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Our scalable, reliable communications supported by local professionals will help to give your medium – 
large sized business the opportunity to generate more productivity and success.

Call 702-522-9815 or visit coxbusiness.com today.

-  Cox PRI supports your entire business using a single 
communications platform delivered over our private network.

-  High capacity voice service that interfaces with your phone 
system PRI port.

-  Our private network backbone is a self-healing, 100% fi ber-
optic network with speeds available up to 150 Mbps with Cox 
Business Internet and up to 10 Gbps with Cox Optical Internet.

Business Communications Solutions that are: 
Large. Local. Scalable.

*Offer valid until 12/31/14 and is available to new subscribers of Cox Business VoiceManagerSM PRI and Cox Business InternetSM 25 (max. 25/5 Mbps). Prices based on 3-year service term. After completion of the 3-year service term 
standard rates apply. Equipment may be required. Free install requires a 3-year service contract and is limited to standard installation; maximum outlets and allowances may apply. Prices exclude equipment, installation, taxes, and 
fees, unless indicated. Speeds not guaranteed; actual speed may vary. Rates and bandwidth options vary and are subject to change. Discounts are not valid in combination with or in addition to other promotions, and cannot be applied 
to any other Cox account. Services not available in all areas. Other restrictions may apply. ©2014 Cox Communications, Inc. All rights reserved. 

Get a PRI and 
25/5 Mbps Internet for

Plus for only $200 more get a hosted 
and managed IP Phone System with 
double the Internet speed!

$392 /month*

00

The Las Vegas Convention Center is powered by Cox.

http://www.coxbusiness.com


Anthony Hall, a partner with Holland & Hart who specializes in employment law,
will be joined by a number of expert panelists to speak on the topic

of medical marijuana in the workplace.

*Pending certification from the
HR Certification Institute (HRCI)

BREAKFAST SEMINAR Panel Discussion with Question and Answer Session

M E D I C A L

MARIJUANA
I N  T H E  W O R K P L A C E

TUESDAY
OCTOBER 7TH

2014
8am - 11am

Orleans Hotel & Casino

COST $50.00 EACH
Cost includes: Breakfast, Seminar Event, Continuing

Education Credit* and a one-year subscription to
Nevada Business Magazine ($44 value).

SEATS ARE LIMITED. CALL TODAY TO RESERVE.
VISIT WWW.NEVADABUSINESS.COM/BREAKFAST TO REGISTER OR CALL 702.267.6340
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	 Americans	didn’t	pay	much	attention	to	the	rising	power	of	radical	Islam	until	the	
Sept.	11,	2001	attacks	inside	our	borders,	so	it	may	seem	like	a	relatively	new	phe-
nomenon.		But	Muslim	terrorists	have	actually	been	killing	Christians,	Jews	and	other	
non-Muslims	since	before	the	U.S.	was	founded,	and	we	fought	two	wars	against	
them	in	the	earliest	days	of	the	republic.		Muslim	extremists	believe	their	actions	are	
justified	by	teachings	in	the	Koran.		This	makes	it	vital	for	us	to	know	what	the	Koran	
instructs	its	followers	to	do,	and	to	wake	up	to	the	reality	that	radical	Islam	poses	a	
real	threat	to	the	safety	of	non-Muslims	everywhere.
	 As	early	as	the	Middle	Ages,	Muslim	countries	along	the	Barbary	Coast	in	north-
ern	Africa	(chiefly	Tunis,	Morocco,	Algiers	and	Tripoli)	waged	war	against	Christian	
nations	in	the	Mediterranean	Sea	and	all	along	the	Atlantic	seacoast,	sending	pirates	
to	attack	ships	and	raid	coastal	towns.			When	the	United	States	became	an	inde-
pendent	country	and	no	longer	under	England’s	jurisdiction,	their	ships	became	fair	
game	for	the	pirates.	
	 In	1786,	Congress	sent	Thomas	Jefferson	and	John	Adams	to	negotiate	a	treaty	
with	the	Barbary	States.		When	they	met	with	Tripoli’s	representative	to	ask	him	why	
American	ships	were	being	attacked	and	her	citizens	kidnapped,	 they	must	have	
been	surprised	by	his	answer.		The	ambassador	said	the	Koran	instructed	all	Mus-
lims	to	make	war	on	non-Muslims	wherever	they	could	be	found,	and	to	make	slaves	
of	any	enemies	they	could	capture.		This	is	true;	there	are	several	places	in	the	Koran	
that	say	exactly	this,	but	the	chief	passage	is	chapter	47,	verse	4.	
	 More	than	220	years	ago,	Thomas	Jefferson	was	warned	about	the	threat	posed	
by	Muslim	extremists,	and	the	U.S.	ended	up	waging	two	wars	to	defeat	them.		The	
Koran	hasn’t	changed	since	then,	and	it	still	calls	the	faithful	to	slay	non-believers.		
In	the	name	of	Allah,	Muslim	terrorists	are	waging	“holy	war”	against	Christians	and	
Jews,	blowing	up	innocent	civilians	and	trying	to	destroy	the	state	of	Israel.		
	 No	further	proof	of	this	war	against	non-Muslims	is	needed	than	to	look	at	the	
massacre	happening	in	northern	Iraq	and	Syria.	Christians	are	being	told	to	convert	
or	die	and	 the	brutality	being	waged	upon	 religious	minorities	 in	 the	area	 is	both	
shocking	and	sickening.	Christian	children	are	being	cut	 in	 two	or	beheaded	and	
displayed	 in	public	by	the	 Islamic	State.	Executions,	 rape,	 forced	fighting	and	the	
trafficking	of	women	are	daily	occurrences	in	the	region.	
	 The	Islamic	State	seeks	to	create	their	own	nation	of	Sharia	 law	and	is	willing,	
even	gleeful,	to	purge	anyone	who	is	a	non-believer.	And	don’t	think	that	conversion	
to	Muslim	for	these	religious	minorities	will	bring	them	salvation	either.	For	example,	
one	source	recounts	the	story	of	a	man	renouncing	his	faith	in	Christianity	just	before	
he	is	beheaded	by	his	captors.		This	example	of	purging	the	non-believers	is	noth-
ing	short	of	genocide	and	the	atrocities	are	happening	while	the	world	watches.	The	
Islamic	State	is	not	being	shy	in	declaring	their	actions.	Rather,	the	terrorist	organi-
zation	is	actively	posting	videos	and	photographs	for	the	entire	world	to	see	what	
they’re	doing.	These	actions	would	only	 indicate	their	pride	 in	upholding	the	most	
blood-thirsty	of	laws	found	in	the	Koran.	
	 While	Jefferson	sought	to	reveal	the	truth	about	radical	Islam	and	fight	their	injus-
tices,	we	have	a	president	who	pretends	it	doesn’t	present	a	real	danger	and	that	we	
should	all	just	get	along.	If	no	one	stands	up	and	stops	this	persecution	now,	what	
will	stop	the	Islamic	State	from	making	their	way	through	Iraq	and	Syria	to	Israel	and,	
eventually,	to	America?

By Whose Authority?
For a more detailed analysis of this subject, including references to Koran verses dealing 
with treatment of non-believers and holy war, visit my blog at www.LyleBrennan.com.

Watch Your Country Die or…
Know Your Enemy!
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On the cover, above and on the introduction 
pages of the cover story are conceptual 
renderings of the Global Business District, a 
$2.5 billion LVCVA expansion project.
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Convention	 and	meeting	 planners	

choose	 locations	 and	 venues,	 take	

into	 account	 where	 their	 attendees	

are	 traveling	 from	 and	 how,	 deter-

mine	 necessary	 meeting	 and	 exhi-

bition	space	and	hotel	rooms	–	and	

arrange	for	coffee.

	 Coffee	 is	 important.	 Conven-

tions	thrive	on	coffee,	served	during	

events,	 before	 and	 after	 meetings	

and	at	meals,	which	also	figure	into	

the	costs.	Because	coffee	is	integral	

to	meetings,	conventions	and	 trade	

shows,	 some	 destinations	 charge	

more	than	$100	a	gallon.

	 Nevada	facilities	can	supply	cof-

fee	at	less	than	$40	a	gallon	and	pro-

vide	 savings	of	 25	percent	on	 food	

and	beverage	costs,	and	 that’s	 just	

the	beginning	of	the	reasons	to	plan	

conventions	in	the	Silver	State.	

The Destination 
State
	 Destinations	 don’t	 stay	 destina-

tions	 in	 the	 convention	 world.	 Just	

because	 a	 meeting,	 convention	 or	

trade	 show	 has	 always	 come	 to	 a	

specific	 destination	 doesn’t	 mean	

that	destination	can	 rest	on	 its	 lau-

rels.	Most	conventions	don’t	go	back	

to	the	same	city	year	after	year;	most	

rotate	 through	 destinations	 and	 if	

a	 location	 is	 fortunate	 and	 hosted	

a	successful	event,	every	five	 to	10	

years	that	event	may	return.

	 In	 July,	 for	 example,	 LVCVA	 bid	

for	the	International	Council	of	Shop-

ping	 Centers	 show.	 The	 event	 has	

been	held	in	Las	Vegas	for	years,	and	

the	 region	 should	 win	 the	 bid,	 but	

the	 convention	 industry	 is	 competi-

tive.	 Recently	 Vegas	 came	 close	 to	

losing	the	National	Finals	Rodeo,	an	

event	that	has	been	in	Las	Vegas	for	

years.	Negotiations	 allowed	 the	 city	

to	 secure	 the	 event	 for	 the	 next	 10	

years.	 “It’s	 a	 very	 competitive	 busi-

ness;	 making	 sure	 we’re	 supplying	

what	 our	 customers	 need,	 both	 in	

experience	and	 technology,	and	 the	

space.	You	can	be	the	destination	[for	

an	event]	for	10	to	20	years	but	it’s	not	

something	you	own,”	said	Cathy	Tull,	

senior	 vice	 president,	 marketing,	

Las	Vegas	Convention	and	Visitors	

Authority	(LVCVA).

	 Sixty-three	 percent	 of	 the	 new	

business	the	Reno-Sparks	Conven-

tion	and	Visitors	Authority	 (RSCVA)	

sales	 team	 booked	 in	 fiscal	 year	

13-14	 is	 new	 business.	 “Not	 too	

many	 years	 ago	 60	 percent	 of	 our	

business	 was	 repeat	 business,”	

said	 Christopher	 Baum,	 president	

and	CEO	of	 the	RSCVA.	 “Much	as	

we	love	our	return	customers,	for	a	

destination	 to	 grow	 you	 need	 new	

business.”	 Those	 first	 time,	 or	 first	

time	in	a	long	time,	events	are	start-

ing	 to	come	 into	 the	area,	 and	are	

what	 the	 region	 needs	 in	 order	 to	

make	 certain	 the	 destination	 gets	

its	 fair	share	–	or	more	than	 its	 fair	

share	–	of	meeting	and	convention	

business.	

Room to Grow
	 In	order	to	host	conventions	and	

trade	 shows,	 destinations	 have	 to	

have	the	space	available.	The	Reno-

Sparks	 Convention	 Center	 offers	

by Jennifer Rachel Baumer

http://www.lvcva.com/
http://www.icsc.org/
http://www.icsc.org/
http://www.lvcva.com/
http://www.nfrexperience.com/
http://rtmeetings.com/meeting-venues/reno-sparks-convention-and-visitors-authority/
http://rtmeetings.com/meeting-venues/reno-sparks-convention-and-visitors-authority/
http://www.visitrenotahoe.com/meetings-conventions/facilities/reno-sparks-convention-center
http://www.visitrenotahoe.com/meetings-conventions/facilities/reno-sparks-convention-center


10 NEVADABUSINESS.COMNEVADA BUSINESS MAGAZINE   SEPTEMBER 2014

   Cover Story
381,000-square-feet	of	exhibition	space	in	five	

contiguous	 exhibition	 halls,	 30,000-square-

feet	 in	 the	ballroom,	and	53	meeting	rooms.	

The	 Peppermill	 features	 a	 62,000-square-

foot	 ballroom	 and	 the	 Grand	 Sierra	 has	

200,000-square-feet	of	meeting	and	conven-

tion	space	on	property.	Where	many	destina-

tions	expect	planners	to	utilize	a	convention	or	

events	center	in	conjunction	with	hotels	in	the	

area,	in	Reno	the	event	can	be	held	on	hotel	

property,	at	the	convention	center,	or	both.	

	 In	Las	Vegas,	 just	 like	business,	conven-

tion	and	meeting	space	is	expanding.	In	2013,	

the	city	hosted	22,027	meetings,	conventions	

and	trade	shows,	with	the	top	three	largest	be-

ing	 International	CES,	CONEXPO-CON/AGG	

and	Automotive	Aftermarket	Industry	week.	

	 Currently	there’s	some	10.8	million	square	

feet	of	meeting	and	exhibit	space	in	Southern	

Nevada	and	150,000	hotel	rooms.	One	of	the	

unique	advantages	in	Las	Vegas	is	the	num-

ber	of	convention	centers	–	the	region	boasts	

ignated	World	Trade	Center	and	a	new	multi-

modal	transportation	system.

	 “The	expansion	has	several	components	

and	 includes	 expansion	 of	 the	 Las	 Vegas	

Convention	Center	and	includes	a	look	at	the	

neighboring	areas	to	the	Convention	Center	

District,”	said	Tull.	In	part’	the	plans	are	tak-

ing	into	account	making	the	Convention	Cen-

ter/Global	 Business	 District	 area	 a	 distinct	

district	 in	and	of	 itself,	 so	people	will	 know	

they’ve	 arrived	 at	 the	 destination.	 Another	

component	to	the	expansion	includes	a	new	

transportation	system	within	the	Convention	

Center	core.	

	 “The	 expansion	 also	 includes	 a	 World	

Trade	 Center	 designation,	 with	 the	 intent	 of	

bringing	more	international	business	into	Las	

Vegas,”	said	Tull.

	 There	will	also	be	more	space	for	outdoor	

meetings.	“Because	of	the	great	weather	we	

have	 in	 Nevada	 as	 a	 whole	 and	 Southern	

Nevada	in	particular,	we’re	able	to	do	a	lot	of	

three	of	the	largest	in	the	country;	the	Sands	

Expo,	the	Las	Vegas	Convention	Center	and	

the	Mandalay	Bay,	where	a	$66	million	expan-

sion	should	boost	the	space	from	the	seventh	

largest	 to	 the	 fifth	 largest	 in	 the	 country	 as	

350,000-square-feet	of	convention	and	exhib-

it	space	is	added.	The	space	will	encompass	

2	million	square	feet	after	the	expansion	and	

still	fall	behind	the	Sands	Expo	and	Las	Vegas	

Convention	Center.

	 In	 order	 to	 hold	 onto	 the	 advantages	

conferred	by	size,	the	Las	Vegas	Convention	

Center	 is	expanding,	planning	for	 the	Global	

Business	District,	a	$2.5	billion	project	that	in-

cludes	a	revamped	convention	center,	a	des-

CONVENTIONS

Christopher

Baum
Reno-Sparks Convention
and Visitor Authority

http://www.nvfreedom.com
http://www.facebook.com/nvfreedom
http://rtmeetings.com/meeting-venues/reno-sparks-convention-and-visitors-authority/
http://www.peppermilllasvegas.com/
http://www.grandsierraresort.com/
http://www.cesweb.org/
http://www.conexpoconagg.com/
https://www.sandsexpo.com/index.html
https://www.sandsexpo.com/index.html
http://www.vegasmeansbusiness.com/listing/las-vegas-convention-center/31137/
http://www.mandalaybay.com/
http://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_campaign=September%202014%20PDF
http://www.nevadabusiness.com/2014/09/nevadas-convention-industry-combining-business-pleasure/?utm_source=PDF&utm_medium=PDF&utm_campaign=September%202014%20PDF
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•				In	2013,	12.7	percent	of	visitors	to	Southern	Nevada	(~5.1	million	business

						travelers)	and	28	percent	of	visitors	to	Reno-Sparks	(~1.3	million)	were

						convention	and	trade	show	delegates

•				Vegas’	convention	industry	supports	61,200	local	jobs	with	$2.3	billion	in		 	

						salaries	and	as	much	as	$7.4	billion	in	local	economic	impact

•				The	entire	Reno-Tahoe	area	holds	rougly	1	million	square	feet	of	convention	space	

•					Of	the	top	250	trade	shows	held	in	2013	in	the	U.S.,	Las	Vegas	hosted	53

Convention Stats
shows	that	have	outside	exhibits	like	the	heli-

copter	show	and	CONEXPO	that	have	a	lot	of	

outside	exhibit	area.	Some	of	what	we	need	

is	additional	space	for	those	shows	to	be	able	

to	grow,”	said	Tull.

	 “We’re	 really	 taking	 the	 next	 step	 and	

making	 sure	 we’re	 competitive	 for	 the	 next	

20	years,	so	of	course	we’re	adding	technol-

ogy	upgrades	and	additional	space.	We	know	

from	 some	 of	 our	 largest	 trade	 shows	 they	

want	more	space,	so	this	is	an	effort	to	provide	

them	with	that,”	she	added.

An Industry in Flux
	 The	 recession	hit	 hard	 all	 across	Nevada	

and	the	convention	industry	is	recovering	more	

slowly	than	business	and	leisure	travel,	the	oth-

er	two	legs	of	the	travel	industry	tripod.		

	 There’s	a	certain	 logic	 to	business	 travel	

recovering	 before	 convention	 and	 meeting	

travel,	said	Baum.	A	business	traveler	is	prob-

ably	meeting	with	customers,	attending	sales	

or	operational	meetings.	There’s	only	so	long	

that	can	be	delayed	and	eventually	the	travel	

is	going	to	happen.	But	planning	a	sales	meet-

ing	for	a	company	with	poor	sales	might	mean	

waiting	until	 the	 travel	expense	can	be	 justi-

fied.	Or	maybe	where	five	people	used	to	at-

tend	a	specific	convention,	the	company	now	

sends	one.	So	the	convention	industry	contin-

ues	sluggishly,	slow	to	add	new	events.

	 That	 being	 said,	 RSCVA	 just	 finished	 the	

last	fiscal	year	in	June	having	added	49	percent	

more	business	for	the	future	years	than	it	did	a	

year	ago,	a	significant	uptick	in	the	amount	of	

confirmed	business	with	signed	contracts.

	 Tull	recently	attended	the	U.S.	Travel	As-

sociation	board	meeting	where	representa-

tives	 from	destinations	 across	 the	 country	

meet,	 and	 that	 the	 general	 feeling	 is	 that	

the	 conventions	 industry	 is	 back	 on	 track.	

“People	 are	 having	meetings,	 they’re	 hav-

ing	trade	shows.	We	just	had	our	strongest	

June	ever	and	the	meetings	side	citywide	is	

up	4.5	percent,	which	equates	 to	3	million	

delegates.	We’re	 doing	well	 and	 nationally	

CONTINUES ON PAGE 56

mailto:sale@equiinet.com
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To	learn	the	complicated	ins	and	outs	of	employment	

law,	 it’s	 best	 to	 go	 straight	 to	 the	 source.	 The	 fol-

lowing	 pages	 highlight	 six	 attorneys	 that	 are	 at	 the	

top	of	their	field	and	are	experienced	in	employment	

law.		These	attorneys	were	each	asked	to	share	ad-

vice	with	Nevada Business Magazine	readers	and	re-

sponded	 to	a	 series	of	questions.	Business	owners	

and	 HR	 professionals	 can	 avoid	 costly	 lawsuits	 by	

heeding	the	advice	outlined	in	the	following	pages.

Attorneys Speak Out
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   Feature Story 

What advice would you 
give to employers when 
it comes to hiring, 
firing and managing 
employees?

[Employers	 should]	 follow	

any	 contractual	 provisions	 if	

there	 is	 a	 contract	with	 em-

ployee.	 [They	 should	 also]	

follow	 the	 employee	 hand-

book	 even	 if	 there	 is	 no	

contract.	 Courts	 can	 impose	 handbook	

guidelines	as	part	and	parcel	of	an	employ-

ment	agreement.	– Richard Campbell, Jr., 

Partner, Armstrong Teasdale

All	discipline	–	including	warn-

ings,	 formal	 counseling	 and	

performance	 issues	 –	 should	

be	 documented.	 	 Often	 em-

ployers	 terminate	 employees	

for	behavioral	or	performance	

problems,	but	do	not	have	documentation	to	

support	the	termination.		While	employment	

is	at-will	in	Nevada,	problems	could	arise	if	an	

employee	claims	s/he	was	unlawfully	termi-

nated	and	the	employer	has	no	evidence	to	

support	 its	decision.	– Howard Cole, Part-

ner, Lewis Roca Rothgerber

Employers	 should	 be	 cau-

tious	 with	 employee	 evalu-

ations.	 We	 frequently	 see	

poor	 or	 adequate	 perform-

ing	 employees	 receive	

glowing	 reviews	 because	

employers/supervisors	 want	 to	 be	 kind	

or	 well-liked.	 This	 causes	 problems	 in	

termination	 or	 discrimination	 disputes.	

This	does	not	notify	the	employee	about	

problems	and	may	need	to	be	explained	

in	 litigation.	 – Anthony Hall, Partner, 

Holland & Hart

The	 practice	 of	 “hiring	 slow	

and	 firing	 fast”	 is	 too-often	

reversed	 by	 many	 compa-

nies,	which	can	be	a	path	to	

litigation.		Extra	effort	should	

be	made	to	spend	more	time	

on	 hiring,	 which	 will	 reap	 untold	 benefits	

in	day-to-day	employee	management	and	

help	avoid	wrongful	termination	claims.

– Swen Prior, Partner, Snell & Wilmer

Employers	 need	 to	 have	 a	

plan	 in	 place	 that	 includes	

up-to-date	 policies,	 accu-

rate	 performance	 reviews,	

and	training	of	all	employees,	

particularly	supervisors.		Su-

pervisors	 must	 know	 how	 to	 evaluate	 an	

employee	 and	 what	 to	 do	 when	 they	 re-

ceive	an	employee	complaint.	 	Of	course,	

proper	 documentation	 of	 all	 employment	

actions	 is	critical!	– Molly Rezac, Share-

holder, Gordon Silver

Hiring,	 firing	 and	 other	man-

agement	decisions	cannot	be	

based	 on	 race,	 gender,	 reli-

gion,	disability	or	other	similar	

protected	class.		An	employer	

needs	 to	 know	how	 to	avoid	

actions	or	statements	that	can	lead	job	ap-

plicants	 or	 employees	 to	 believe	 that	 they	

are	being	unfairly	discriminated	against	be-

cause	they	are	in	a	protected	class.	– John 

Steffen, Partner, Hutchison & Steffen

What is the most 
common mistake 
employers make that 
puts them at risk for 
lawsuits?
	 Not	 paying	 attention	 to	 harassment	 by	

other	 employees	 and	 management.	 There	

should	 be	 written	 procedures	 regarding	
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workplace	 harassment	 and	 it	 should	 be	

dealt	with	immediately,	as	soon	as	it	is	dis-

covered.	Also,	if	discipline	or	termination	is	

imposed,	the	employer	should	do	a	detailed	

investigation	 with	 an	 unbiased	 person	 in	

charge	of	the	investigation.	– Campbell

	 Employers	 commonly	 make	 the	 mis-

take	of	failing	to	train	their	managers	and	

supervisors	on	unlawful	practices.	 	Man-

agers	 and	 supervisors	 are	 daily	 making	

key	 decisions	 regarding	 employees	 and	

they	 need	 to	 be	 aware	 of	 certain	 state-

ments	 and	 actions	 that	 violate	 state	 and	

federal	 laws	 and	 subject	 their	 employers	

to	lawsuits.	– Cole

	 Employers	 make	 many	 mistakes	 that	

place	them	on	the	fast	track	to	the	court-

house	door;	however,	many	of	these	 law-

suits	could	be	prevented	by	adopting	prac-

tices	 of	 clear	 communication	 and	 timely	

documentation.	 Thus,	 employers	 should	

make	a	habit	of	giving	candid	evaluations	

and	 properly	 documenting	 performance	

issues	for	all	employees.	These	two	prac-

tices	go	a	long	way	toward	avoiding	claims	

for	wrongful	termination.	– Prior

	 I	find	that	making	decisions	too	quickly	

or	 based	 upon	 emotion	 puts	 employers	

at	 risk	 for	 a	 lawsuit.	 	 Employers	 should	

investigate	 and	 properly	 document	 any	

employment	actions	before	making	a	final	

decision.		Taking	the	time	prior	to	making	

a	 decision	 will	 assist	 in	 safeguarding	 an	

employer	from	a	lawsuit.	– Rezac

How have social media 
and online profiles 
affected the hiring, 
firing and managing of 
employees?
	 Anything	that	is	public	on	a	social	me-

dia	 site	 is	 fair	 game	 for	 an	 employer	 to	

consider	 when	 hiring	 and	 firing	 employ-

ees.	 Employers,	 however,	 cannot	 dupe	

employees	 or	 prospective	 employees	 by	

befriending	them	online	through	an	anony-

mous	request.	– Campbell

EMPLOYMENT LAW
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	 Public	 information	is	now	more	plenti-

ful	than	ever.	This	leads	to	employers	dis-

covering	 inappropriate	 off-duty	 conduct,	

employee	 histories	 and	more.	 Employers	

should	be	cautious,	however,	as	even	 in-

nocent	 searches	 can	 lead	 to	 information	

protected	 by	 statute.	 Employers	 may	 be	

wise	 to	 implement	 a	 use/view	 policy	 for	

these	purposes.	– Hall

	 Social	 media	 provides	 a	 plethora	 of	

information.	 	Employers	must	be	cogni-

zant	of	 the	 implication	of	having	all	 that	

information—including	 claims	 that	 em-

ployees	can	make.		Have	a	plan	in	place	

so	 that	 you	 can	 use	 appropriate	 infor-

mation	 off	 social	 media	 but	 you	 won’t	

walk	 yourself	 into	 an	 employee	 claim.	

–  Rezac  

	 Social	 media	 and	 online	 profiles	 cre-

ate	 another	 way	 for	 employers	 to	 obtain	

information	 about	 employees.	 	 Some	 of	

this	information,	if	known	by	an	employer,	

can	create	a	basis	for	employees	to	claim	

discrimination.	 	Employers	must	be	more	

vigilant	in	the	information	they	obtain	and	

use	in	making	employee	management	de-

cisions.	– Steffen

What are some of 
the advantages and 
disadvantages of 
having an employee 
manual?
	 The	advantage	is	that	an	employer	can	

set	 strict	 guidelines	 for	 employee	 rules	

and	regulations	that	can	justify	discipline	

and/or	 termination.	 The	 disadvantage	 is	

that	these	handbooks	can	be	considered	

as	part	of	the	agreement	with	an	employ-

ee	and	not	following	the	handbook	could	

be	 a	 problem	 for	 a	wrongful	 termination	

suit.	– Campbell

	 An	 employee	 manual	 is	 a	 significant	

advantage	 to	employers	as	 it	helps	man-

age	 the	 expectations	 of	 employees	 by	

providing	general	guidelines	for	workplace	

conduct	and	behavior.		An	employee	man-

ual	 is	only	a	disadvantage	where	the	em-

ployer	fails	to	adhere	to	those	policies	and	

guidelines,	 especially	 policies	 regarding	

progressive	discipline.	– Cole

	 Generally	 speaking,	 employers	 should	

have	 employment	 manuals.	 Establish-

ing	 and	 consistently	 following	 clear	 rules	

are	 great	 defenses	 to	 employment	 claims.	

There	are	a	few	downsides	to	having	an	em-

ployment	manual;	however,	these	are	gener-

ally	outweighed	by	the	benefits	of	having	a	

good	employment	manual	and	following	its	

practices	and	procedures.	– Prior

	 One	advantage	of	having	an	employee	

manual	 is	 that	 it	 creates	 clear	 guidelines	

for	 employee	 work-place	 conduct	 and	

   Feature Story

CONTINUES ON PAGE 64
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businesses	have	been	hunkering	down,	re-

ducing	 debt	 and	 bringing	 down	 their	 bal-

ance	 sheets.	 Just	 the	 optimism	 of	what’s	

going	on	 in	the	economy	is	causing	some	

of	 them	 to	 realize	 it’s	 time	 to	 invest	 in	

growth.	 That	 creates	 lending	 opportuni-

ties	for	banks.	It’s	slower	and	with	smaller	

steps,	but	we’re	seeing	companies	want	to	

expand	 and	 invest	 in	 growth	 and	 that’s	 a	

positive.

J. SULLIVAN: Bad	loan	charge	offs	are	very	

low.	Past	due	loans	and	non-accrual	loans	

and	past	due	principals	are	falling	precipi-

tously.	Borrowers	are	performing.	Borrow-

ers	are	healthier	today,	they	don’t	leverage	

as	much	and	that	gives	them	cash	flow.	

CAN WE EXPECT 
ANY NEW BANKS IN 
NEVADA?
GEORGE BURNS:	 The	 FDIC	 has	 only	 ap-

proved	two	new	charters	since	 the	down-

turn	 in	2008.	Here	 in	 the	state	of	Nevada,	

over	 50	 percent	 of	 our	 state-chartered	

institutions	 went	 down	 during	 the	 crisis.	

There	was	a	total	of	nine	banks	included	in	

that.

RYAN SULLIVAN: The	good	thing	right	now	

is	the	banks	that	are	around	are	stronger	

than	 they	have	been	 in	 a	while.	 Earnings	

are	up,	capital	is	very	high	and	banks	have	

a	 lot	 of	 liquidity.	We’re	 ready	 to	 play	 our	

part	 in	 the	continued	economic	develop-

ment.	Competition	has	changed,	from	the	

perspective	 of	 a	 small	 bank;	 a	 lot	 of	 the	

larger	banks	have	moved	down	the	scale	

and	 are	 more	 actively	 focused	 on	 small	

businesses.	

RADOSEVICH: With	the	improving	economy	

and	 rising	 real	 estate	 values,	 banks	 have	

gotten	 more	 aggressive	 in	 their	 lending	

abilities.

CUPRI: The	regulatory	environment	is	very	

tough	to	take	on,	so	you’re	not	seeing	new	

banks	come	in	for	that	reason.

nduring	 a	 slow	 economic	 re-

covery,	 the	 banking	 industry	

stays	focused	on	getting	busi-

nesses	 back	 on	 their	 feet	 in	

the	 midst	 of	 increasing	 regulations	 and	

legislative	 uncertainty.	 Nevada	 banking	

executives	recently	met	at	 the	Las	Vegas	

offices	 of	 City	 National	 Bank	 to	 discuss	

the	challenges	in	their	industry.

	 Connie	 Brennan,	 publisher	 of	 Nevada 

Business Magazine,	 served	 as	 modera-

tor	 for	 the	event.	These	monthly	meetings	

are	 designed	 to	 bring	 leaders	 together	 to	

discuss	 issues	relevant	 to	their	 industries.	

Following	 is	 a	 condensed	 version	 of	 the	

roundtable	discussion.

WHAT IS THE BIGGEST 
CHALLENGE FACING 
THE BANKING 
INDUSTRY?
RACHELLE CUPRI:	There’s	a	weak	loan	de-

mand.	Even	though	the	economy	continues	

to	 get	 better,	 there’s	 still	 uncertainty	with	

customers	wanting	to	borrow	and	expand.	

TERRY SHIREY: Figuring	 out	 how	 to	 serve	

our	clients	to	the	level	that	they	would	ex-

pect	to	be	served	with	the	backdrop	of	in-

creased	regulatory	burden	that	we’re	deal-

ing	with.

JOHN SULLIVAN: The	market	here	seems	to	

be	 very	heavy	 in	 real	 estate,	 construction	

and	real	estate	 lending,	and	there	doesn’t	

seem	 to	 be	 a	 lot	 of	 good	 borrowers	 with	

good	 businesses	 outside	 of	 those	 two	

pieces.

HOW HAVE THINGS 
IMPROVED IN THE 
LAST YEAR?
CUPRI:	We’re	starting	to	see	more	contruc-

tion.	There’s	a	lot	of	retail	starting	to	go	up	

so	 that	 does	 create	 jobs	 and	 a	 need	 for	

loans	for	tenant	improvements.	[Business-

es	are]	hiring	a	little	bit	and	they	also	need	

to	buy	equipment	to	support	transactions.	

Outside	 of	 construction,	 we’re	 really	 not	

seeing	a	lot	of	opportunity.

REED RADOSEVICH: Luckily,	real	estate	and	

land	 values	 have	 come	 up	 considerably	

since	last	year,	which	has	helped,	not	only	

in	 refinancing	on	existing	 loans,	but	other	

banks	being	able	to	finance	new	projects.

JOHN WILCOX:	Over	the	past	several	years,	
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WHAT REGULATORY 
ISSUES FACE THE 
INDUSTRY?
GENE GALLOWAY:	 It’s	 not	 necessarily	 the	

written	 rule,	 it’s	 the	 implied	 rule	 that’s	 the	

problem.	There	should	be	strong	oversight.	

We	work	hard	with	regulatory	communica-

tions	and	good	will.	

BURNS:	 The	 biggest	 problem	 most	 state	

regulators	face	in	trying	to	maintain	a	bal-

ance	 on	 their	 community	 banks	 versus	

the	megabanks.	 [Regulations]	 coming	 out	

of	 Washington,	 DC	 these	 days	 are	 one-

size-fits-all.	We	 are	 constantly	 attempting	

to	make	 sure	 it	 becomes	 a	 tailored	 fit	 in-

stead	of	 trying	 to	 apply	 all	 the	megabank	

rules.	 It’s	 really	putting	a	huge	burden	on	

medium	and	small	sized	banks.	We	have	to	

constantly	battle	to	make	sure	that	doesn’t	

take	 place.	 Our	 biggest	 concern	 at	 the	

state	 level	 is	 that	 there	 is	going	 to	be	 this	

entropy	of	forcing	consolidation	into	larger	

and	larger	institutions	because	of	the	infra-

structure	costs	of	complying.	We’re	going	

to	see	fewer	local	banks	because	they	just	

can’t	make	the	spread	operating	in	a	small	

environment.	 It’s	 very	 difficult	 because	

overhead	costs	can	be	large.

R. SULLIVAN:	If	you	go	back	to	1985,	there	

were	13,000	banks	with	$100	million	or	less.	

Today,	there’s	about	2,000.	That	difference	

is	even	more	pronounced	in	Southern	Ne-

vada.	 If	 you	 go	 back	 to	 the	 end	 of	 2007,	

there	were	 18	banks	 in	Clark	County	 that	

had	some	degree	of	local	ownership.	About	

a	quarter	of	them	are	operating	today.

BURNS: We	also	regulate	credit	unions	 in	

the	 state	 and	 they	 have	 a	 very	 particular	

market	 niche	 they	 operate	 in.	 Their	 port-

folios	 are	 primarily	 composed	 of	 resi-

dential	 real	estate	 lending.	They	 took	 the	

biggest	 hit	when	 the	downturn	 occurred.		

They	have	been	getting	into	the	retail	area	

quite	 a	 bit	 in	 making,	 particularly,	 auto	

loans.	 There	 aren’t	 too	 many	 banks	 that	

actively	do	that.	They	haven’t	escaped	the	

regulatory	scrutiny	because	everybody	 is	

subject	to	the	federal	financial	institutions	

examination	council.	We	have	applied	the	

same	types	of	standards,	although	slightly	

different,	to	them.	When	it	comes	to	com-

mercial	 lending	and	business	 loans,	 they	

have	caps	on	that	as	to	what	they	can	do.	

Commercial	banks	do	not.	It	is	not	a	level	

playing	 field	 on	 the	 tax	 issue,	 but	 credit	

unions	 also	 have	 a	 lot	 of	 restrictions	 on	

them.	

WHAT EFFECT WOULD 
THE MARGINS TAX 
HAVE ON NEVADA?
GALLOWAY:	It	would	have	an	impact	on	ev-

ery	one	of	our	clients.	Therefore,	it	has	an	

impact	on	our	Nevada	operation,	every	one	

in	this	room	and	everyone	living	here.

WILCOX:	We’re	at	a	time	in	this	state	where	

we	have	just	come	out	of	the	most	horrific	

economic	cycle	we’ve	ever	been	 through.	

We	 talked	 about	 how	 people	 are	 getting	

better	and	their	balance	sheets	are	cleaning	

up	and	ready	to	invest	in	growth.	However,	

if	business	owners	are	suddenly	faced	with	

a	 tax	 situation	 that’s	 more	 onerous	 than	

California,	 they’ll	 rethink	 what	 they’re	 do-

ing.	Just	the	uncertainty	and	possibility	of	

that	tax	being	passed	is	already	changing	

the	behaviors	of	some	business	owners	in	

terms	of	growth	strategies	and	investments	

in	the	community.	I	just	want	people	to	read	

the	bill.	 If	 you	 read	 the	bill	 it	 pretty	much	

spells	it	out	and	it’s	pretty	easy	to	figure	out	

from	a	business	perspective	whether	it’s	a	

good	or	bad	thing	for	the	economy.	It	could	

be	a	game	changer.

CUPRI: We	have	to	do	our	job	to	get	[infor-

mation]	 out	 to	 business	 owners	 and	 have	

them	get	 it	out,	too.	It’s	not	that	we’re	not	

supporting	what	 the	proceeds	will	 be	go-

ing	towards,	but	we	need	to	do	it	a	different	

way.

IS IT A GOOD TIME TO 
BORROW?
WILCOX: You	have	an	interest	rate	environ-

ment	and	values	lower	than	you’ll	probably	

see	 again	 in	 your	 lifetime.	 It’s	 the	 perfect	

convergence	of	opportunity.

RADOSEVICH:	Banks	are	healthier	now	with	

healthier	balance	sheets	so	they’re	looking	

to	grow	their	loan	portfolios	as	well.

SHIREY:	Margins	are	thin.	It	was	a	good	time	

last	year	 to	be	borrowing	and	 it’s	an	even	

better	time	now.	If	you	can	do	it,	you’re	go-

ing	to	get	really	good	terms	and	rates.

HOW DOES THE 
ADVENT OF BITCOIN 
AFFECT BANKING?
SHIREY:	The	New	York	Attorney	General	was	

looking	at	how	it’s	going	to	be	used	for	money	

laundering	and	 there	are	all	 these	 rules	 that	

the	banks	are	supposed	to	be	responsible	for.	

It’s	(bitcoins)	totally	unregulated	so	it’ll	be	in-

teresting	 to	see	how	the	world	governments	

respond	 to	 it.	 It’s	 going	 to	 open	 up	 a	 lot	 of	

problems.	

BURNS:	 One	 of	 the	 pieces	 of	 legislation	

that’s	going	to	be	presented	in	the	upcom-

   Industry Focus

http://www.nevadabusiness.com/2014/09/industry-focus-bankers-8/?utm_source=PDF&utm_medium=PDF&utm_campaign=September%202014%20PDF


20 NEVADABUSINESS.COMNEVADA BUSINESS MAGAZINE   SEPTEMBER 2014

ing	 session	 contains	 a	 provision	 to	 bring	

all	 forms	 of	 alternate	 payment	 methods	

including	 virtual	 currencies	 under	 regula-

tion.	 I	want	 that	 in	our	state	 laws	so,	as	 it	

emerges	we	can	respond	to	it	quickly	and	

not	have	to	wait	two	years	until	the	legisla-

ture	meets	again.	We	don’t	want	to	kill	 in-

novation,	but	we	don’t	want	something	that	

is	going	to	harm	public	interest.

They	don’t	want	 to	go	 into	a	project	 that	

maybe	won’t	lease,	so	you	see	a	lot	more	

preleasing	 that	 happens	 even	 before	 the	

developer	brings	the	package	to	the	bank.	

Because	there	is	so	much	vacancy	every-

where	 else,	 they	want	 to	make	 sure	 that	

project	is	a	viable	project	before	they	ask	

for	financing.	

WHAT ARE THE 
OBSTACLES TO 
LENDING IN TODAY’S 
ENVIRONMENT?
WILCOX: You	have	people	who	have	a	two-

year	 credit	 history	 that’s	 spotty.	 They’re	

getting	better	but	they	haven’t	gotten	there	

yet.	They	have	to	wait	a	little	bit	longer	and	

demonstrate	 a	 positive	 cashflow	 for	 a	 bit	

longer	for	a	bank	to	be	able	to	loan	to	them	

within	 the	 guidelines.	 For	 the	 past	 seven	

years,	there	are	people	who	have	system-

atically	 reduced	debt	and	 they	don’t	want	

to	dive	in	until	they	know	it’s	the	right	time.	

There	 is	uncertainty	with	 the	Margins	Tax	

Initiative.	There	are	some	good	borrowers	

who	are	healthy	and	ready	to	jump	in,	but	

the	uncertainty	is	making	them	stay	on	the	

sidelines.

CUPRI:	Banks	are	doing	loans	but	we’re	not	

replacing	them	fast	enough.	When	you	look	

at	the	balance	sheets,	sometimes	our	loan	

balances	go	down	because	we’re	not	able	

to	 replace	 the	 runoffs,	 the	 principal	 pay-

ments	and	the	payoffs	faster.	The	demand	

is	not	there.	

R. SULLIVAN:	Some	business	owners	ques-

tion	 the	 relationship	 they	 have	 with	 their	

bank	 if	 they’ve	 struggled	 for	 the	past	 few	

years.	 They	 do	 not	 want	 a	 revolving	 line	

of	credit	because	they	built	their	business	

around	it	several	years	ago	and	when	they	

needed	it	the	bank	took	it	away.	

CONTINUES ON PAGE 53
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For the fifth consecutive year, the Financial Times Group has recognized 
Northern Trust for being the Best Private Bank in the U.S. We’re also honored  
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to learn more about life Driven wealth management,  
call reed radosevich at 702-304-6800 or visit us at  
northerntrust.com/lifegoals.
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ARE BANKS MORE 
CAUTIOUS TODAY?
CUPRI:	 Banks	 used	 to	 do	 speculative	 fi-

nancing	 where	 we	 would	 lend	 in	 antici-

pation	 that	 the	borrower	would	 lease	out	

the	 rest	 of	 the	 building.	 Now,	 banks	 and	

developers	are	more	nervous	about	 that.	
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WHAT MAKES A 
GOOD CLIENT-
BANKER 
RELATIONSHIP?

RADOSEVICH:	 You	 need	 to	 educate	 your	

borrowers.	 It’s	 part	 of	 our	 role	 to	 help	

them	 understand	 what	 it	 takes	 to	 be	 a	

qualified	borrower	and	not	to	over-extend	

them.	 [We	 need	 to]	 give	 them	 some	 ad-

vice	 and	 guidance,	 versus	 just	 being	

there	as	a	commodity.

WILCOX: What	 we’ve	 learned	 in	 the	 last	

seven	 years	 is	 that	 the	 bankers	 who	 lost	

their	way	are	 those	who	weren’t	 investing	

in	the	people	that	they	were	banking	with.	

Our	job	is	to	become	a	silent	partner	in	the	

business	 of	 those	 people	 who	 we	 bank.	

That	 means	 we’re	 meeting	 with	 them	 on	

a	 regular	 basis,	 giving	 them	 advice	 and	

counsel	 and,	 if	 we’ve	 done	 our	 job	 right,	

they’ll	become	more	profitable	and	so	will	

we.	That’s	how	the	partnership	works.	We	

stopped	telling	that	story	six	or	seven	years	

ago	because	we	got	on	the	defense.	Today,	

it’s	getting	back	to	what	made	this	industry	

great	and	letting	the	clients	know	they	have	

an	advocate.	

GALLOWAY: Sometimes	the	right	thing	is	to	

send	them	to	the	competition.	I	refer	busi-

ness	to	other	banks	that	didn’t	fit	our	model	

and	 would	 be	 better	 served	 somewhere	

else.	 Bankers	 need	 to	 do	 that	 instead	 of	

just	saying	“no.”	

IS FINDING NEW 
TALENT AN ISSUE?
WILCOX:	We	have	 to	be	 intentional	about	 it	

and	look	for	young	people	who	want	to	get	

in	 this	 business.	 For	 the	 last	 several	 years	

CONTINUED FROM PAGE 20
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if	they	read	or	listen	to	the	news,	this	is	the	

last	business	that	they’d	want	to	go	to	work	

for.		We	restarted	our	training	program	three	

years	 ago.	 We	 have	 formalized	 mentoring	

programs	where	we	put	an	executive	with	a	

young	up-and-comer,	and	we	started	our	re-

lationship	academy.	They	have	to	test	out	of	

it	and	get	certified	every	year	to	show	they’ve	

mastered	 the	 concepts	 of	 the	 program.	

We’re	a	mid-size	bank	and	we’re	starting	to	

see	more	mid-size	banks	go	that	way.	

GALLOWAY: The	 problem	 is	 the	 people	 who	

want	to	go	into	banking	now	want	to	be	on	the	

lending	and	sales	side.	I	have	guys	who	make	

two	to	three	times	what	I	do	now	and	would	

make	great	community	bankers.	But,	I’m	not	

sure	they	want	to	take	a	70	percent	paycut	to	

pay	their	dues	to	be	a	CEO	in	15	years.

http://www.bnymellonwealthmanagement.com
http://www.twitter.com/@BNYMellonWealth
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   Speaking for Nevada EMERGENCY PREPAREDNESS

he mission of the Nevada Divi-
sion of Emergency Management 
(NDEM) is to coordinate efforts, 
protect lives and property, to pre-

vent, respond to, recover from and mitigate all 
threats, hazards and emergencies. NDEM is 
part of the family of divisions belonging to the 
Department of Public Safety.  When a disaster 
or emergency impacts a city, county or tribal na-
tion in the state, NDEM staff are ready to pro-
vide support.  Representatives from many other 
state agencies, as well as volunteers who are 
responsible for disaster response and recovery 
efforts, also participate in emergency operations 
at the state level.  Some division staff members 
are on call 24-hours a day to assist local and tribal authorities 
in response to all types of emergencies that occur around the 
state and the region.  In addition to daily support, the division 
staff also maintains a ready posture in the State Emergency 
Operations Center.   
 People ask quite regularly, “What do you do when there 
are no emergencies?”  There are a variety of activities the 
staff performs at this agency to maintain a world-class emer-
gency management program; all of the employees at NDEM 
wear multiple hats.  We all have our “day jobs” where we 
work to develop and maintain emergency management ca-
pabilities statewide through grants, trainings, exercises and 
developing plans. 
 This agency supports local agencies and coordinates ef-
forts to help citizens become more aware of the threats and 
hazards around them and ways in which to deal with or miti-
gate these threats, statewide.  When an alert comes in that a 
local jurisdiction is dealing with an emergency and has ac-
tivated their emergency operations center, the state agency 
takes the same action in its center to actively support the im-
pacted area. 
 This year, NDEM earned a national emergency manage-
ment accreditation.  The emergency management standard 

by the Emergency Management Accreditation 
Program (EMAP) is a set of 64 standards by 
which programs that apply for EMAP ac-
creditation are evaluated.  The standard is de-
signed as a tool for continuous improvement 
as part of the voluntary accreditation process 
for local and state emergency management 
programs. The emergency management stan-
dard covers areas including but not limited 
to hazard identification, risk assessment and 
consequence analysis, hazard mitigation, op-
erational planning, incident management, 
communications and warning, exercises, 
evaluations and corrective action and public 
education and information. 

 As the division prepares for the fall, we are doing so with 
a series of outreach events in September, during National 
Preparedness Month.  We are excited to promote a variety 
of activities and share information that individuals, groups, 
businesses and agencies can use to prepare for emergencies 
and enhance swift recovery from such events.  

A few activities scheduled for this fall: 
• NDEM’s National Preparedness Month open house: This 

September 3rd event will include the EMAP accredi-
tation ceremony, demonstrations, tours and emergency 
preparedness tips.

• America’s PrepareAthon – Held on September 30th, this 
event allows individuals, organizations and communi-
ties to prepare for specific hazards through drills, group 
discussions and exercises.

• Great ShakeOut Earthquake Drills: Held on October 
16th, these drills are an annual opportunity for people 
in homes, schools and organizations to practice what to 
do during earthquakes, and to improve preparedness. 

• Flood Awareness Week: On the week of November 10th, 
NDEM will promote flood awareness in order to help 
create flood resilient communities in the state.

NEVADA DIVISION OF
EMERGENCY MANAGEMENT

T
Christopher B. Smith is Nevada Division of Emergency Management Chief and Homeland Security Advisor for the 
State of Nevada – Department of Public Safety.

PREPARING	THE	SILVER	STATE

Christopher

Smith
NDEM

http://dem.nv.gov/
http://dps.nv.gov/
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http://www.emaponline.org/
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ne of the most dangerous phrases in the English lan-
guage is, “Because we’ve always done it this way.”
     It’s a phrase that could cost a company millions of 
dollars in missed opportunities. But what if someone 

said it about a child: 
 “She’s not doing well in school, but nothing will change, because 
we’ve always done it this way.”
 That was the situation facing the mom of junior high student Mikayla 
Siroky. Her mother Patricia writes in a letter that Mikayla “has struggled 
both academically and behaviorally since about the fourth grade. 
 “Before the start of her sixth grade year, I checked out [a particu-
lar private school] because I knew she (we) needed a different atmo-
sphere. However, although I was very interested, the cost of tuition 
prevented me from even considering sending her there, since my hus-
band has been unemployed for two and a half years. So, I resigned 
and braced myself for her first year in middle school; for her last 
term in sixth grade she was barely getting by academically.”
 So what should’ve been done? 
 Should her parents and everyone else just have accepted that Mi-
kalya wasn’t getting by academically? That she was clearly on the 
road to ending up a high-school dropout and entering the labor force 
as an unskilled worker?
 Fortunately for Patricia and Mikalya, they live in Indiana, not Ne-
vada. In between Mikalya’s 6th and 7th grade year, Indiana enacted a 
program of choice scholarships that allowed Patricia to send Mikalya 
to a private school — using a portion of the money the government 
would have spent on Mikalya’s public school education. 
 As Patricia describes it, this change made a world of difference. 
 “The Choice Scholarship Program has affected my daughter, Mi-
kayla, positively in every aspect of her life.,” Patricia added that, “on 
her October mid-term grades report from (her private school), she 
received an A+, two As, one B+ and four Bs! When Mikayla brought 
home her grades, I could not stop looking at them. We even invited 
my sister over for the unveiling of her report card.
 “Not only has the voucher program affected her grades, but her 
whole attitude. Last year, Mikayla dreaded going to school. Now, she 
can’t wait to go to school. 

 What the State of Indiana recognized is that the traditional 
model of public education all-too-frequently isn’t working. And so, 
policymakers there took steps to deal with that critical problem. 
They did so by empowering parents — with additional education 
options. 
Mikayla’s story is one of many that show the benefits of getting out 
of the “that’s how we’ve always done it” rut.
 Unfortunately, here in Nevada, supporters of the proposed busi-
ness margin tax that will be on this November’s ballot are cam-
paigning hard for more of the same — pouring ever more money 
into Nevada’s broken and too-often-corrupt education system. They 
ignore the fact that Nevada has nearly tripled inflation-adjusted per-
pupil spending in the last 50 years while results have stagnated or 
declined.
There’s no denying that Nevada’s failing education system has hurt 
all involved — from individuals leaving high school without a ba-
sic education, to employers struggling to find skilled workers, to 
everyone in the state’s overall economy. After all, the state’s lack 
of bright, literate and confident young workers is a known factor 
limiting Nevada’s economic recovery. 
 The Nevada Policy Research Institute recently published a study 
named “33 ways to improve Nevada education without spending 
more.” It demonstrates that a mere reallocation of education dollars 
would dramatically increase student performance in Nevada.
 Today, everyone’s public education money is being spent on 
costly programs — like class-size reduction and universal pre-
school— that have been amply shown to yield little or no return on 
investment.
 School choice, however, has been proven to work and produces 
better results at a fraction of the public school costs. Innovations on 
the choice front — including tax-credit scholarships, opportunity 
scholarships and Education Savings Accounts — let parents of all 
income levels choose the type of education they believe is best for 
their children.
 Nevada’s educational system is broken, and Nevada’s children 
and economy are still being hurt by that fact. 
 It’s time to stop doing what we’ve always done and fix it.

   Free Market Watch

O

COMMENTARY

STUDY	OFFERS	33	WAYS	TO	BOOST	NEVADA	STUDENTS’	ACHIEVEMENT
WITH	NO	NET	INCREASE	IN	SPENDING

AN EDUCATED WORKFORCE BEGINS 
WITH EMPOWERED PARENTS

Chantal Lovell is the deputy communications director at the Nevada Policy Research Institute.
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other	 destinations	 also	 seem	 to	 be	 doing	

well.	It	seems	like	we’re	in	a	good	spot.”

	 A	good	enough	spot	that	Las	Vegas,	which	

has	been	the	number	one	trade	show	destina-

tion	for	20	years	running,	according	to	Trade 

Show News Network,	 hosted	 53	 of	 the	 250	

top	trade	shows	in	2013,	with	increased	atten-

dance	at	most.	In	fact,	when	a	trade	show	an-

nounces	Vegas	is	the	venue,	attendance	goes	

up	by	an	average	of	8	percent.		

Advertising Gets Creative

	 LVCVA	 is	 putting	 that	 message	 –	 come	

here	 for	 your	 convention	or	 trade	 show	and	

attendance	will	 increase	 –	 in	writing,	 and	 in	

neon.	 A	 new	 advertising	 campaign	 capital-

izes	 on	 Vegas’	 energy	 and	 entertainment	

along	with	 the	business	expertise	–	Las	Ve-

gas	makes	every	meeting	exciting,	ads	read,	

showing	 invented	 names	 for	meetings	most	

would	consider	dull,	done	up	in	neon	lights.

	 An	 aggressive	 RSCVA	 advertising	 cam-

paign	puts	Northern	Nevada’s	message	 into	

the	top	trade	magazines	read	by	association	

executives	and	meeting	planners	in	the	front	

few	pages	of	the	magazine	–	or	not	at	all.

	 The	 idea	 that	 Vegas	 makes	 everything	

exciting	 is	a	 far	cry	 from	the	 recent	 trend	of	

meeting	planners	shying	away	from	any	venue	

perceived	as	“fun.”	

	 “During	the	recession	there	was	the	whole	

conversation	 about	 corporate	meetings	 com-

ing	to	places	that	were	considered	fun,	and	it	

became	taboo	for	a	while	to	go	anywhere	with	a	

beach	or	somewhere	like	Las	Vegas,”	said	Tull.	

	 “That	was	 a	big	 loss	 for	 this	 destination,”	

said	Baum.	Northern	Nevada	has	great	value	

and	great	facilities	available	below	market	rate	

which	 was	 great	 for	 government	 meetings	

where	attendees	were	on	per	diem.	The	same	

meetings	held	in	Atlanta	or	Cleveland	cost	more	

taxpayer	dollars,	but	are	scrutinized	far	less.

	 Nevada	Commission	on	Tourism	 (NCOT)	

works	with	convention	authorities	to	sell	Ne-

vada	 destinations	 to	 the	 rest	 of	 the	 world.	

NCOT’s	 role	 is	 to	 provide	 branding	 for	 the	

state	as	a	whole,	to	research	trends	and	reach	

out	to	niche	marketing	trends	like	student	and	

religious	travel	groups.

	 “We’re	 also	 looking	 at	 the	 international	

piece,”	said	Claudia	Vecchio,	director,	NCOT.	

Commission	 members	 meet	 with	 delegates	

from	everywhere	from	China	to	Canada,	try-

ing	to	entice	international	events	to	look	at	Ne-

vada	venues.	They’ve	also	spoken	with	MICE	

–	Meetings	Incentives	Conferences	and	Exhi-

bitions,	an	industry	driven	by	expanding	glo-

balization	of	the	conventions	and	trade	shows	

industry.	

	 Future	 events	 heading	 for	 Northern	 Ne-

vada	include	Vision	Global,	a	marketing	group	

that	booked	5,000	room	nights	in	September,	

Abbey	Carpet	is	headed	to	Reno	for	an	annual	

meeting	taking	up	3,580	room	nights	in	Feb-

ruary	 2015	and	 the	Gold	Wing	Road	Riders	

Association	is	riding	in	on	their	Honda	motor-

cycles	to	take	4,500	rooms	in	June	2015.

Looking Forward 
	 Even	 with	 slow	 recovery,	 Nevada’s	 con-

vention	 industry	 looks	 strong.	 “I’d	 say	 we	

turned	 the	corner	a	 few	years	ago	when	we	

started	shouting	with	a	much	more	compel-

ling	story	at	a	much	louder	volume	to	people	

who	decide	where	conventions	and	meetings	

are	held,”	said	Baum.	

	 In	 fact,	 during	 the	 recession	 the What 

happens in Vegas, stays in Vegas	campaign	

changed	to	Vegas Means Business.	But	host-

ing	trade	shows	and	conventions	is	more	than	

just	 fun	 and	 games.	 “This	 industry	 creates	

jobs	and	adds	to	the	local	economy,”	said	Tull.	

The	convention	industry	supports	61,000	jobs	

in	Southern	Nevada.

	 Conventions	heading	to	Las	Vegas	for	the	

first	time	in	2014	include	the	American	Library	

Association	annual	conference	and	exhibition,	

American	Wind	Energy	Association’s	WIND-

POWER	 and	 Solar	 Power	 International.	 The	

three	new	events	should	generate	nearly	$63	

million	in	local	economic	impact	and	bring	in	

50,000	visitors.	Seventy	new	conventions	with	

attendances	of	under	500	are	slated	to	bring	

in	another	100,000	visitors.	Conventions	are	

heading	for	fun	climates	again.

	 The	anti-fun	trend	evolved	from	a	 fear	of	

making	one’s	boss	 look	bad	by	booking	 an	

event	 into	 a	 vacation	 destination	 and	 is	 es-

pecially	 true	 for	 government	 agencies.	 Be-

cause	of	 the	 recent	 caution	associated	with	

more	glamorous	locales,	planners	sometimes	

choose	 less	 flashy	 destinations	 for	 events,	

even	if	they’re	more	expensive.

	 “Even	if	you	can	get	a	world	class	hotel	at	a	

lower	room	rate	and	lower	food	and	beverage	

cost	in	Reno,	you’re	better	off	going	to	a	more	

expensive	city	 that	nobody	will	give	you	any	

flack	over,”	said	Baum	of	some	planner’s	per-

ceptions	of	the	industry.	And	while	that	would	

seem	to	be	the	problem	of	the	event	planners	

and	 the	 attendees	who	 end	 up	 somewhere	

else,	 there’s	 the	 fact	 that	 Reno	 used	 to	 get	

more	than	50,000	room	nights	a	year	of	gov-

ernment	meeting	business	and	now	are	down	

to	less	than	10,000.

CONVENTIONS   Cover Story
CONTINUED FROM PAGE 11

Cathy

Tull
Las Vegas Convention
and Visitor Authority

http://www.tsnn.com/
http://www.tsnn.com/
http://www.vegasmeansbusiness.com/
http://www.ala.org/
http://www.ala.org/
http://www.awea.org/
http://travelnevada.com/
http://www.visionglobale.ca/
http://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_campaign=September%202014%20PDF
http://www.nevadabusiness.com/2014/09/nevadas-convention-industry-combining-business-pleasure/?utm_source=PDF&utm_medium=PDF&utm_campaign=September%202014%20PDF


We've
gone

digital!

Nevada Business Magazine’s 
Mobile	Edition

Download	today	in
the	App	Store	or	in
Google	Play!

Now	available,	FREE	
for	a	limited	time.

NevadaBusiness.com

57SEPTEMBER 2014   NEVADA BUSINESS MAGAZINE

   Cover Story
	 RSCVA	made	three	primary	pushes:	the	

aggressive	 advertising	 campaigns	 in	 top	

trade	magazines,	more	creative	involvement	

and	presence	 in	 trade	shows	 (just	 look	 for	

the	orange	polo	shirts)	and	by	signing	on	as	

a	top	tier	sponsor	of	the	American	Society	

of	Association	Executives	(ASAE).	RSCVA	is	

now	an	ASAE	strategic	partner	like	Marriott	

Hotels	and	the	country	of	Mexico,	staff	has	

VIP	access	to	events	and	there’s	a	new	con-

ference	 in	 the	works:	Next	Gen,	which	will	

meet	in	Reno.	

	 Northern	Nevada’s	convention	industry	

is	still	reeling	from	the	loss	of	the	Safari	Club	

International	 Convention.	 The	 success	 of	

the	convention	held	in	Reno	for	many	years	

meant	it	outgrew	the	venue.	With	attendees	

coming	 from	 Johannesburg,	 London	 and	

Tokyo,	getting	to	Reno	meant	three	flights.	

Getting	 to	 Las	 Vegas	 might	 mean	 only	

one.	With	920	flights	going	 into	McCarran	

International	 Airport	 daily,	 Reno	 couldn’t	

compete.	Still,	 the	Safari	Club	Convention	

remains	in	Nevada,	and	Reno’s	got	the	new	

Dynamic	Communities	software	users	con-

ference	 from	 Florida	 booking	 7,000	 room	

nights.	

	 Reno	 doesn’t	 lose	many	 bookings	 once	

they’re	scheduled.	Looking	at	RSCVA’s	sales	

team’s	 153,000	 definite	 room	 nights	 in	 13-

14,	 only	 a	 few	 hundred	were	 canceled.	 The	

Reno	area	is	unusual,	too,	in	that	for	a	com-

munity	 with	 a	 population	 of	 400,000	 the	

Reno-Lake	Tahoe	area	offers	more	than	half	

a	million	square	feet	of	convention	and	exhi-

bition	space,	along	with	nine	hotels	with	800	

to	 2,000	 rooms	 each.	 The	 exact	 number	 of	

conventions	and	meetings	coming	to	North-

ern	 Nevada	 is	 hard	 to	 track	 because	 hotel	

properties	have	their	own	sales	teams	book-

ing	events.

North or South?
	 So	does	a	convention	or	meeting	planner	

look	to	the	bright	lights	of	Vegas	or	the	natu-

ral	wonder	of	Reno-Lake	Tahoe?	Depends	on	

what	they’re	looking	for.	The	two	ends	of	the	

state	are	so	vastly	different	they	appeal	to	dif-

ferent	demographics	and	end	up	not	being	in	

competition.	Soon	the	Las	Vegas	World	Trade	

Center	 will	 add	 incentive	 for	 international	

conventions	 to	come	 to	Nevada,	and	NCOT	

continues	 to	market	 Nevada	 to	 international	

groups	and	to	business	and	convention	travel-

ers	who	want	to	bring	spouses	with	them	and	

add	a	couple	 leisure	days	at	one	end	or	the	

other	of	their	stay.

	 “The	hope	is	that	through	conveying	the	

overarching	 corporate	 brand	 of	 Nevada	 as	

a	 compelling,	 exciting,	 fun	 destination,	 that	

we	can	help	sell	the	state	so	when	meeting	

planners	go	to	Reno	or	Las	Vegas.	They	go	

in	with	an	idea	of	what	they	can	get	from	the	

state	of	Nevada,”	said	Vecchio.	“The	hope	is	

we	can	help	present	this	overarching	brand	

of	Nevada	for	individual	destinations.”

http://www.asaecenter.org/
http://www.asaecenter.org/
http://www.scifirstforhunters.org/events/convention
http://www.scifirstforhunters.org/events/convention
https://www.mccarran.com/
https://www.mccarran.com/
http://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_campaign=September%202014%20PDF
http://www.nevadabusiness.com/2014/09/nevadas-convention-industry-combining-business-pleasure/?utm_source=PDF&utm_medium=PDF&utm_campaign=September%202014%20PDF
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   Face to Face

AARON MARTINEZ
Chief Executive Officer

A.M. Engineering

MELISSA JEANNE ARIAS
Executive Director

Epicurean Charitable Foundation

ELKO LAS VEGAS

CHERIE JAMASON
President and CEO

Food Bank of Northern Nevada

RENO

HOW DID YOU FIRST GET INTO YOUR 
PROFESSION?
When	I	moved	to	Nevada	in	1987,	I	had	

the	 amazing	 opportunity	 to	 marry	 my	

employment	with	something	of	deep	in-

terest	to	me	-	working	to	end	hunger	as	

a	 volunteer	 -	 by	 coming	 to	work	 at	 the	

Food	Bank.			It	has	been	an	amazing	and	

wonderful	life.

WHAT DO YOU WISH YOU WOULD 
HAVE LEARNED AT THE BEGINNING OF 
YOUR CAREER? 
Tact	 -	 and	 that	 sometimes	 it	 does	 not	

work	out	for	a	very	good	reason	-	 if	 it’s	

hard,	I’m	missing	something.

IF YOU COULD HAVE COINED A 
SINGLE PHRASE OF WISDOM, WHAT 
WOULD IT BE? 
You	 cannot	 solve	 a	 problem	 with	 the	

same	thinking	that	created	it.	

WHAT IS YOUR PET PEEVE?
In	our	community,	great	work	is	being	done	

in	isolation	-	we	cannot	end	hunger	with	a	

bag	of	groceries.	We	need	to	change	how	

we	 think	 about	 hunger,	 homelessness,	

unemployment,	health,	etc.

WHEN YOU WERE A KID, WHAT DID 
YOU WANT TO BE?
I	always	wanted	to	build	something.		Ever	

since	 my	 mother	 purchased	 my	 first	

Erector	Set	with	the	battery	operated	drill,	

I’ve	been	hooked	on	how	things	work	and	

come	together.

WHAT BUSINESS ADVICE WOULD YOU 
GIVE SOMEONE JUST STARTING IN 
YOUR INDUSTRY?
Being	a	young	entrepreneur,	the	best	ad-

vice	I	can	give	 is,	“Expect	the	same	re-

sults	if	you	continue	on	the	same	path.”		

It	takes	great	risk	to	open	a	business,	but	

without	giving	100	percent,	you	will	never	

know	just	how	amazing	it	is	to	call	a	busi-

ness	your	own.

WHAT DO YOU WISH YOU WOULD 
HAVE LEARNED AT THE BEGINNING OF 
YOUR CAREER?
What	makes	 a	 career	 is	 not	what	 hap-

pens	this	year,	but	every	year.

IF YOU COULD TAKE BACK ONE 
SENTENCE YOU’VE EVER SPOKEN, 
WHAT WOULD IT BE?
“I’ll	Never.”

WHAT IS YOUR PET PEEVE?  
Negativity!	 	A	positive	attitude	 improves	

motivation	 in	yourself	and	those	around	

you.	 A	 positive	 attitude	 can	 make	 an	

amazing	difference	in	the	world.

WHAT IS A LITTLE KNOWN FACT 
ABOUT YOURSELF?  
I	 was	 terrified	 of	 public	 speaking	 so	 I	

entered	a	pageant	 to	conquer	my	 fears	

and	ended	up	becoming	Mrs.	New	York	

United	States.

WHAT DO YOU WANT YOUR
LEGACY TO BE? 
Someone	 who	 helped	 others	 create	 a	

better	 life	 for	 themselves.	 Who	 you	 af-

fect	is	more	powerful	than	who	you	are.		

I	hope	to	leave	a	legacy	of	someone	who	

gave	more	 than	 I	 took	and	brought	out	

the	best	in	others.

WHAT BUSINESS ADVICE WOULD YOU 
GIVE TO SOMEONE JUST STARTING IN 
YOUR INDUSTRY
Make	as	many	relationships	as	possible.	

Relationships	 are	 made	 in	 person,	 not	

through	technology.

MOVERS & SHAKERS

http://ecflv.squarespace.com/
http://www.amengineering.org/
http://fbnn.org/
http://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_campaign=September%202014%20PDF
http://www.nevadabusiness.com/2014/09/melissa-jeanne-arias-epicurean-charitable-foundation/?utm_source=PDF&utm_medium=PDF&utm_campaign=September%202014%20PDF
http://www.nevadabusiness.com/2014/09/aaron-martinez-m-engineering/?utm_source=PDF&utm_medium=PDF&utm_campaign=September%202014%20PDF
http://www.nevadabusiness.com/2014/09/cherie-jamason-food-bank-northern-nevada/?utm_source=PDF&utm_medium=PDF&utm_campaign=September%202014%20PDF
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   Around the State

Nevada Health 
Care Association 
Announces 
Restructuring

Leadership at the Nevada Healthcare As-
sociation (NVHCA), which was estab-
lished in 1974, has announced plans to re-
structure the organization into two divi-
sions: the NVHCA and Nevada Assisted 
Living Centers (NVALC). The move is 
a direct result of NVHCA’s membership 
expansion which increasingly includes 
more assisted living facilities.

Sunrun Expands 
Home Solar Service 
to Nevada

In response to NV Energy’s home solar 
rebate program, the SolarGenerations 
Program, Sunrun, a nationwide solar 
installation service, has expanded into 
Nevada. The company expanded as a 
direct result of the state’s efforts to put 
more solar on Nevada rooftops. This 
year, Sunrun will open a warehouse and 
office in Las Vegas and the company ex-
pects to create hundreds of clean econo-
my jobs over the next several years.

Amazon Moves 
Fernley Fulfillment 
Center to Reno

Amazon, a major online retailer, has an-
nounced plans to move their Fernley dis-
tribution warehouse to Reno. The new 
facility will be located on N. Virginia  
and the company is expected to move 
in early 2015. The move will shift sev-
eral hundred jobs from Lyon to Washoe 
County, as many as 4,000 during holi-
day seasons. The warehouse originally 
opened in Fernley in 1999.

SLS Las Vegas Opens on the Las Vegas Strip

Formerly known as the Sahara Hotel, SLS Las Vegas has reopened their doors 
after a $415 million, 18-month remodel. The property was purchased in 2007 
by SBE Entertainment and Stockbridge Real Estate Holdings and was officially 
closed in 2011 in anticipation of the remodel. The property was negatively im-
pacted by the economic recession and was written off by investors. The raising 
of capital by JP Morgan and an EB-5 financing program which exchanges green 
cards for US investments were instrumental in bringing life to the project.

http://www.ShringersHospitalsOpen.com
http://www.nvhca.org/
http://www.nvhca.org/
http://www.nvhca.org/
http://www.nvhca.org/nvalc-resources/
http://www.nvhca.org/nvalc-resources/
http://www.sunrun.com/
http://www.sunrun.com/
https://www.nvenergy.com/
http://www.amazon.com/
http://www.amazon.com/
http://slslasvegas.com/
http://slslasvegas.com/
http://sbe.com/
http://stockbridgerealestate.com/
http://www.jpmorgan.com/pages/jpmorgan
http://www.nevadabusiness.com/2014/09/september-2014-around-state/?utm_source=PDF&utm_medium=PDF&utm_campaign=September%202014%20PDF
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NEVADA
LAND

By Doresa Banning

MARKET	CONTINUES	TO	RECOVER

Demand	for	land	in	Nevada	has	resembled	a	

rollercoaster	pattern	this	decade.	During	the	

real	estate	boom	in	the	first	half	of	the	2000s,	

both	residential	and	commercial	developers	

hungrily	 purchased	 land,	 driving	 up	 prices.	

With	the	recession,	the	opposite	happened;	

development	 nearly	 ceased,	 land	 demand	

decreased	and	so	did	the	price.	

	 Again,	the	pendulum	has	begun	to	swing	

in	 the	other	direction	as	 the	post-recession	

restart	of	residential	construction	has	heated	

up	the	state’s	land	market.	

	 “The	 land	 market	 has	 been	 in	 recovery	

since	 2010,	 and	 homebuilders	 have	 been	

driving	 that,”	 said	 Bill	 Lenhart,	 managing	

partner	 of	 Sunbelt	 Development	 &	 Realty	

Partners	LLC,	a	real	estate	brokerage	com-

pany	specializing	in	land.

Ownership of
Nevada Land
	 Nevada	 is	 a	 state	whose	 land	 is	 primar-

ily	 owned	 by	 the	 federal	 government—87	

percent,	 in	 fact.	 The	 state	 itself	 owns	 less	

than	1	percent	of	 its	 land;	about	12	percent	

is	privately	owned,	according	 to	 the	Nevada	

Division	of	State	Lands	(NDSL).	This	agency	

provides	land	and	land	use	planning	services	

to	the	state,	 its	agencies	and	its	people.	For	

instance,	it	secures,	disposes,	leases	and	au-

thorizes	use	of	state	land.	Of	the	Silver	State’s	

state-owned	 land,	 most	 consists	 of	 wildlife	

management	 areas	 (158,345	 acres),	 parks	

(120,471	acres)	and	prisons	(6,692	acres),	said	

Charles	Donohue,	NDSL’s	acting	administra-

tor.	 Other	 Nevada-owned	 sites	 include	 500	

Lake	 Tahoe	 lots	 managed	 as	 conservation	

areas,	parcels	housing	state	facilities	and	un-

developed	and/or	vacant	properties	 that	 the	

NDSL	plans	to	hold	until	land	prices	rise.

	 The	NDSL	 can	 sell	 state-owned	 land	 to	

private	 parties	 but	 must	 follow	 a	 specific	

statute-mandated	process	in	doing	so,	which	

includes	a	public	auction.	

	 “Once	we	explain	how	we	have	to	dispose	

of	 land,	 people	 usually	 aren’t	 interested	 in	

working	with	us,”	Donohue	said.	

Push for Public
Land Transfer
	 In	 2013,	 Governor	 Brian	 Sandoval	

signed	 AB227,	 which	 created	 the	 Nevada	

Land	Management	Task	Force	to	conduct	

a	 study	addressing	 the	 transfer	of	 certain	

public	land	in	the	state.	The	Nevada	Asso-

ciation	of	Counties	(NACO),	a	nonprofit	or-

ganization	 comprised	 of	 Nevada’s	 county	

government	 officials,	 has	 led	 an	 effort	 to	

get	 at	 least	 7.2	 million	 acres	 of	 federally	

owned	land	in	Nevada	transferred	to	state	

or	 local	 government	 control.	 In	 its	 docu-

ment,	A Report of the Nevada Land Man-

agement Task Force to the Nevada Interim 

Legislative Committee on Public Lands: 

Congressional Transfer of Public Lands to 

the State of Nevada,	the	task	force	recom-

mended	that	the	Nevada	Legislature’s	Pub-

lic	Lands	Committee	request	a	draft	of	a	bill	

in	 the	2015	session	 that	proposes	such	a	

transaction.

	 “The	 state	 has	 taken	 a	 position	 that	

we’re	 supportive	 of	 the	 initiative,”	 Dono-

hue	 said,	 adding	 NDSL	 has	 been	 in	 dis-

cussions	with	NACO	about	which	federally	

owned	 land	 strategically	makes	 sense	 to	
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http://www.sdrp.com/
http://www.sdrp.com/
http://lands.nv.gov/
http://lands.nv.gov/
http://www.sdrp.com/
http://www.nvnaco.org/
http://www.nvnaco.org/
http://www.nvnaco.org/
http://www.nvnaco.org/
http://www.leg.state.nv.us/Interim/77th2013/Committee/StatCom/Lands/?ID=56
http://www.leg.state.nv.us/Interim/77th2013/Committee/StatCom/Lands/?ID=56
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regain	 control	 of,	 such	 as	 parcels	 along	

the	Interstate	80	corridor	in	Northern	Ne-

vada	where	current	ownership,	some	state	

and	 some	 federal,	 resembles	 a	 checker-

board	pattern.

Land Scenario
in the South
	 Today,	in	Southern	Nevada,	land	demand	

exists	 for	 all	 uses—residential,	 commercial	

and	 industrial,	 said	John	Restrepo,	 founder	

and	principal	of	RCG	Economics,	a	Las	Ve-

gas-based	 source	 of	 research	 and	 market	

trend	analysis.	Residential	developers,	how-

ever,	have	been	the	most	active	buyers.

	 “The	economy	is	starting	to	grow	again,”	

he	said.	“It	has	created	a	certain	amount	of	

momentum	for	people	to	buy	houses	again,	

new	and	resale,	and	builders	to	build	again	

and	to	start	buying	land.”

	 Demand	for	land	has	driven	up	land	pric-

es.	In	the	second	quarter	of	2014,	the	average	

price	of	land	was	$10.33	per	square	foot.	This	

compares	 to	 the	decade’s	 low	of	$4.41	per	

square	foot	in	2012	and	its	high	of	$22.93	per	

square	foot	in	2007.

	 “This	increase	in	land	prices	is	indicative	

of	the	greater	interest	developers	and	inves-

tors	 are	 showing	 in	 the	 Las	 Vegas	 Valley’s	

land	market,”	said	Michael	Stuart,	executive	

vice	president	of	Colliers	Las	Vegas,	a	com-

mercial	real	estate	company.

	 This	 boost	 in	 the	 price,	 however,	 has	

caused	 many	 residential	 builders	 more	 re-

cently	to	halt	land	acquisitions	because	cur-

rent	 home	prices	 can’t	 support	 land	 costs.	

Consequently,	 land	 sales	 have	 dropped	

since	the	surge	that	occurred	in	the	first	three	

quarters	of	2013.	The	number	of	 land	acres	

sold	 in	 the	first	half	of	2014	was	 lower	than	

that	in	the	first	half	of	2013.

	 However,	 according	 to	 Lenhart,	 home-

builders	remain	active	and	will	pay	for	high-

demand	sites	that:

•	 Have	critical	mass	to	achieve	economies	

of	scale

•	 Fill	gaps	in	their	pipeline

Obstacles to Land 
Acquisition
	 A	major	problem	for	residential	and	com-

mercial	developers	is	that	many	parcels	lack	

the	critical	mass	needed	to	achieve	a	scale	

that	 makes	 a	 project	 economically	 viable,	

Lenhart	said.	Additionally,	for	homebuilders,	

it’s	difficult	to	get	large	sites	that	are	zoned,	

approved	and	ready	for	construction	except	

for	in	a	few	master	plans,	Stuart	said.

	 As	 a	 possible	 workaround,	 investors	 or	

home	builders	may	buy	and	assemble	adja-

cent	properties	one	by	one	or	brokers	may	

organize	various	owners	to	sell	their	proper-

ties	 as	 one,	 said	 Lenhart,	 whose	 firm	 pro-

vides	 this	 through	 its	multiple	property	 alli-

ance	service.

	 Another	solution	is	for	the	U.S.	Bureau	of	

Land	Management	(BLM),	which	owns	sites	

within	the	valley,	to	release	more	public	land	

for	development.	Public	land	encompasses	

national	parks,	forests,	wildlife	refuges,	

monuments,	wilderness	areas	and	other	

BLM-managed	land.	Most	of	its	parcels,	

though,	are	small	and	scattered,	Restrepo	

said.	The	BLM	typically	auctions	land	one	or	

more	times	per	year.

	 All	land	surrounding	the	Valley	is	federally	

owned	 and,	 therefore,	 unavailable.	 Further,	

were	 the	 BLM	 to	 release	 any	 of	 it,	 it	 would	

be	expensive	 to	develop	as	all	 infrastructure	

would	need	to	be	extended	to	it,	said	Lenhart.	

	 “Historically,	 Clark	 County	 has	 been	 a	

relatively	 supply-constrained	 market	 and	

we’ve	always	had	a	little	bit	of	a	land	short-

age	 or	 relatively	 higher	 land	 prices	 than	

some	 of	 our	 competing	 cities,”	 Restrepo	

said.	 “It	 does	 pose	 some	 challenges	 for	

us	in	terms	of	growth	five	to	10	years	from	

now.	How	do	we	have	sustainable	economic	

growth	in	Southern	Nevada?”

What’s to Come
	 Experts	 predict	 job	 growth	 in	 Southern	

Nevada	over	the	next	few	years,	which	should	

increase	housing	demand	and,	therefore,	land	

demand.	A	proposed	Asian-themed	resort	on	

•	 Have	access	to	infrastructure	to	support	

development

•	 Have	preliminary	approval	for	their	intend-

ed	development

	 Commercial	development,	which	tends	to	

pick	up	after	residential	has,	is	also	on	the	rise.	

	 “We	 have	 seen	 an	 increase	 in	 commer-

cial	land	sales,	which	is	what	you’d	expect	in	

this	phase	of	the	market	cycle,”	Lenhart	said.	

“We’re	seeing	a	lot	of	small	developments	and	

end	users	positioning	throughout	the	Valley.”

	 In	preferred	locations	in	the	Vegas	bowl,	

though,	land	prices	have	gotten	too	high	for	

industrial	developers,	resulting	in	a	shortage	

of	 certain,	 larger-sized	 industrial	 buildings,	

Restrepo	said.	

Land Supply Constraints
	 Within	the	valley,	in	the	short	term,	land	is	

available	for	residential	development,	Stuart	

said.	Longer	term,	though,	a	shortage	is	pos-

sible,	particularly	 if	annual	housing	demand	

hits	 the	mid-	 to	 high-teens.	 In	 2013,	 about	

7,000	new	homes	were	built;	this	year,	about	

6,000	 are	 estimated.	 An	 average	 of	 50,000	

new	homes	built	over	the	next	five	years	will	

use	about	10,000	acres.	

	 “When	you	look	at	a	map	of	the	valley,	we	

start	to	run	out	of	land	pretty	quickly	once	that	

amount	of	acreage	is	absorbed,”	Stuart	said.

	 As	 far	 as	 land	 for	 commercial	 develop-

ment,	well-located	land	packages	with	good	

topographic	 features	 and	 infrastructure	 in	

place	are	limited,	Restrepo	said.
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the	Las	Vegas	Strip,	Resorts	World	Las	Vegas	

alone	should	create	12,000	jobs.	Prices,	how-

ever,	for	residential	acreage	likely	will	remain	

flat	for	the	next	12	months,	but	land	sales	vol-

ume	should	increase	slowly.	

Land Picture Up North
	 New	home	sales	 in	Northern	Nevada	hit	

a	bottom	 in	2011	but,	 today,	 the	 residential	

market	is	bouncing	back,	said	Mark	Krueger,	

principal	and	founding	member	of	ArchCrest	

Commercial	 Partners	 LLC,	 a	 Reno-based	

commercial	real	estate	brokerage.	

	 In	2013,	home	prices	got	a	good	lift	and	

now	 remain	 steady.	 The	 number	 of	 homes	

sold	 in	 2014	 is	 projected	 to	 hit	 1,150,	 a	 20	

percent	increase	over	2013	sales	of	967.

	 All	 of	 this	 has	 positively	 affected	 land	

sales	 and	 prices.	 Land	 prices	 increased	 in	

excess	of	30	percent	 in	2013	and,	so	 far	 in	

2014,	have	risen	about	11	to	12	percent.	

	 “Builders	are	more	bullish	on	the	market,	

so	we’re	getting	some	more	aggressive	buys	

as	we	go	forward,”	Krueger	added.	“We’re	fi-

nally	starting	to	build	on	land	values	but	have	

a	ways	to	go	before	some	of	these	sites	are	

economically	feasible.”

	 Based	on	 the	current	demand	 for	about	

1,100	to	1,200	new	homes	per	year,	Northern	

Nevada	has	ample	property	on	paper.	How-

ever,	when	it	comes	to	entitled	land,	there’s	

only	 a	 little	 over	 a	 year’s	 supply,	 most	 of	

which	builders	already	have	acquired.	Most	

of	those	ready-to-build	sites	are	in	southeast	

Reno	and	Spanish	Springs.	

	 Because	 the	 rest	 of	 available	 land	 isn’t	

immediately	 ready	 for	 development,	 buying	

parcels	 of	 it	 currently	 doesn’t	 make	 sense	

economically.	About	2,600	final	map	lots	are	

recorded	but	still	need	streets.	About	9,000	

to	 9,500	 lots	 have	 tentative	 maps,	 which	

need	final	maps	and	improvements.	

	 At	 1,100	 to	 1,200	 home	 sales	 per	 year,	

9,500	homes	constitutes	about	a	seven-	 to	

eight-year	supply.	

	 “We	 are	 going	 to	 continue	 ramping	 up	

home	sales,	so	we	will	start	eating	into	that	

faster	as	we	go	into	the	future,”	Krueger	said.	

	 Commercial	development	tends	to	recov-

er	after	residential	does	except	for	industrial,	

which	tends	to	be	a	job	generator	for	hous-

ing.	 The	 industrial	 sector,	 which	 has	 been	

solid,	 is	 getting	 stronger,	 so	 developers	 of	

these	products	are	buying	 land.	 In	terms	of	

retail	and	office	spaces,	vacancies	are	drop-

ping	 but	 new	 building	 and,	 therefore,	 land	

sales	for	these	uses,	aren’t	happening	yet.

	 A	major	constraint	on	the	land	market	 is	

the	lack	of	existing	services,	especially	water	

and	sewer,	at	sites	of	planned	future	develop-

ments	 outside	 of	 the	 Reno-Sparks-Carson	

City	bowl.	At	this	time,	it’s	not	economically	

feasible	to	extend	existing	infrastructure.

   Building Nevada

Mark

Krueger
ArchCrest Commercial 
Partners LLC

	 Also,	because	brokers	are	back	to	selling	

builders	raw	land,	or	land	on	paper,	today’s	

deals	contain	more	contingencies,	are	taking	

longer	and	are	more	challenging	to	complete,	

in	general.

	 “Builders	are	having	to	go	out,	look	at	pa-

per	lots	and	somehow	figure	out	how	to	get	the	

manpower	and	financing	to	construct	the	lots	

before	they	build	the	homes,”	Krueger	said.

On the Horizon
	 Positive	job	growth	is	expected	through-

out	 the	 state.	 The	 remainder	 of	 2014	 and	

2015	should	experience	an	 increase	 in	new	

home	construction	and	overall	 home	sales,	

which	equates	to	continued	improvement	in	

the	land	market.

	 “We	will	have	some	good	population	growth	

here	and	immigration	of	people	from	Northern	

California,	which	will	continue	to	feed	our	mar-

ket,”	Krueger	said.	“All	of	that	is	going	to	result	

in	some	good	strong	housing	demand.”

http://archcrestnv.com/
http://archcrestnv.com/
http://archcrestnv.com/
http://www.nevadabusiness.com/2014/09/nevada-land-market-continues-recover/?utm_source=PDF&utm_medium=PDF&utm_campaign=September%202014%20PDF
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methods	for	the	employer	to	follow	to	han-

dle	employee	misconduct,	complaints	and	

other	issues.		One	disadvantage	of	having	

an	 employee	manual	 is	 that	 an	 employer	

can	 open	 itself	 up	 to	 problems	 if	 it	 does	

not	follow	its	manual.	– Steffen

What is an “absolute 
must” for any 
employment contract?
	 An	“absolute	must”	is	a	severability	clause	

or	blue-penciling	provision	that	states	 if	any	

provision	of	the	employment	contract	is	found	

to	 be	 invalid	 or	 unenforceable,	 such	 provi-

sions	can	be	modified	by	the	court	so	as	to	

render	the	contract	valid	and	enforceable	to	

the	maximum	extent	permitted	by	law.	– Cole

	 The	 most	 important	 thing	 for	 an	 em-

ployment	 contract	 is	 that	 the	 terms	 be	

understandable,	 particularly	 for	 non-

competition	 provisions	 and	 explanations	

that	 employment	 is	 terminable	 at-will.	 If	

the	employment	 is	not	 intended	to	be	at-

will,	the	contract	should	clearly	define	the	

reasons	for	termination,	even	if	the	topic	is	

uncomfortable.	– Hall

				Generally,	formal	employment	contracts	

are	 reserved	 for	 key	 employees	 such	 as	

high-	 level	 executives,	 while	 the	 majority	

of	 employees	 should	 remain	 employees	

“at-will.”		Employment	at-will	allows	for	the	

most	flexibility	in	employment	relationship.	

– Prior

	 	 	Employers	should	generally	avoid	hav-

ing	employment	contracts	that	would	limit	

their	 ability	 to	 hire	 and	 fire	 an	 employee	

any	 more	 than	 is	 required	 by	 law.	 	 Em-

ployment	contracts	should	always	include	

language	 that	allows	 the	employment	 re-

lationship	to	be	terminated	for	any	reason	

not	protected	by	law.	– Steffen

What is the most 
dramatic change 
you’ve witnessed in the 
workplace in the last 
decade?
	 The	 last	 decade	 has	 seen	 exponential	

growth	 in	 employment-related	 lawsuits,	

particularly	 retaliation,	 age	 and	 disability-

related	 claims.	 	 In	 addition,	 the	 last	 de-

cade	 has	 experienced	 a	 vast	 increase	 in	

the	number	of	class	and	collective	actions	

based	on	wage	and	hour	overtime	lawsuits	

that	 have	 proven	 extremely	 expensive	 for	

employers	to	defend.	– Cole

	 How	 people	 communicate	 has	 funda-

mentally	changed	in	the	last	decade	with	the	

rise	of	smartphones	and	social	media.	This	

is	true	of	intra-company	communication	and	

communications	 with	 clients.	 Employers	

need	to	watch	for	off-hours	communication,	

EMPLOYMENT LAW

CONTINUED FROM PAGE 15

mailto:info@SNPAA.org
http://www.SNOAA.org
http://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_campaign=September%202014%20PDF
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which	segues	into	another	issue	–	the	rise	of	

overtime	and	related	claims.	– Hall

	 Technology,	 including	 a	 “virtual”	 work-

place	and	social	media,	is	the	most	dramatic	

change	I’ve	seen.		Technology	is	ever-chang-

ing	and	employers	must	keep	up	and	factor	

in	how	the	new	technology	affects	workplace	

policies.	 	 Employers	 must	 review	 and	 con-

stantly	update	their	practices	to	stay	ahead	of	

the	game	and	protect	themselves.	– Rezac

How do independent 
contractors fit into the 
employer/employee 
relationship? What are 
some guidelines for 
employers?
	 Independent	 contractor	 status	 relieves	

the	employer	of	a	lot	of	responsibility	with	

relation	 to	 laws	and	 regulations	governing	

the	workplace.	 To	 insure	 that	 a	 person	 is	

an	 independent	contractor	 there	are	strict	

guidelines	on	how	to	initially	set	up	the	con-

tract	and	 then	how	 to	 treat	 the	person	as	

an	independent	contractor	so	the	relation-

ship	won’t	be	challenged	as	an	employer/

employee	relationship.	– Campbell

	 The	safest	course	of	conduct	is	to	limit	

the	 behavioral	 and	 economic	 control	 a	

business	 has	 over	 an	 independent	 con-

tractor.	 Employers	 should	 be	 aware	 that	

while	federal	standards	for	determining	in-

dependent	contractor	status	are	relatively	

uniform	 across	 the	

country,	 they	 vary	

between	 agencies.	

However,	 states,	

and	different	agen-

cies	 within	 states,	

apply	 their	 own	

standards.	– Hall

	 This	 question	

explains	 the	 prob-

lem	 and	 miscon-

ceptions	 of	 when	

and	 how	 to	 use	

independent	 con-

tractors.	 	 Independent	contractors	should	

be	largely	independent	and	analyzed	sepa-

rately	 from	 your	 employment	 workforce.	

The	 consequences	 of	 misclassifying	 an	

independent	contractor	can	be	very	costly,	

so	employers	should	use	caution	when	set-

ting	up	an	independent	contractor	relation-

ship.	– Prior

	 Don’t	try	to	“fit”	an	employee	into	an	in-

dependent	contractor	role	unless	you	want	

trouble	with	governmental	agencies.		Inde-

pendent	 contractors	 do	 not	 do	 the	 same	

work	as	the	employer;	they	have	their	own	

business.	 	 Independent	 contractors	 may	

train	your	sales	staff	 to	sell	better	but	 the	

staff	itself	are	employees.		– Rezac

	 Employers	 should	 take	 great	 care	 in	

using	 independent	 contractors	 to	 com-

plete	 work	 traditionally	 done	 by	 employ-

ees	and	carefully	craft	contracts	to	avoid	

creating	 an	 employee/employer	 relation-

ship	unintentionally.			– Steffen

“Employers must review 
and constantly update their 

practices to stay ahead 
of the game and protect 

themselves.”
— Molly Rezac

The Nevada Policy Research Institute recently 
released a poll showing 82.9 percent of 
Nevadans agree that employees have a right to 
decide, without force or penalty whether to join 
or leave a labor union. This indicates a strong 
support for Nevada’s right-to-work principle.

IN BRIEF
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community,	designed	by	KTGY	Group,	Inc.,	will	
feature	stacked	flats	and	townhome-style	units	
ranging	from	740	to	1,860	SF.	Completion	of	the	
first	phase,	which	includes	122	units,	is	projected	
for	January	2015.	

Project, Other
ADDRESS	3001	St.	Rose	Pkwy,	89052
CONTRACTOR OF RECORD	Kitchell
DETAILS	Dignity	Health-St.	Rose	Dominican,	
Siena	Campus	will	be	adding	a	new	220,000	
SF	tower,	slated	to	open	in	2016.	The	$160	
million	five-story	hospital	tower	will	bring	the	
total	of	private	rooms	to	326.	Orcutt	|	Winslow	
Partnership	is	the	architect	on	the	project.		

Sale, Multi-Family
ADDRESS	1131	Wigwam	Pkwy.,	89074
BUYER	1131	Wigwam	Pkwy	LLC
SELLER	LV	Wigwam	LLC
DETAILS	296	units;	$43,000,000
APN	178-15-712-003
SELLER’S	REP	Carl	Sims	and	Angela	Powers-
Armstrong	of	Berkadia

Sale, Office
ADDRESS	1661	Horizon	Ridge	Pkwy,	Stes	100,	
101,	140,	160,	181	and	191,	89012
BUYER	Henderson	Renal	Construction	LLC
SELLER	Sunstone	Horizon	LLC
DETAILS	17,350	SF;	$2,086,200
APN	178-21-422-000
BUYER’S	REP	Andrew	Corwin	of	aEON	Real	
Estate
SELLER’S	REP	Jason	Lesley	and	Bridget	
Richards	of	Colliers	International

Sale, Industrial
ADDRESS	175-176	Cassia	Way,	89074
BUYER	Urban	Land	of	Nevada
SELLER	Black	Mountain	Industrial	Park,	LLC
DETAILS	52,881	SF;	$4,200,000
APN	178-14-111-021
BUYER’S	REP	Eric	Larkin,	CCIM	and	Mark	
Musser	of	NAI	Vegas

S

Sale, Office
ADDRESS	1569	E.	Flamingo	Rd.,	89119
BUYER	Scenic	Vistas	East,	LLC
SELLER	Chang	Hop,	LLC
DETAILS	13,500	SF;	$1,550,000
APN	162-23-103-007
BUYER’S	REP	Michael	McLeod	of	Albright	
Callister	&	Associates,	LLC
SELLER’S	REP	Charles	Moore	and	Marlene	
Fujita	Winkel	of	CBRE

Lease, Industrial
ADDRESS	831	Pilot	Rd.,	Ste	D,	89119
TENANT	Feeling	Productions	Inc.
LANDLORD	Hughes	Airport	Center

E

Sale, Retail
ADDRESS	884	N.	Nellis	Blvd.,	89110
BUYER	Halle	Properties,	LLC
SELLER	Lutfi	Antin	Etal
DETAILS	28,750	SF;	$625,000
APN	140-28-410-007
BUYER’S	REP	Mark	Keyzers	of	NAI	Alliance
SELLER’S	REP	David	Lipp,	CCIM	and	Chris	
Godino	of	Newmark	Grubb	Knight	Frank

Sale, Industrial
ADDRESS	5550	Reference	St.,	89122
BUYER	Angelo	Infante
SELLER	Dean	R	&	Penny	S	Brunner	Trust
DETAILS	10,720	SF;	$950,000
APN	161-27-410-010
BUYER’S	REP	Michael	De	Lew,	SIOR	and	
Greg	Pancirov,	SIOR	of	Colliers	International
SELLER’S	REP	Dan	Doherty,	SIOR	and	Susan	
Borst,	CCIM	of	Colliers	International

H

Project, Multi-Family
ADDRESS	Off	the	I-215	and	S.	Green	Valley	
Pkwy.	89052
CONTRACTOR OF RECORD	R&O	
Construction
DETAILS	Construction	for	Elysian	at	The	District	
is	currently	underway.	The	360-unit	rental	

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

DEAL TRACKER

DETAILS	10,408	SF;	$369,400	for	65	months
TENANT’S	REP	Ned	Madonia	of	Engel	&	
Volkers	Las	Vegas
LANDLORD’S	REP	Kevin	Higgins,	SIOR	and	
Garrett	Toft	of	Voit	Real	Estate

SW

Sale, Retail
ADDRESS	7150	S.	Durango	Dr.,	89113
BUYER	L	V	B	&	P	L	L	C
SELLER	PWDAF	Warm	Springs	and	Durango,
DETAILS	15,760	SF;	$3,050,000
APN	176-04-413-006
BUYER’S	REP	Adam	Malan	of	The	Equity	
Group
SELLER’S	REP	Charles	Moore	and	Marlene	
Fujita	Winkel	of	CBRE

Sale, Industrial
ADDRESS	4145	Wagon	Trail,	89118
BUYER	Barracco	Realty
SELLER	Martin	&	Sonia	Thuna
DETAILS	12,600	SF;	$1,500,000
APN	177-06-512-013
REP	(both)	Amy	Ogden	and	Danielle	Steffen	of	
Cushman	and	Wakefield	Commerce

Sale, Industrial
ADDRESS	4465	Wagon	Trail,	89118
BUYER	Patron	Investments,	LLC
SELLER	Alfonzo	Grace	Rai,	LLC
DETAILS	7,721	SF;	$1,350,000
APN	177-06-112-008
BUYER’S	REP	Dan	Hubbard	of	Cushman	and	
Wakefield	Commerce
SELLER’S	REP	Bob	Hawkins	of	Cushman	and	
Wakefield	Commerce

Lease, Retail
ADDRESS	9560	W.	Sahara	Ave.,	89117
TENANT	Nacho	Daddy
LANDLORD	Firefly	Tapas,	Kitchen	&	Bar
DETAILS	6,150	SF;	$1,043,874	for	64	months
REP	(both)	Jeff	Mitchell	of	Virtus	Commercial

Lease, Industrial
ADDRESS	4444	W.	Russel	Rd.,	Ste	G,	89118
TENANT	City	Electric	Supply	Co.
LANDLORD	Diablo	Industrial	Center
DETAILS	5,104	SF;	$180,198	for	63	months
TENANT’S	REP	Kevin	Higgins,	SIOR	and	
Garrett	Toft	of	Voit	Real	Estate
LANDLORD’S	REP	Chris	Lexis	of	Avison	
Young

WC

Sale, Retail
ADDRESS	6419	S.	Virginia	St.,	89511
BUYER	The	Crossing	SC	LLC

Elysian	at	The	District

http://www.naialliance.com/
http://www.ngkf.com/
http://www.colliers.com/en-us
http://www.randoco.com/
http://www.randoco.com/
http://www.ktgy.com/
http://www.kitchell.com/
http://www.dignityhealth.org/las-vegas/
http://www.dignityhealth.org/las-vegas/
http://www.owp.com/
http://www.owp.com/
http://www.albrightcallister.com/
http://www.albrightcallister.com/
http://ciphughes.com/
http://lasvegas.evusa.com/
http://lasvegas.evusa.com/
http://www.voitco.com/
http://teglv.com/
http://teglv.com/
http://www.cbre.com/EN/Pages/Home.aspx
http://www.nachodaddy.com/
http://www.fireflylv.com/
http://www.virtusco.com/
http://www.cityelectricsupply.com/
http://www.avisonyoung.com/offices/las-vegas
http://www.avisonyoung.com/offices/las-vegas
http://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_campaign=September%202014%20PDF
http://www.nevadabusiness.com/2014/09/nevada-real-estate-development-report-september-2014/?utm_source=PDF&utm_medium=PDF&utm_campaign=September%202014%20PDF
http://www.nevadabusiness.com/2014/09/nevada-real-estate-development-report-september-2014/?utm_source=PDF&utm_medium=PDF&utm_campaign=September%202014%20PDF
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   Red Report
SELLER	KRS	Reno	SC	1313	Inc.
DETAILS	13,869	SF;	$3,700,000
APN	040-162-50

Sale, Retail
ADDRESS	239	W.	2nd	St.,	89501
BUYER	El	Cortez	Reno	Holdings	LLC
SELLER	G&B	Properties	Inc.
DETAILS	35,980	SF;	$2,175,000
APN	011-031-10

Sale, Office
ADDRESS	199	E.	Moana	Ln.,	89502
BUYER	Madsen	LLC
SELLER	CSAA	Insurance	Exchange
DETAILS	15,708	SF;	$1,100,000
APN	020-201-65

Sale, Office
ADDRESS	1195	Corporate	Blvd.,	89502
BUYER	Richard	Wray	Family	1981	Trust
SELLER	BRE/Reno	Property	Owner	TRS	LLC	
DETAILS	30,000	SF;	$3,000,000
APN	012-401-27

Sale, Industrial
ADDRESS	156	Coney	Island	Dr.,	89431
BUYER	Dewey,	Robert	A	Jr	&	Linda	G
SELLER	Coney	Island	LLC
DETAILS	20,000	SF;	$1,071,000
APN	034-371-04

6110 ELTON AVENUE   |   LAS VEGAS, NV 89107   |   702.434.9991   |   WWW.BUILDWITHDCBG.COM

“We build a strong foundation for a
successful community.”  —Bryce Clutts

Faith Lutheran Crusader Competition Center

http://www.buildwithcbg.com
http://www.nevadabusiness.com/2014/09/nevada-real-estate-development-report-september-2014/?utm_source=PDF&utm_medium=PDF&utm_campaign=September%202014%20PDF
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	 The	 abbreviated	 summer	 seemed	 to	

cut	short	activity	as	the	market	 remained	

flat	 through	mid-year.	 	The	emergence	of	

possible	large	manufacturers	continues	to	

drive	the	hype;	if	it	happens,	the	question	

remains	whether	Northern	Nevada’s	office	

market	 will	 prosper	 from	 positive	 trickle	

down.		

	 Ending	 the	 second	 quarter	 of	 2013	

with	 a	 relatively	 healthy	 vacancy	 of	 15.3	

percent,	 the	 office	market	 recessed	 year	

over	year	and	stands	at	17.46	percent	year	

to	date.		Much	of	this	was	due	to	the	first	

quarter	of	2014’s	 former	AT&T	call	 center	

coming	to	market,	Kinross	Gold	downsiz-

ing	and	the	acknowledgement	of	sublease	

space	reverting	back	to	landlord	direct.				

	 The	 market	 has	 seen	 a	 reduction	 of	

sublease	 vacancy	 adding	 more	 square	

feet	to	the	landlord	direct	category,	hence	

the	small	uptick	in	the	vacancy	rate.	Aver-

age	lease	rates	are	unchanged,	as	is	new	

build-to-suit	construction	and	speculative	

development.		There	are	currently	sixteen	

available	 spaces	 on	 the	 market	 greater	

than	15,000	square	feet.	This	partially	con-

sists	of	two	buildings	in	Downtown	Reno,	

two	 in	Central	 Reno,	 four	 in	Meadowood	

and	seven	in	South	Meadows.

	 The	 Las	 Vegas	 office	 vacancy	 rate	 de-

clined	in	the	second	quarter	of	2014	after	in-

creasing	in	the	first	quarter	of	the	year.	During	

the	latest	period,	the	sector	reported	a	vacan-

cy	rate	of	25.2	percent,	which	is	down	0.4	per-

centage	points	 from	the	prior	quarter.	Com-

pared	to	a	year	ago,	vacancies	have	fallen	0.5	

percentage	points.	The	office	market	vacancy	

rate	has	declined	0.8	percentage	points	since	

reaching	a	high	of	26	percent	in	the	first	quar-

ter	of	2013.	

	 There	were	no	office	completions	during	

the	second	quarter	of	the	year,	leaving	inven-

tory	flat	at	52.7	million	square	feet.			The	of-

fice	sector	 reported	 roughly	235,900	square	

feet	of	positive	net	absorption	during	the	sec-

ond	quarter	of	2014,	after	witnessing	137,100	

square	feet	of	net	move-outs	in	the	first	quar-

ter	of	the	year.	

	 Construction	activity	increased	to	792,700	

square	 feet	 in	 the	second	quarter	as	six	of-

fice	 projects	 are	 reportedly	 under	 develop-

ment.	A	number	of	projects	continue	to	make	

progress,	 including	 the	 second	 phase	 of	

Tivoli	Village	at	Queensridge	 (68,000	square	

feet),	Centennial	Hills	Center	(150,000	square	

feet),	Federal	Justice	Tower	 (129,000	square	

feet),	the	Gramercy	(200,000	square	feet)	and	

Downtown	Summerlin	(200,000	square	feet).					

   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
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Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

CLASS B

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

CLASS C

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

Las Vegas Reno

NEXT MONTH: RETAIL
ABREVIATION KEY

MGFS:

SF/MO:

NNN:

Modified Gross Full-Service

Square Foot Per Month

Net Net Net

OFFICE
SECOND QUARTER

7,472,885

1,304,933

17.46%

0

 (24,000)

$1.60

0

0

4,252,989

 684,695 

16.10%

0

 (22,000)

$1.56

0

0

1,949,248

216,666

11.12%

0

 22,000 

$1.27

0

0

1,270,648

256,572

20.19%

0

 (29,000)

$1.03 

0

0

52,696,185 

13,260,959 

25.2%

0 

235,930 

$1.87 

792,692 

1,982,035 

11,030,887 

2,403,837 

21.8%

0 

198,202 

$2.38 

597,000 

544,838 

31,979,284 

8,185,521 

25.6%

0 

20,345 

$1.85 

195,692 

1,437,197 

9,686,014 

2,671,601 

27.6%

0 

17,383 

$1.45 

0 

0 

OFFICE
SUMMARY
SECOND	QUARTER	2014

http://www.centennialhillshospital.com/
http://www.tivolivillagelv.com/
http://www.oneqrp.com/
http://thegramercylv.com/
http://downtownsummerlin.com/
http://att.com
http://2012annualreport.kinross.com/
http://www.meadowood.com/
http://www.appliedanalysis.com/
http://www.naialliance.com/
http://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_campaign=September%202014%20PDF
http://www.nevadabusiness.com/2014/09/office-summary-second-quarter-2014/?utm_source=PDF&utm_medium=PDF&utm_campaign=September%202014%20PDF
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he	 “advance”	 estimate	 for	 second	
quarter	 2014	 shows	U.S.	 real	 gross	
domestic	 product	 increasing	 at	
an	 annualized	 rate	 of	 4.0	 percent,	
rebounding	 from	 the	 negative	 2.1	

percent	 growth	 experienced	 during	 first	 quar-
ter	 2014.	 Personal	 consumption	 expenditures,	
changes	in	private	inventories,	residential	invest-
ment,	non-residential	fixed	investment,	and	state	
and	 local	 government	 spending	made	 positive	
contributions.	 Net	 exports	 and	 federal	 govern-
ment	 spending	 made	 negative	 contributions.	
Consumer	confidence	and	consumer	sentiment	
rose	for	the	most	recent	data.	The	Kansas	City	
Financial	 Stress	 Index	 remained	 near	 its	 long-
run	average	in	June,	which	suggests	no	financial	
headwinds.	Nonetheless,	commercial	paper	out-
standing	is	not	yet	showing	much	growth.	
	 The	 Nevada	 economy	 evidenced	 positive	
signals	 with	 the	 most	 recent	 data.	 Seasonally	
adjusted,	 statewide	 employment	 increased	 by	
5,300	(0.4	percent)	 jobs	from	May	to	June,	and	
it	 was	 up	 3.9	 percent	 year-over-year.	 The	 Ne-
vada	 unemployment	 rate	 fell	 from	 7.9	 percent	
to	7.7	percent.	Taxable	sales	continued	to	show	
growth,	up	8.0	percent	 from	 last	 year.	Total	 air	
passengers	 were	 down	 0.3	 percent	 over	 the	
same	time	period.	Gaming	revenue	experienced	
gains	 for	 the	 month	 and	 was	 up	 14.4	 percent	
from	June	2013.
	 For	Clark	County,	 seasonally	 adjusted	 em-
ployment	rose	from	May	to	June	by	1,200	 jobs	
and	was	up	3.1	percent	year-over-year.	The	Las	
Vegas	unemployment	 rate	 fell	 from	8.2	percent	
to	7.9	percent.	Total	passengers	at	McCarran	Air-
port	were	up	1.3	percent	from	a	year	earlier.	June	
visitor	 volume	was	 up	 3.1	 percent	 from	 a	 year	
ago.	Gaming	revenue	was	17.3	percent	higher	in	
June	than	a	year	earlier.	Clark	County’s	taxable	
sales	for	May	were	12.7	percent	above	those	of	
a	 year	 earlier.	 Residential	 construction	 permits	
decreased	from	May	to	June.	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	 an	 increase	
from	May	to	June	by	100	jobs.	Total	employment	
is	up	over	a	year	ago,	by	3.7	percent.	The	sea-
sonally	 adjusted	 Reno-Sparks	 unemployment	
rate	 fell	 from	7.5	percent	 to	7.3	percent,	mostly	
the	result	of	a	shrinking	labor	force.	Compared	to	
a	year	earlier,	June	visitor	volume	was	down	1.6	
percent.	Total	air	passengers	were	down	4.2	per-
cent	from	May	2013.	Gaming	revenues	for	June	
were	down	2.1	percent	from	a	year	earlier.	Resi-
dential	construction	increased	from	April	to	May,	
while	commercial	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.

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

1220.4

7.7

4.254

906.90

4.093

94.87

4.670

872.4

7.9

3.204

790.41

847

29

3.698

65.19

3.742

202.8

7.3

0.560

63.81

216

17

0.283

14.21

0.456

139.004

6.2

237.7

238.1

120.2

105.8

439.9

16.40

0.893

 15,985.7 

103.253

-41.538

1931.59

-3.06

2.51

1215.1

7.9

3.903

970.27

3.927

91.54

3.932

871.2

8.2

2.913

841.63

897

20

3.758

63.77

3.859

202.7

7.5

0.503

67.98

188

19

0.267

13.34

0.420

138.795

6.1

237.1

237.8

119.3

105.3

438.8

16.85

0.985

 15,831.7 

102.307

-44.663

1930.67

-3.27

2.56

1174.2

10.0

3.938

792.50

4.106

94.36

4.524

846.5

10.1

2.842

673.64

1265

27

3.652

64.77

3.627

195.6

9.7

0.501

65.21

211

10

0.295

14.26

0.464

136.434

7.3

232.9

233.6

118.0

104.9

421.9

15.69

0.831

 15,606.6 

102.129

-36.552

1632.97

-2.95

2.54

0.4%

-0.2%

9.0%

-6.5%

4.2%

3.6%

18.8%

0.1%

-0.3%

10.0%

-6.1%

-5.6%

45.0%

-1.6%

2.2%

-3.0%

0.0%

-0.2%

11.3%

-6.1%

14.9%

-10.5%

6.2%

6.5%

8.7%

0.2%

0.1%

0.3%

0.1%

0.8%

0.5%

0.2%

-2.7%

-9.3%

4.0%

0.9%

-7.0%

0.0%

0.21%

-0.05%

3.9%

-2.3%

8.0%

14.4%

-0.3%

0.5%

3.2%

3.1%

-2.2%

12.7%

17.3%

-33.0%

7.4%

1.3%

0.7%

3.1%

3.7%

-2.4%

11.7%

-2.1%

2.4%

70.0%

-4.2%

-0.3%

-1.6%

1.9%

-1.1%

2.1%

1.9%

1.9%

0.8%

4.3%

4.5%

7.5%

2.4%

1.1%

13.6%

18.3%

-0.11%

-0.03%

Up Strongly

Reduced Sharply

Up Over Year Ago

Up Over Year Ago

Down from Year Ago

Up Over Year Ago

Up Over Year Ago

Up Over Year Ago

Reduced

Up Over Year Ago

Up Over Year Ago

Down from Year Ago

Low and Volatile

Up Over Year Ago

Up Over Year Ago

Up Over Year Ago

Up Over Year Ago

Reduced

Up Over Year Ago

Down from Year Ago

Up Over Year Ago

Low and Volatile

Down from Year Ago

Down from Year Ago

Down from Year Ago

Up Over Year Ago

Down from Year Ago

Up Over Year Ago

Up Over Year Ago

Up Over Year Ago

Up Over Year Ago

Up Over Year Ago

Up Over Year Ago

Up Strongly

Up Moderately

Up Over Year Ago

Year-Over-Year
Deficit Increase

Up Strongly

Recent Increase

Relatively Constant

000s, SA

%, SA

$billion

$million

million persons

million gallons

million persons

000s, SA

%, Smoothed SA

$billion

$million

units permitted

permits

million persons

million gallons

million persons

000s, SA

%, Smoothed SA

$billion

$million

units permitted

permits

million persons

million gallons

million persons

million, SA

%, SA

82-84=100, SA

82-84=100, SA

89.06=100, SA

2005=100, SA

$billion, SA

million, SA

million, SA

2009$billion, SA

97.01=100

$billion, SA

monthly close

%, NSA

%, NSA

2014M06

2014M06

2014M05

2014M06

2014M05

2014M05

2014M03

2014M06

2014M06

2014M05

2014M06

2014M06

2014M06

2014M06

2014M05

2014M06

2014M06

2014M06

2014M05

2014M06

2014M06

2014M06

2014M05

2014M05

2014M06

2014M07

2014M07

2014M06

2014M06

2014Q2

2014Q2

2014M06

2014M07

2014M06

2014Q2

2014M08

2014M06

2014M08

2014M06

2014M07

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

   Business Indicators
NEVADA

CLARK COUNTY

WASHOE COUNTY

UNITED STATES

T

http://www.kc.frb.org/research/indicatorsdata/kcfsi/
http://www.kc.frb.org/research/indicatorsdata/kcfsi/
http://cber.unlv.edu/
http://www.nevadabusiness.com/2014/09/business-indicators-september-2014/?utm_source=PDF&utm_medium=PDF&utm_campaign=September%202014%20PDF
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Is the solution to improving
education money or reform?

“Education is knowledge 
and knowledge is 
essential to the progress 
and development of our 
society. Both reform 
and money are equally 
important to fueling a 
sharpened educational 
system.”

“Neither…Any 
organization asking for 
additional funding should 
have a PLAN with how 
they anticipate using the 
funding to achieve the 
results they desire.  Then 
the source of the funding 
(the electorate or elected 
official) can make an 
educated funding decision.  
Seems so simple…”

“Both.  It’s largely a 
matter of prioritizing 
where we’re spending our 
funds. We need to recruit, 
empower and reward 
top-notch, talented, 
creative teachers; decrease 
administrative costs; 
solicit more corporate 
donations to spend on 
technology updates.”

“Reform, of almost 
any sort, is better than 
pouring more money into 
a bureaucracy. Charter 
schools, vouchers, 
empowerment schools and 
great principals will all 
bring great results.”

“It’s both. NSC is 
implementing innovative 
programs to help students 
graduate and creating 
learning outcomes that 
provide valuable workplace 
skills. However, success 
improves with individualized 
attention from faculty and 
student support services. 
That takes money.”

Michael D. Bosma | CPA
The Bosma Group

Chris Garrett | President, Express 
Employment Professionals

Julie A. Murray | CEO & Principal 
Moonridge Group

Mike Montandon | Vice President of 
Business Development & Government 
Affairs, DC Building Group

Jared Banes | Sales Executive, LP 
Insurance Services, Inc.

Bart Patterson | President
Nevada State College (NSC)

“We’re at the back of the 
pack, so change is needed. 
More money will only 
work if there is more 
accountability. We need 
reform to ensure that any 
extra dollars will actually 
help EDUCATE students. 
It’s about educating our 
future.”

   Last Word

http://www.thebosmagroup.com/
http://www.moonridgegroup.com/
http://www.lpins.net/
http://www.lpins.net/
http://www.expresspros.com/
http://www.expresspros.com/
http://buildwithdcbg.com/
http://www.nsc.nevada.edu/
http://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_campaign=September%202014%20PDF
http://www.nevadabusiness.com/2014/09/solution-improving-education-money-reform/?utm_source=PDF&utm_medium=PDF&utm_campaign=September%202014%20PDF
http://www.nevadabusiness.com/2014/09/solution-improving-education-money-reform/?utm_source=PDF&utm_medium=PDF&utm_campaign=September%202014%20PDF
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http://www.stopthetaxmargin.com
http://www.stopthemargintax.com


40 NEVADABUSINESS.COMNEVADA BUSINESS MAGAZINE   SEPTEMBER 2014

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

