.  Given the lingering issues 
in the financial sector and the reluctance of 
businesses to invest, the U.S. economy is likely 
to continue on a slow upward path, which sug-
gests a slow recovery for the Nevada economy.

Sources: Nevada Department of Taxation; Nevada Department of Employment, Training, and Rehabilitation; UNR Bureau of 
Business and Economic Research; UNLV Center for Business and Economic Research; McCarran International Airport; Reno/Tahoe 
International Airport; Las Vegas Convention and Visitors Authority; Reno-Sparks Convention and Visitors Authority; U.S. Department 
of Commerce; U.S. Bureau of Labor Statistics; U.S. Census Bureau; U.S. Federal Reserve Bank.

*Change in percentage rate, **Reflects the Reno-Sparks MSA which includes Washoe and Storey Counties, ***Recent growth is an annulized rate

Prof. Stephen P. A. Brown, PhD
UNLV Center for Business and Economic Research
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Real GDP Growth***

U.S. Dollar
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“The	redistricting	of	Senate	and	
Assembly	seats	is	the	elephant	

in	the	room.		This	session,	
Nevada	will	have	assemblymen	
representing	well	over	90,000	

voters	while	other	assemblymen	
in	the	same	county	will	represent	
under	10,000	voters.		My	concern	
is	that	this	patent	inequity	will	be	
disingenuously	perpetuated	for	

political	purposes.”

Jacob A. Reynolds • Attorney, Hutchison & Steffen, LLC

“The	Nevada	Development	
Authority	wants	to	make	sure	
economic	diversification	and	
support	remains	a	top	priority	
for	the	state.	Relocating	and	

expanding	businesses	to	
Nevada	is	crucial	in	tackling	the	
unemployment	rate	and	allowing	
our	state	to	have	a	viable	future.”

Somer Hollingsworth • President and CEO, Nevada Development Authority

“The	budget	crisis.	The	impact	
on	small	businesses	as	the	

Governor	and	the	Legislative	
body	implement	budget	cuts	to	
balance	the	three	plus	billion	
dollars.	My	hope	is	that	the	

small	business	community	be	
asked	to	offer	solutions	to	help	

fix	the	problem.”

Tom Akers • President, BIP Software, Inc

“Legislators	face	two	huge	and	
volatile	issues	-	balancing	the	
budget	and	redistricting	-	which	
could	drive	a	partisan	wedge	
in	each	house	and	polarize	the	
members	along	party	lines.		Here’s	
hoping	they	will	set	aside
personal	politics,	conduct	
themselves	in	a	spirit	of	objectivity,	
and	that	collegiality	will	prevail!”

Robert List • Former Nevada Governor, Senior Partner, Kolesar & Leatham

“Focus	again	on	how	to	raise	
more	revenue,	avoiding	actions	
necessary	for	real	spending	reform	
such	as	reigning	in	public	employee	
benefits	&	collective	bargaining	
contracts,	zero-based	budgets,	
meaningful	education	reform	and	
sunset	review	of	every	state	agency,	
board,	and	commission.		Private	
sector	job	creation	and	economic	
development	may	also	be	ignored.”

Bruce Gescheider • Chair Elect, Reno Sparks Chamber of Commerce, Owner, Moana Nursery

“What is your biggest concern in the
upcoming legislative session?”

The Last Word People

“My	biggest	concern	relating	to	the	
upcoming	legislative	session	is	that	
they	do	not	enact	any	measures	
that	would	impede	the	growth	of	
small	businesses	in	Nevada.		They	
cannot	take	on	additional	burden	
and	it	would	be	unwise	to	harness	
them	with	any	additional	taxes	
or	fees	to	make	up	for	revenue	
shortfalls.”

Terry McQuattie • District Manager, Northern Nevada US Bank
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Offer ends 2/28/11. Offer and stated rates are available to new, first-time CenturyLink™ Prism™ TV residential customers in select areas only. The $32.99 monthly rate applies to Prism™ TV package for the first six (6) months of service with 
a minimum service commitment of twelve (12) months, after which standard rates apply. The stated monthly rate of under $90 applies to Local Calling service and High-Speed Internet with up to 3 Mbps speed, bundled with Prism™ 
TV package, and applies for the first six (6) months of service with a minimum service commitment of twelve (12) months, after which standard rates apply. A $6.99 monthly DVR service fee applies when the Quad Play DVR is purchased with 
Prism™ TV package. Promotional offer cannot be combined with any other Prism offers. All prices, packages and programming are subject to change without notice. Taxes, fees and surcharges will apply. An additional monthly fee (including 
professional installation, if applicable) and a shipping and handling fee will apply to customer’s modem or router. General – Services and offers not available everywhere. CenturyLink may change, cancel, or substitute offers and services, or vary them by 
service area, at its sole discretion without notice. Requires credit approval and deposit may be required. Additional restrictions apply. Terms and Conditions – All products and services listed are governed by tariffs, local terms of service, or terms and conditions posted at 
http://about.centurylink.com. Taxes, Fees, and Surcharges – Taxes, fees, and surcharges apply, including a Carrier Universal Service charge, National Access Fee surcharge, a one-time High-Speed Internet activation fee, state and local fees that vary by area and certain in-state 
surcharges. Cost recovery fees are not taxes or government-required charges for use. Taxes, fees, and surcharges apply based on standard monthly, not promotional, rates. Call 866.960.7089 for a listing of applicable taxes, fees, and surcharges. Monthly Rate for All Service 
Bundles – The monthly rate for all bundled services will apply while customer subscribes to all qualifying services. If one (1) or more services are cancelled, the standard monthly fee will apply to each remaining service. High-Speed Internet (HSI) – As determined by service 
location, an early termination fee will apply as either a flat $99 fee or the applicable monthly recurring service fee multiplied by the number of months remaining in the minimum service period, up to $200. Performance will vary due to conditions outside of network control and no speed 
is guaranteed. CenturyLink™ Prism™ TV – Offers and stated rates are available to new, first-time Prism™ TV residential customers only in select areas. All plans require separate local phone service plan and include digital channels (including local channels), one (1) set-top box, 
one (1) modem gateway, and up to four (4) standard direct video streams to residence. CenturyLink-provided set-top boxes are required to view TV. If a term agreement applies to the offer, an early termination fee in the amount of discounts received applies if customer terminates 
services before the end of the applicable term agreement. Local channel availability varies by market. Caller ID service must be purchased separately to enable the on-screen Caller ID feature; Caller ID feature is not available in all areas. High Definition (HD) available on all TV plans for 
an additional $11.99/month, and up to two (2) of the up to four (4) video streams can be in HD. Customer’s location determines both HD availability and the maximum number of HD video streams (between 0-2 HD streams) a customer can view and record at any one time per residence, 
regardless of the number of set-top boxes (“STBs”) in the household. All non-HD video streams are provided in standard definition. Subscription to service precludes customer from purchasing high-speed Internet services from any third party. Additional charges will apply for additional 
programming packages, movie channel subscriptions (except for Prism™ Premium plan), Pay Per View movies and events, On Demand purchases, and premium services/subscriptions for all plans. Some subscription services, events, and broadcast network service may be blacked out 
in customer’s area. Customer may dial *67 (touchtone) or 1167 (rotary) prior to placing a call to block their calling information. In order for media sharing to operate correctly customer must have Windows XP or VISTA and Windows Media Player 11. Equipment – Minimum equipment 
and CenturyLink professional installation is required. At initial installation, each customer receives: one (1) VDSL 2 modem; up to six (6) STBs (standard plan includes one (1) STB; additional STBs are available for an additional monthly rate, per STB); and one (1) remote control per STB 
installed. All equipment must be returned to designated CenturyLink retail store within thirty (30) days after service disconnection in an undamaged condition, or customer will be charged for each equipment piece not returned or returned as damaged. Prism™ TV Plan – Quad Play 
DVR service excluded and is available for an additional monthly fee. Wall Street: Money Never Sleeps: ©2010 Twentieth Century Fox Film Corporation. All Rights Reserved. ©2010 CenturyLink, Inc. All Rights Reserved. The name CenturyLink and the pathways logo are 
trademarks of CenturyLink, Inc. All other marks are the property of their respective owners.

Test-drive & buy online or in store. 
See the difference at seeprismtv.com.
Call 702.222.4444 | Follow us on Twitter @CenturyLinkLV.

Test-drive it at one of your local CenturyLink Stores.
With TV packages starting at $32.99 a month for six months – or a great bundle offer that includes 
High-Speed Internet and Voice for under $90 a month – now is the time to give your TV and your 
whole family what they really want. Prism.

Stop by your local CenturyLink Store:
• 2668 North Las Vegas Blvd., North Las Vegas
• 4850 Ft. Apache, Las Vegas 
• 1321 West Sunset Rd., Henderson
• 7580 Las Vegas Blvd. South, Las Vegas

• 330 South Valley View Blvd., Las Vegas
• 2340 East Tropicana Ave., Las Vegas
• 9771 South Eastern Ave., Las Vegas

This is TV worth switching for.

Introducing CenturyLinkTM PrismTM

FREE HD 
for 3 months

Check out these brilliant features and more at seeprismtv.com.

Whole Home DVR Razor-Sharp HD Personal Media Sharing 

Features that outshine cable and satellite.
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