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	 One	of	the	dangers	of	the	Margin	Tax	is	that	so	many	business	owners	think	it’s	
such	bad	policy	that	it	will	never	pass.	However,	a	recent	poll	suggests	otherwise.	
In	fact	the	poll,	which	was	conducted	before	the	Coalition	to	Defeat	the	Margin	Tax	
Initiative	launched	their	mass-media	campaign,	showed	a	passage	by	nine	percent-
age	points.	Coined	the	Education	Initiative,	the	plan	would	impose	a	2	percent	tax	on	
gross	revenue	for	Nevada	businesses,	even	if	they	made	no	profit.	
	 The	truth	is,	bad	legislation	sometimes	gets	passed.	And,	in	this	instance,	there’s	
simply	too	much	at	stake	for	all	business	owners	not	to	get	involved	and	help	defeat	
Question	3.	Therefore,	I	would	ask	business	leaders	throughout	the	state	to	distrib-
ute	the	following	letter	to	their	employees.	You	can	download	a	copy	of	the	letter	at	
the	bottom	of	this	page.

To Our Valued Employees,
	 The Nevada general election will include what could be a devastating tax for our 
business and all Nevadans. Known as the Education Initiative, Question 3 is an ill-
conceived tax that has the potential to destroy jobs, kill businesses and increase 
the cost of living for all our families. The plan calls for a 2 percent tax on the gross 
revenue of Nevada businesses. Since the tax is to be imposed on gross receipts, a 
company can lose money and still be subjected to the tax.
 Touted as the solution to education funding, the initiative does not have a provi-
sion that guarantees those additional taxes will be used for our schools. There’s no 
doubt our state needs to invest in education, as our children are our future.  We can 
all agree that education must be a priority in our state; but this initiative is not the 
solution.
 Should Question 3 pass, you can expect to see businesses (including ours) 
throughout the state cut back on expenses, in many cases reducing their workforce 
and in some instances, simply closing their doors.  Furthermore, those companies 
that remain in business will be forced to pass the tax along to consumers, thereby 
making goods and services more expensive for all of us. 
 Even the basics, such as utilities, gas, healthcare, clothing and food would cost 
Nevadans more if this initiative passes.  And, since we’re just now recovering from 
the most severe economic hardship since the Great Depression, now is hardly the 
time to increase our cost of living.
 Business leaders, organizations and even unions throughout our state realize the 
devastating and far-reaching effects the initiative could have should it pass on No-
vember 4th. Therefore, it is with great concern for our business and all our lifestyles, 
that I urge you to vote against Question 3. In addition, I would ask you to help us warn 
your family, friends and neighbors about the tax initiative and ask them to also vote 
against it.
 I very much appreciate your serious consideration of this initiative and your sup-
port in helping us defeat Question 3. Should you wish to further investigate Question 
3, you can obtain more information at www.stopthemargintax.com. As with this busi-
ness, we cannot succeed without your help.

Regards,
Your Employer
You can download a copy of this letter here (DOC | PDF | TXT).

By Whose Authority?
For more information on my Commentary and to see some of the backup research, or if 
you wonder why I take the position I take, go to www.LyleBrennan.com.

Business Leaders Unite
Educate Your Employees about Question 3 - The Margin Tax
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Tax Changes
Looming
by Chris Sieroty

WELCOME
TO NEVADA
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Nevada	is	well	known	as	a	corporate	
tax	haven.	Many	large	companies	are	

incorporated	 in	 Nevada,	 particularly	

those	whose	headquarters	are	located	

in	 California,	 Arizona	 or	 Utah.	 There	

are	 several	 reasons	 for	 this.	 One	 is	

that	Nevada	 law	provides	strong	pro-

tections	against	holding	corporation’s	

owners	responsible	for	the	actions	of	a	

corporation.	

	 Another	 reason	has	 to	do	with	 the	

state’s	tax	structure	which	is	favorable	

for	 businesses	 in	 Nevada.	 The	 state	

also	 has	 no	 corporate	 income	 tax	 or	

personal	 income	 tax.	 In	 fact,	 it’s	clear	

that	the	state	has	made	it	a	priority	to	

keep	the	cost	of	doing	business	in	Ne-

vada	as	low	as	possible.	

	 However,	 there	 are	 some	 fees	busi-

nesses	must	pay	 in	Nevada.	One	 is	 an	

annual	 $200	 “Business	 License	 Fee,”	

which	is	paid	to	the	Secretary	of	State’s	

Office	at	the	time	of	formation	or	renewal	

of	the	corporation.	Nevada	also	applies	a	

1.17	percent	tax	on	gross	wages	to	most	

businesses	with	a	payroll	over	$85,000.	

The	 quarterly	 tax,	 however,	 does	 allow	

employers	to	deduct	health	care	expens-

es.	If	an	employer	has	less	than	$85,000	

of	taxable	wages	in	a	quarter,	it	still	must	

file	a	return	with	$0	balance	due,	accord-

ing	to	the	state	Department	of	Taxation.

https://nvsos.gov/
https://nvsos.gov/
http://tax.nv.gov/
http://www.nevadabusiness.com/2014/10/welcome-nevada-tax-changes-looming/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20October%202014
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	 Financial	 institutions	 in	Nevada	also	pay	

2	percent	of	wages	paid	to	employees	dur-

ing	a	calendar	quarter.	However,	Nevada	and	

Texas	are	the	only	two	states	that	do	not	have	

information	sharing	agreements	with	the	In-

ternal	Revenue	Service.

	 For	many	businesses	this	means	that	Ne-

vada	is	an	ideal	location.	Liz	Malm,	an	econ-

omist	with	the	Center	for	State	Fiscal	Policy	

with	the	Tax	Foundation	in	Washington,	D.C.,	

said	 the	 state	 does	 really	 well	 as	 a	 whole	

where	it	currently	stands.	

	 “Each	 year,	 we	 rank	 state	 business	 tax	

climates	 in	 our	State Business Tax Climate 

Index,”	 Malm	 said.	 “Nevada	 ranks	 third,	

meaning	that	it	has	the	third	best	tax	climate	

in	the	country.	This	is	in	part	due	to	its	lack	of	

income	taxes.”

	 Malm	cautioned	 that	Nevada	does	have	

a	high	state-level	sales	tax	rate	and	high	av-

erage	 local	 rates,	but	property	 taxes	are	 in	

the	middle-of-the-pack.	She	added	Nevada	

does	 have	 an	 interesting	 state-level	 payroll	

tax,	and	uses	severance	taxes	on	mineral	ex-

traction,	as	well.	A	severance	tax	is	incurred	

when	 non-renewable	 natural	 resources	 are	

extracted	within	a	taxing	jurisdiction.

	 The	campaign	surrounding	the	attempted	

removal	 of	 the	 5	 percent	 tax	 cap	 on	mining	

in	 Nevada,	 although	 controversial,	 has	 been	

overshadowed	by	another	ballot	issue,	Ques-

tion	3,	also	known	as	The	Nevada	Margin	Tax	

for	 Public	 Schools	 Initiative.	 If	 approved	 by	

voters,	the	initiative	would	institute	a	2	percent	

margin	tax	on	businesses	operating	in	Nevada.	

Tax	revenue	raised	from	the	increase	would	be	

kept	in	the	State	Distributive	School	Account	

to	be	allocated	to	public	schools,	from	kinder-

garten	through	high	school.	However,	its	pos-

sible	regular	funding	will	be	pulled	so	there’s	no	

guarantee	that	education	funding	will	increase.

	 The	 2	 percent	 tax	 could	 be	 determined	

using	two	different	methods:	Taxation	of	70	

percent	 of	 total	 revenue	of	 the	 business	 or	

taxation	of	 a	business’	 total	 revenue	minus	

compensation	to	owners	and	employers	re-

lated	to	good	sold.	A	business	would	choose	

whether	to	subtract	compensation	or	cost	of	

goods,	but	not	both.

	 The	measure	would	also	 temporarily	 in-

crease	 the	 2	 percent	 Modified	 Business	

Tax	on	financial	 institutions	 to	2.29	percent		

in	 January	 and	 with	 another	 temporary	 in-

crease	 to	 2.42	 percent	 set	 for	 July	 of	 next	

year.	 The	 increased	 tax	 revenue	 would	 be	

used	to	pay	for	the	administration	of	the	mar-

gins	tax	and	would	return	back	to	2	percent	

in	July	of	2016.

	 If	approved	by	voters,	the	tax	would	start	

to	accrue	on	January	1,	2015.

	 The	 initiative	was	filed	 in	February	2013	

by	 the	 Nevada	 AFL-CIO,	 led	 by	 Executive	

	 “Tax	 revenues	 as-

sociated	 with	 tourism,	

such	 as	 sales	 taxes	

and	 hotel	 accom-

modation	 taxes,	 are	

also	 important	 for	 the	

state,”	Malm	said.	

	 Nevada’s	 budget	

is	also	reliant	on	taxes	

levied	on	the	mining	in-

dustry.	The	state	has	a	

minerals	extraction	tax	

and	 oil	 and	 conserva-

tion	tax,	known	as	the	Net	Proceeds	of	Mines	

Tax.	The	tax’s	rate	was	3.65	percent	before	

being	raised	in	1989	to	its	current	5	percent.	

November Election
	 The	 state’s	 tax	 structure	 could	 change	

on	November	4th	of	this	year,	when	Nevada	

voters	will	decide	on	two	tax	proposals	that	

the	Tax	Foundation	says	will	have	a	dramatic	

impact	on	the	state.	

	 The	Nevada	Mining	Tax	Cap	Amendment,	

also	known	as	SJR	15,	is	on	the	ballot	as	a	

legislatively-referred	 constitutional	 amend-

ment.	If	approved	by	voters,	the	repeal	would	

allow	 the	2015	Legislature	 to	consider	 rais-

ing	the	5	percent	tax	on	net	proceeds	of	gold	

and	other	minerals	mined	in	Nevada.

	 The	cap	is	currently	in	the	state	constitu-

tion	and	needs	voter	approval	to	be	removed.	

A	 similar	 measure	 failed	 to	make	 the	 2012	

ballot.	

“It’s also not neutral,
hitting different industries

with different effective
tax rates. Overall, it’s a

poorly design tax.”
— Liz Malm

TAXES

Liz

Malm
Tax Foundation

CHRISTUCKERLV.COM  |  702.501.6879

DESIGN
MODERN	

&  P H O T O G R A P H Y

http://www.irs.gov/
http://www.irs.gov/
http://taxfoundation.org/
http://www.christuckerlv.com
http://www.nevadabusiness.com/2014/10/welcome-nevada-tax-changes-looming/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20October%202014
http://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20October%202014


11OCTOBER 2014   NEVADA BUSINESS MAGAZINE

   Cover Story
Secretary	 Treasurer	Danny	 Thompson,	 and	

the	 Nevada	 State	 Education	 Association	

(NSEA).	However,	on	May	2,	2013,	the	AFL-

CIO	passed	a	resolution	to	officially	oppose	

the	measure.	It	is	still	being	supported	by	the	

Nevada	 State	 Education	 Association.	 Sup-

porters	refer	to	the	measure	as	The	Educa-

tion	 Initiative	 (TEI)	 while	 opponents	 have	

dubbed	it	The	Margin	Tax	Initiative.

	 “In	terms	of	how	it	will	 impact	business,	

experience	from	Texas	–	the	tax	that	the	Ne-

vada	proposal	mimics	–	shows	us	that	this	is	

not	a	business-friendly	tax,”	Malm	said.	“It’s	

complicated	 and	 cumbersome	 to	 calculate	

and	comply	with;	it	will	hit	small	and	low	mar-

gin	businesses	even	though	these	aren’t	 its	

direct	targets.”

	 Malm	expects	it	would	be	costly	for	Ne-

vada	to	administer	and	is	confusing	and	hard	

to	understand.

	 “It’s	also	not	neutral,	hitting	different	 in-

dustries	 with	 different	 effective	 tax	 rates,”	

Malm	 said,	 “Overall,	 it’s	 a	 poorly	 designed	

tax.”

	 In	2006,	Texas	implemented	a	margin	tax,	

which	 supporters	 of	 the	 Nevada	 tax	 have	

used	 as	 a	 model	 in	 crafting	 the	 tax	 which	

is	on	the	November	ballot.	The	tax	in	Texas	

went	into	effect	in	2008,	despite	much	resis-

tance	from	small	business	owners.

	 Texas	officials	anticipated	the	tax	would	

raise	$5.9	billion	per	year.	However,	 in	 re-

cent	 years	 the	 tax	 fell	 short,	 raising	 only	

$3.9	billion.	

	 Texas’	tax	levies	1	percent	on	most	com-

panies	that	make	at	least	$1	million	in	annual	

revenue	and	0.5	percent	on	wholesalers.	This	

isn’t	a	new	tax	for	Texas,	simply	a	revised	tax.	

Previously,	 businesses	 weren’t	 required	 to	

pay	the	original	tax	if	they	were	incorporated	

in	another	state.	In	2013,	several	Texas	legis-

lators	tried,	but	failed	the	repeal	the	tax.

Nevada’s Margin Tax
	 Nevada’s	 proposed	 margin	 tax	 –	 the	

state’s	first	such	broad-based	business	 tax	

-	would	impose	2	percent	on	all	businesses	

making	more	 than	$1	million	 in	 annual	 rev-

enue,	whether	or	not	the	company	is	profit-

able.	Supporters	say	the	tax	 is	designed	to	

raise	 almost	 $800	million	 a	 year	 for	 public	

schools.

	 Dan	 Hart,	 campaign	 manager	 for	 The	

Education	Initiative,	was	unavailable	for	com-

ment.	 However,	 on	 the	 organization’s	web-

site	he	said	the	margin	tax	is	needed	to	offset	

some	$700	million	in	cuts	to	education	since	

2009.	

	 	Supporters	 of	 the	 tax	 also	point	 to	Ne-

vada	 being	 ranked	 49th	 in	 the	 U.S.	 in	 per	

pupil	 spending,	 the	 state	having	 the	 lowest	

corporate	taxes	in	the	country,	and	contend	

that	87	percent	of	Nevada	businesses	would	

be	unaffected	by	TEI.

	 “It’s	 a	 deeply	 flawed	 tax,”	 said	 Karen	

Griffin,	a	spokeswoman	for	the	Coalition	to	

CONTINUES ON PAGE 40

Construction projects are fertile breeding grounds for disputes,  
and claims are an inevitable part of the process. Our construction 
lawyers understand the issues and complexities surrounding capital 

development projects. When you’re stuck, we can dig you out.

Hit a Brick Wall?

We Can Help

Las Vegas: Kevin Stolworthy 702.678.5070  
Reno: Richard Campbell 775.322.7400
www.armstrongteasdale.com

http://nsea-nv.org/
http://nsea-nv.org/
http://www.theeducationinitiative.com/
http://www.theeducationinitiative.com/
http://stopthemargintax.com/
http://www.armstrongsteasdales.com
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Technology 
TRENDS
Silver  State

IN THE 

In	December	2011,	Frederick	Cook	and	Kelly	Eidson	co-

founded	a	business	that	aims	to	make	moving	one’s	of-

fice	or	home	a	seamless,	problem-free	process.	Using	its	

proprietary	technology,	this	Las	Vegas	firm	acts	as	the	in-

termediary	between	people	who	need	moving	services—

truck	 rentals,	 full-service	 movers,	 pods,	 freight	 trailers	

and	more—and	the	companies	that	provide	those.	Using	

the	Moveline	app,	customers	take	video	of	their	belong-

ings,	eliminating	strangers	inventorying	your	belongings	at	

your	business	or	residence.	Moveline	representatives	then	

discuss	with	clients	any	special	needs	or	information	and	

provide	them	with	moving	options,	each	with	a	guaranteed	

quote.	Once	a	customer	chooses	one,	Moveline	subcon-

tracts	that	job	to	the	chosen	company.

by Doresa Banning

https://www.moveline.com/
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	 “Because	 of	 the	 interface	 between	 the	

moving	company	and	the	customer,	both	are	

looking	at	the	same	information,”	Cook	said.	

“That	 is	a	huge	step	forward	for	how	the	in-

dustry	works.”

	 This	start-up	represents	just	one	compo-

nent	 of	 the	 Silver	 State’s	 technology	 sector,	

a	 young	 but	 burgeoning	 industry	 segment.	

Another	major	part	of	 the	sector	constitutes	

large,	established	companies,	such	as	IGT,	a	

gaming	machines	manufacturer	 in	 the	North	

and	Switch,	a	data	center	 in	 the	South.	The	

aggregate	 of	 these	 corporations	makes	Ne-

vada’s	 major	 population	 regions	 technology	

hubs.	Additionally,	technology	firms	continue	

to	move	to	the	state	which	is	increasingly	be-

coming	known	as	a	haven	for	tech	business.

	 “A	lot	of	these	companies,	especially	soft-

ware	companies,	can	literally	go	anywhere	in	

the	world.	 [They	come	here]	 for	 the	combi-

nation	of	the	favorable	business	environment	

and	the	quality	of	life.	In	both	the	North	and	

the	South,	 the	people	here	are	so	welcom-

ing,”	 said	 Dave	 Archer,	 president/CEO	 of	

the	Nevada	Center	for	Entrepreneurship	and	

Technology	(NCET),	a	Reno-based,	member-

supported,	non-profit	organization	that	pro-

duces	 business	 and	 technology	 events	 to	

help	small	businesses	and	entrepreneurs.	

	 Moveline,	 for	 instance,	 relocated	 to	 Las	

Vegas	from	New	York	City	in	2013	to	take	ad-

vantage	of	the	city’s	focus	on	customer	ser-

vice	and	hospitality	and	its	existing	workforce	

in	 those	 areas.	 The	 start-up	 now	 has	more	

than	110	employees.

	 “There’s	a	unique	opportunity	 in	Las	Ve-

gas	to	not	build	out	a	Silicon	Valley	in	down-

town	but	 build	 out	 a	 ‘Service	 Valley’,”	Cook	

said.	

Wealth of Choices
	 A	 major	 technological	 trend	 today	 is	

mobility,	 a	 bevy	 of	 technologies	 that	 not	

only	allow	us	to	connect	to	others	and	the	

Internet	 anywhere,	 anytime	 but	 also	 pro-

vide	various	alternatives	for	doing	so.	

	 “Mobility	allows	organizations,	small	or	

big,	to	take	advantage	of	offering	custom-

ers	choices	and	doing	direct	target	market-

ing	 to	 customers,”	 said	 Derrick	 Hill,	 vice	

president	 of	 the	 business	 and	 hospitality	

network	at	Cox	Communications—Las	Ve-

gas.	Cox	Business	provides	video,	Internet,	

data,	Wi-Fi	and	voice	services	via	cable	to	

commercial	customers.	 Its	hospitality	net-

work	provides	digital	cable	and	interactive	

TV	 services	 as	well	 as	 wireless	 data	 ser-

vices	to	resorts	and	hotels.

	 To	capitalize	on	the	mobility	trend,	the	

Las	 Vegas	 Convention	 and	 Visitors	 Au-

Fredrick

Cook
Moveline

http://www.igt.com/us-en.aspx
http://www.supernap.com/
http://ncet.org/
http://ncet.org/
https://www.moveline.com/
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http://www.lvcva.com/
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	 Newer	Cox	offerings	include	management	

of	routers	including	installation,	configuration	

and	monitoring;	burstable	Cox	optical	 Inter-

net,	greater	bandwidth	only	when	customers	

need	it;	and	colocation	services,	help	with	up-

loading	data	to	a	secure	environment.

Data Mining, Analysis
	 One	way	companies	learn	about	and	pro-

vide	tailored	experiences	to	their	customers	

is	via	information	they	collect	about	them.

	 “You	have	software	available	that	makes	

that	so	easy	to	do,”	Archer	said.	“Now,	you	

can	data	mine	and	do	data	analysis	easily.”

	 Rolltech	 is	a	Las	Vegas	start-up	whose	

business	is	based	on	data	collection.	How-

ever,	 rather	than	horde	the	data,	 this	com-

pany	releases	it	to	its	customers.	Launched	

in	July	2011,	Rolltech	culls	and	provides	cu-

mulative	scores,	statistics	and	performance	

analysis	to	bowlers	in	real	time,	which	they	

can	access	via	mobile	device	or	Rolltech’s	

customers	informed	about	their	related	offer-

ings.	For	Cox,	it	requires	a	dual	approach.	It	

needs	to	anticipate	how	its	customers’	tech-

nological	needs	may	change	and	 then	pro-

vide	the	technology	to	accommodate	those.	

And	 it	must	explain	 to	 them	what	products	

and	 services	 it	 makes	 available	 and	 how	

those	 can	 best	 benefit	 those	 users.	 To	 do	

this,	it	employs	online	webinars,	marketplace	

customer	 events,	 direct	mail	 and	 in-person	

education	by	sales	representatives.	

	 “The	 focus	here	 is	 really	based	on	 im-

proving	 the	 customer	 experience	 and	 en-

abling	customers	 to	utilize	our	 technology	

to	accomplish	their	goals,”	Hill	said.	

thority	(LVCVA),	for	example,	is	upgrading	

the	 convention	 center’s	 Internet	 service	

with	a	3G/4G	cellular	distributed	antenna	

system,	an	additional	1,000-plus	Wi-Fi	ac-

cess	points	and	more.	The	changes	would	

provide	 the	 LVCVA	with	 data	 about	what	

guests	 are	 doing	 and	where	 and	 allow	 it	

to	 develop	 and	 offer	 location-based	 ser-

vices.	For	instance,	if	a	trade	show	visitor	

is	passing	a	particular	vendor’s	booth,	the	

agency	 could	 text	 the	 visitor	 information	

about	goings	on	or	offerings	at	that	spot.	

All	of	these	aspects	would	help	the	agen-

cy	deliver	enhanced	services	to	exhibitors	

and	convention/conference	attendees.

Pinpointing
the Best Match
	 With	 technological	 advances	 happening	

so	quickly,	a	challenge	for	all	companies	is	to	

stay	up	to	date	on	what’s	available,	choose	

what	 best	 suits	 their	 needs	 and	 keep	 their	
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website.	 The	 technology	 also	 contains	 a	

platform	 for	bowling	centers,	which	allows	

them	 to	 gather	 data	 on	 and	 communicate	

with	 their	 customers.	Centers	 also	 can	of-

fer	real-time	deals	to	their	customers	via	this	

portal.	Further,	Rolltech	gamified	the	expe-

rience	 for	 bowlers,	 allowing	 them	 to	 earn	

points	 for	what	 they	do	on	 the	 lanes	 (beat	

their	average,	get	three	strikes	in	a	row,	etc.),	

which	are	redeemable	at	the	center	for	food,	

drinks,	games	or	gear.

	 “We’ve	created	new	technology	for	the	

sport	 that	 has	 never	 been	 seen	 before,”	

said	 Rich	 Belsky,	 Rolltech’s	 founder	 and	

CEO	and	an	avid	bowler.

	 The	 business	 provides	 the	 technology	

for	 free	to	bowling	centers.	 It	offers	bowl-

ers	a	free	scaled-down	version	of	 its	soft-

ware	or	 a	 full-feature	 version	 for	 a	$5	per	

month	 subscription.	 Bowlers	 can	 use	 the	

software	 at	 any	 bowling	 alley	 equipped	

with	 Rolltech’s	 technology,	 like	 Red	Rock	

Lanes,	Sunset	Station’s	Strike	Zone	Bowl-

ing	Center	and	South	Point	Bowling	Center	

in	 Southern	Nevada	 as	well	 as	 centers	 in	

seven	other	states.

Growing Bandwidth
Demand
	 With	 the	 increasing	 capabilities	 that	

technology	 affords,	 such	 as	 streaming	

of	movies,	 consumers	 need	 and	want	 in-

creasing	amounts	of	bandwidth.	

	 “If	you	look	at	the	consumption	of	band-

width,	growth	is	astronomical,”	Archer	said.	

“For	a	cable	TV	company,	a	huge	percentage	

of	its	traffic	is	people	downloading	Netflix.”

	 In	 Southern	 Nevada,	 Cox	 offers	 com-

mercial	Internet	services	in	the	form	of	Cox	

Business	Internet—six	tiers	via	coaxial	and	

fiberoptic	cable	(from	5	to	150	Mbps	down-

streaming)—and	 Cox	 Optical	 Internet—

numerous	 levels	 via	 fiberoptic	 cable	 only	

(from	 1	Mbps	 up	 to	 10+	Gbps).	 Addition-

ally,	of	 interest	perhaps	to	 those	business	

executives	who	work	at	home,	whether	oc-

casionally	 or	 frequently,	 Cox	 plans	 to	 roll	

out	an	optional	1	Gbps	Internet	service	for	

select	residences	starting	later	this	year.		

	 Because	consumers	expect	free	Inter-

net	 while	 on	 the	 go,	 hotels,	 restaurants,	

airlines	 and	 other	 businesses	 are	 hav-

ing	 to	 provide	 it,	 Archer	 said.	 This	 can	

be	 challenging	 for	 them	 in	 terms	 of	 the	

amount	 of	 bandwidth	 needed	 (think	 ho-

tels)	and	the	cost.	
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fession	desirable	for	these	young	people	and	

give	them	an	experience	that	they	are	grow-

ing	into	more	of	this	consulting	role	that	they	

seem	to	love	to	do	and	not	so	much	compli-

ance	work.

JESSICA SAYLES:	I	taught	at	UNLV	for	a	senior	

level	course	in	the	accounting	program	and	

they’re	 all	 terrified	of	 being	burnt	 out.	 They	

want	to	make	it	through	their	two	years,	get	

their	CPA	and	get	out	to	have	a	normal	 life.	

We’re	 so	 deeply	 rooted	 in	 our	 mandatory	

Saturdays	 and	 90-hour	 work	 weeks.	 Why	

would	 they	 possibly	 want	 to	 stay	 in	 that?	

They	don’t	want	work-life	balance,	they	want	

work	and	life.

WILLIAM WELLS:	The	answer	lies	in	a	shift	 in	

the	profession	and	wealth	redistribution.	The	

partners	are	going	to	have	to	make	less	mon-

ey	to	redistribute	the	income	down	further.	We	

all	watch	our	margins	with	people	and	other	

things	relative	to	profitability	and	that’s	going	

to	have	to	go	out	the	window.	We’re	going	to	

have	to	promote	a	different	type	of	profession,	

one	that	fits	the	Millennial	mentality.

MARK RICH:	We	address	that	issue	as	a	firm.	

We	 have	 a	 philosophy	 that	 we	 pass	 onto	

staff	when	we	recruit	that	says	we’re	number	

three.	 Priority-wise,	 our	 suggestion	 for	 bal-

ance	is	God,	family	then	our	firm.	If	you	don’t	

believe	in	God,	that’s	okay	–	then	we	must	be	

number	 two.	 I’m	 really	 pleasantly	 surprised	

that	it’s	very	appealing	to	the	staff.

STANLEY WEINER:	We’re	not	dealing	at	the	re-

cruit	level	but	at	a	much	higher	level,	particu-

larly	to	take	over	those	of	us	who	are	ready	to	

retire.	I’m	looking	for	somebody	to	take	over	

and	we	just	can’t	find	any	quality	people	with	

15	to	20	years	experience	ready	to	come	in	to	

develop	a	transition.	

WHAT TYPE OF
IN-HOUSE TRAINING 
DO YOU DO?
SAYLES:	We	assign	mentors	to	our	new	staff	to	

make	sure	they’re	acclimating	well	and	can	ask	

all	their	questions.	We	also	do	an	external	lead-

ership	program	that’s	specifically	for	CPAs.

ith	 looming	 regulatory	

changes	 and	 increasingly	

complex	 tax	 laws,	 accoun-

tants	must	 keep	 pace	 in	 or-

der	 to	 remain	 as	 trusted	 advisors	 for	 busi-

ness	 owners.	 Recently,	Nevada	 accounting	

executives	met	 at	 the	 Las	Vegas	 offices	 of	

Gordon	 Silver	 to	 discuss	 the	 challenges	 in	

their	industry.

	 Connie	 Brennan,	 publisher	 of	 Nevada 

Business Magazine,	 served	 as	 moderator	

for	 the	event.	These	monthly	meetings	are	

designed	 to	 bring	 leaders	 together	 to	 dis-

cuss	issues	relevant	to	their	industries.	Fol-

lowing	is	a	condensed	version	of	the	round-

table	discussion.

WHAT CHALLENGES 
FACE THE INDUSTRY 
TODAY?
DANIEL GERETY:	[It’s	challenging],	staying	up	

to	 speed	with	 the	 software	and	 technology	

that	we	need,	staying	paperless,	keeping	the	

privacy	of	our	clients’	information	and	making	

sure	we’re	using	what’s	most	efficient.

MARY HEINZ:	Our	biggest	issue	is	staffing.

MICHAEL BOSMA:	 The	 biggest	 challenge	 I	

see	is	recalibrating	for	people	who	don’t	want	

to	work	the	busy	season.	That	seems	to	be	a	

lot	of	the	Millennial	mentality.

MICHAEL PATCHETT:	The	complication	of	tax	

law	with	Obamacare	issues	and	the	late	ac-

tion	by	Congress	and	the	President	to	enact	

any	type	of	tax	legislation	these	last	several	

years	[are	challenges].	It	just	makes	a	night-

mare	for	planning	when	you’re	a	year	behind	

in	taking	care	of	those	things	with	clients.

IS IT CHALLENGING 
FINDING AND 
GROWING QUALITY 
PROFESSIONALS IN 
THIS FIELD?
LYNDA KEETON-CARDNO:	You	can’t	get	quality	

professionals	unless	 the	education	 is	 there,	

and	you	can’t	get	 the	education	unless	 the	

universities	have	it.	You	can’t	get	to	the	can-

didates	at	an	entry	level	position	unless	there	

are	career	centers	to	publicize	that	you	have	

an	open	position.

GARY JOHNSON:	 With	 succession,	 it’s	 not	

only	sticking	 in	a	body	to	replace	a	partner	

because	succession	has	to	be	what’s	good	

service	 to	 the	 client.	 That’s	 what	 makes	 it	

more	 incumbent	upon	us	 to	make	this	pro-
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GERETY:	 Our	 philosophy	 is	 that	 we	 want	

you	 to	 have	more	 than	 the	minimum.	We	

want	 you	 to	 have	 double	 what’s	 required	

because	 I	 want	 the	 smartest	 people	 and	

the	only	way	to	do	that	is	to	experience	and	

learn	new	things.

LANCE BRADFORD:	 Besides	 the	 standard	

training,	we	focus	separately	on	the	consult-

ing	aspect	from	these	five	to	seven	year	peo-

ple.	Every	month	we	target	a	different	group	

of	 people	 to	 really	 focus	 and	 extract	 from	

them	how	to	actually	consult	and	deal	with	

clients	and	issues.	The	more	we	seem	to	get	

the	needed	training	to	these	up-and-comers,	

the	better	chance	we	have	of	keeping	them	

for	the	long	term	once	they	feel	like	they	can	

really	handle	their	clients.

WHAT ARE CLIENTS 
LOOKING FOR IN AN 
ACCOUNTANT?

WEINER:	The	 reality	of	 today’s	world	 is	 that	

clients	don’t	really	care	who	does	the	compli-

ance	work.	They	rely	on	your	judgment,	your	

expertise	and	your	years	of	knowing	them	for	

guidance.

BOSMA:	As	businesses	are	getting	larger	and	

more	 complex,	 the	 larger	 firms	 have	 seen	

the	 trend	 that	 a	 significant	 portion	 of	 their	

revenue	is	in	consulting.	It’s	not	general	con-

sulting,	it’s	specific	niches	of	consulting.	The	

more	of	a	consulting	practice	you	have,	the	

more	appealing	you	are	to	a	more	sophisti-

cated	client	base	who	are	willing	to	pay	for	it.	

From	a	small	firm	perspective,	that	becomes	

a	significant	risk	if	you	don’t	have	real	robust	

consulting	that	you	can	bring	to	the	table.

JASON GAMETT:	We’re	deemed	to	be	the	most	

trusted	advisor	that	people	have.	We’re	going	

to	get	the	questions	regardless	of	what	they	

are,	if	it	has	anything	to	do	with	a	dollar	sign.	

We	are	consultants	and	sometimes	we	have	

to	partner	with	other	consultants	who	have	

expertise	in	other	areas	so	we	can	help	direct	

our	clients	to	the	advice	they’re	looking	for.	

KEETON-CARDNO:	Clients	 just	want	someone	

to	talk	to.	They	have	financial	questions,	and	

a	 huge	 part	 of	 consulting	 is	 just	 being	 able	

to	talk	leisurely	with	your	client	and	not	make	

them	feel	stupid.	

HOW BIG OF AN
ISSUE IS PRICING 
PRESSURE IN THE 
INDUSTRY?

SAYLES:	 It’s	more	 from	 other	 competitors	

with	one	or	two	people	in	an	audit	practice	

trying	 to	 grow	 their	 business.	 They’re	 the	

ones	 getting	 these	 false	 prices	 out	 there,	

so	clients	are	putting	pressure	on	us	only	

because	 they’re	 getting	 solicitations	 from	

people	who	just	aren’t	giving	them	a	price	

that	 any	 reasonable	 firm	 could	 compete	

with.

RICH:	 It’s	 the	 post-recession	 syndrome	

where	clients	have	greater	expectations	at	a	

lower	price.	

WELLS:	 The	 challenge	 is	 to	 add	 value	 and	

take	their	eye	off	of	the	pricing.	Pricing	is	one	

of	 the	 things	 that’s	 challenging	 to	 the	 pro-
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fession.	 	 There’s	 pricing	 sensitivity	 and	 the	

economy	has	brought	this	on.

JOHNSON:	The	pricing	issue	just	depends	

on	 what	 the	 clients	 are	 looking	 for.	 If	

they’re	 looking	 for	 just	 compliance	work,	

then	 you	 can’t	 compete	with	 the	 pricing.	

But	if	they’re	looking	for	something	differ-

ent,	we’re	finding	that	clients	are	willing	to	

pay	 for	value	and	 they	 just	want	 to	make	

sure	 they’re	 getting	 value	 for	 what	 they	

spend.	 If	 they’re	 not	 recognizing	 value	

relative	 to	 compliance-type	 work	 then	 it	

comes	back	to	consulting.	Are	we	helping	

them	be	more	profitable	and	are	we	help-

ing	them	take	advantage	of	new	tax	 laws	

to	save	taxes?	

BRADFORD:	 There	 are	 more	 stronger,	

new	start-ups	and	bigger	projects.	 Those	

groups	are	more	apt	to	be	less	price	sensi-

tive	as	opposed	to	the	ones	coming	out	of	

the	recession.	

ARE THERE 
INCREASING 
MERGERS AND 
ACQUISITIONS 
IN THIS FIELD 
HAPPENING ACROSS 
NEVADA?
WELLS:	Firms	are	trying	to	develop	scale.	The	

succession	plan	problem	is	part	of	that	scale.	

A	lot	of	the	issues	we’ve	talked	about	–	the	

people	shortages,	technology	–	scale	could	

make	that	go	away.

BRADFORD:	We’ve	acquired	a	few	firms	al-

ready	in	the	past	three	years	and	we’ll	con-

tinue	to	do	that	over	the	next	five	years.	We	

focused	 on	 the	 attest	 (audit	 data	 review)	

side	and	we	do	smaller	to	mid-sized	public	

company	work	 also,	 so	we	 look	 for	 really	

strong	experience	there.	

BOSMA:	I’ve	been	doing	business	with	a	lot	

of	people	over	a	lot	of	years,	just	in	different	

firms.	You	get	the	economy	of	scale	if	you	

come	 together	and	 then	you’re	more	 top-

CONTINUES ON PAGE 37
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WHAT REGULATORY 
ISSUES ARE FACING 
THE INDUSTRY
IN THE NEAR 
FUTURE?
JOHNSON:	The	margin	tax	is	a	big	thing.	It’s	

extremely	 complicated	 and	 it’s	 not	 clear	

how	to	calculate	it.	The	formula	says	it’s	the	

same	as	the	federal	tax,	but	the	items	are	

different.	The	cost	of	compliance	for	this	is	

going	to	be	astronomical.	

ANDREW ZIMMERMAN:	There	will	be	a	lot	of	

businesses	going	out	of	business.

SAYLES:	It	could	be	very	detrimental.

RICH:	When	I	started	my	practice,	the	fed-

eral	 tax	 code	 was	 about	 25,000	 pages.	

Now,	 it’s	 about	 75,000	 pages.	 Having	 all	

these	changes,	 including	some	where	 the	

IRS	doesn’t	even	have	a	form	yet,	drives	us	

nuts.

WEINER:	 The	 retroactive	 changes	make	 it	

impossible	to	plan	for	anything.

PATCHETT:	 When	 I	 started	 back	 in	 1986,	

we	did	 tax	 returns	 by	 hand	 and	we	 knew	

all	the	formulas	in	our	heads	and	they	were	

even	 numbers.	 Now,	 with	 computers,	 we	

can	tweak	numbers	by	just	one-tenth	of	a	

percent	and	see	how	much	revenue	we’re	

going	 to	 raise.	 That	 goes	 into	 the	 law	 so	

the	 technical	 complexity	 that	 we	 face	 is	

because	of	the	technology	available	at	our	

hands.	The	problem	 is,	as	an	accountant,	

we	want	to	know	how	to	get	 that	number.	

If	 we’re	 going	 to	 consult	 our	 clients,	 it’s	

knowing	how	to	get	the	number	that’s	go-

ing	to	save	them	money	or	be	more	efficient	

and	 effective	 to	 not	 pay	 more	 than	 they	

should	be	paying.

ZIMMERMAN:	 With	 all	 of	 the	 intricacies	

around	 new	 tax	 code	 language	 and	 case	

law,	 we	 find	 that	 it	 works	 best	 when	 ac-

countants	and	lawyers	can	work	as	a	team.		

When	they	work	 together,	 the	client	 is	 the	

one	 who	 benefits	 the	most,	 and	 gets	 the	

best	possible	result.

Theodore Schlazer
Practice Areas
• Investment Management
• Wealth Management

 Ted is a managing director of portfolio manage-
ment for BNY Mellon Wealth Management, Nevada. 
Ted provides direct leadership for the region’s port-
folio management efforts.
 Ted joined the firm in 2004, through the acquisi-
tion of Paragon Asset Management Company, which 
he co-founded in 1996. He previously worked on Wall 
Street, spending 15 years as a fixed income secu-
rities trader and hedging specialist managing bond 
portfolios in excess of $2.5 billion. Ted developed 
the analytical trading systems for Salomon Brothers’ 
government bond trading desk, was a key committee 
member that created Certificates of Accrual on Trea-
sury Securities “CATS” and developed the hedging 
and trading strategy for “Interest Rate Swaps”.
 Ted received a bachelor’s degree in accounting 
from Bernard Baruch College of the City University of 
New York. He is a CPA and a member of the Ameri-
can Institute of Certified Public Accountants.

BNY Mellon
Wealth Management

2200 Paseo Verde Pkwy.
Suite 200
Henderson, NV 89052

P 702.944.7155

www.bnymellonwealthmanagement.com
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of-mind	as	you’re	thinking	of	all	these	other	

skill	sets	that	you	have	around	the	table.	It	

has	to	be	a	win	for	the	staff	and	a	win	for	

the	clients.

HOW COMPETITIVE IS 
THIS INDUSTRY?
JOHNSON:	We	sometimes	meet	with	prospec-

tive	clients	and	recognize	we’re	not	the	best	

fit	for	them,	and	we’ll	refer	them	to	other	firms.	

It	has	also	happened	where	we’ve	met	with	a	

prospective	client	and	got	an	understanding	

of	why	 they	 thought	 they	wanted	to	change	

firms	and	recommended	that	they	stay.	It’s	an	

obligation	 to	business	owners	and	potential	

clients	that	they	have	the	right	fit.	

CONTINUED FROM PAGE 20

   Industry Focus

SAY WHAT

“I know I did the best I could under the 
circumstances and am not sorry for anything 
I did.” - Lois Lerner, former IRS official 
speaking out for the first time since the IRS 
targeting scandal broke 16 months ago.

SAYLES:	 In	 the	 reputable	 firms,	 there’s	

more	 camaraderie	 than	 competition.	 As	

much	 as	 clients	 are	 interviewing	 you,	

you’re	 interviewing	 them	 as	 well.	 There	

are	going	to	be	clients	who	would	be	prof-

itable	but		 it’s	 just	not	going	to	work,	the	

communication	 isn’t	 there	or	 the	desired	

output	 from	them	is	not	what	you’re	will-

ing	to	do	or	can	do.

GAMETT:	 It’s	 important	 to	 know	 why	 a	

client	 leaves	 you	 and	why	 a	 client	 is	 ap-

proaching	 you,	 then	 you’ll	 have	 a	 good	

understanding	 of	 what’s	 going	 on	 with	

that	 client.	 If	 they	were	 happy	with	 what	

they’ve	got	but	not	happy	with	 the	price,	

then	maybe	they’re	not	going	to	be	a	good	

fit	 for	you.	They’re	not	going	to	be	happy	

no	matter	what	you	do.

WELLS:	 It’s	 less	 competitive	 now	 than	

it	 used	 to	 be.	 Firms	 are	 narrowing	 their	

scope	 and	 focusing	 on	 what	 they	 think	

they	can	do.	

WHAT DOES THE 
FUTURE LOOK LIKE 
FOR THE ACCOUNTING 
INDUSTRY?
BOSMA:	Specifically	to	Northern	Nevada,	right	

now	the	entire	region	is	experiencing	a	flight	of	

a	lot	of	Millenials	out	of	or	over	public	account-

ing	straight	into	private.	Without	having	the	large	

firms	there,	a	lot	of	the	top	talent	is	going	out	of	

the	area.	I	call	that	the	“Reno	Brain	Drain.”	We’re	

trying	to	be	very	proactive	to	get	ahead	of	it,	but	

it’s	going	to	cause	an	increase	in	prices.

http://www.theinfopeople.com
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   Speaking for Nevada EDUCATING NEVADA

s business leaders who are deeply en-
gaged in education reform efforts 
through Nevada Succeeds and the 
Education Alliance of Washoe 

County, we know that our schools across the 
state have not performed at the level of our ex-
pectations. We spend significant efforts each 
day to ensure that all schools are receiving the 
support they need to be successful so their stu-
dents are ready for college and careers.
 The Nevada Academic Content Standards 
(NVACS) in English language arts and math, 
based on Common Core standards, are a big 
step in the right direction. Standards are what 
drive the instruction in our schools. For exam-
ple, each Kindergartener in Nevada is now expected to be 
able to count to 100 by ones and by tens. The standards don’t 
require teachers to use a specific method to reach that goal, 
but it tells them that it needs to be done by the end of the year 
so that the students are ready for first grade. 
 It’s normal for us to change standards. We traditionally do 
it every seven to eight years to ensure they are up-to-date with 
the latest research. The Common Core State Stan-
dards were developed by the states, led by the 
National Governor’s Association and the Chief 
Council of State School Officers; they were  not 
developed by the Federal Government. Then, 
the Council to Establish Academic Standards 
approved them here in Nevada followed by sub-
sequent votes by the State Board of Education 
and Legislative Commission. These standards 
were created by and for the states, then adopted 
by Nevada.   
 The Thomas B. Fordham Institute rated 
our previous Nevada standards as ones in 
need of improvement;  the new standards are 
aimed at being among the best our country 
has developed. Having higher standards will 

help prepare our students for the rigors of 
colleges and careers. 
      In Nevada, 55.6 percent of recent high school 
graduates were placed into remedial classes to 
prepare for college-level coursework.   The 
new standards, which promote critical think-
ing, reasoning and application of knowledge, 
are expected to drastically reduce the need for 
remedial classes among recent Nevada high 
school graduates. The standards will strength-
en the state’s workforce and economy as more 
students graduate from high school with the 
knowledge, skills and ability needed to suc-
ceed in a new economy. Nevada’s employers 
will benefit through the higher standards with 

employees that are prepared for entry-level careers. 
 Nevada students are the best investment that we can make 
for the future success of our state. Without a well-educated 
workforce, we will not have access to the highly skilled work-
ers needed to attract large companies to Nevada. It would be a 
shame for a company to move to Nevada for the state’s strong 
business climate and then be forced to bring in workers from 

California and elsewhere since our schools haven’t 
produced the workforce we need. 
   The goal of “Nevada Ready!”, which is a 
statewide initiative led by the Nevada Depart-
ment of Education, Nevada Board of Education 
and supported by the Nevada Public Educa-
tion Foundation, is to raise awareness of the 
NVACS our state has in order to aim higher to 
educate our students.  
    We are making progress and these stan-
dards are pushing us in the right direction. The 
NVACS are one promising way for us to move 
forward as a state to ensure that all of our stu-
dents are ready for their future careers. It’s time 
for us to buckle down and ensure that all of our 
students are Nevada Ready!

ENSURING THAT ALL OF
OUR KIDS ARE NEVADA READY

A
Jim Pfrommer is president of the Education Alliance of Washoe County
and Brent Husson serves as president for Nevada Succeeds.

PREPARING	THE	SILVER	STATE

Jim

Pfrommer
Education Alliance
of Washoe County

Brent

Husson
Nevada Succeeds
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resumably, State Senator Tick Segerblom 
thinks his proposal to increase the minimum 
wage to $15-per-hour in Nevada would be ben-
eficial.  After all, it sounds appealing to double 

the pay of fast-food workers and other entry-level workers 
with one wave of the government’s mandate wand. 
 As businessmen and women know firsthand, however, 
there’s a big difference between good intentions and good 
results.
 What often gets lost in the emotional appeals of union-
paid protesters supposedly representing minimum-wage 
workers is that the root cause of poverty isn’t someone’s 
wage, but whether or not that person works. 
 National statistics show that having a job is the best 
way to escape poverty. Of people ages 16 and older living 
beneath the poverty line, 67 percent do not work, while 
only 9 percent worked full-time and year round. Converse-
ly, over 81 percent of households within the top income 
bracket had at least two members working. 
 Given that not having a job and poverty are so closely 
correlated, raising the minimum wage — which even the 
non-partisan Congressional Budget Office acknowledges 
would lead to substantial job losses — would have the ex-
act opposite effect of what’s intended. Instead of providing 
a higher wage to live on, the government would take away 
hundreds of thousands of individuals’ ability to make a liv-
ing. Young adults and those new to the workforce would be 
particularly harmed by such a move.
 And what about single mothers working at minimum 
wage jobs that the media so often tries to portray as the 
rule, rather than the exception? A lost job would hit them 
hardest of all. 
 If it’s hard for a mom to feed her child while working at 
a minimum wage job, it’ll be even harder when she’s un-
employed. Fortunately, such circumstances are rare. Only 
4 percent of those making a minimum wage are single 
parents who work full-time. Instead, over half of those 
working for minimum wage are 24-years-old or younger, 
and the majority of them — young and old workers alike 

— live in households that earn over 150 percent of the 
poverty line; many are still in school.
 What’s most encouraging is that those who take mini-
mum-wage jobs typically earn raises quickly. Two-thirds 
of minimum workers receive a raise within a year of start-
ing employment.
 To enjoy the higher salary that comes with job experi-
ence and improving your marketable skills, a worker has 
to be able to get a first job. But when the minimum wage 
is too high for inexperienced workers, the alternatives are 
heart breaking. 
 Consider Las Vegas teen James “Bubba” Dukes. As a 
teen father struggling to graduate, he looked all over for 
a job — including at several fast-food establishments — 
but couldn’t get so much as an interview. Because of the 
minimum wage — a government-imposed wage floor that 
harms unskilled and inexperienced laborers — Dukes 
couldn’t find work. Unable to find a job legally, he eventu-
ally turned to selling drugs. 
 That tragic story, which currently happens far too of-
ten, would repeat itself even more frequently if Nevada 
government raised the minimum wage to $15 an hour as 
Segerblom proposes, or even to $10.10 per hour as sug-
gested by President Obama.
 Making the situation worse for new workers is that 
technology has made it possible to employers to simply 
eliminate entire job categories previously filled by entry-
level workers if government mandates make those work-
ers too expensive to justify hiring. Many minimum wage 
jobs, like those in fast-food establishments, are easily 
automated, so a substantial hike in the minimum wage 
will result in a Ronald McDonald robot taking your order 
instead of a smiling crew member. 
 Raising the minimum wage takes away the opportunity 
for inexperienced workers to learn skills and obtain the 
experience necessary to advance into other, better roles. 
While raising the minimum wage may sound noble, it 
cuts the bottom rung of the economic ladder for those, like 
Dukes, who most need — and want — to climb it.

   Free Market Watch

P

COMMENTARY

THE	PATH	TO	POVERTY	FOR	POOR	PEOPLE

MINIMUM-WAGE HIKES
Chantal Lovell is the deputy communications director at the Nevada Policy Research Institute.
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Defeat	 the	Margin	 Tax	 Initiative.	 “It	will	 hurt	

small	and	mid-sized	businesses	and	will	 in-

crease	 employer	 costs.	 As	 a	 result,	 we	 are	

opposed	to	the	measure.”

	 Griffin	said	the	tax	ultimately	does	nothing	

to	fund	education	and	doesn’t	guarantee	the	

money	raised	will	be	used	to	fund	education	

in	Nevada.	She	predicted	a	large	number	of	

lawsuits	would	be	filed	if	voters	approved	the	

margin	tax.	

	 In	fact,	opponents	of	the	tax	have	specu-

lated	 that	 the	primary	 reason	 the	NSEA	did	

not	include	language	in	its	petition	earmark-

ing	 the	 tax	 for	 public	 education	 is	 it	 would	

have	been	questioned	by	Nevada	courts.	 In	

recent	 years,	 initiative	 petitions	 have	 been	

challenged	 for	 breaking	 the	 “single	 subject	

rule.”	In	other	words,	by	Nevada	law,	the	ini-

tiative	cannot	call	for	the	imposition	of	the	tax	

	 Referring	to	the	margin	tax,	Griffin	reiterat-

ed	that	“it’s	a	2	percent	across	the	board	tax.	

There	are	no	tax	exemptions	for	Medicare,	so	

it	would	 tax	 those	payments	and	providers.	

We	think	when	people	understand	it	doesn’t	

do	what	 the	 initiative	claims,	ultimately	 they	

will	vote	no.”

	 Griffin	added	that	the	margin	tax	“would	

kill	thousands	of	jobs”	in	Nevada.

Taxes into 2015
	 Meanwhile,	 the	 2015	 legislative	 session	

may	still	be	five	months	away,	but	a	list	of	bill	

draft	requests	has	been	released	and	it	offers	

a	glimpse	into	some	of	the	tax	measures	state	

lawmakers	want	to	consider	during	their	120	

days	in	Carson	City.

	 Both	of	the	tax-related	draft	requests	are	

causing	voters	to	sit	up	and	take	notice.	Sen.	

Tick	Segerblom,	D-Las	Vegas,	has	requested	

drafting	a	resolution	asking	voters	in	2018	to	

repeal	the	two-thirds	requirement	in	the	Leg-

islature	to	raise	taxes.

	 And,	at	the	close	of	the	2013	session,	Sen.	

Mo	Dennis,	D-Las	Vegas,	asked	the	next	ses-

sion	to	draft	a	resolution	that	would	create	a	

Nevada	Commerce	 Tax.	 Specific	 details	 on	

what	that	tax	would	look	like	haven’t	yet	been	

released.

	 “I	 don’t	 have	 a	 crystal	 ball	 about	 what	

will	 happen	 in	 the	next	 legislative	 session.	 I	

wish	I	did,”	said	Carole	Vilardo,	president	of	

the	Nevada	Taxpayers	Association.	“I	believe	

whether	or	not	the	margin	tax	passes	…	sub-

stantial	changes	could	be	made	to	better	re-

flect	the	way	business	is	done.”

	 Vilardo	 highlighted	 the	 proposed	 Ne-

vada	 Commerce	 Tax,	 which	 she	 said	 had	

been	“discussed	as	an	income	tax.”	But	in	

a	six-page	section	titled	2015	Session:	The	

Crystal	 Ball,	 Vilardo	 said	 the	 extent	 of	 the	

discussion	on	revenue	issues	will	largely	be	

determined	by	increases	in	expenditures	in	

the	current	biennium	that	were	not	covered	

by	the	revenue	estimates	from	the	Econom-

ic	Forum	in	May	2013	and	used	by	the	Legis-

lature	in	closing	the	budgets	for	fiscal	years	

2014	and	2015.

and	then	also	prescribe	how	the	money	will	

be	spent.

	 Griffin	said	in	2008	voters	in	Washoe	and	

Clark	 counties	 approved	 a	 3-percentage	

point	 increase	 in	 room	 taxes	 for	 education,	

including	increasing	teacher	salaries	and	im-

proving	 school	 performance.	 After	 approval	

in	Washoe	and	Clark	counties,	the	2009	Leg-

islature	increased	the	room	tax.

	 However,	instead	of	using	the	tax	profits	

to	 increase	 education	 funding,	 state	 law-

makers	used	the	revenue	to	plug	its	budget	

shortfalls	 in	 its	 general	 fund.	 That	 tax	 in-

crease	 raised	 some	$230	million	 in	 its	 first	

two	years.

TAXES   Cover Story
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Nevada Sunsets,
Not Those Ones...
	 Vilardo	 also	 pointed	 to	 increases	 in	 state	

expenditures,	or	Sunsets,	the	taxes	or	fees	that	

are	due	to	expire,	and	the	state	of	the	economy.

	 “We’ll	find	out	two	weeks	before	the	start	

of	the	session	if	Governor	Brian	Sandoval	ex-

tends	the	Sunsets,”	Vilardo	said.	

	 The	Sunsets	that	are	set	to	expire	are:	the	

Modified	Business	Tax	that	will	revert	from	1.17	

percent	to	0.63	percent;	the	sales	tax	(Local	

School	Support	Portion)	was	 increased	0.30	

percent	 to	2.60	percent;	 the	 room	tax,	what	

is	known	as	the	3	percent	initiative	portion	of	

the	 tax	 collected	 only	 in	Clark	 and	Washoe	

counties	 and	 is	 currently	 deposited	 into	 the	

general	 fund;	 the	Motor	Vehicle	Registration	

Tax,	 which	 was	 increased	 10	 percent	 each	

year	of	the	depreciation	schedule	and	the	Net	

Proceeds	of	Minerals	Tax,	or	advanced	pay-

ment	of	the	tax.

	 The	Modified	Business	Tax,	sales	tax	and	

room	tax	are	scheduled	to	sunset	on	June	30,	

2015.	 The	 10	 percent	 increase	 in	 the	Motor	

Vehicle	Registration	Tax	has	been	deposited	

into	the	general	fund,	but	on	July	1,	2015	the	

revenue	 from	 the	 increase	will	 be	deposited	

into	the	Nevada	Highway	Trust	Fund.

	 And	the	Net	Proceeds	of	Minerals	Tax	will	

revert	to	tax	payment	based	on	actual	receipts	

on	July	1,	2015.	

	 Other	potential	revenue	issues	to	be	con-

sidered	by	the	state	Legislature	 includes	the	

so-called	 “Main	 Street	 Fairness	 Act.”	 The	

measure	would	call	for	the	collection	of	sales	

taxes	by	remote	sellers	from	purchases	made	

over	the	Internet.

	 Vilardo	noted	that	the	tax	would	probably	

be	patterned	after	New	York	State’s	 Internet	

tax	collection	law.	New	York	has	a	4	percent	

statewide	sales	tax,	and	local	jurisdictions	im-

pose	additional	 levies.	 In	New	York	City,	 the	

total	tax	rate	is	8.875	percent.

	 Nevada	already	has	an	agreement	with	Am-

azon,	the	world’s	largest	online	retailer,	to	collect	

tax.	 Under	 existing	 law,	 Nevadans	who	 order	

and	 receive	merchandise	 from	 remote	sellers,	

where	sales	tax	has	not	been	charged,	are	liable	

for	paying	the	sales	tax.	In	reality,	most	don’t.

	 Vilardo	said	a	 service	 tax	could	be	con-

sidered	or	even	a	transaction	tax,	which	is	an	

alternative	to	expanding	the	sales	tax	base	to	

include	services.	Lawmakers	could	consider	

increasing	the	property	tax	cap	of	$3.64	per	

$100	 of	 assessed	 value,	 but	 any	 changes	

would	have	to	be	approved	by	the	voters.	

	 Vilardo	said	whatever	happens	during	the	

session,	 she	 urged	 lawmakers	 to	 consider	

the	worst	case	scenario	when	approving	any	

new	taxes	or	 fees.	For	example,	she	cited	a	

property	tax	abatement	approved	by	the	2005	

Legislature	to	deal	with	sky	rocketing	property	

taxes	during	the	housing	boom.

	 The	law	installed	a	3	percent	cap	on	prop-

erty	 tax	 rates	on	single	 family	homes	and	8	

percent	for	all	other	property.

	 “It	did	what	it	was	supposed	to	do,”	Vilar-

do	said.	“But,	nobody	considered	the	worst	

case	scenario.	Nobody	expected	the	reces-

sion.	We	now	have	 a	whole	 series	 of	 unin-

tended	consequences.”

	 Vilardo	said	from	2005	to	present	the	cap	

has	left	Clark	County	with	$3.8	billion	less	to	

spend	 than	 if	 nothing	 had	 been	 done.	 She	

said	sometimes,	“the	cure	is	worse	than	the	

disease,”	 but	 added	 that	 there	would	 have	

been	problems	either	way	brought	on	by	the	

recession.

UNLV has been ranked as having one of 
the nation’s most diverse undergraduate 
student populations, according to the 2015 
U.S. News & World Report’s best colleges 
ranking. The school is tied for sixth place 
with another university and has appeared on 
this list for four consecutive years.  As of fall 
2013 enrollment figures, 57 percent of UNLV 
undergraduates reported as part of a racial 
or ethnic minority.

IN BRIEF
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   Face to Face

KRISANNE CUNNINGHAM
Partner

Rice Reuther Sullivan & Carroll, LLP

SHAWN DANOSKI
CEO

DC Building Group

LAS VEGAS LAS VEGAS

KAREN BARSELL
President and CEO

United Way of Northern
Nevada and the Sierra

RENO

HOW DID YOU FIRST GET INTO
YOUR PROFESSION?
I	 was	 a	 United	Way	 donor	 in	 the	 work-

place.	 	 Later,	 I	 became	 an	 intern	 while	

working	on	my	Masters	Degree	in	Social	

Work	at	the	University	of	Nevada,	Reno.

WHAT IS A LITTLE KNOWN FACT 
ABOUT YOURSELF? 
I’ve	taken	up	the	hobby	of	fly	fishing.		I	real-

ize	that	I’m	not	going	to	be	a	first-rate	com-

petitor;	however	I	am	enjoying	it	very	much.

IF YOU COULD HAVE COINED A
SINGLE PHRASE OF WISDOM,
WHAT WOULD IT BE? 
“Between	stimulus	and	 response,	 there	

is	a	space.		In	that	space	is	our	power	to	

choose	our	 response.	 	 In	 our	 response	

lies	our	growth	and	our	freedom.”	-	Viktor	

E.	Frankl	

WHAT IS THE BEST MOMENT
OF YOUR CAREER?
I	distinctly	remember	the	day,	the	lighting,	

and	cellular	experience	of	realizing	the	deep	

and	heartfelt	honor	that	I	feel	when	a	donor	

trusts	me	with	their	gift	to	United	Way.

HOW DID YOU FIRST GET INTO
YOUR PROFESSION?
I	was	an	accounting	major	at	Notre	Dame	

and,	during	a	summer	working	at	one	of	

the	big	accounting	firms,	I	decided	to	at-

tend	law	school	to	learn	more	about,	and	

focus	 on,	 tax	 planning	 and	 structuring	

and	business/corporate	law.

IF YOU HAD TO CHOOSE ANOTHER 
PROFESSION, WHAT WOULD IT BE?
I	enjoy	working	with	numbers,	reviewing	

financials	and	finding	cost	savings,	so	 I	

would	be	a	consultant	or	CFO.

WHAT BUSINESS ADVICE WOULD
YOU GIVE SOMEONE JUST
STARTING IN YOUR INDUSTRY?
To	stay	as	broad,	and	learn	as	much	as	

possible	 in	their	first	years.	Also,	to	find	

a	good	mentor	and	advocate	within	your	

firm	or	 company	 to	 help	 you	 grow	 and	

succeed.

WHAT IS A LITTLE KNOWN FACT 
ABOUT YOURSELF?
I	grew	up	in	a	small	town	in	Florida	named	

Niceville	(and,	yes,	it’s	nice	there).

HOW DID YOU FIRST GET INTO
YOUR PROFESSION?  
I	graduated	from	college	and	then	went	

to	work	for	a	man	named	Doug	Carson	

who	 spent	 many	 years	 mentoring	 and	

teaching	 me	 the	 importance	 of	 giving	

back	to	our	community.

WHAT IS YOUR PET PEEVE?  
Complacency.	Seeing	someone	with	tal-

ent,	but	unwilling	to	use	it	and	share	their	

gifts	with	those	around	them.

WHAT BUSINESS ADVICE WOULD YOU 
GIVE SOMEONE JUST STARTING IN 
YOUR INDUSTRY? 
Listen	to	your	gut.		The	conservative	de-

cision	may	 be	 the	 one	 that	 keeps	 your	

doors	 open	 in	 the	 long	 run.	 This	 is	 a	

marathon	and	not	a	sprint	(remember	the	

turtle	and	the	hare).		Patience	is	a	good	

trait	to	have.

WHAT IS A LITTLE KNOWN FACT 
ABOUT YOURSELF?
Yes,	it	is	sad	to	say,	I	had	a	mullet…but…

it	was	a	really	cool	mullet.

MOVERS & SHAKERS
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   Around the State

NHA Broadband Network Between Reno 
and Las Vegas Underway
The Nevada Hospital Association (NHA) has completed the first phase of the 
Nevada Broadband Tele-medicine Initiative (NBTI). The initial phase included 
completion of a broadband fiber network between Reno and Silver Springs 
which will constitute the network’s northern anchor. When complete, the net-
work will run along the US 95 corridor and provide a direct connection between 
Reno and Las Vegas, linking several rural communities along the way. Initially, 
the network will provide up to a gigabit of capacity and will be accessible by 
both member hospitals and other institutions such as schools and libraries.

Nevada Mining Association Seeks 
Successor For Long-Time President
Tim Crowley, president of the Nevada Mining Association (NMA), has an-
nounced his intention to start a public affairs firm, Crowley & Ferrato Public Af-
fairs (C&F). Crowley has reached an agreement with NMA to stay on temporarily 
as they search for his replacement. C&F is a partnership between Crowley and 
former Pfizer, Inc. government relations director, Jessica Ferrato. The firm will 
specialize in state and local government affairs and public outreach services.

Cobalt Data Centers Becomes 
Licensed to Host Gaming 
Operations
Colbalt Data Center’s northwest Las Vegas facility has 
been approved by the State of Nevada Gaming Con-
trol Board (NGCB) to host regulated applications for 
gaming licensees. This approval allows the data center 
to host Nevada casino’s operations, including wagering 
systems and business infrastructures. The center is now 
designated as a registered hosting center and must ad-
here to strict guidelines set by the NGCB.

Education:
  A  graduate of Nevada’s public school system, as are his six children, Mark knows  

the importance of a quality education. 

  Mark worked with Governor Sandoval to increase education funding by a record $486 million 
without raising taxes.

  Mark is committed to ensuring future resources for education go directly to the classroom.

Business/ Economic Development:
  Mark is a small business owner who built his law practice from the ground up and now 

employs nearly 100 Nevadans.

  As a small business owner who has to meet payroll every two weeks, Mark knows that getting 
government out of the way of small business leads to new jobs and lasting economic growth.

  As lt. governor, Mark will continue working hard to diversify Nevada’s economy, create  
a positive environment for existing companies to expand and new companies to flourish,  
and encourage companies to locate to Nevada and invest in our future. 

  In addition to attracting new companies to Nevada, as lt. governor, Mark will work to foster  
a positive environment for home-grown, start-up companies to develop and succeed.

  As a state senator, Mark supported eliminating tax burdens for tens of thousands of small 
businesses to foster economic growth.

A 3rd generation Nevadan committed to creating jobs, 
strengthening families, and improving education.
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MANAGING 
NEVADA

By Mae Worthey

COMMERCIAL	PROPERTY	MANAGEMENT
IN	THE	SILVER	STATE

As	the	nation’s	recession	continues	to	drift	fur-
ther	into	the	distance,	the	commercial	real	es-

tate	market	is	enjoying	a	healthy	rebound.	This	

means	more	commercial	property	owners	are	

on	the	hunt	for	experienced	property	manage-

ment	companies	to	protect	their	investments.

	 During	the	height	of	the	economic	down-

turn,	 Nevada’s	 real	 estate	 industry	 was	 on	

the	receiving	end	of	significant	declines.		As	

a	 result,	 professionals	 who	work	 in	 the	 real	

estate	 industry	 experienced	 decreased	 in-

comes	and	many	had	to	find	supplemental,	or	

even	new,	careers.	Commercial	management	

companies	found	themselves	in	the	middle	of	

an	economic	storm	that	had	a	trickledown	ef-

fect.		Businesses	suffered	from	revenue	loss,	

which	made	it	difficult	for	them	to	pay	rent	on	

time.	This	in	turn	meant	commercial	property	

owners	struggled	to	keep	their	properties	out	

of	receivership,	which	is	the	first	step	toward	

foreclosure.	This	would	make	daily	operations	

for	property	managers	a	perilous	struggle.			

	 Frank	Gatski,	president	and	CEO	of	Gatski	

Commercial	Real	Estate	Services	 in	Las	Ve-

gas,	said	he	was	in	the	middle	of	that	storm,	

looking	for	creative	ways	to	help	commercial	

property	owners	keep	their	investments	safe.	

His	company	has	60	employees,	has	been	in	

business	for	21	years	and	manages	more	than	

seven	million	square	feet.	

	 “Our	 biggest	 role	 is	 to	 add	 and	 create	

value	 for	 the	 investor,”	 Gatski	 said.	 “Adding	

value	can	mean	finding	ways	to	reduce	oper-

ating	expenses	and	looking	for	ways	to	oper-

ate	the	commercial	property	more	effectively	

and	efficiently	especially	during	the	recession.	

We	have	to	enhance	services	to	the	tenants,	

which	mean	they	are	likely	to	pay	a	higher	rent	

and	the	building	stays	full.”

	 Commercial	property	managers	serve	as	

the	middle	person	between	tenants	and	prop-

erty	owners.	Managers	allow	investors	to	own	

real	estate	without	having	to	deal	with	the	day-

to-day	operations.	Services	provided	by	com-

mercial	 property	 management	 companies	

include	 collecting	 rent,	 paying	 the	 building’s	

bills,	 enforcing	 leases,	 creating	 budgets	 for	

properties,	overseeing	capital	 improvements	

and	handling	disputes	between	 the	 landlord	

and	tenants.	

	 Property	managers	 are	 licensed	 real	 es-

tate	 agents	 and	 brokers	 and	 require	 a	 per-

mit	 to	manage	properties,	explained	Joseph	

Decker,	administrator	of	the	Real	Estate	Divi-

sion	for	the	state	of	Nevada’s	Department	of	

Business	and	Industry.

	 Decker	 said	 the	 division	 saw	 a	 decline	

in	 the	number	of	permit	 requests	during	 the	

recession,	 but	 now	 see	 requests	 returning	

steadily.	

	 “Licensing	numbers	 follow	 the	 economic	

conditions,”	he	said.	“We	saw	a	lower	number	

of	applicants,	but	year-over-year	we’ve	seen	

an	increase.”

Unique Solutions
	 With	the	market	in	such	turmoil,	commer-

cial	 property	 management	 companies	 like	

Colliers	International	recognized	that	they	had	

to	find	unique	ways	to	serve	property	owners.			

	 “Our	job	is	to	mitigate	liability	for	property	

owners,”	said	Gretchen	Lee,	senior	portfolio	

manager	for	Colliers.	“We	are	their	eyes	and	

ears.	We	make	sure	we	take	care	of	the	ten-

ants.	Tenant	retention	is	key.”	

	 Colliers	 was	 established	 in	 1976	 and	

opened	in	Las	Vegas	in	1998.	It	has	68	bro-

kers/agents,	16	employees	and	manages	2.8		

million	square	feet	in	Las	Vegas.	

	 Angelina	 Scarcelli,	 also	 a	 senior	 portfolio	

manager	at	Colliers	said	it	was	a	major	challenge	

during	the	recession	to	keep	occupancy	high.		

	 “There	 are	 a	 lot	 of	mom	 and	 pop	 busi-

nesses	that	are	tenants	and	they	would	de-

fault	or	we	would	have	to	deal	with	evictions	

for	non-payment	of	 rent,”	she	said.	 “There-

fore,	 the	 owners	 were	 no	 longer	 receiving	

that	 income	and	that	would	change	the	dy-

namic	of	the	building.	Our	management	fees	

are	predicated	on	 revenue	 for	 the	property.	

We	took	a	hit	due	to	a	 lack	of	 income	from	

the	properties.	Also,	we	had	to	provide	a	lot	

of	 additional	 services,	 not	 customarily	 pro-

vided,	at	no	cost.”

	 Lee	said	owners	were	also	more	hesitant	

to	 provide	 perks	 for	 tenants,	 because	 they	

simply	couldn’t	afford	it.	

   Building Nevada
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	 “If	a	tenant	would	ask	the	owner	to	build	

out	office	space,	they	would	be	hesitant,”	Lee	

said.	“Owners	might	not	be	apt	to	do	improve-

ments.	They	might	defer	a	new	roof	until	oc-

cupancy	increased.”

	 Gatski	 said	 another	 important	 role	 of	

managers	 is	 to	collect	common	area	main-

tenance	 fees	 which	 are	 used	 to	 keep	 the	

property’s	 common	areas	 in	 tip-top	 shape.	

However,	 during	 the	 recession,	 property	

managers	 had	 to	 be	 more	 creative	 about	

keeping	those	fees	low,	while	still	maintaining	

the	properties.	

	 “During	 the	 recession	 we	 were	 dealing	

with	a	lot	of	challenges	operationally,”	he	said.	

“We	had	to	run	the	property	as	lean	as	pos-

sible.	We	had	to	be	more	lenient	on	collections	

and	figure	out	how	to	work	with	people.	There	

were	property	needs	like	new	paint,	asphalt,	

new	roof	and	repairs	that	we	had	to	figure	out	

how	to	handle.”

Market on the Upswing
	 Ron	Jones,	president	and	CEO	of	Nevada	

Commercial	Services	 in	Reno,	said	property	

managers	in	Northern	Nevada	had	similar	ex-

periences	during	the	recession,	but	said	busi-

ness	is	definitely	improving.	

	 “We’ve	 seen	 our	 community	 in	 Northern	

Nevada	grow	tremendously,”	he	said.	“During	

the	troubled	years,	we	had	to	deal	with	 ten-

ants	struggling	to	make	ends	meet.	We	dealt	

with	rent	reductions	and	rent	abatement.	We	

tried	to	work	with	tenants	to	get	through	it.	We	

were	heavily	involved	with	receiverships,	and	

lenders	 taking	 over	 the	 properties.	 We	 had	

to	be	careful	not	to	be	overstaffed,	so	when	

receiverships	happened	we	didn’t	have	to	lay	

people	 off.	 Now	 things	 have	 improved	 and	

we’ve	hired	more	people.”

	 Operating	without	a	permit	can	 lead	to	

penalties,	Clark	said.	The	division	processes	

complaints	 and	 sanction	 managers	 who	

practice	without	permits.	Clark	said	 it	 is	a	

good	idea	for	property	owners	to	check	to	

see	if	managers	are	licensed,	which	can	be	

done	 on	 the	 Business	 and	 Industry	 Real	

Estate	Division	website.	

	 “I	wouldn’t	say	it’s	a	big	problem,	but	we	

do	have	some	practicing	without	a	license,”	

Clark	said.	

Professional Courtesy
	 While	there	may	be	a	few	instances	of	

misconduct,	property	managers	adhere	to	

professional	 codes	of	 conduct	 and	show	

mutual	 respect	 in	 their	 business	 deal-

ings	most	 of	 the	 time	Gatski	 said.	 Prop-

erty	managers	work	 on	 annual	 contracts	

that	are	terminable	with	a	30-day’s	notice.	

While	 this	may	 seem	 to	 prompt	 property	

managers	 to	pursue	each	other’s	clients,	

that	 simply	 isn’t	 the	 case.	 Gatski	 said	

however,	those	managers	who	were	trying	

desperately	to	get	new	clients	would	drop	

their	management	fees	below	the	typical	5	

percent.

	 “I’ve	seen	management	fees	ridiculous-

ly	low.	You	can’t	provide	quality	service	at	

those	rates,”	he	said.	“It	can	be	a	cut	throat	

business,	but	 for	 the	most	part	 there	 is	 a	

professional	 courtesy	 that	 exists,	 so	 we	

don’t	go	after	each	other’s	clients.”

	 Gatski	 said	 during	 the	 recession	man-

agers	might	 lose	properties	as	clients	be-

cause	 they	 were	 going	 into	 receivership	

and	 new	 owners	 might	 not	 maintain	 the	

same	property	managers.	

	 “Prior	to	the	recession,	you	would	have	

long-term	 relationships,	 but	 with	 proper-

	 Nevada	Commercial	Services	has	been	

in	 business	 for	 10	 years,	 has	 12	 employ-

ees	 and	manages	 four	 million	 square	 feet	

of	 space.	However,	 Jones	has	been	 in	 the	

commercial	 property	 management	 busi-

ness	for	35	years	and	has	seen	the	industry	

evolve	 tremendously,	 especially	 after	 eco-

nomic	downturns.	Jones	said	the	industry	is	

slowly	seeing	improvements,	but	still	could	

be	doing	better.	

	 “We	 are	 cautiously	 optimistic,”	 he	 said.	

“There	is	still	some	struggling	going	on,	but	we	

are	seeing	things	going	in	the	right	direction.	

Occupancy	 rates	 are	 improving.	 Properties	

are	filling	up	and	more	businesses	are	com-

ing	 into	our	area.	There	 is	 indication	that	we	

should	be	cautiously	optimistic.”

	 Lee	said	Colliers	 is	also	seeing	great	 im-

provement	in	business	and	believes	the	indus-

try	is	on	the	mend.	

	 “We	are	slowly	rebounding,”	Lee	said.	“We	

are	starting	to	see	a	lot	more	activity.	The	in-

dustry	is	still	favorable	for	the	tenant.	It’s	not	

what	it	once	was,	but	we	are	definitely	seeing	

improvement.”

Maintaining the Career
	 Managers	 say	 commercial	 property	

management	 can	 be	 a	 rewarding	 career,	

but	understand	 they	must	stay	at	 the	 top	of	

their	 games	 to	 compete.	 Because	 a	 prop-

erty	manager	must	also	have	a	real	estate	li-

cense,	Decker	said	the	division	witnessed	an	

increase	 in	permit	applications	 from	brokers	

who	moved	into	property	management.	

	 “Many	brokers	see	property	management	

as	a	natural	transition	and	a	way	to	stay	in	the	

real	estate	industry,”	Decker	said.	“The	market	

is	full	of	both	brokers	and	agents.”

	 While	property	management	permits	only	

cost	 $40,	 managers	 must	 maintain	 educa-

tional	 requirements	 and	 have	 their	 permits	

renewed	every	four	years.	There	is	also	costs	

associated	with	becoming	a	licensed	real	es-

tate	 agent	 and/or	 broker	 said	 Susan	 Clark,	

manager	for	the	Licensing	office	of	the	state’s	

Real	Estate	Division.	

   Building Nevada PROPERTY MANAGEMENT
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ties	 changing	 hands	 that	 became	 diffi-

cult,”	Gatski	said.	“A	lot	of	properties	went	

back	to	the	bank,	but	the	owner	had	done	

nothing	wrong.	 It	was	 just	 that	 rents	and	

vacancies	 had	 dropped	 so	 much,	 they	

couldn’t	pay	the	mortgage.	Now	as	prop-

erty	managers	we	have	to	build	a	relation-

ship	 with	 the	 receiver	 and	 everyone	 has	

different	 expectations	 of	 their	 property	

manager.”

	 Jones	said	maintaining	a	good	relation-

ship	with	property	owners	is	key	to	keeping	

them	as	 long	 term	clients	and	 fending	off	

competition.	

	 “We	develop	a	relationship	of	trust	with	

the	owner	and	tenant,”	Jones	said.	“If	you	

call	us	with	a	problem	we	are	going	to	ad-

dress	it	as	fast	as	we	can.	We	might	have	

to	 get	 in	 the	 car	 and	 go	 visit	 a	 tenant	 to	

manage	an	issue.	That	kind	of	sincerity	and	

contact	with	the	tenant	 is	 important.	They	

know	 they	are	going	 to	be	dealt	with	 in	a	

prompt	and	professional	manner.”

	 Lee	said	 the	property	management	 in-

dustry	 is	 a	 relationship	 driven	 business.	

She	said	they	will	provide	small	incentives	

to	 the	 tenants	 like	 providing	 holiday	 lun-

cheons	 and	 other	 appreciation	 activities.	

According	 to	 Lee,	 property	 owners	 look-

ing	for	a	manger	should	look	for	referrals	to	

ensure	they	are	getting	what	they	need	to	

protect	their	investments.	

	 “It	is	important	that	property	managers	

understand	the	financial	part	of	 the	busi-

ness,”	 she	 said.	 “It’s	 very	 important	 that	

the	property	management	company	has	a	

cohesive	team	and	know	how	to	meet	the	

needs	of	the	owners.	We	have	to	be	pro-

active	to	the	needs	of	the	tenants	and	be	

accessible.”

	 “They	 should	 look	 for	 accessibility	 to	

that	manager	and	see	if	that	manager	has	

a	good	 track	 record	with	other	properties	

they	have	managed,”	he	said.	The	last	thing	

an	investor	wants	is	a	lot	of	turnover	in	their	

properties.	When	the	manager	has	a	good	

track	 record	 with	 building	 relationships	

with	tenants,	turnover	is	minimized.”

		 “Our	experience	is	that	it’s	not	hard	at	

all	 to	 maintain	 the	 investor,”	 Jones	 said.	

“The	30	day	cancellation	 is	a	way	 for	 the	

investor	to	separate	from	a	manager	who	

is	not	doing	a	good	job,	without	a	huge	or-

deal.	If	as	a	manager,	we	continue	to	per-

form	well	and	do	a	good	job	for	the	owner,	

then	it	is	not	in	the	owner’s	best	interest	to	

terminate.”

   Building Nevada
	 Additionally,	 he	 said	 the	 industry	 in	

Northern	Nevada	is	made	up	of	a	tight-knit	

group	of	professionals	who	adhere	to	ethi-

cal	standards.	

	 “The	 property	 management	 industry	 is	

made	up	of	some	dedicated	and	compassion-

ate	individuals	who	look	to	treat	the	tenant	and	

owner	population	fairly,”	Jones	said.	“We	hold	

our	competitors	in	high	regard.”

mailto:itsystemsdesign@msa-lv.com
http://www.MSAEngineeringConsultants.com
http://www.nevadabusiness.com/2014/10/managing-nevada-commercial-property-management-silver-state/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20October%202014
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Practice Areas
• Commercial Property & Casualty 
• Surety Bonds
• Risk Management Services

 A 20-year insurance industry professional and Vice 
President/Principal of LP Insurance, Greg Pike is a 
leader within the company. He and his team work with 
a variety of clients including communications, the medi-
cal marijuana industry, construction, restaurant/bar, 
manufacturing, retail and more. They are experts in risk 
management, worker’s compensation, surety bonds, ex-
ecutive liability, general liability, auto liability and more.
 As a full-service enterprise-wide risk management 
and brokerage firm, LP is able to meet the needs of 
any company, of any size within any industry. In today’s 
rapidly changing environment, business management 
has become increasingly complex. LP simplifies the 
process, working with clients to develop strategies that 
meet your needs, align with your financial goals and add 
value to your business. LP Insurance specializes in en-
terprise-wide risk management, loss control and claims 
management services.

LP Insurance
Services, Inc.

8925 W. Russell Rd.,
Suite 220
Las Vegas, NV 89148

P 702.365.9800
F 702.221.4920
greg.pike@lpins.net

www.lpins.net
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Proliferation
of Tech Start-ups
	 Nevada	is	home	to	increasing	numbers	

of	new	technology	businesses,	particularly	

those	developing	software.	

	 “The	types	of	start-ups	are	all	over	the	

map,”	Archer	 said.	 “Because	 the	costs	of	

software	and	hardware	are	so	inexpensive,	

you’re	only	limited	by	your	imagination.”

	 The	state	encourages	these	businesses	

growth	and	several	 funding	sources,	both	

private	 and	 public	 are	 available	 to	 them.	

Potential	 funding	sources	for	new	and	ex-

isting	tech	firms	include;

•	 Nevada	Governor’s	Office	of	Economic	

Development’s	Battle	Born	Venture

•	 Silver	State	Opportunities	Fund

•	 Reno	Accelerator	Fund

•	 Reno	Angels

•	 Sierra	Angels

•	 Vegas	TechFund	(VTF)

•	 Vegas	Valley	Angels

	 “The	good	news	is	the	amounts	of	start-

up	money	or	types	of	start-up	money	today	

are	so	much	more	available	than	even	five	

years	ago,”	Archer	said.

Southern Nevada
	 Downtown	 Project	 in	 Las	 Vegas	 is	 not	

only	funding	tech	start-ups	through	the	Ve-

gas	TechFund	but	also	fostering	them	to	el-

evate	the	city	as	a	renowned	start-up	hub,	

among	other	goals.

	 “It’s	 an	 ecosystem	filled	with	 as	much	

opportunity	 as	 you’re	 willing	 to	 draw	 out	

of	it,”	said	Belsky,	whose	firm,	Rolltech,	is	

a	 participant	 and	VTF	 financing	 recipient.	

“It’s	 an	 incredible	 mixture	 of	 opportunity	

and	 idealists	driving	 toward	 their	dream.	 I	

wouldn’t	be	this	far	along	if	not	for	[Down-

town	Project],”	Belsky	added.

	 At	the	end	of	this	last	August,	Downtown	

Project	was	invested	in	79	tech	companies,	

including	Moveline	and	RecordSetter.

	 Corey	 Henderson	 and	 Dan	 Rollman	

started	 RecordSetter,	 an	 online	 database	

of	 global	 world	 records,	 six	 years	 ago	 in	

New	York	City.	Two	years	ago,	Henderson	

moved	to	Las	Vegas	as	he	wanted	to	be	an	

early	member	 of	 Downtown	Project;	 Roll-

man	relocated	to	Los	Angeles.	

	 “People	in	the	community	are	really	le-

gitimately	 trying	 to	 help	 one	 another	 in	 a	

way	I’ve	never	experienced	anywhere	else,”	

Henderson	 said.	 “Moving	 here	 has	 been	

able	 to	 extend	 our	 runway	 six	 months	 or	

more	versus	what	we	would	have	had	be-

ing	based	in	New	York.”

	 As	 of	 mid-August,	 RecordSetter	 had	

more	 than	 30,000	 world	 records	 in	 its	

system.	 The	 start-up	 allows	 anyone	 in	

the	 world	 to	 pick	 an	 existing	 record	 or	

make	one	up	(like	largest	beer-can	house	

or	 highest	 backwards	 bowling	 score)—it	

has	to	be	quantifiable—set	or	exceed	the	

achieved	 quantity	 in	 it,	 upload	 the	 video	

capture	of	doing	so	and	have	it	go	live	at	

RecordSetter.	

	 The	 company	 also	 hosts	 world	 record	

contests	for	brands,	which	is	how	the	compa-

ny	primarily	generates	revenue.	For	instance,	

in	an	event	in	collaboration	with	Hasbro	Inc.	

for	 the	 launch	of	 its	newest	Furby,	Record-

Setter	captured	world	records	for	most	Fur-

bies	driven	through	a	car	wash,	most	Furbies	

mentioned	in	a	rap	song	and	more.	

	 Including	 monies	 from	 the	 VTF,	 Re-

cordSetter’s	 owners	 raised	 about	 $2	mil-

lion,	 mostly	 through	 angel	 investors.	 The	

company	has	six	full-time	and	six	part-time	

workers,	 its	 main	 challenge	 is	 managing	

growth.

	 “At	 this	 point,	 we	 have	 more	 inbound	

business	 than	 we	 can	 handle,	 which	 is	 a	

good	problem	to	have,”	Henderson	said.

	 Another	 resource	 for	 tech	 start-ups	 in	

Southern	Nevada	is	The	 inNEVation	Center.	

The	brainchild	of	Rob	Roy,	the	founder	and	

CEO	of	Switch,	its	purpose	is	to	facilitate	re-

lationships	between	entrepreneurs,	business	

leaders,	 mentors,	 investors,	 educators	 and	

the	 community.	 It’s	 home	 to	 regular	 events	

like	Start-up	Weekend,	a	catalyst	for	start-up	

creation	and	entrepreneur	education.

Northern Nevada
	 Start-ups	 are	 no	 less	 prevalent	 in	 the	

Northern	end	of	the	state.	For	example,	the	

Reno	Accelerator	Fund	awarded	Sierra	De-

lectables	a	$20,000	loan	to	launch	its	flag-

ship	 product,	 organic	 oyster	 mushrooms.	

This	2-year-old,	gourmet	organic	and	spe-

cialty	health	 food	provider	has	a	 joint	ven-

ture	with	a	Sacramento	company	that	grows	

the	mushrooms	(they	grow	on	trees),	which	

Reno-based	 Sierra	 Delectables	 then	 sells	

to	restaurant	chefs	in	the	Reno-Tahoe	area.	

The	goal,	however,	is	for	it	eventually	to	open	

its	own	indoor	farm	in	Reno	and	employ	its	

TECHNOLOGY AND TELECOM

CONTINUED FROM PAGE 15

Valerie

Cotta
Sierra Delectables

mailto:greg.pike@lpins.net
http://www.lpins.net
http://www.nvssof.com/
https://acceleratereno.com/
http://sierraangels.com
http://vegastechfund.com/
http://vegasvalleyangels.weebly.com/
http://recordsetter.com/
http://www.hasbro.com/en_US/
http://www.innevation.com/
http://www.nevadabusiness.com/2014/10/technology-trends-silver-state/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20October%20201
http://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20October%202014


49OCTOBER 2014   NEVADA BUSINESS MAGAZINE

   Feature Story
partner’s	expertise	there.	For	that,	the	start-

up	is	working	on	obtaining	financing.	

	 “We	have	this	huge	competitive	advan-

tage	over	anyone	wanting	to	come	in	to	the	

market	 as	well.	 There’s	 this	 big	 barrier	 to	

entry	 for	 them,”	 said	 Valerie	Cotta,	 presi-

dent	of	Sierra	Delectables,	referring	to	the	

joint	 venture	 partner’s	 years	 of	 working	

with	and	improving	its	mushroom	growing	

technology.	Sierra	Delectables’	other	prin-

cipals	are	Rudy	Wiedemann,	John	Sheldon	

and	Diane	Daly.

	 Once	 the	 company	 penetrates	 the	

Northern	 Nevada	 restaurant	 market,	 its	

plan	is	to	branch	out	to	selling	at	farmers’	

markets	and	then	in	grocery	stores,	first	up	

North	and,	subsequently,	 in	Southern	Ne-

vada.	The	second	of	its	products	would	be	

a	line	of	gluten-free	grains.	

	 The	 founders	 chose	 Nevada	 because	

it	 lacks	a	commercial	mushroom	farm	but	

has	 a	 sizable	 demand	 for	 locally	 grown,	

specialty	foods.	

	 “Local	 chefs	 feel	 very	 connected	 to	

wanting	 access	 to	 really	 good	 gourmet	

specialty	 foods,”	 Cotta	 said.	 “They	 want	

Sierra	Delectables	to	be	successful	so	they	

can	be	successful.”

	 Another	Reno	tech	start-up,	Speed	of	Air	

Inc.,	 applies	 its	 patented	 technology—tex-

tured	 surfaces	 and	 ceramic	 thermal	 coat-

ings—to	 internal	 combustion	 engine	 com-

ponents.	 Its	 intellectual	 property,	 created	

by	partner	Joe	Malfa	(six	patents,	in	process	

or	issued),	is	designed	to	reduce	emissions	

up	 to	80	percent,	decrease	 fuel	consump-

tion	by	about	8	percent	and	increase	horse-

power	by	24	percent,	 together	allowing	an	

engine	 to	 operate	 more	 efficiently,	 in	 part	

by	moving	 air	 faster	 (hence,	 the	 company	

name)	and,	thereby,	extending	its	life.

	 “Because	 our	 technology	 is	 so	 unique	

and	 so	 different,	 we’re	 finding	 additional	

opportunities	to	add	additional	 intellectual	

property,”	 said	 Eric	 Robinson,	 the	 start-

up’s	CEO	and	a	co-founder.

	 In	2008,	Malfa	joined	forces	with	Rob-

inson	and	Mitch	Wagner	to	shift	the	com-

pany	 from	 research	 and	 development	

to	 commercialization,	 its	 current	 phase.	

Among	others,	its	initial	customers	are	the	

Tahoe	 Transportation	District	 and	 a	 large	

mining	company.	Speed	of	Air	 is	now	tar-

geting	companies	with	large	vehicle	fleets	

as	well	 as	 re-manufacturers.	When	 these	

companies	 want	 to	 rebuild	 vehicle	 en-

gines,	 they	 can	 pay	 a	 license	 fee	 to	 get	

Speed	 of	 Air’s	 technology	 applied	 to	 the	

replacement	components	going	into	those	

refurbished	items.	Also,	the	start-up	plans	

to	license	its	technology	to	manufacturers	

that	will	 incorporate	 it	 into	 the	parts	 they	

make	and	sell.	

According to Nevada State Bank’s Small Business 
Survey, 81 percent of small businesses are 
concerned about business taxes and nearly 47 
percent said it’s been “very difficult” to obtain 
financing since 2010. The survey spoke to over 400 
Nevadans statewide who own, operate or manage 
small businesses.

IN BRIEF

Eric

Robinson
Speed of Air, Inc.

	 To	date,	the	partners	have	raised	about	$1.4	

million	among	family	and	friends.	It’s	in	the	pro-

cess	of	doing	an	“A	series”	funding	round,	hop-

ing	to	garner	about	$1.5	million	for	sales/market-

ing,	future	development	and	patent	registration.	

	 Robinson	said	they	appreciate	their	Ne-

vada	location	as	it’s	in	a	tax	favorable	state	

with	 a	 significant	 mining	 industry	 (one	 of	

Speed	 of	 Air’s	 target	 markets)	 and	 offers	

easy	air,	rail	and	highway	access.

	 “I	call	Northern	Nevada’s	technology	sector	

an	emerging	market,”	Robinson	added.	“There	

are	a	lot	of	entrepreneurship	in	the	area.”

http://speedofair.com/
http://speedofair.com/
http://www.tahoetransportation.org/
http://www.tun.touro.edu/gala
http://www.nevadabusiness.com/2014/10/technology-trends-silver-state/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20October%20201
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DETAILS	TWC	Construction	has	broken	
ground	in	North	Las	Vegas	on	the	Prologis	Las	
Vegas	Corporate	Center	#19.	The	development	
project	consists	of	a	464,203	SF	distribution	
building	and	will	be	the	largest	ever	built	in	the	
region.	Additionally,	this	is	the	first	project	of	its	
kind	in	nearly	a	decade.

Sale, Retail
ADDRESS	2535	W.	Craig	Rd.,	89032
BUYER	Darren	and	Jessica	Erker
SELLER	Sahara	Vegas,	LLC
DETAILS	7,640	SF;	$535.000
APN	139-05-716-007
BUYER’S REP	Capish	Real	Estate
SELLER’S REP	Jeff	and	Mica	Berg	of	Sun	
Commercial	Real	Estate,	Inc.

Lease, Retail
ADDRESS	6436	N.	Decatur	Blvd.,	Suite	100,	
89131
TENANT	Goldfinger’s	Bar	&	Grille
LANDLORD	Eagle	Crossroads	Center	LLC
DETAILS	4,612	SF;	$1,997,063	for	10	years
REP	(both)	Jeff	Mitchell	and	Preston	Abell	of	
Virtus	Commercial

Lease, Industrial
ADDRESS	3040	Simmons	St.,	Ste	103,	
89032
TENANT	Black	Canyon	Laboratories
LANDLORD	Olymbec	USA	LLC
DETAILS	5,040	SF;	$63,756	for	38	months
TENANT’S REP	Jennifer	Levine	of	Voit	Real	
Estate
LANDLORD’S REP	Leo	Biedermann	of	
Cushman	&	Wakefield	Commerce

Lease, Industrial
ADDRESS	412	E.	Gowan	Rd.,	89032
TENANT	Ryan’s	Holdings
LANDLORD	NC	Industries,	LLC
DETAILS	24,500	SF;	$1,248,969	for	five	years
TENANT’S REP	Joe	Leavitt	of	Avison	Young
LANDLORD’S REP	Ben	Millis	and	Chris	
Beets	of	Newmark	Grubb	Knight	Frank

S

Sale, Multi-Family
ADDRESS	2616-2636	Lynnwood	&	2625	Van	
Patten,	89109
BUYER	2626	Lynnwood,	LLC

E

Sale, Multi-Family
ADDRESS	2850	E.	Bonanza	Rd.,	89101
BUYER	Westland	Real	Estate	Group
SELLER	Hayman	Advisors
DETAILS	344	units;	$14,875,000
APN	139-25-404-002
REP	(both)	Art	Carll,	CCIM	of	NAI	Vegas

H

Lease, Office
ADDRESS	2490	Paseo	Verde	Pkwy,	Ste	100,	
89052
TENANT	Bodyspa	Salons
LANDLORD	Flex	2	Buildings	3/4,	LLC
DETAILS	15,906	SF;	$1,913,418	for	87	months
TENANT’S REP	Dan	Hubbard	of	Cushman	&	
Wakefield	Commerce
LANDLORD’S REP	Charles	VanGeel	of	
American	Nevada	Company

Lease, Industrial
ADDRESS	50	Gibson,	Suites	100,	105	and	
130-135,	89014
TENANT	New	Look	Collision	LLC
LANDLORD	Pereyra	1992	Living	Trust
DETAILS	8l,842	SF;	$246,567	for	37	months
TENANT’S REP	Leo	Biedermann	of	Cushman	
&	Wakefield	Commerce
LANDLORD’S REP	Greg	Pancirov,	SIOR	of	
Colliers	international

N
	

Project, Industrial
ADDRESS	3700	Bay	Lake	Trail,	89030
CONTRACTOR OF RECORD	TWC	
Construction

[BC]  BOULDER CITY  [E]  EAST  [H]  HENDERSON  [N]  NORTH  [NW]  NORTHWEST  [O]  OTHER  [S]  SOUTH  [SW]  SOUTHWEST  [WC]  WASHOE COUNTY

DEAL TRACKER

SELLER	We	Rent!	LLC
DETAILS	38	units;	$1,200,000
APN	162-01-111-013
REP	(both)	Robin	Willett	of	NAI	Vegas

Sale, Office
ADDRESS	3834	Silvestri	Lane,	89120
BUYER	Kris	Sieradski
SELLER	Margaret	Lanspa
DETAILS	5,210	SF;	$500,000
APN	161-31-710-020
BUYER’S REP	Jackie	Vickers	of	Colliers	
International
SELLER’S REP	Eric	Molfetta	of	Colliers	
International

Sale, Industrial
ADDRESS	5957	McLeod	Dr.,	89120
BUYER	5957	McLeod	Dr.,	LLC
SELLER	Bank	of	George
DETAILS	6,556	SF;	$645,000
APN	162-36-212-024
BUYER’S REP	Salina	Ramirez	of	
Commercial	Executives	Real	Estate	Services
SELLER’S REP	Cathy	Jones,	CCIM	and	Paul	
Miachika	of	Sun	Commercial	Real	Estate,	Inc.

Lease, Office
ADDRESS	3006	S.	Maryland	Pkwy,	89109
TENANT	Healthcare	Partners	Nevada
LANDLORD	MOB	47	of	Nevada	LLC
DETAILS	6,629	SF;	$650,120	for	63	months
TENANT’S REP	David	Scherer	of	Newmark	
Grubb	Knight	Frank
LANDLORD’S REP	Dan	Palmeri	and	Michael	
Dunn,	CCIM,	SIOR	of	Cushman	&	Wakefield	
Commerce

SW

Project, Other
ADDRESS	2015	S.	Hualapi	Way
GENERAL CONTRACTOR	DC	Building	Group
ARCHITECT OF RECORD KGA	
Architecture
DETAILS	DC	Building	Group	has	completed	
an	expansion	for	Faith	Lutheran’s	gym	and	
biology	lab.	The	project	included	27,896	
square	feet	of	new	construction	for	the	gym	
and	1,330	square	feet	of	additional	Biology	
lab	space.	This	$4.3	million	completion	
represents	one	phase	of	the	$6	million	
expansion	project.

Prologis	Las	Vegas	Corporate	Center

Faith	Lutheran	Gymnasium

http://www.westlandrealestategroup.com/
http://www.bodyspasalons.com/
http://www.comre.com/
http://www.comre.com/
http://www.americannevada.com/
http://www.newlookcollision.com/
http://www.colliers.com/en-us
http://www.twcconstruction.com/
http://www.twcconstruction.com/
http://www.prologis.com/en/index.html
http://www.prologis.com/en/index.html
http://www.suncommercialre.com/
http://www.suncommercialre.com/
http://goldfingerslasvegas.com/
http://www.virtusco.com/
http://www.comre.com/
http://www.avisonyoung.com/
http://www.ngkf.com/
http://www.werent.com/
http://www.naivegas.com/
https://www.bankofgeorge.com/
http://www.cevegas.com/
http://www.hcpnv.com/
http://buildwithdcbg.com/
http://www.kgaarchitecture.com/
http://www.kgaarchitecture.com/
http://www.faithlutheranlv.org/
http://www.nevadabusiness.com/2014/10/nevada-real-estate-development-report-october-2014/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20October%202014
http://www.nevadabusiness.com/2014/10/nevada-real-estate-development-report-october-2014/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20October%202014
http://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20October%202014
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   Red Report

Sale, Office
ADDRESS	9075	W.	Diablo	Dr.,	89148
BUYER	Tierra	Partners	III,	LLC
SELLER	LaPour	215,	LLC
DETAILS	70,188	SF;	$17,350,000
APN	163-29-401-005
BUYER’S REP	Greg	Tassi,	SIOR	of	CBRE	
Las	Vegas
SELLER’S REP	Charles	Moore	and	Marle	
Fujita	Winkel,	CCIM	of	CBRE	Las	Vegas

Sale, Office
ADDRESS	9075	W.	Diablo	Dr.,	89148
BUYER	Tierra	Partners	III,	LLC
SELLER	LaPour	215,	LLC
DETAILS	70,188	SF;	$17,350,000
APN	163-29-401-005
BUYER’S REP	Greg	Tassi,	SIOR	of	CBRE	
Las	Vegas
SELLER’S REP	Charles	Moore	and	Marle	
Fujita	Winkel,	CCIM	of	CBRE	Las	Vegas

Sale, Retail
ADDRESS	8942	Spanish	Ridge	Ave.,	89148
BUYER	Daka	LLC
SELLER	Talmer	Bank
DETAILS	8,158	SF;	$1,350,000
APN	163-29-711-008
BUYER’S REP	Eric	Larkin,	CCIM	and	Mark	
Musser	of	NAI	Las	Vegas
SELLER’S REP	Ron	Opfer	of	Coldwell	
Banker	Premier	Realty

Sale, Industrial
ADDRESS	4485-4495	Delancey	Dr.,	89103
BUYER	Chris	Day
SELLER	National	Loan	Acquisitions	Co.
DETAILS	14,840	SF;	$1,130,000
APN	162-19-111-009
BUYER’S REP	Derek	Belanus	of	Crown	
Point	Realty
SELLER’S REP	Jennifer	Levine	of	Voit	Real	
Estate

Sale, Land
ADDRESS	NW	Corner	of	Grand	Canyon	Dr.	
and	Peace	Way,	89147
BUYER	Cameron	General	Contractors
SELLER	Roseco	LLC
DETAILS	6.98	acres;	$3,400,000
APN	163-19-211-007
BUYER’S	REP	Michael	Stuart	of	Colliers	
International
SELLER’S	REP	Joseph	Kennedy	of	JA	
Kennedy

Lease, Industrial
ADDRESS	5275	Arville	St.,	Ste	108,	89118
TENANT	Wright	Geotechnical	of	Nevada	LLC
LANDLORD	Total	Event	Services	Inc.
DETAILS	5,353	SF;	$106,550	for	40	months
TENANT’S REP	Laura	Hart	of	CBRE	Las	Vegas
LANDLORD’S REP	Joe	Leavitt	and	Chris	Lexis	
of	Avison	Young

WC

Sale, Office
ADDRESS	72	E.	Freeport	Blvd.,	89431
BUYER	Caviglia	Marital	Trust
SELLER	Lester	&	Barbara	Reel,
DETAILS	6,692	SF;	$350,000
APN	034-252-06	

Sale, Retail
ADDRESS	5455	Louie	Ln.,	89511
BUYER	AGNL	Pastry	LP
SELLER	Bakemark	USA	LLC
DETAILS	38,400	SF;	$2,955,771
APN	025-470-52

Sale, Industrial
ADDRESS	3223	Mill	St.,	89502
BUYER	National	Sierra	LLC
SELLER	Lithia	Real	Estate	Inc
DETAILS	28,274	SF;	$3,200,000
APN	012-232-18

Sale, Industrial
ADDRESS	1675	Ormand	Ct.,	89502
BUYER	Ignacio	Robles
SELLER	E	&	A	Living	Trust
DETAILS	10,500	SF;	$800,000
APN	012-382-40

http://www.cbre.us/
http://www.cbre.us/
http://www.coldwellbanker.com/
http://www.coldwellbanker.com/
http://crownpointrealtynv.com/
http://crownpointrealtynv.com/
http://www.voitco.com/
http://www.voitco.com/
http://www.jakennedyrealestate.com/
http://www.jakennedyrealestate.com/
http://www.yourbakemark.com/
http://www.nevadabusiness.com/2014/10/nevada-real-estate-development-report-october-2014/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20October%202014
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	 The	 Reno/Sparks	 retail	 market	 condi-

tions	continued	 improving	during	 the	sec-

ond	 quarter	 of	 2014.	 	 During	 the	 quarter,	

the	 vacancy	 rate	 decreased	 slightly,	 and	

the	 area	 had	 a	 positive	 net	 absorption	 of	

109,604	square	feet.		With	this	net	absorp-

tion,	the	market	had	positive	net	absorption	

in	 five	of	 the	 last	 seven	quarters.	 Looking	

at	the	last	several	quarters,	it	appears	that	

the	market	vacancy	peaked	 in	 the	second	

quarter	of	2012	and	has	been	generally	im-

proving	since	then.				

	 During	the	quarter,	there	were	48	busi-

nesses	moving	into	shopping	centers	con-

sisting	 of	 247,843	 square	 feet.	 During	 the	

same	 period,	 41	 businesses	 moved	 out	

consisting	 of	 130,074	 square	 feet.	 Sac	 N	

Save	on	Plumb	was	the	largest	tenant	mov-

ing	 out	 of	 space,	 vacating	 44,062	 square	

feet.	 	During	the	quarter,	several	new	ten-

ants	opened	 including	Floor	and	Décor	 in	

Firecreek	 Crossing,	 Hobby	 Lobby	 along	

South	Virginia	Street	and	Consign	Furniture	

in	the	Sierra	Town	Center.						

	 The	anchor	vacancy	rate	has	decreased	

to	 13.09	 percent	 this	 quarter	 from	 13.78	

percent	last	quarter.	This	is	the	lowest	an-

chor	 vacancy	 rate	 since	 the	 third	 quarter	

of	2010.	The	overall	 vacancy	 rate	 is	16.57	

percent,	which	is	noticeably	lower	than	the	

record	high	 from	almost	 two	years	ago	of	

18.84	percent.		

	 As	 the	 market	 stabilizes	 and	 the	 va-

cancy	 rates	continue	 to	decrease,	 it	 is	 in-

crementally	 taking	 a	 little	 pressure	 off	 of	

landlords.	However,	with	a	continuation	of	

high	vacancy	rates	in	the	market,	it	remains	

a	good	market	for	tenants	to	find	deals.

	 The	Las	Vegas	retail	vacancy	rate	reported	

a	slight	increase	in	the	second	quarter	of	2014.	

The	rate	rose	0.1	percentage	point	compared	

to	 the	 prior	 period	 (Q1	 2014)	 to	 9.1	 percent.	

However,	 compared	 to	a	 year	ago,	 the	 retail	

vacancy	 rate	 remains	 down	 0.7	 percentage	

points.	Since	the	high	of	11.1	percent	reached	

in	the	third	quarter	of	2010,	vacancies	have	de-

clined	2.0	percentage	points.	

	 One	 anchored	 retail	 project	 completed	

construction	 during	 the	 second	 quarter	 of	

2014,	 bringing	 total	 inventory	 to	 52.2	 million	

square	feet.	Sprouts	Farmers	Market	opened	

its	25,000-square-foot	location	at	Green	Valley	

Crossing.	In	the	past	year,	68,800	square	feet	

of	anchored	retail	space	has	been	added	to	the	

market,	which	represents	little	change	from	the	

62,200	square	feet	of	completions	reported	in	

the	prior	12-month	period.

	 After	reporting	positive	net	absorption	for	

four	consecutive	quarters,	the	retail	sector	wit-

nessed	17,600	square	feet	of	net	move-outs	in	

the	second	quarter	of	2014.	Despite	reporting	

negative	 net	 absorption	 in	 the	 latest	 period,	

the	retail	sector	has	witnessed	429,100	square	

feet	of	net	move-ins	in	the	past	year.

	 Roughly	 2.1	 million	 square	 feet	 of	 an-

chored	retail	projects	remained	actively	under	

construction	 by	 the	 end	 of	 the	 period.	 Las	

Vegas	Athletic	Club	continues	to	make	prog-

ress	on	its	87,800-square-foot	facility	located	

in	 North	 Las	 Vegas,	 the	 200,000-square-

foot	Sahara	Center	 is	well	underway	and	the	

300,000-square-foot	 second	 phase	 of	 Tivoli	

Village	at	Queensridge	continues	to	move	for-

ward.	 Downtown	 Summerlin	 is	 expected	 to	

reach	 completion	 this	 fall,	 adding	 1.5	million	

square	feet	to	the	market.

   Commercial RE Report

SOUTHERN NEVADA NORTHERN NEVADA

Southern Nevada analysis and statistics compiled by

Applied Analysis, Northern Nevada analysis and

statistics compiled by NAI Alliance Reno

TOTAL MARKET

Total Square feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease sf/mo (nnn)

Under Construction

Planned

POWER CENTERS

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

COMMUNITY CENTERS

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

NEIGHBORHOOD CENTERS

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

Las Vegas Reno*

* All numbers exclude regional malls

NEXT MONTH: INDUSTRIAL
ABREVIATION KEY

MGFS:

SF/MO:

NNN:

Modified Gross Full-Service

Square Foot Per Month

Net Net Net

RETAIL
SECOND QUARTER

13,927,155 

2,307,303 

16.57%

  -00 

109,604 

 $1.51 

 7,855 

  -00 

2,868,311 

 420,833 

14.67%

0

70,304 

 $1.65 

0

0

5,820,681 

 953,780 

16.4%

0

 70,698 

 $1.55 

0

0

5,238,163 

 932,690 

17.8%

0

(31,398)

 $1.45 

 7,855 

0

52,186,822 

4,758,608 

9.1%

25,000 

(17,618)

$1.48 

2,087,750 

2,415,036 

18,613,398 

1,240,483 

6.7%

0 

(288,452)

$1.62 

1,500,000 

854,620 

13,391,293 

1,449,269 

10.8%

0 

44,890 

$1.53 

387,750

1,141,247 

20,182,131 

2,068,856 

10.3%

25,000 

225,944 

$1.37 

200,000 

419,169 

RETAIL
SUMMARY
SECOND	QUARTER	2014

https://www.sprouts.com/
http://www.tivolivillagelv.com/
http://www.tivolivillagelv.com/
http://downtownsummerlin.com/
http://www.flooranddecor.com/
http://www.consignfurniturenow.com/
http://www.appliedanalysis.com/
http://www.naialliance.com/
http://www.nevadabusiness.com/2014/10/retail-summary-second-quarter-2014/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20October%202014
http://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20October%202014
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he	 “second”	 estimate	 for	 second	
quarter	 2014	 shows	U.S.	 real	 gross	
domestic	 product	 increasing	 at	
an	 annualized	 rate	 of	 4.2	 percent,	
slightly	 higher	 than	 the	 4.0	 percent	

growth	 first	 reported.	 The	 revision	 was	 due	 to	
the	 increase	 in	 non-resident	 fixed	 investment	
being	 larger	 than	 initially	 estimated.	 Personal	
consumption	 expenditures,	 changes	 in	 private	
inventories,	residential	investment	and	state	and	
local	government	spending	made	positive	con-
tributions.	Net	exports	and	 federal	government	
spending	made	negative	contributions.	Housing	
starts	were	up	substantially	year-over-year,	and	
housing	 prices	 experienced	 a	 slight	 increase.	
Consumer	confidence	and	consumer	sentiment	
rose	for	the	most	recent	data.	
	 The	 Nevada	 economy	 evidenced	 positive	
signals	with	the	most	recent	data.	Seasonally	ad-
justed,	statewide	employment	decreased	by	200	
jobs	from	June	to	July,	but	it	was	up	3.8	percent	
year-over-year.	Taxable	sales	continued	to	show	
growth,	 up	4.7	percent	 from	 last	 year.	 Total	 air	
passengers	were	up	0.9	percent	over	the	same	
time	period.	Gaming	revenue	experienced	gains	
for	the	month	and	was	up	0.7	percent	from	July	
2013.
	 For	Clark	County,	 seasonally	 adjusted	 em-
ployment	 rose	 from	June	 to	July	by	2,700	 jobs	
and	was	up	3.1	percent	year-over-year.	The	Las	
Vegas	unemployment	rate	fell	from	7.9	percent	to	
7.7	percent.	Total	passengers	at	McCarran	Air-
port	were	up	1.9	percent	from	a	year	earlier.	July	
visitor	 volume	was	 up	 2.3	 percent	 from	 a	 year	
ago.	Gaming	revenue	was	2.2	percent	higher	in	
July	 than	a	year	earlier.	Clark	County’s	 taxable	
sales	for	June	were	8.0	percent	above	those	of	
a	 year	 earlier.	 Residential	 construction	 permits	
increased	 from	 June	 to	 July.	Commercial	 con-
struction	permits	remained	at	a	low	level.
	 The	most	 recent	 data	 show	mixed	 signals	
for	Washoe	County.	Seasonally	adjusted,	Reno-
Sparks’	 employment	 experienced	 a	 decrease	
from	June	to	July	by	100	jobs.	Total	employment	
is	up	over	a	year	ago,	by	3.2	percent.	The	season-
ally	 adjusted	 Reno-Sparks	 unemployment	 rate	
fell	from	7.3	percent	to	7.1	percent,	the	result	of	a	
shrinking	labor	force.	Compared	to	a	year	earlier,	
July	visitor	volume	was	up	1.2	percent.	Total	air	
passengers	were	 down	 3.7	 percent	 from	 June	
2013.	Gaming	revenues	for	July	were	down	1.0	
percent	from	a	year	earlier.	Residential	construc-
tion	increased	from	June	to	July,	while	commer-
cial	construction	permits	remained	low.		
	 The	 U.S.	 economy	 experienced	 moderate	
growth	 in	 second	 quarter	 2014—rebounding	
from	 a	weak	 first	 quarter.	 Consumer	 spending	
remains	strong,	and	the	housing	market	contin-
ues	to	improve.	In	Clark	County,	tourism	remains	
fairly	robust,	and	taxable	sales	continue	to	make	
large	gains.	Nevada’s	employment	is	also	show-
ing	strong	growth.

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 System.

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

Ryan T. Kennelly
UNLV Center for Business

and Economic Research

GROWTH

DATE LATESTUNITS PREVIOUS YEAR AGO RECENT YEAR AGO COMMENTS

1217.4

7.7

4.150

931.82

4.067

94.15

4.670

875.2

7.7

3.076

800.38

1197

29

3.735

64.32

3.838

202.5

7.1

0.566

66.43

234

24

0.317

13.92

0.470

139.118

6.1

237.9

238.3

120.2

105.9

439.8

17.45

1.093

 15,994.3 

103.756

-40.546

2007.71

-3.27

2.39

1217.6

7.7

4.254

906.90

4.093

94.87

3.932

872.5

7.9

3.204

790.41

847

29

3.698

65.19

3.742

202.6

7.3

0.560

63.81

216

17

0.283

14.21

0.456

138.976

6.2

237.7

238.1

119.3

105.3

439.6

16.40

0.945

 15,831.7 

103.230

-40.810

2003.37

-3.06

2.51

1172.8

9.9

3.962

925.73

4.032

93.98

4.524

849.2

9.9

2.847

783.18

535

36

3.664

63.93

3.750

196.3

9.6

0.527

67.12

102

26

0.329

14.08

0.465

136.636

7.2

233.3

234.0

118.0

104.9

424.2

15.87

0.898

 15,606.6 

101.923

-39.419

1681.55

-3.06

2.7

-0.0%

0.0%

-2.4%

2.7%

-0.6%

-0.8%

18.8%

0.3%

-0.2%

-4.0%

1.3%

41.3%

0.0%

1.0%

-1.3%

2.6%

-0.0%

-0.2%

1.1%

4.1%

8.3%

41.2%

11.8%

-2.1%

3.0%

0.1%

-0.1%

0.1%

0.1%

0.8%

0.6%

0.0%

6.4%

15.7%

4.2%

0.5%

-0.6%

0.2%

-0.21%

-0.12%

3.8%

-2.2%

4.7%

0.7%

0.9%

0.2%

3.2%

3.1%

-2.2%

8.0%

2.2%

123.7%

-19.4%

1.9%

0.6%

2.3%

3.2%

-2.5%

7.3%

-1.0%

129.4%

-7.7%

-3.7%

-1.2%

1.2%

1.8%

-1.1%

2.0%

1.9%

1.9%

0.9%

3.7%

9.9%

21.7%

2.5%

1.8%

2.9%

19.4%

-0.21%

-0.31%

Up Strongly
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Up Over Year Ago

Up Over Year Ago
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Reduced
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Low and Volatile
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Up Over Year Ago
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Up Over Year Ago

Reduced
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Up Over Year Ago

Reduced
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Down Over Year Ago
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DATA

Employment

Unemployment Rate*

Taxable Sales

Gaming Revenue

Passengers

Gasoline Sales

Visitor Volume

Employment

Unemployment Rate*

Taxable Sales

Gaming Revenue

Residential Permits

Commercial Permits

Passengers

Gasoline Sales

Visitor Volume

Employment **

Unemployment Rate*

Taxable Sales

Gaming Revenue

Residential Permits

Commercial Permits

Passengers

Gasoline Sales

Visitor Volume

Employment

Unemployment Rate

Consumer Price Index

Core CPI

Employment Cost Index

Productivity Index

Retail Sales Growth

Auto and Truck Sales

Housing Starts

Real GDP Growth***

U.S. Dollar

Trade Balance

S and P 500

Real Short-term Rates*

Treasury Yield Spread

Note: NSA = Not Seasonally Adjusted, SA = Seasonally Adjusted
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http://cber.unlv.edu/
https://www.mccarran.com/
https://www.mccarran.com/
http://www.nevadabusiness.com/2014/10/business-indicators-october-2014/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20October%202014
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What would be a person’s
first impression of you?

“I think they’d find me 
understated, but driven, 
especially when it 
comes to my family. My 
daughter inspired the 
creation of the NF Hope 
Concert. I think what we 
DO speaks volumes about 
who we are.”

“A strength of character 
that shows itself through 
integrity in action and 
a genuine commitment 
to create a positive work 
environment.”

“Someone’s first 
impression of me would 
be my Southern accent. 
After that, they would 
notice I’m full of energy 
and like to have fun, but 
know when it’s time to 
get down to business.”

“I love to laugh and try to 
find humor in all things. 
Therefore most people 
do not think I am a very 
serious person but I really 
take notice of everything 
and spend a lot of time 
analyzing situations.”

“I tend to be reserved 
when I meet someone 
for the first time, so they 
might think that I am a 
quiet person… Then, they 
are surprised when they 
get to know me!”

Lynn W. Mitchell, CHA | Chairman of 
the Board, Nevada Hotel & Lodging 
Association and Vice President of 
Operations, Soleil Management

David Watts | Event Center Director, 
Keep Memory Alive

Jeff Leibow | Founder and Executive 
Producer, NF Hope Concerts

Zelma Hulet | Managing Partner, 
Popped Popcorn

Diana Jarzen | Sales Executive,
LP Insurance Services, Inc

Jack Luna | Production Manager, Tronox

“I hope it would be 
‘There’s an approachable 
person I can relate to - a 
true professional who 
knows our business!’ I 
certainly take the time 
to get to know my clients 
and learn what keeps them 
up at night.”

   Last Word

http://nvhotels.com/
http://nvhotels.com/
https://www.soleilmanagement.com/
http://www.nfhope.org/
http://www.lpins.net/
http://www.keepmemoryalive.org/contact_us
http://bestgourmetpopcorn.com/
http://www.tronox.com/
http://www.nevadabusiness.com/2014/10/persons-first-impression/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20October%202014
http://www.nevadabusiness.com/2014/10/persons-first-impression/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20October%202014
http://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20October%202014
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BUILDING BUSINESSES
FOR OVER 50 YEARS.

54 years in Nevada | 50 Branches statewide

nsbank.com | 855.822.DOOR

You’ve built your business on trust, reliability, hard work, and 

know-how. So have we. Maybe that’s why Nevada businesses 

have trusted Nevada State Bank to help them achieve their 

fi nancial goals since 1959.

Bring your banking home. 

BUILDING BUSINESSES
FOR OVER 50 YEARS.

You’ve built your business on trust, reliability, hard work, and 

MEMBER FDIC

http://www.nsbank.com
http://www.nsbank.com



