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measured by business readership re-
search. And, while we’re flattered
they would include us in their hype,
they really shouldn’t have. The fact
is we’re simply in a different catego-
ry altogether. We’re a four color
image statewide business maga-
zine… they are a weekly newspaper
distributed only in Southern Nevada. 
A market the size of Nevada can sup-
port both a business magazine and
weekly newspaper. We each have our
niche… but they are different niches. 

I have a tremendous amount of re-
spect for Greenspun Media Group,
parent company of In Business, and
the media empire they have built.
They have been very successful in an
industry where success is out of the
norm. The publishing industry is
noted for failed start-ups and busi-
ness closures. In the past year in
Nevada, two magazines, Nevada
Woman, and The Business Report of
Northern Nevada have both called it
quits. The cold, hard fact is that 

C O M M E N T A R Y

You’re defined by the 
company you keep…

L Y L E  E . B R E N N A N
Publisher 

n Business Las Vegas, a
Southern Nevada week-
ly newspaper, recently
launched a campaign

touting readership numbers reported
by Scarborough Research. They
compared their readership numbers
with the other Southern Nevada
weekly newspaper and added Neva-
da Business Journal for good mea-
sure. The information was widely
distributed through ads, editorial, e-
mails and sales calls. It seems every-
one at In Business has been spending
a lot of time spinning the numbers.

While I’m not one to steal some-
one’s thunder and I hate being the
party pooper, there is a problem with
the research numbers. Scarborough
proudly touts themselves as the re-
search organization for the “Ameri-
can Consumer”. Nevada Business
Journal is not a consumer magazine.
We are a business magazine and our
readership is comprised of 82,000
business leaders throughout the state
of Nevada. 

I don’t doubt the value of the 

Scarborough report as it relates to the
consumer market. The organization is
a leader in gathering information for
mass media. The methodology used
by Scarborough includes random
phone calls to consumers and the 15
minute conversation that takes place
allows the research firm to capture
demographics including such things
as radio listening, newspaper reading,
and television viewing. 

When is the last time you gave a
research firm 15 minutes of your
time? The answer is probably never.
Because in that time you can sign
payroll, make half a dozen phone
calls or get caught up on your e-mail.
The fact is, the vast majority of our
readers are top-level executives and
their time is a precious commodity.
On the other hand, the consumer
market, with a much broader demo-
graphic, typically have more expend-
able time than a busy top-level busi-
ness executive. 

While In Business may measure
their readership by a consumer report,
our readership is more accurately

As the father of five teenage daughters (and that’s only half our children), this old say-
ing is just one of the many tools I find myself using to direct our girls (and trust me,
I need all the tools I can get). Defining yourself by the company you keep also holds
true in the business world. It’s important to know your market in any business, and
it is especially true in the publishing industry.

Continued on Page 8
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C O V E R :  
Nevada’s Most Respected CEOs as
nominated by the business commu-
nity are (from left to right): Frank
Martin, Martin-Harris Construction;
Doug Roberts, Panattoni Construc-
tion; Curt Anderson, Fair Anderson
& Langerman; and Chuck Alvey,
EDAWN. Not pictured: Heather
Murren, Nevada Cancer Institute. 

Photo: Opulence Studios

B U I L D I N G  N E VA D A :
Dick Rizzo, vice chairman of Perini
Building Group, is one of the many
who are building some of the largest
commercial projects. Find out where
projects stand and when they are
scheduled for completion.
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S P E C I A L R E P O R T :  
This special report is a celebration
of 20 extraordinary individuals
who are being honored for their
contributions to Nevada’s health-
care industry.
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publishing is a tough business and it’s
not for the faint hearted. It requires
deep pockets and an even deeper
commitment to educate and inform.

Nevada Business Journal has been
in print for more than 21 years. Like all
businesses, we’ve had bad times and
we’ve had good times. Thankfully, the
good times far outweigh the bad ones
and we’ve enjoyed success within the
business community. We never take
that success for granted and are thank-
ful to our readers and advertisers. 

It’s always been our business strat-
egy to work hard, report solid stories
and focus on making sure the Neva-
da business executive benefits from
reading our magazine. It’s a simple
strategy and it works. The marketing
strategy we’ve employed includes
taking the high road and never, ever
bad-mouthing other media outlets.
After all, Nevada is a growing, dy-
namic state and there’s room for us
all to grow.

But this thing with reporting con-
sumer numbers for a business maga-
zine is ridiculous. If In Business
wants to report our numbers, we’d be
happy to share the most recent read-
ership survey, hot off the press. It is
unlikely they’d be running an ad
touting these numbers, since the
readership of Nevada Business Jour-
nal is 82,000* compared to In Busi-
ness, readership of 31,300*.

• 82,000 based on July 2007 reader-
ship survey (20,000 circulation, 4.1
readers per copy)
• 31,300 based on 2007 In Business
rate card (10,111 circulation, 3.1
readers per copy)

COMMENTS 
email: lyle@nbj.com

Continued From Page 4
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Wrong Audience!

82,000* BUSINESS DECISION MAKERS EVERY MONTH
* Based on July 2007 Readership Survey

www.nbj.com

Using consumer research to measure business readership 
is like asking a toddler which car he prefers.

A weekly newspaper recently ran an ad touting readership numbers compiled by Scarborough, a 
consumer research firm. The problem is Nevada Business Journal is not a consumer magazine …
we’re a business magazine that reaches the business decision makers. And, while we’re flattered to
be included in the consumer report … it’s not really who we are … or who we reach.

We’re proud of our 21-year history as Nevada’s only statewide business magazine … and we are
proud to say our  82,000* monthly readers are the state’s industry, political and community leaders.
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Asurvey developed by Of-
ficeTeam, the International
Association of Administrative

Professionals and HR.com reported
that most administrative professionals
have lost an employee because he or
she was not suited for the company’s
work environment. Nearly half claim
misreading a potential work environ-
ment or misjudging someone’s fit for a
role. To reveal if potential employees
will jive with the company atmosphere,
ask potential employees what type of
work environment brings out optimum
performance in them, what type of
work environment causes them to
thrive. Also ask what they liked
best/least about their former job and
why and, finally, ask what factors made
them successful at their last job. For po-
tential employees, ask what it’s like to
work at the prospective company, what
skills and attributes are needed for suc-
cess, what characteristics the company
values in its employees, how success is
defined there and how performance is
measured and rewarded.

On Jan. 1, 2005, new rules for
nonqualified deferred com-
pensation plans under Inter-

nal Revenue Code Sec. 409A went
into effect. Grant Thornton LLP, a
global accounting, tax and business
advisory organization, offers seven
suggested steps to help companies
follow the new rules:
• Identify arrangements that provide
for a deferral of compensation.
• For each arrangement, decide be-
tween removing the deferral of
compensation or complying with
the rules.
• Design each arrangement to com-
ply with the rules.
• Develop and implement policies
and administrative procedures
• Prepare a written plan by Dec. 31,
2007.
• Obtain service provider elections as
to time and form of payment by year
end.
• Evaluate compliance for the period
between Jan. 1, 2007 and Jan. 1,
2008.

Overall, small business
owner’s greatest concern for
the second quarter of 2007

was taxes, according to a survey con-
ducted by the Small Business Re-
search Board (SBRB) in conjunction
with IPA, a privately-held provider
of management consulting services
to small and medium-size businesses
in North America. In the Southern,

Southeast and Western regions, taxes
ranked as the number one concern of
small businesses, while the Midwest
and Northeast regions said economic
conditions top their concerns, with
taxes their second concern.

All regions of the U.S., albeit the
Western states who seem to be more
concerned with foreign competition,
the cost of materials and finding
quality employees, ranked energy
and fuel costs immediately following
their concern for taxes. In general,
the survey revealed a dramatic
change in concern for healthcare –
previously first among concerns. Ac-
cording to the latest survey, health-
care dropped to fifth among the con-
cerns of small business owners.

Craig Kurtzman, Las Vegas
branch manager for Robert
Half International, suggests a

simple exit interview with departing
employees can provide perspectives
on your firm that may create a more
productive working environment. Exit
interviews should be conducive to
gaining constructive criticism about
your company and should be conduct-
ed by a neutral party – someone who
holds no personal bias against the em-
ployee – in order to receive frank im-
pressions of the work environment.
Formulate questions that will harvest
detailed answers before the interview
– specific questions that can’t receive
a “yes” or “no” reply. An “employee
satisfaction survey” may also prove
useful. If completed before the exit
interview, the interviewer can evalu-
ate the answers given and ask for fur-

ther explanation when necessary.
While reviewing the interview, keep
an open mind. Negative, but honest
comments can facilitate action that
will improve the overall atmosphere
and productivity of your company.

Graceful Exits: Departing 
Employees Matter

Complying With New Tax Rules

Small Businesses Concerned 
With Taxes

BUSINESS UP FRONT

Clear Communication in Hiring
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FACE TO FACE

Partner

Stewart, Archibald & Barney, LLP

Las Vegas

Biggest business challenge:
Becoming the first female partner at our
firm in a very male dominated industry. 

What do you enjoy most about your job?   
I love meeting with clients and learning
about new business opportunities. I like to
help my clients get through problems and
make the right decisions.

If you could start over and choose a 
different profession, what would it be?
When I first went to college, I thought I
wanted to be an attorney. At some point, I
switched and decided to be a CPA.

How do you spend your time when 
you’re not working?
My time is 100 percent devoted to being a
mother when I am not at work.

Little-known fact about yourself:   
Prior to moving to Las Vegas, I never really

traveled. Since moving here, I have
climbed Mt. Charleston twice, hiked the
narrows in Zion Canyon, gone Para-sail-
ing, and traveled to Hawaii, Cancun and
Jamaica. 

Best Business Advice:
Always be confident in what you do and
continue to learn every day. There is not
one person in this world who knows
everything.

What advice would you offer other women
trying to balance a career and a young
family?
Being a mother is the most rewarding and
challenging thing I have ever done in my
life. You need to remember that your fam-
ily is always first. You will have clients
come and go but you will always have
your children and your spouse in your
life. They must always be your priority no
matter what happens.

Years in Nevada: 18                                  

Years with Firm: 14 

Type of business:
Accountants and Consultants

Stephanie Sand

Regional President

Mellon’s Wealth Management group

Las Vegas

Years in Nevada: 3

Years with Firm: 11

Type of business:
Mellon’s Wealth Management group

Biggest Business Challenge: 
Starting in a new market while I was in
Cleveland and adopting an acquisition in
Southern Nevada, Paragon Asset Manage-
ment, into Mellon.  

What do you enjoy most about your job?  
Interaction with clients – being involved
with their lives, not regarding wealth
matters but emotional and spiritual con-
cerns is what keeps me passionate about
my job. Dealing with wealth leads to al-
truistic questions on greater good for
family and community. 

If you could start over and choose a 
different profession, what would it be?
I’d be in the entertainment business, possi-
bly promoting shows and events.

How do you spend your time when 
you’re not working?
My family, of course, but I also love to
golf, play tennis, hunt and fish. Any-

thing that keeps me active and outside.

Little-known fact about yourself:
I’m an avid sportsman – and that may be
an understatement. I’m a bow hunter, fly
fisher and scuba diver. I’m a single digit
golf handicap and a devoted tennis player.

Best Business Advice: 
Never give up. When the difficulty of the
situation is at its peak, it is character and
single mindedness that will prevail. Also,
take everything with a grain of salt. Humor
can play an important role in keeping
yourself sane.

What is the most important thing people
need to know about wealth management? 
How to understand and measure risk,
and knowing how much risk you need to
absorb to get the best return on your in-
vestment. It’s the most misunderstood
aspect of the entire wealth management
process.

Doug Fries





Chuck Alvey. Curt Anderson. Frank Martin. Heather Murren.
Doug Roberts.

You may recognize some or all of these names and if you don’t,
you should. They are Nevada’s Most Respected CEOs for 2007, as
chosen by Nevada Business Journal’s readers. With countless nomi-
nations for the coveted most respected CEO honor, the NBJ editorial
team carefully considered each candidate and are confident these five
individuals are among the states most respected business leaders. These
energetic, enterprising individuals love their work, are respected by
their employees, have open, collaborative management styles and are 
involved within the community.

When asked what defines a strong CEO, they all replied: honest, passionate, visionary leaders,
who are fair and open, accomplished communicators and intuitive listeners, and who possess an
animated sense of humor. Here’s a deeper look into each one’s operations and insights.
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Chuck Alvey 
EDAWN

For Chuck Alvey, all facets of life
and business are based on relation-
ships with people. “If you don’t have
strong relationships, you can’t be
successful,” he said. Alvey, 58, is
president and chief executive officer
of the Economic Development 
Author i ty of Western Nevada

(EDAWN). Founded by community
leaders in 1982, EDAWN is a Reno-
based, private, non-profit corporation
that works to recruit and expand
quality companies to the region.
EDAWN covers eight counties in the
state’s northwestern region.

Alvey began working at EDAWN
in 1998 after a 31-year career in tele-
vision management in Michigan, Ari-
zona and Nevada. Under his leader-
ship, EDAWN has reached and
surpassed its goal of an average an-
nual economic impact of $376 mil-
lion (starting at $131 million). It has
gone from an annual budget of
$770,000 to nearly $2.4 million.
However, the proudest achievement,
Alvey said, is the strong partnerships
EDAWN has in the community.

The Kalamazoo, Mich.-born CEO
manages his staff of about 20 in a col-
laborative way, using humor, commu-
nication and honesty. He finds the
right candidates and lets them do
their jobs. “We have a great team of
people here,” he said. He takes his

cues from lessons learned from his
mentor, Dick DeAngelis, under
whom he worked in the television in-
dustry. The two still keep in touch,
talking a few times a year. “Dick
taught me an awful lot about relation-
ships and key things about honesty
and integrity,” Alvey said. 

In 2003, while at EDAWN, Alvey
became a certified economic devel-
oper (CEcD). He also holds a degree
in business administration, which he
obtained in 1985 from the University
of Phoenix. Alvey is a member of
several economic development-relat-
ed boards, including those for the In-
ternational Economic Development
Council National and the Center for
Entrepreneurship and Technology.

He puts in about 60 hours a week
and tries just as hard to enjoy his per-
sonal life. “I have a strict policy of
work hard and play hard,” he said.
“When I get out of here, I am pretty
successful at turning it off.” With his
three children grown and out of the
house, it’s just he and Pam, his wife

Cover Story: Nevada’s Most Respected CEOs
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of 35 years. In the past, the couple
hosted five exchange students, whom
they consider as their own children
(they have two “exchange grandchil-
dren”). Alvey enjoys movies, music,
being outdoors and traveling, often
incorporating side trips into business
trips. He frequently visits the Bay
Area – sometimes for Giants games –
and Phoenix, where he has friends.
He loves to read and write, having
penned two unpublished mystery
novels about a female reporter. 

Alvey said his work doesn’t feel
like a job. He loves the ability to be
creative, achieve goals and help oth-
ers to do the same. “You get to an age
where you start considering whether
you’ve made a difference, and if
you’re done,” he added. “I’m not
done. I have a lot more I’d like to ac-
complish.”

Curt Anderson
Fair, Anderson & Langerman

Curt Anderson, 57, thrives on prob-
lem-solving. He’s the CEO of Fair,
Anderson & Langerman (FAL), a Las
Vegas team of certified public ac-
countants and business and informa-
tion technology advisors. “I get great
satisfaction from my involvement in
others’ successful achievements,” he

said. “I greatly enjoy working a client
issue – brainstorming it and coming
up with a creative answer or a process
to find an answer.”

Although he considered becoming
a lawyer (like his father), he entered
the fields of accounting and tax. He
obtained a bachelor’s degree in busi-
ness administration, with an emphasis
on accounting, from Notre Dame in
1971. Three years later he became a
certified public accountant. “Tax is a
law-driven, advocacy kind of process
that allows the client to make proac-
tive decisions to achieve better re-
sults,” he said. “It’s optimistic, and I
fell into that.”

He began his career with a national
accounting firm in the Midwest and
then moved to Los Angeles. In 1984,
he quit to pursue other business ven-
tures, such as real estate development.
Unfortunately, some of those failed.
“I know what it’s like to have tough
times, when you have to fix things
that don’t work,” he said. Subsequent-
ly, he co-founded FAL with Lee Fair
and Jill Langerman in 1988. Clients
primarily are businesses, such as con-
struction contractors and large retail-
type organizations. “When I look at
our existing client base, our personnel
and the size of our organization, we’re
a critical force as a local accounting
firm, we’re a force to be reckoned
with in Las Vegas,” he said.

Anderson manages by influence
and enjoys helping his staff members
achieve success. All employees must
attend “FAL University,” an in-house,
four-year training program. In addi-
tion, every employee can use up to
$1,000 a year on any type of personal
development program, whether a
seminar or Pilates class. Anderson is
also working on ways to reduce the
long hours his employees work (he
averages about 50 hours a week and
avoids the office on Fridays). Setting
an example, he urges his staff to get

involved in civic affairs. Anderson is
treasurer of the Police Athletic
League and is a member of the Las
Vegas Arts Museum and the Opportu-
nity Village Foundation boards. “I
think you have to make the world a
better place,” he said.

For recreation, Anderson flies a he-
licopter, exercises, reads, watches
movies and travels with his wife,
often to visit his two adult children.
Suffering from a “low threshold of
boredom,” he’s involved with differ-
ent businesses, he said. He typically
develops one or two commercial of-
fice projects a year. He’s co-owner of
MDL Group, a commercial asset
management group and involved with
Service 1st Bank. 

“Being a CPA is my vocation, and I
consider my other business pursuits as
avocations,” he said. “They help me
improve my ability to serve my clients.
They make me more of a resource.”

Frank Martin
Martin-Harris Construction

As a new graduate of Rancho High
School, Frank Martin worked as a
carpenter for J.A. Tiberti Construc-
tion, in Las Vegas. J.A. Tiberti, the
owner, became Martin’s greatest men-
tor. More than 30 years later, Martin
is now the president and CEO of his
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own company, Martin-Harris Con-
struction (MHC) and carrying on Tib-
erti’s legacy of mentoring in his own
company.

“I could call Tiberti and talk with
him at any point in time, even though
back then, he ran the largest construc-
tion company in Las Vegas,” the 60-
year-old Martin said. “He always
found time for me. That’s something
that I’m trying to do myself.”

One of Martin’s core values is giv-
ing the company’s 900 employees op-
portunities to succeed and meet their
goals. Martin offers an education pro-
gram, in which any employee of six
months or more can apply for and re-
ceive scholarships covering 50 per-
cent of tuition and 100 percent of
books for any career-related course.
“I love having the ability to make
people more successful than they ever
thought they could be,” Martin said. 

Martin also promotes from within
and internal success stories abound. A
senior project manager began as a
project administrator 12 years ago,
obtained an architecture degree and
now runs anywhere from $75 million
to $150 million worth of work. 

Years ago, Tiberti stressed to Mar-
tin those who put forth extraordinary
efforts, yield extraordinary returns. So
Martin’s made a habit of working 12-
to 13-hour days. “You see financial
success everywhere but the biggest
returns are found in the opportunity to
foster success in the people around
you,” Martin said. 

Martin co-founded MHC with
Frank Harris in 1977. Based in Las
Vegas, MHC is a general contractor
that specializes in design-build, in-
dustrial and commercial building,
public works, schools and tilt-up con-
struction. Today it incorporates two

additional entities: M&H Building
Specialties – an interior and exterior
finish firm – and JBM Underground –
a wet and dry utility company. 

Among others, milestones achieved
over the years include building Jerry’s
Nugget Casino and being selected as
one of the contractors for the Green
Valley master-planned community.  

Martin’s success hasn’t come with-
out setbacks, as he verged on bank-
ruptcy twice. The first happened in
1989. At that point, he learned about
and implemented a business plan, a
strategic plan and a budget. “Those
were some of the most exciting times
as a businessman,” he said.

His wife and high school sweet-
heart, Bonnie, has been with him
through it all. His eldest son, Guy, is
the vice-president of operations for
MHC, and second son, Jerrad runs
JBM Underground. Martin has five

http://www.swbnevada.com
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grandchildren. When not working,
Martin enjoys spending time at the
family’s Utah cabin and competing
with their show horses. Each year he
and his three brothers camp together
with their sons and grandsons. 

Although J.A. Tiberti has passed,
Martin sees him in Tiberti’s son, Tito.
“I also want to be able to look in my
sons’ lives and see myself,” he said.
“That’s truly the largest compliment a
man could hold.”

Heather Murren
Nevada Cancer Institute

At age 41, Heather Murren already
retired from her first career and is
five years into her second. After
graduating in 1988 from Johns Hop-
kins University with a bachelor’s de-
gree, she worked 13 years as a fi-
nancial analyst. She started her
career on Wall Street with Salomon
Brothers, then worked for JPMorgan
and lastly, for Merrill Lynch. In
1993, she became a chartered finan-
cial analyst (CFA).

“I sort of accomplished what I
wanted to do on Wall Street and
started to get a little restless to do
something different,” she said. It was
while working as a volunteer transla-
tor (she’s fluent in both Spanish and
French) for the Nevada Health Care

Centers, a non-profit organization
that provides healthcare to the com-
munity, that she stumbled on a new
passion. She became interested in
cancer care and treatment, and soon
discovered the state lacked a place
that offered early-phase clinical tri-
als and conducted leading-edge re-
search. She began working with oth-
ers on a way to provide the missing
elements. Three years later the Neva-
da Cancer Institute (NVCI) opened.

NVCI is a Las Vegas-based, non-
profit cancer research and care cen-
ter, which offers experimental thera-
pies for cancer patients, along with
education and support in prevention
and treatment to the community. It
has outreach offices in Fallon, Elko
and Sparks.

As co-founder, chairman and CEO,
Murren is the keeper of the organiza-
tion’s vision and corporate culture.
She recruits staff and speaks on be-
half of NVCI. She isn’t compensated
monetarily for the work she does –
about 60 to 80 hours’ worth a week.
“I think it’s important for people to
see you have skin in the game,” she
said. In fewer than two years of op-
eration, NVCI was designated the
state’s official cancer institute by the
Nevada Legislature. The staff has
grown to 275 employees. They have
opened 55 clinical trials and treated
nearly 2,000 patients.

Murren encourages and welcomes
employee input. All workers are
shown the strategic plan and allowed
to comment and ask questions. Staff
meetings are held monthly, birthdays
are celebrated jointly and communi-
cation with employees is regular. The
organization also offers an active
wellness program, encouraging the
staff to exercise and eat well, and
supporting flexible work schedules.

“We do all of those things to make
sure NVCI is a place where employ-
ees want to come to work,” she said.
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“The people who work here are ex-
traordinary individuals.” Murren also
loves to go to work every day. “It’s
totally absorbing and unpredictable,”
she said. “Often I hear from people
for whom we’ve made a real differ-
ence. That’s enormously gratifying.”

Murren achieves balance by hiking,
running and reading (mostly histori-
cal fiction and biographies). In addi-
tion, she does other community work.
She’s a member of the Council for a
Better Nevada and Service 1st Bank’s
board of directors, among others.

Doug Roberts,
Panattoni Development

For seven years after college, Doug
Roberts did social work for the Con-
servation Corps in Sacramento. Using
his sociology degree from Iowa State,
he worked in various positions, from a
teacher of mentally-handicapped chil-
dren to a Juvenile Hall deputy proba-
tion officer.

When the difficulty of supporting
his family (a wife and two young
girls) on a social worker’s income be-
came too much, he ventured into con-
struction work. Despite the switch, he
never lost his giving spirit. Today, he
still helps others through charity work.

http://www.snwa.com
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Roberts, 46, is a partner with Panat-
toni Development, a company that de-
velops, leases, owns and manages in-
dustrial, office and retail projects. He
began working for the company in
1995, first in Sacramento, then in
Reno and Las Vegas. His focus pri-
marily is industrial and office develop-
ment. He works about 45 to 50 hours

a week, spending time in the Reno and
Las Vegas offices each week.

“My job really is to take a project all
the way from land acquisition to
building completion, and oversee the
entire process,” he said. Projects he’s
supervised include the two
Amazon.com distribution facilities in
Stead and Fernley, and the Lamb

Business Center in Las Vegas. “It’s re-
warding financially and otherwise,” he
said. “You get to see something from
the ground up that you’ve built.”

Roberts works well with his staff. “I
try to make everybody happy while at
the same time making a profit,” he
said. “I’d rather lose money than have
somebody be unhappy with his or her
job.” He credits his boss, Carl Panat-
toni, with teaching him it’s possible to
make a fair profit in business while
being honest and treating people fairly. 

The San Diego-born Roberts also
creates camaraderie among his staff,
by talking about their days, dis-
cussing the week ahead and frequent-
ly having lunch together. “We have a
‘no-jerk policy’ inside and outside the
company,” he said. Next to his profes-
sion, Roberts spends a big chunk of
time working with non-profit groups.
He, his wife Shirley Folkins-Roberts
and another friend founded and are
active in the Reno chapter of the
Keaton Raphael Memorial, a support
service organization for children and
families afflicted with childhood can-
cer. “It takes up a great deal of our
time,” he said. Roberts also is a six-
year member of the Reno Rotary and
involved in Western Industrial Nevada
and EDAWN. 

To balance his life beyond work,
Roberts hikes, downhill skis and trav-
els with his family. He has two chil-
dren living at home, Breanna, 9 and
Patrick, 6, and two residing in Davis,
Calif. – Nikki, 26, and Jennifer, 23.
Roberts’ hobbies include playing gui-
tar and bass (typically rock ’n ’ roll
and some country) with pick-up bands
locally and performing martial arts
(kenpo karate). The one lesson he’d
want to impart to his grandchildren,
when they come along, is: “Work hard
and do the right thing.”

Doresa Banning is a freelance writer
based in Northern Nevada.
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W
hen Nevada Business Journal
published its first high-rise
article two years ago, there

were more than 100 high-rise condo
projects slated for Southern Nevada
alone. In response to a more stringent
market, modified building conditions
and a need for capital, a good number
of the 100-plus projects have been de-
layed or cancelled, including W
Hotel, Charlie Palmer Hotel, Sand-
hurst, Vegas888, Las Ramblas, Icon
Las Vegas, Liberty Tower, Ivana Las
Vegas, Urban Village, Montreux (The
New Frontier), 4275 Dean Martin
Drive and Maxim Hotel and Casino.  

Beginning in 2003, the condo boom
in Las Vegas rode the crest of an ex-
plosive residential market fueled by
record-setting growth in Southern
Nevada. Like miners pouring into Vir-
ginia City following the initial discov-
ery of gold, real estate speculators
flooded the market convinced they
could make a fortune by flipping

properties. The strategy worked for
some investors, but only until the mar-
ket slowed in what many financial ex-
perts claimed was a natural correction
to more realistic conditions. At its peak
around 2005, more than 100 high-rise
projects were somewhere in the
pipeline as developers scrambled to
cash in on what they perceived would
be an increasing demand for condo
units. As the market slowed and inter-
est rates rose, however, spec buyers
licked their wounds and made them-
selves scarce. “The residential investor
has moved on to other markets,” said
Dusty Allen, managing partner for
Streamline Tower condo development. 

With around 7,000 new residents
arriving each month, Las Vegas con-
tinues its steady advance towards a
population of 2 million. The overall
strength and character of the market
has changed with the exodus of the
condo speculators. Investors have
been replaced by buyers who intend

to keep the property for their own use
or as a rental property. The condo
market has strong appeal for empty
nesters – especially baby boomers –
who want to downsize and young pro-
fessionals without children who don’t
need the amenities of the suburbs.
With commutes from outlying areas
becoming longer and longer, condo
buyers are attracted by the conve-
nience of living and working in the
dynamic city core.

Among the class of people who
own a home in each of the popular hot
spots around the globe, having a pres-
ence in Las Vegas has become a must.
Always an entertainment Mecca that
never sleeps, in recent years, the city
has broadened its appeal with world-
class restaurants, shopping and cul-
tural events. “It has changed from a
tacky gaming community to a sophis-
ticated city,” said John Riordan, se-
nior vice president of sales and mar-
keting for Turnberry Towers.

High-Rise Construction
The Changing Nevada Skyline

High-Rise Construction
The Changing Nevada Skyline
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Survival of the Fittest 

While today’s market favors the
buyer by offering a variety of prod-
ucts to choose from, developers face
increasing challenges. “It’s a time
when the strong survive,” emphasized
Jack Christie, vice president of sales
and marketing for Trump Internation-
al Hotel & Towers Las Vegas. Rising
costs and the scarcity of land have put
the damper on a number of projects.
“Turnberry Towers’ construction
costs have more than doubled since
1998,” Riordan noted. To better en-
sure the success of a high-rise condo
project, Christie said the following
conditions should be in place.
• Builder and architect are experi-
enced in high-rise construction.
• Financing is secured.
• Sales department has a positive track
record in the luxury market.
• Project has local connections who

understand the local market.
• The operator is a name brand, such
as Trump or Marriott.
• The timeline of the project does not
exceed 36 months.

Notable survivors in the residential
condo market that have either been
completed or are under construction
include Sky Las Vegas, One Queen-
sridge Place, Turnberry, One Las
Vegas, Panorama Towers, City Cen-
ter, Metropolis and Streamline Tower.
Similar successes in the hotel condo
market include The Cosmopolitan,
The Residences at MGM, Trump In-
ternational Hotel & Towers Las
Vegas, The Platinum and Palms Place.

Turnberry

Situated on 15 acres at the corner of
Paradise Road and Karen Avenue, the
Turnberry project consists of four tow-
ers at Turnberry Place and Turnberry

Towers. Amenities to the living quar-
ters just one block from the Strip in-
clude limo service, a concierge system,
membership in Stirling Club (a private
club), pool areas, putting greens and
dog runs. Built by experienced condo
developer Turnberry Ltd., units range
in price from $525,000 to $9 million
throughout the development. About
140 condos are available at Turnberry
Towers and between 60 and 100 units
are available for resale each year at
Turnberry Place. While most initial
buyers several years ago were in their
60s, the majority now are 40ish South-
ern Californians who want a getaway
home to use several weekends a
month, according to Riordan. The
company discourages speculation by
requiring a 30 percent down payment,
restricting rentals and not allowing re-
sale before closing. “We want to make
sure that the people are there to close
on it,” Riordan said. 
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Streamline Tower

The only condo high-rise in the new
downtown Entertainment District,
Streamline Tower includes 21 stories
an luxury living above Las Vegas
Boulevard and Fremont Street. Prices
for the 275 units range from around
$400,000 to $1.4 million. Amenities
include private balconies, a rooftop
pool, a fitness center and concierge
service. According to Allen, about 30
percent of buyers (who range in age
from 45 to 65) want a primary resi-
dence they can move into right away.
Around 40 percent want to put the
condo into a rental pool temporarily
and move in later. The remaining 30
percent are buying for investment
purposes. With about 60 percent of
the units sold, the building is sched-
uled for occupancy next year. 

Trump International 
Hotel & Towers Las Vegas

Capitalizing on the brand name of
its developer, the Trump hotel-condo
project at 2000 Fashion Show Drive
is characteristic of The Donald.
Tower I is scheduled for occupancy
early next year with 1,282 units hav-
ing been sold at an average cost of
around $1,300 per square foot. Con-
struction of Tower II will immedi-
ately follow the completion of
Tower I. About 95 percent of buyers,
many of whom are “Trumpies” or
fans of Trump, intend to put their
units on the rental program, accord-
ing to Christie. “The majority of our
buyers are familiar with the Trump
name and want to be associated with
it,” he explained. Christie believes
the sales are an indicator of the eco-
nomic vitality of the country’s
younger generations. “I’ve never
seen such a wide variety in age in
the buyers. I’m amazed at how many
younger people can spend $800,000
on a unit,” he said. 

http://www.AmericanNevada.com
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Even though many high-rise pro-
jects have been derailed recently, real
estate movers and shakers agree that
Las Vegas will continue to grow sky-
ward, albeit at a slower pace than dur-
ing the early years of condo mania.
“We’re down to 5 percent buildable
land left in the Valley. The limited
land inventory drives the vertical con-
struction,” Allen said. Riordan agreed
that there will always be a demand for
condos. “The high-rise lifestyle is
here to stay,” he emphasized.

The Urbanization of Reno

While growth in the Truckee Mead-
ows has caused suburban sprawl in
every direction, it has also breathed
new life into downtown Reno. Efforts
to revitalize the declining city core over
the past decade have been successful in
attracting new restaurants, cultural and
entertainment options and a host of
special events that bring people down-
town. Each addition to the mix, such as
the Truckee River Whitewater Park, has
increased the synergy that convinces
visitors and residents alike that down-
town Reno is the place to be. Only
when people begin living downtown,
however, will the renovation of Reno
have created a viable neighborhood
where residents live, work and play. “I
think we have to give our mayor and
city council a huge amount of credit for
what’s happening downtown. They
have vision,” said Kathie Bartlett, a Re-
altor with Dickson Realty, who is sell-
ing units at The Palladio.

Somewhat like Las Vegas, the target
market for downtown condos in Reno
is largely upwardly mobile young pro-
fessionals and older empty nesters who
seek a more worry-free lifestyle. “We
think our market is a combination of
empty nesters who may have multiple
homes and want to be able to just un-
lock the door and have access to an
urban lifestyle,” said Martha Shelley, a
partner with Capstone Partners LLC,

Feature Story: High-Rise Construction
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the company developing the Arterra
project. “Singles and couples also want
to establish residence in Reno, as well
as young couples with no children.”

With a few high-rise condominium
projects welcoming new residents and
with other projects either in the con-
struction or planning phases, it appears
that the long-awaited makeover of
downtown is finally coming to fruition.
Projects completed or near occupancy
include the Residences at Riverwalk
(formerly the Comstock Hotel), Sierra
Vista Towers (formerly the Reef Hotel
and Casino), The Palladio and the
Belvedere Towers (formerly the Sun-
downer Casino). Those under con-
struction include The Montage (for-
merly The Golden Phoenix) and Grand
Sierra Resort and Casino (formerly the
Reno Hilton). Developments still on
the drawing boards include Wingfield
Towers on Arlington Avenue between
Court Street and Island Avenue, The
Waterfront on Lake Street at the for-
mer Bundox restaurant site and Arterra
on Liberty and Sierra Streets.

Arterra

With 185 residences in 16 stories of
glass and steel on Liberty and Sierra
streets, Arterra will utilize an art
theme to position itself in the down-
town arts district. Ground breaking
has been delayed until next year with
completion scheduled for 2010, ac-
cording to Shelley. Prices range from
$300,000 to more than $1 million
with amenities that include fitness
rooms, an outdoor terrace, a fire pit
and spas. “The major challenge is re-
sponding to the cyclical nature of all
markets,” Shelley said. “If it was easy
to do, a lot more people would be
doing it.”

Condo living is bound to play a
major role in the growth of the Truck-
ee Meadows for some time to come,
according to developers. “The de-
mand will continue, but it’s hard to

Feature Story: High-Rise Construction
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Industry Focus: Telecommunications

R
ecently, industry experts sat
down at Cili in Las Vegas to dis-
cuss Nevada’s telecommunica-

tions industry, including new legisla-
tion, workforce issues, competition
and changing technology. Connie
Brennan, publisher of Nevada Busi-
ness Journal, served as the moderator
for the event as part of the magazine’s
monthly Industry Focus series, which
brings industry leaders together to
discuss issues pertinent to their pro-
fessions. Following is a condensed
version of the roundtable discussion. 

Legislation

Connie Brennan (Nevada Business Jour-
nal): Let’s talk about the bills recently
passed in the legislature.

Leo Brennan: AB 526 is called the
statewide media franchise bill. It's
unique because I think it's the first

time in the country that the telephone
operators and the cable operators
worked together. The whole concept
is to provide a statewide framework
where a provider of multiple channel
video could get a franchise to serve
areas throughout the state. Right now,
if you want to provide multiple chan-
nel video, you have to go to every
town and go through the long fran-
chising process, which can take quite
some time. With this bill, anybody
that wants to offer multiple channel
video can go right to the state. And,
with the statewide franchise, you can
franchise for a specific area in the
state. It levels the playing field and at
the same time, it continues to protect
the local governments and the local
municipalities. They still have control
over the same things as they did when
the franchise process was local and
will continue to get all the franchise
fees for providing services, as well as
continue to have public access chan-
nels available. At the same time, it re-
ally cleans up the process and makes
it much faster. I think it's a benefit to
all the providers. 
Rob McCoy: I think this legislation is
historical in nature: having four big

players – Cox, Charter, AT&T and
Embarq – actually agree on legisla-
tion like this. AB 518 was the telecom
reform. The Telecom Act of 1996 was
designed to jump start competition.
Anyone could get into the game and
compete with local companies and it
worked. It worked so well, in fact, we
said, “Wait a second. We're not on a
level playing field. There are certain
things that need to be fixed.” As a re-
sult of 518, which was signed by the
governor, incumbent telecom compa-
nies will no longer be required to file
rate cases. Additionally, companies
like Embarq, have always been re-
quired by law to build-out to any and
all developments. If a developer has
plans for a community 10 miles from
the nearest development, and it’s in
the Embarq service area, we're re-
quired to extend facilities. With AB
518, the PUC (Public Utilities Com-
mission) becomes the arbiter and
we’ll be required to make a case for or
against – does it make good business
sense or doesn’t it?
L. Brennan: Nevada is one of lead-
ers on these issues. There aren’t
many states looking or talking
about them yet. 

http://www.wt-us.com
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Competitive Marketplace

C. Brennan: How competitive is this
industry? 

Mike Ballard: Extremely competitive.
It’s a big market, and there are a lot of
players out there.
Cheryl Hickman: We are an intercon-
nect company and we have other car-
rier services that work in conjunction
with us. They come to small compa-
nies such as ours to form relationships
so we can help sell their services. I
usually just focus on a couple of qual-
ity or key companies that I can work
with, which is difficult, because there
are so many companies out there to
choose from.
L. Brennan: Well, it became much
more competitive when everybody
started providing every other type of
business. I don't think we have seen
anything yet, based on how competi-
tive it is going to get with everybody
focusing on IT technology. 
Jonathon Snyder: And there's money
in that. You couldn't convince anyone
that they needed anything telecom be-
cause they were just licking all their
wounds five years ago.
McCoy: Well, when the tech bubble
burst, it was big. An interesting devel-
opment now is the emergence of piv-
otal equity. It seems to have taken a
foothold in the gaming industry. Time
will tell if PE becomes a player in the
telecom world.
Snyder: Five years ago, you couldn't
talk to anyone about telecom. Now
you are seeing all telecom being
bought for whatever reason. Either
way, there is so much money out
there looking at telecom or private
which is making the environment
even more competitive because you
have new agents. 
Jack Huber: It's a time issue as prime
equity has fewer and fewer deals to
fund and, at the same time, telecom is
coming into its own light, that's a

http://www.CNB.com
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good combination for telecom.
There's a lot of money available right
now for this industry.

C. Brennan: With intense competi-
tion, how do you stand out of the
crowd?

Snyder: Services. 
L. Brennan: Service and liability of
your product.
Ballard: Those are the things driving
your market today, service and quality.
McCoy: You can not overstate the im-
portance of the hiring factor. The em-
ployees can make or break you. When
we launched Embarq, we really fo-
cused on that. They play a key role in
the service of our company. 

Skilled Workforce

C. Brennan: How great is the demand
for technicians? 

McCoy: There is a shortage of really
good technicians. It's a big issue for
Embarq. We have partnered with the
College of Southern Nevada (CSN) at
the Cheyenne Campus because re-
cruiting technicians, getting them
qualified and retaining them is a big
challenge. 
L. Brennan: This is an issue for every-
body. Technology is changing so
quickly. It is really difficult to get
quality people, and so much time is
required for training.
Snyder: It's hard to keep them. The
university systems don't do a good job
training technicians. We have a big
university. We have a growing envi-
ronment. We have the technologies,
but the talent pool is limited. You look
at other regions in the country; half of
those universities are feeding the San
Francisco Bay area. 
Hickman: It's also the quality of the
technicians, too. There are two types
of technicians – technical technicians
and network technicians – you need

Continued on Page 73
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both to really make the person-to-per-
son VoIP work well. 
Ballard: CSN invested a huge effort
over the last seven or eight years to
build this Cisco school. It was the
right time and place for the project but
it just seems as if, in the last year and
a half, they dismantled much of what
they accomplished.
Huber: Well, CSN is geared better
than any other school to come up with
a curriculum quickly and stay current.
I'm on the board of advisers for the
college of engineering at UNLV. The
big problem is the university wants to
do a good job of bringing well-trained
people into the community, but the
accreditation requirements prevent
them from staying current. 
McCoy: The training process really
depends on the individual involved
and then it’s a matter of ongoing edu-
cation. Job-hopping creates difficul-
ties for all of us. Our goal is to retain
the best and the brightest. 
Ben Brimhall:You really have to look at
the individual and discover his or her
interest, and motivations then, put forth
the effort into retaining him or her.

Educating Customers

C. Brennan: Are business clients more
sophisticated today?

Brimhall: I would say their needs are
more sophisticated. The business
owner himself is not necessarily so-
phisticated.
McCoy: Many have also retained consul-
tants who drive the purchase decisions.
Snyder: There's a lot more media at-
tention about technology, too. So if
they don't know what they're doing,
they can certainly use the blurbs they
get from the media. 
Brimhall: When we started five years
ago, it was a challenge at times to
convince a small business they need-
ed wireless Internet. Many of them
were satisfied with what they had and

Industry Focus: Telecommunications
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didn’t see a need for high-speed Inter-
net. Now, they're much more aware of
what is out there.

Understanding VoIP

Hickman: VoIP stands for voice over
Internet protocol. DCSI provides the
application for companies that have
more than one location, especially if

they have out-of-town locations be-
cause, as of this point, they can call
branch to branch for free. Businesses
can eliminate a lot of long-distance
expenses. Other applications must in-
clude local businesses that may have
several branches. They might have a
large location and then a few small
branches. We mainly use an in-house
PBX-type of server in one location and

At University of Phoenix, our goal is to make higher education highly 
accessible to meet the needs of working students.

If you’re a meeting planner, or you are looking for seminar space, that’s
good news for you, too! 

Because not all classrooms are utilized during the day, they are available 
for rent. Ideal for off-site meetings and training sessions, our local campus
facilities are accessible from major highways and close to business centers,
hotels and communities. Additionally, our classrooms are equipped for
nearly all types of technical presentations.

For more information and to make a reservation, call:

702.638.7279 |   775.828.7999

Henderson |  Las Vegas |  Las Vegas Northwest  | Las Vegas Southwest |  Reno

University of Phoenix is a private institution of higher learning founded in Phoenix, Arizona, in 1976. The Las
Vegas Campus is located at 7455 W. Washington, Las Vegas, NV 89128-4337. The Reno Campus is located at 5370
Kietzke Lane, Suite 102, Reno, NV 89511-2040. © 2007 University of Phoenix, Inc. All rights reserved.
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have a lot of people who work outside
of the office. Instead of utilizing space
in the office, they can work from
home, have an extension at home and
utilize the voice application that way.
Or, they can program the extension
through their cell phone, and it's as if
they're actually answering calls and
working out of the office.  Snyder:
With the new phone systems, an ex-

tension can be set up in a matter of
seconds just by plugging in a phone
and assigning them an IP address. It
allows you to customize the way the
calls get routed into the system and
you can do things more efficiently
and effectively.
Huber: Another big advantage with
VoIP is the integration of the PC on
the network with phone systems. Out-
look can be used right on your desk-
top to call to and from voicemail.
There's a lot of advantage to that inte-
gration.
Brimhall: As businesses look at VoIP,
they can choose how they want to
communicate with their customers
and how they want to communicate
with each other in order to serve cus-
tomer needs. There are a lot of advan-
tages to the voice overwrite IP system
and the way that e-mail messages are
delivered and the way that you inte-
grate your call center application with
your voice system. You can have a
PRM system automatically talk and
bring up the exact relevant customer
data when a call comes in. It gives
you so much more customizable ca-
pabilities that you didn't have with in-
house PBX systems or it was very dif-
ficult to improvise. Now, rather than
be tied into the box in the back of
your office, you are on a leash to a
whole new world of communication
with your customers. 

C. Brennan: Is it expensive for small
businesses?

L. Brennan: No.
Hickman: It depends on what they
want. If they request every service
available, it can cost them. But the
basic applications can be very cost ef-
fective.
Brimhall: I think it depends more on
where they're at in their life cycle of
purchasing hardware. If the existing
PBX system is aged and the company
is looking to make a replacement or

Industry Focus: Telecommunications

then a couple of phones at each of their
branches. A company doesn’t have to
have an actual phone system at each
location. Those phones can be utilized
as if they were in the main branch.
Somebody can call the main number
and ask for a specific extension and
the person at that extension might be
across town, but it's as if they were in
the same location. A business might

http://www.nnvnaiop.org
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has grown past the PBX, the cost of
switching to a VoIP system really isn't
that much. If you had specific busi-
ness reasons for expanded communi-
cations, and if you had a lot of remote
offices that you wanted to integrate
into one system, you could probably
put together a decent case for convert-
ing to VoIP.
McCoy: Speed and flexibility are the
hallmarks of today’s communications
industry. The customer demands it
and we have to provide it, whether it’s
voice or data.
Huber: VoIP has been around for a
long time. But initially, providers had
all kinds of trouble because the tech-
nology had not really arrived to make
it a dependable service. Over the last
year or so, some good equipment has
come out – this is a prime time for
VoIP technology.
Brimhall: It's not necessarily just the
hardware but your proximity – you,
from a network perspective to the
end user's device, the IP phone, to
the network head where it actually
hits a solid land line and goes out –
and the quality, whether it's a local
network or a wireless network. The
network is important because it
flows from the handset to the in-box
with all the logic. It's critical to un-
derstand how that communication
flows and how solidly they system
will work. 

Bundling

Brennan: Bundling is when a customer
has the capability to buy a combination
of services from one provider. Whether
it's your telephone service, your video
service, or your data service, you get it
all from one company.
Brimhall: By putting everything on
one bill users need only call one com-
pany for all of their technology ser-
vices – cable, phone, Internet. 
Huber: Usually, the decision to bundle
also involves costs, since the service

may include more than one vendor.
We are looking at partnerships with
other companies to bundle services
into one package, the sales and mar-
keting of which a new, separate com-
pany will be set up to handle. That's
all happening behind the scenes. So
it's not just one company saying,
“We're going to give you this service
and this service.” That's not always
possible. But with the partnerships we

forge, we can offer a variety of ser-
vices from different companies in one
bundle.
McCoy: Partnerships have become a
popular vehicle in our industry. We
are leasing the wireless platform from
Sprint and selling it under the Embarq
label. Sprint is doing the same thing
in the cable industry with Cox. These
are strategic partnerships that make
good business sense.

Speed and flexibility are the hallmarks of today’s

communications industry. The customer 

demands it and we have to provide it.

http://www.capsourceinc.com
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Brimhall: We have seen a massive
change in the last five years in the
complexity of services that businesses
are looking for, including keeping in-
frastructure tuned, as well as expand-
ing to fill the rapidly growing needs
of our customers.
Huber: Businesses already know they
want it – we don’t have to sell the
concept – so our jobs are much easier.
Snyder: The information penetration
has increased probably 50 percent.
Entertainment is being delivered more
efficiently – You Tube, DVR, etc.
Now consumers will spend the money
for technology they wouldn’t have
even considered purchasing a few
years ago. 
L. Brennan: And that's just it. Once
people get a taste of accessing shows
whenever they want, they are
hooked.
Snyder: Look at broadband, every-
one was building business cases
around the option in 1998. Now,
broadband is everywhere because it
allows businesses to do so much
more, and there are so many more
applications to provide.
Brimhall: Employee production con-

tinues to climb and it's all because of
technological advances in communi-
cations. Small businesses are able to
do far more than they ever could and
it's all based on the technical services
they're utilizing. It's kind of a cyclical
process where you have technology
serving customers, the customers de-
manding services from communica-
tion providers and communication
providers are straining to deliver. I'm
excited to see what happens in the
next few years. 
McCoy: We are really energized by
the industry. And a lot of that excite-
ment is due to progressive innova-
tions in technology. We just love
what we do. I grew up watching The
Jetsons and now I'm living it. It's
what makes our industry so viable
and exciting.

Industry Focus: Telecommunications

Wireless

Ballard: Consumers are taking advan-
tage of much more technology today.
I mean, the services and capacities are
expanding. Providers are thriving and
market share is growing because the
pie is getting bigger. I think that's a
trend that has allowed all of us to suc-
ceed. It's being driven now by mem-
bers of this younger generation who
have demands for mobility. Many no
longer have a land line, instead, they
elect wireless service for both busi-
ness and personal use.  
McCoy: Wireless substitution is big
and it's growing. I think it's probably
bigger in the Las Vegas market than it
is in any other market because of area
growth and the somewhat transient
nature of the market.
L. Brennan: It’s not a huge issue
today, but I think that capabilities
grow as time goes on and as technol-
ogy continues to develop. It won’t be
just telephone. It will be video tech-
nologies, as well. 
Ballard: Only 12 to 15 percent of
commercial builders today install the
infrastructures for connections. It
costs $120 a foot to lay fiber down, so
it’s not inexpensive. Often, there’s not
enough capital to install fiber optics.
Wireless is the alternative for deliver-
ing the connection; as well as future
technologies. For example, our com-
pany is positioned to deliver a high-
speed connection that also has video.

C. Brennan: What will be the biggest
challenge for this industry in the next
five years? 

L. Brennan: I would say just trying to
stay one step ahead of technology and
positioning your company to stay
ahead is probably one of the biggest
challenges our industry faces.
McCoy: I think it's delivering what our
customers want, when they want it
and at the price they can afford.
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Dick Rizzo, vice chairman of Perini Building Group, is building
some of the largest commercial projects on the Strip.
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VIEW FROM THE TOP
A LOOK AT NEVADA’S LARGEST COMMERCIAL PROJECTS

N
evada’s population growth and
its bullish business climate has
resulted in a statewide building

industry with nearly $9 billion worth
of construction spending in 2007, re-
ported McGraw-Hill. Construction is
the state’s second largest and fastest
growing employer, reveals the Neva-
da Department of Employment,
Training and Rehabilitation (DETR).
The industry is responsible for nearly
150,000 jobs statewide – about 11
percent of the workforce. 

“Nevada’s job growth has been run-
ning three to four times the national
average in the past several years,” said
Terry Johnson, DETR director. “The
construction industry is expected to
increase by 10,000 jobs in 2007, in-
cluding positions for heavy-equip-
ment operators, carpenters, electri-
cians and other craftsmen.”

Construction contributes $5.1 bil-
lion annually in wage and salaries,
while generating $14.7 billion worth
of economic activity, making it sec-

ond only to the leisure and hospitality
sector. For every $1.00 of construc-
tion activity, it creates $1.57 in busi-
ness activity.

“The industry is inextricably linked
to the state’s economic and fiscal suc-
cesses during the past decades,” said
Jeremy Aguero, principal of Applied
Analysis, a Las Vegas-based econom-
ic research firm. “There are numerous
billion-dollar-plus projects planned or
underway and a backlog of public in-
frastructure improvements in the de-
velopment pipeline.”

Much of that construction revenue is
being spent along the Las Vegas Strip,
with $35.46 billion worth of construc-
tion projects planned through 2010, re-
ported the Las Vegas Convention &
Visitors Authority. Currently approved
plans will add 42,092 more hotel
rooms, 2,562 timeshare units and 3.49
million square feet of convention
space. Another $13 billion in tentative
projects calls for an additional 36,703
hotel rooms and 7,088 timeshare units.

CityCenter

Yet no job is larger than MGM Mi-
rage’s Project CityCenter – a $7.4 bil-
lion, 18.67 million-square-foot
hotel/condo/entertainment complex
being built on the Strip between the
Bellagio and Monte Carlo resorts. It’s
the largest privately financed project
in U.S. history, company officials
claim. CityCenter will be the size of
Rockefeller Center, SoHo and Times
Square combined. The Empire State
Building, by contrast, is only one-
eighth the size.

Perini Building Co., the project
contractor, will employ up to 7,000
people during the peak of construc-
tion activity, or one-third of Southern
Nevada’s total union trade workforce,
said Perini Vice-Chairman Dick
Rizzo. Situated on 76 acres, the
seven-building development will con-
sist of 2,702 condo and condo-hotel
units and a 500,000-square-foot shop-
ping mall designed by World Trade

Building Nevada: View from the Top
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Center architect Daniel Libeskind.
The site is anchored by twin 60-story
glass hotel towers, totaling 6.5 mil-
lion square feet, with a 1,800-seat
Cirque du Soleil theater. Designed by
Cesar Pelli, architect of the Petronas
Towers in Kuala Lumpur, Malaysia,
the non-themed, 4,000-room hotel
will have a 200,000-square-foot casi-
no and a 225,000-square-foot conven-
tion center. In addition, five distinct
towers will feature 1,543 condo-hotel
units and 1,159 condos, as well as
15,000 parking spaces. The residen-
tial portion includes Helmut Jahn’s
dual 37-story Veer Towers, combining
for 700 condos; Rafael Vinoly’s 50-
story, 1,543-unit Vdara condo-hotel;
Kohn Pedersen Fox’s 442-room Man-
darin Hotel and Residences; and Sir
Norman Foster’s 228-unit Harmon
Hotel & Residences. 

CityCenter will be serviced by a
2,090-foot monorail extension, a
$150 million people mover system
and its own onsite fire and paramedic
station. It will have 12.8 acres of open
space with pedestrian trails, plazas
and recreation areas. With 12,000 em-
ployees, plus residents and visitors,
CityCenter could see 30,000 people a
day when it opens in November 2009.
That’s roughly double the population
of Boulder City.

Cosmopolitan Resort

Immediately adjacent to CityCenter
abuts the new $2 billion Cosmopoli-
tan Resort Casino currently under
construction at the northwest corner
of Harmon Avenue and the Strip, ad-
jacent to the Bellagio. Perini is the
general contractor. Cosmopolitan
consists of two 53-story glass-and-
concrete towers with a five-level re-
tail, casino and entertainment podi-
um. The 3,000-room condo-hotel
property is being developed by Ian
Bruce Eicher. Cosmopolitan Resort
Casino is scheduled to open in 2009.

http://www.falcpa.com
http://www.cpssecurity.com
mailto:sales@cpssecurity.com
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Echelon

Boyd Gaming Corp., however, isn’t
one to be outdone. On June 19, the
firm broke ground on the $4.8 billion
Echelon, just north of CityCenter on
the Strip. The mixed-use complex is
located at the former site of the Star-
dust hotel-casino, which was implod-
ed in March. The project will have
five hotel towers with a combined
5,000 rooms. Morgans Hotel Group,
owner of the Hard Rock, is contribut-
ing the Delano and Mondrian hotels
for 1,600 rooms. The two hotels, de-
signed by Miami architect Chad Op-
penheim, will cost $950 million to
construct. Hong Kong-based Shangri-
La Hotels and Resorts will construct a
353-room hotel, and Boyd will build
two hotels itself – Hotel Echelon and
the Suites at Echelon. 

The project is situated on 87 acres,
with 22 acres set aside for future de-
velopment. The eight-building devel-
opment will be constructed through a
series of low-bid individual projects,
with New York-based Tishman Con-
struction Corp. acting as construction
manager.

“Boyd has made the project attrac-
tive to contractors with strong finan-
cial backing and a history of timely
payments,” said Daniel Tishman,
company chairman and CEO. “This is
a design-buy-build project.”

Echelon will have a 750,000-
square-foot convention center, a
140,000-square-foot casino and a
$500 million, 300,000-square-foot
shopping center jointly developed
with Chicago-based General Growth
Properties, the firm responsible for
the Fashion Show Mall. The project
additionally boasts two theaters –
4,000-seat and 1,500-seat theaters –
both operated by AEG Live, Los An-
geles, plus 9,000 parking spaces and
30 dining and entertainment venues.
Echelon, despite its impressive bulk,
is neatly bundled into an elegant,

http://www.TheArroyo.com
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upscale environment that’s sure to
generate heavy buzz when its debuts
in the third quarter of 2010.

But the Strip is already ablaze with
construction projects like Steve
Wynn’s $2.1 billion, 60-story Encore
at Wynn Las Vegas, which consists of
2,032 hotel rooms and a 72,000-
square-foot casino. Tutor-Saliba Corp,
Sylmar, Calif., the general contractor,
is scheduled to finish the 20-acre un-
dertaking by early 2009. Las Vegas
Sands is building the new $2.6 billion,
50-story Palazzo hotel-casino, just
south of Wynn Las Vegas. Taylor Inter-
national Corp., Las Vegas, is the con-
tractor for the 3,025-room mega-resort
that includes a 105,000-square-foot
casino and 375,000-square-foot shop-
ping mall. The 4,000-employee Palaz-
zo will open later this year. In Febru-
ary, construction began on the $2.9
billion, 3,889-room Fontainebleau Las
Vegas at the 25-acre former site of the
El Rancho hotel-casino. The 63-story
tower will have a 100,000-square-foot
casino, 60,000-square-foot spa and a
3,200-seat theater. Developed by
Fontainebleau Resorts LLC – headed
by Turnberry Chief Jeffrey Soffer and
ex-Mandalay Bay President Glen
Schaeffer – the new Strip mega-resort
will finish in the fall of 2009. Mean-
while, “The Donald” is building the
$600 million, 64-story Trump Interna-
tional Hotel & Tower across the street,
adjacent to Fashion Show Mall (see
story page 26). Perini is the contractor
for the 645-foot-tall, 1,282-unit condo-
hotel tower. The gold glass skyscraper
is scheduled to finish in February
2008. It will be followed by a second
identical $700 million, 1,282-unit
tower to break ground next year.

World Market Center

Downtown is also awash in con-
struction work with projects such as
the $3 billion, 12 million-square-foot
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Streamline Tower, a new 275-unit
downtown residential skyscraper, is
scheduled to finish in February 2008
at Ogden Avenue and Las Vegas
Boulevard North. Las Vegas-based
Martin-Harris Construction is the
general contractor. Cherry Develop-
ment and Seegmiller Partners are de-
veloping the $87 million, 168-unit
Newport Lofts nearby at Casino Cen-
ter Drive and Hoover Avenue. Breslin
Builders, the general contractor, will
finish the 23-story residential high-
rise later this year. Between Third and
Fourth streets, CityMark Develop-
ment is building the $167 million Juhl
at 255 E. Bonneville Avenue.. The
six-building complex will house 330
residences, 13 live-work units and
24,000 square feet of storefront
shops. CityMark, the firm credited
with reenergizing San Diego’s Lamp-
light District, was selected from a na-
tionwide request-for-proposal process
to develop the 2.38-acre city-owned
site. Juhl’s first residents are expected
to move in by April 2008. New York-
based Turner Construction Co. is the
general contractor.

The luxury condo and condo-hotel
high-rise market is helping keep

World Market Center at Grand Cen-
tral Parkway and Bonneville Avenue.
Developed by World Market Center
LLC and the Related Cos., New York,
the 57-acre home furnishings design
complex will consist of eight build-
ings ranging from 10 to 16 stories tall,
all connected by skywalks. PENTA
Building Group, Las Vegas, is now at
work on the third and largest building
– a 16-story, 2.1 million-square-foot
structure. The $550 million addition
is scheduled to finish in June 2008. 

“The third building marks the mile-
stone in our race to fulfill the vision of
World Market Center as the predomi-
nant international market for the in-
dustry,” said Shawn Sampson, co-
founder and managing partner.
“Home furnishings is a $120 billion a
year industry.”

Downtown Projects

Other downtown projects include
the $107 million, 852,000-square-foot
Molasky Corporate Center II at Grand
Central and City parkways, which
will be Las Vegas’ only LEED-certi-
fied Class A office tower when it de-
buts in September. The $104 million
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local constructors busy with 69 pro-
jects, totaling 45,616 units, planned
in the first quarter, reported John Re-
strepo, principal of Restrepo Con-
sulting Group, a Las Vegas-based
economic research firm. While some
well publicized cancellations have
occured, many developments are still
moving forward.

“There should be sufficient demand
to absorb the 6,616 units in the 14
projects that have gone vertical and
the 24,809 units that are proposed or
haven’t broken ground,” Restrepo
said. “Many of the vertical projects
that have vertical are located along
the resort and Harmon corridors.”

Palms Place

The Palms hotel-casino, for exam-
ple, is building the $650 million, 50-
story Palms Place at Flamingo Road
and Arville Street, a few blocks west
of the Strip. The 599-unit residential
skyscraper will open in time for
Christmas. M.J. Dean Construction,
Las Vegas, is the contractor. The $190
million, 41-story Allure Las Vegas on
Sahara Avenue, also just west of the
Strip, is slated to debut in September.
The 428-unit residential skyscraper is
being developed by Chicago-based
Fifield Cos. 

Boca Raton

The South Strip is a beehive of con-
struction activity, as well, with the
new $450 million, 756-unit Boca
Raton at Serene Avenue and Las
Vegas Boulevard South. Developed
by Palm Beach Resort Condomini-
ums LLC, the 15-acre mid-rise condo
complex consists of four seven-story
buildings. The first two buildings, to-
taling 378 homes, opened this spring
with a two-level, 10,000-square-foot
clubhouse. Boca Raton is scheduled
for build-out by late 2009. Yet it’s just
one of many emerging South Strip





http://www.theredreport.com
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building the 400-acre Beltway Busi-
ness Park directly across from The
Arroyo. The Beltway Business Park
will eventually contain 55 build-
ings, totaling 5.86 million square
feet. Industrial space will make up
54.6 percent of the completed pro-
ject, with 3.19 million square feet in
14 buildings; office space will ac-
count for 33.2 percent; technology
will take up 7.8 percent; and retail
space will comprise 4.4 percent,
with 12 buildings combining for
260,500 square feet. The Beltway
Business Park is estimated to reach
build-out in 2012.

“We’re developing different prod-
uct types to meet a variety of business
needs,” said Rick Myers, Thomas &
Mack’s executive vice president. “We
are continuing to see strong and di-
verse economic growth fueling de-
mand for office, retail and industrial
space in Southern Nevada.”

Looking North

Northern Nevada, meanwhile, is ex-
periencing its own building boom. One
notable project underway in Reno is the
$350 million, 600-room Peppermill
hotel-casino expansion located on
South Virginia Street. Plans call for an
18-story hotel addition and 63,000-
square-foot convention center to finish
by early 2008. Sierra Bay Construc-
tors/SMC Construction are the joint-
venture general contractor. Meanwhile,
the University of Nevada, Reno is un-
dergoing a $131.1 million expansion
with the new four-story, 165,000-
square-foot Joe Crowley Student Union
Center, plus the adjacent five-story,
295,000-square-foot Knowledge Center
library that includes a 200-seat auditori-
um. Q&D Construction is building the
library, scheduled to finish in May
2008, while PENTA Building Group is
handling the new student union, which

is on track to finish this fall. 

Virginia Lake Crossing

Further south, SilverStar Communi-
ties is building the Virginia Lake Cross-
ing, a mixed-use development consist-
ing of 220 homes and 100,000 square
feet of retail, restaurant and office space
between South Virginia Street and Vir-
ginia Lake, across from Park Lane
Mall. “This is going to be a beautiful
neighborhood ‘pocket’ where residents
will be able to get to most places with-
out needing a car,” said Reno City
Council Member Sharon Zadra. “That
makes it a model for the more environ-
mentally healthy lifestyles we’re plan-
ning for Reno’s future. And it cleans up
a very blighted corner at the southern
gateway to our economic core.”

Tony Illia is a freelance writer based
in Southern Nevada.

mailto:robin@vistalv.com
http://www.LasVegasCommercialRE.com
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Longford Properties 
Offers Incentive

In an effort to help new tenants off-
set relocation costs, Longford Plaza,
a development of Longford Proper-
ties, is offering new tenants month-
ly rental rates of $1 for the first six
months with a five year lease.  The
office and retail property is located
on Warm Springs, between Eastern
and Pecos in Las Vegas. Completed
a year ago, the one-story complex
includes 235,000 square feet with
suites ranging from 100 square feet
to 8,000 square feet. Current ten-
ants include dentists, doctors, chi-
ropractors, mortgage companies
and construction companies.

Commercial Real Estate Firm
Goes Green

By 2010, CB Richard Ellis Group,
Inc., a commercial real estate ser-
vices company, wants to become
the first major commercial real es-
tate service to go carbon-neutral.
The firm plans to assist its clients
by introducing energy efficiency
programs at the properties under its
management, which encompass 1.7
billion square feet of space. Fur-
thermore, to reduce carbon emis-
sions, the firm will employ invest-
ments in carbon offsets whenever
necessary. Locally, CB Richard
Ellis’ Las Vegas office is working
with clients to reduce energy costs
and create greener space in a mea-
surable way that increases value,
yet takes a responsible approach to
resources.

RCS Development Starts 
Two New Projects

RCS Development broke ground on
Serene Neighborhood Plaza, an
11,750-square-foot, $5 million retail
community center. Closely follow-
ing, the company broke ground on
the 22,000-square-foot, $9 million
Patrick Neighborhood Plaza. Patrick
Neighborhood Plaza is located
across the street from Del Sol High
School, not far from the 215 Beltway
and the I-15 freeway. Serene Neigh-
borhood Plaza is located on Eastern,
near the 215 Beltway and Silverado
High School. The general contractor
for both developments is Massengale
Construction and leasing agent of
record is Gatski Commercial Real
Estate Services. Both projects are
scheduled for completion in the first
quarter of 2008.

Inspirada Town Center 
Plan Approved

The city of Henderson recently ap-
proved a plan to develop a 300-acre
parcel of land as the town center of
Inspirada, a 2,000-acre master-
planned community in southwest Las
Vegas. The town center will serve as
a venue for civic and community
events. This urban town center will
be developed with shops, services,
entertainment and office space, as
well as various home styles from sin-
gle-family homes to condominium
and town homes populating the town
center area. Building for civic and
municipal uses and a casino, also are
included in the plan.

New Retail Center Opens in
North Las Vegas

The first large-scale, commercial retail
project within the redevelopment area
of downtown North Las Vegas,
Cheyenne Point, recently had its grand
opening. The retail center is a result of
a public-private partnership between
Montecito Companies and the city of
North Las Vegas Redevelopment
Agency. The $30 million, 95,000-
square-foot retail center is near I-15
and the Cheyenne Avenue interchange.
Anchored by Mariana’s Supermarket
along with two additional anchor ten-
ants totaling more than 20,000 square
feet, Cheyenne Point saw the opening
of Starbucks and T-Mobile along with
several other tenants.

Educational Technology Campus
Breaks Ground

Vegas PBS and the Clark County
School District broke ground on their
latest partnership, the Educational
Technology Campus. The $37.5 mil-
lion building nearly completes a $61
million capital :Campaign for the
Digital Future" launched in 2000 by
Vegas PBS. The campus will house
Vegas PBS studios and offices, the
CCSD Virtual High School and the
emergency response data casting op-
erations to backup Nevada's Home-
land Security capacities. The three-
story campus totals 112,000 square
feet and will be applying for LEED
Gold Certification. Martin-Harris
Construction is the contractor for this
project which is scheduled comple-
tion in October 2008.

Patrick Neighborhood Plaza

B U I L D I N G  N E V A D A  B R I E F S
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Southern Nevada statistics compiled by 
Applied Analysis.

Northern Nevada statistics compiled by 
NAI Alliance

ABBREVIATION KEY

MGFS: Modified Gross Full-Service 

SF/MO: Square Foot Per Month

NNN: Net Net Net
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school!” Follmer noted that the prob-
lem is not limited to doctors.  Most
professionals, he explained, includ-
ing dentists, lawyers, advertising ex-
ecutives are ill-equipped to design an
office. The answer for some is to hire
an army of consultants including
space planners, interior designers, IT
and communication specialists,
plumbers, etc.

Tradewinds Construction has been
working with tenant improvement
projects since 1988. The company
fills a niche for small business own-
ers who are either buying or leasing
office space: Turnkey, one-stop de-
sign/build services, including every-
thing necessary to complete medical,
dental, Class A offices or
office/warehouse facilities. 

Tradewinds Design/Build Interiors
provides space planning, working
drawings, interior design services,
furniture, fixtures and equipment
(workstations and furnishings), IT
solutions (hardware, software and
maintenance), communication and
security systems.  Design/Build
management team also is able to fa-
cilitate all financing arrangements,
including SBA loans.

Tradewinds Design/Build Interiors
is now operating a design center,
which provides clients with one-stop
shopping for everything they need to
customize their office. “We provide
everything required for a medical,
dental, professional office or of-
fice/warehouse, right down to the
plants in the corner, the pictures on
the wall, and the pens in the desk
drawer,” said Jeffrey Vilkin,
Tradewinds president and CEO.

wning your own office is
a growing trend in Las
Vegas among small busi-
ness owners, doctors,

dentists and lawyers.  
According to Jessica Willett, se-

nior research coordinator in the Las
Vegas office of CB Richard Ellis,
there are currently 675,000 square
feet of the so-called “office condos,”
with 735,000 square feet under con-
struction and another 617,000 square
feet planned.  Las Vegas developer,
Venture Corporation, recently com-
pleted a 120,000-square-foot, “own
your own office” business park at
Fort Apache and Russell and has
plans to develop similar parks
throughout the Valley. 

However, many business owners
are finding that buying office space
(units typically range from 2,500 to
10,000 square feet) is a lot more like
designing a custom home.  Owners
literally have to build out the entire
space and make arrangements for
everything from flooring to window
treatments, work stations to reception
area, break room to rest rooms, as
well as communication and security
systems, computer hardware, soft-
ware installation and maintenance.

“It can be a bit overwhelming to
say the least,” said Bruce Follmer, a
medical office broker in the Las
Vegas office of CBRE. “Many doc-
tors want to own their own office as
a financial investment for the future,”
said Follmer. “However, they are un-
prepared for the time and expense
associated with creating an office en-
vironment.  This is definitely some-
thing they don’t teach in medical

Tradewinds Construction
Easing the Burden of Tenant Improvements
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Manhard, president of Manhard Con-
sulting said the merger will boost his
firm’s presence in Northern Nevada –
where Capital Engineering has served
clients for 18 years – and complement
Manhard Consulting’s Reno location.
In the same manner, the merger will
bring nationwide resources to Capi-
tal’s clients in Nevada and deliver
their multi-disciplinary format to
Manhard clients nationwide.

Nevada State College 
Gets Additional Land 

The Board of Regents of the Nevada
System of Higher Education (NSHE)
recently approved an agreement be-
tween Nevada State College (NSC) and
the cty of Henderson conveying 500-
plus acres of federal land, west of In-
terstate 515 in southern Henderson, to
the college. The Henderson City Coun-
cil approved the agreement the follow-
ing week. NSC also teamed with the
city of Henderson and the NSHE to
pass a bill establishing a new taxing
area for the 509-acre development.
Among other benefits, the bill stipu-
lates that the area’s property taxes will
be used to develop the campus and a
portion of the property must accommo-
date affordable housing for low- to
moderate-income families.

LRS Systems Offers Alcohol
Awareness Classes

LRS Systems, a licensed provider of
classes on various subjects such as do-
mestic violence and impulse
control/anger management, also offers
online courses to obtain alcohol aware-
ness cards at alcoholawareness.com.
Some benefits of obtaining alcohol
awareness cards through LRS Systems’
online courses include: LRS can cater
to the specific needs of individual com-
panies; the courses are in compliance
with the most recent Nevada legislation
(adopted in 2005); and employees can
receive certification on the same day
they are hired. The total cost of the al-
cohol awareness course is $19.95. 
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Recruitment Providers 
Combine Resources

Jobing.com, an online recruitment
provider serving seven states with
branches in 17 metropolitan areas
(Southern Nevada included), recently
acquired LocalCareers.com Inc.
Launched in October of 1998, LocalCa-
reers.com is an online network that en-
compasses nearly 400 local and niche
employment Web sites across the U.S.
Aaron Matos who founded Jobing.com
in 2000, said the acquisition will expand
his company’s focus beyond the state’s it
currently serves. Brian Weis, founder of
LocalCareers.com, said combining re-
sources with Jobing.com will better 
serve clients of both firms. LocalCa-
reers.com will continue to function
under Weis’ management, but will do so
as a division of Jobing.com.

Land Donated to Public 
Education Foundation

More than four acres of land, valued
in excess of $2.6 million, was donat-
ed by The LandWell Company to the
Public Education Foundation for the
housing of public school teachers in
the Clark County School District
(CCSD). CCSD Although CCSD
employs over 18,000 licensed teach-
ers, the fifth largest school district in
the nation suffers a shortage of qual-
ified educators to serve in its 326
schools with over 302,000 students
in attendance. The land, located west
of U.S. 95 in Henderson, will pro-
vide affordable housing for teachers
and aid in the efforts to recruit addi-
tional prospects.

Manhard Consulting, Ltd. 
Acquires Capital Engineering, Inc.
Manhard Consulting, Ltd., a civil en-
gineering firm with more than 350
employees, recently acquired Capital
Engineering, Inc. of Carson City. The
companies have partnered on a variety
of projects since 2003 – the acquisi-
tion will allow them to work 
together on a permanent basis. Donald

N E V A D A  B R I E F S
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he banking industry has long relied on the
same stock response regarding credit union
competition. The credit union tax exemption
is unfair, they repeatedly say, because it puts

banks at a competitive disadvantage and impedes their
efforts to maximize profits. Of course, credit unions
have continued to point out that the banking industry’s
record earnings tend to undermine such a view. 

While banks have done a great job of ignoring credit
unions for making this observation, they may have more
difficulty ignoring a recent government accountability
office report that examines how their industry has fared
financially since the 1980s. Requested by Sen. Bernie
Sanders, I-Vt., the report documents the steady rise of
bank profits and how the banking industry has benefited
from substantial federal tax breaks.

Over the last 10 years, net income for banks grew at a
rate twice that of credit unions, and banks and thrifts in-
creasingly availed themselves of subchapter S status to
avoid corporate income tax. By 2006, the same year the
banking industry set a new earnings record, 31 percent
of banks and thrifts – a total of 2,356 institutions – had
converted to subchapter S corporations. 

Sure, credit unions have a federal tax exemption,
but it’s quite paltry compared to the $108 billion in
tax deductions that banks claimed in 2004. The report
also estimates the significant cost to taxpayers for the
thrift bailout in the 1980s at about $198 billion (in
2006 dollars).

The banks are right about one thing: it isn’t a level
playing field out there. Banks clearly have the advantage
and are making the most of it.

he disagreement between banks and credit
unions is simple: we pay taxes, credit unions
pay virtually none. This includes Federal
Corporate Income Taxes (36 percent), sales

taxes on purchases (7.5 percent), Nevada Business Tax
(2 percent of employee compensation) and Nevada
bank branch franchise tax of $7,000 per branch). Here
are some quotes from the credit union industry round-
table transcribed in the May 2005 issue of Nevada
Business Journal. “Our members [depositors] pay
taxes on the dividends we pay them,” said William Fer-
rence of Boulder Dam Credit Union. “We pay payroll
taxes,” said Sue Longson, Sonepco Federal Credit
Union. Alan Pughs of Community ONE said, Don’t tax
you, don’t tax me, tax the man behind the tree. Let’s all
beat the system. They say if it weren’t for their tax ex-
empt status banks would gouge the public. “That’s one
of the reasons Congress put us in the game – to keep
the banks in check,” said Ferrence. That appears
nowhere in the legislative history of credit unions.
Markets create competition, not government.

Credit unions ignore the tax exempt question, seeking hol-
low defenses and promoting untrue statements. There is no
reason to subsidize the public’s financial services. And now,
Nevada Federal Credit Union offers real estate brokerage at
4.5 percent listing fee and .6 percent rebate, and title work at
discount prices. It is wrong for the government subsidy to
allow them to compete in other private sector areas.

Congress never intended for there to be two financial
systems – one that pays taxes and one that doesn’t.
Every taxpayer should be offended by the credit union
tax exemption.

Is it a fair playing field?

S T A T E  T H E  I S S U E S
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Ducking Taxes and Proud of it
By Bill Martin, Nevada State Bank

Question:

Record Earnings Prove Banks Have the Advantage
By Bradley W. Beal, Nevada Federal Credit Union

Banks vs. Credit Unions
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monthly budgets. Americans must
look beyond the current circum-
stances and support programs that
will produce long-term results, such
as the utilization of alternative en-
ergy. Southern Nevada has been a
leader in looking at alternative en-
ergy options. 

One of the most abundant renew-
able energy sources in Nevada is
solar energy. The ample supply of
the sun's energy is evident as night
shifts to day, energy consumers can
depend upon the reliability of the
sun to supply their consumer energy
needs. The Nevada Solar One facili-
ty, located in Boulder City, is online
to provide 40,000 households with
service to meet their energy needs.
This is significant given the de-
mands that growth in Southern
Nevada is putting on our public util-
ity sources. As Southern Nevada ex-
pands, so must our vision for the
needs of our growing community.
Our state, under the leadership of
former Gov. Kenny Guinn, must be
applauded for setting an aggressive
goal of requiring 15 percent of all
electricity created in Nevada to be
derived from renewable energy
sources. With companies such as

Solargenix and their Nevada Solar
One facility, Nevada is well on its
way to becoming an international
leader in solar energy and renew-
able energy production. 

This year, Congress will be voting
on legislation that will provide tax
credits for the renewable energy sec-
tor of society. In particular, the House
of Representatives will soon vote on
legislation that provides a business in-
vestment tax credit for solar energy
and fuel cell equipment at least for the
next eight years, until 2016. The mo-
tivation behind this type of initiative
is healthy, however, we must not be so
confident that the needs of renewable
energy will be met in eight to 10
years. As legislators, we must be pli-
able in working to meet the demands
of this rapidly growing sector and we
must be willing to ensure that busi-
nesses have the investment tools they
need to ensure perpetual growth.

There is no doubt that to meet our
nation's future energy needs, Con-
gress must support initiatives that
provide incentives and resources.
Our investment in research and
technology will go a long way to
providing greater security for Amer-
ica as it seeks to become less depen-
dent on foreign energy sources. For
many years, we have been reac-
tionary in our approach to energy
and it is beginning to cost us dearly.
Americans must once again redeem
their stronghold as visionaries in the
energy sector, for this generation
and future generations.

ithout constructive solu-
tions and innovative pro-
grams that examine ways
in which our nation can

become energy independent, we
will face this century at a tremen-
dous disadvantage if we remain de-
pendant on traditional sources of
energy. This topic is a top priority
for Congress with many pieces of
legislation examining ways to pro-
mote alternative and renewable en-
ergy sources. Criticism of the oil
industry is constant, yet, the indus-
try is only one facet of the problem.
For decades the government and the
energy sector have been short-
sighted, lagging behind in promot-
ing the utilization of alternative
sources of energy. Either it is be-
cause of a lack of innovation or be-
cause of inadequate technology, our
efforts have fallen behind and we
must begin to aggressively support
a variety of options that promote a
long-term vision for the energy
needs of our nation.

In a survey of constituents in
Nevada's 3rd Congressional dis-
trict, an overwhelming majority of
respondents supported imposing a
tax on windfall profits for the oil
industry.  In recent history, a wind-
fall profit tax was instituted in our
country in 1980 and its short-lived
existence was celebrated in 1988
when it was repealed.  It is easy to
target the oil and gas sector, be-
cause they are the face to the cur-
rent pain consumers feel in their

W

Does Nevada have the resources to
become energy independent?
Nevada Solar One Leads the Way

S P E A K I N G  F O R  N E V A D A

Congressman Jon Porter

“Nevada is well on its 
way to becoming an 
international leader 

in solar energy.”
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balance on a plan loan, you’re required
to repay the loan in full within 60 days.
If you don’t and you’re under age 59
1/2, you will be subject to a tax penalty
in addition to the tax. 
Consult With A Cpa

A CPA can help you determine the best
way to raise the cash you need and can
also help you develop a plan for creating
an emergency fund. Preparation is the best
way to weather a financial emergency.

Contributed by the Nevada Society
of CPAs.

Fearless?

...check.
©
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Tap Your Home Equity
A home equity loan or home equity

line of credit is a good source of emer-
gency funding because the interest rate
you pay is tax deductible and likely to be
lower than the rate for credit cards and
personal loans. Just be sure you under-
stand what you’re getting into – since
home equity debt is secured by the equi-
ty in your home – you’re putting your
house at risk in the event you can’t repay
what you borrow. 
Use Credit Card Advances 
With Caution 

With a credit card advance, you get
immediate cash with no paperwork.
However, the interest rate for cash
advances is usually higher than the
rate for purchases and there may be a
processing fee. Credit cards are a
good alternative when you have a
short-term need and are reasonably
certain you can pay back the amount
borrowed within a month or two.
Think Long And Hard Before You
Borrow From Your 401(K)

Borrowing from your 401(k) retire-
ment plan is tempting, especially since
401(k)s often represent a large sum of
cash and most company plans make it
relatively easy to borrow. CPAs advise
that you borrow from your retirement
plan only as a last resort. Not only will
you lose the benefit of compounding on
the money you withdraw, but you could
compromise your long-term financial
security if you do not have a strategy to
repay the money borrowed from your
retirement plan.

What’s more, if you leave your com-
pany and still have an outstanding 

t happens to the best of
us. When you least expect
it, you lose your job, or
the car’s transmission

fails, or your dog requires surgery. In
the best case scenario, you have an
emergency fund set aside for unex-
pected disasters like these. If you
don’t and you need to raise money
quickly, according to the Nevada So-
ciety of CPAs, you can pursue two
main courses of action. First, evalu-
ate your options for raising cash, and
then, work with your creditors to
defer or lower payments until you’re
back on your feet financially. Here’s
some helpful advice.
Sell Assets You Don’t Need

Perhaps your circumstances have
changed and you don’t really need
that second car or the boat that’s
been sitting in your driveway. By
selling assets that you’ve determined
are expendable, you may be able to
raise the cash you need without
going into debt. 
Borrow Against The Cash Value Of
Your Insurance Policy

If you have a life insurance policy
that has built up some cash value,
you may be able to borrow against
it. Because a loan against your poli-
cy is a secure loan, the rate is likely
to be lower than other borrowing
options. Just remember that the
main purpose of life insurance is the
death benefit and it will be reduced
by the amount of the loan plus any
unpaid interest if you haven’t repaid
the full amount of the loan at the
time of your death. 

I

What To Do When You Need 
Emergency Money
Evaluate Your Funding Options

M O N E Y  M A N A G E M E N T
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Attribute 2: Responsible or Irre-
sponsible?

A responsible person uses good
judgment and accepts accountability
for their behavior. In your interview
offer the following scenario: A man
attended a restaurant’s grand opening
and stayed for more than three hours,
drinking a cocktail. After leaving in
his car, he crossed the center line and
hit a motorcycle. The motorcycle rider
sued the steakhouse and the car driver
and won $60 Million. Who should be
responsible for the settlement?

The ideal answer is the responsibil-
ity should be placed on the car driver.
The goal for this scenario is to start a
dialogue. If a candidate states that it is
the restaurant’s fault, this person will
likely be irresponsible.

Attribute 3: Charitable or Greedy? 
Someone who is charitable cares

about others. A good question would
be: What volunteer work have you done
in the last month? If a potential employ-
ee does not make time for others, they
won’t make time for others at work.

Attribute 4: Industrious or Lazy? 
Being industrious is more than being
busy; it’s being persistent, energetic,
and striving for perfection. Ask: What
jobs did you have in high school and
college? Those who worked in high
school and college are likely to have
developed good work ethic and are in-
dustrious. 

Attribute 5: Thrifty or Wasteful?

A good question to identify thrifti-
ness would be: If you received an un-
expected $10,000 inheritance, what
would you do with the money? An an-
swer showing thriftiness would in-
clude paying debts, saving, or invest-
ing. A wasteful answer would include
extravagant purchases with no consid-
eration of debt or savings. If someone
would spend their own money care-
lessly, they will also spend their em-
ployer’s money carelessly.

Attribute 6: Humble or Proud?
Ask the question: Who would you

give credit to for your major work ac-
complishments?

Those who are proud will take all
the credit for their accomplishments.
The humble will recognize that others
have helped them achieve success. 

Conclusion
Identifying the attributes that define

character can be a difficult task. A
successful job interview must include
answering question types that identify
and reveal attributes that define good
character. Becoming successful at
conducting character driven inter-
views will have a positive impact on
your small business by enabling you
to identify good character and to hire
the right people. 

Cameron C. Taylor is the author of the
book Does Your Bag Have Holes? 24
Truths That Lead to Financial and
Spiritual Freedom.

iring new employees has
one of the greatest im-
pacts on a small business.
Typical interviews focus

on qualifications and how well indi-
viduals present themselves. However,
the most important quality is good
character. Hiring decisions usually
come down to intuition about the ap-
plicant’s character. Unfortunately,
those who perform well in interviews
don’t always have the best character.

Using direct questions make it diffi-
cult to expose true character. A dis-
honest person will answer these ques-
tions convincingly. Instead of direct
questions. ask questions that do not
have obvious right answers and will
require the applicant to justify their
answer. Consider the six following
desirable attributes and sample ques-
tions to identify them. 

Attribute 1: Honest or Dishonest? 
A valuable attribute of good charac-

ter is honesty. Employees who are
honest always tell the truth and are fair
with others; they do not lie, cheat or
steal. To determine whether or not a
job candidate is honest you could ask
the following question. What are your
feelings regarding chapter 7 and chap-
ter 13 bankruptcies? (You may need to
explain that in chapter 7 bankruptcy
the debtor doesn’t lose any assets and
is not required to pay back the debt.
Chapter 13 bankruptcy, the debts are
required to be repaid.) If they are will-
ing to take from their creditors, they
will likely take from their employers.

H

Hiring Beyond Qualifications:

E X P E R T  A D V I C E

Six Questions to Assist in Hiring Good Character
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n response to explosive
growth and new business
challenges, Nevada’s legal
market continues to

change and evolve, with larger, re-
gional firms establishing a presence
within the state. At the forefront of
this trend in 1999, Lewis and Roca
LLP was the first out-of-market attor-
ney firm to settle in Nevada, creating
a strong legal base in the state.

To maintain a competitive edge in
Nevada’s changing legal climate,
savvy law firms observe trends, antic-
ipate their clients’ requirements and
recognize benefits for their clients
and businesses. Partnering with an-
other firm can strengthen business po-
tential and generate new possibilities
for growth. 

Employing this progressive ap-
proach, on August 1, Lewis and Roca
LLP partnered with Beckley Single-
ton to become one of the largest law
firms in Nevada with more than 200
attorneys. “Lewis and Roca is pleased
with the opportunity this joint venture
offers and happy to partner with such
a well-respected firm,” said Ken Van
Winkle, Jr., managing partner of
Lewis and Roca LLP. “Beckley Sin-
gleton provides strong resources and
expands our array of services, offer-
ing enormous benefit to clients both
nationally and within Nevada.”

Significantly, Beckley Singleton,
one of the oldest and most respected
firms in Nevada, played a major role
in Nevada law development. As the
state grew, the law firm acquired a 

diverse client base in multiple indus-
tries. Located in Las Vegas and Reno,
Beckley Singleton gained a strong
reputation both nationally and within
the Nevada legal community.

The firm has offices in Las Vegas,
Reno, Phoenix, Tucson and Albu-
querque. They are AV-rated, the high-
est designation of professional ser-
vice and accomplishment, as noted by
Martindale-Hubbell.

Thomas Ryan, Nevada chair for
Lewis and Roca, said the firm plans to
add six or seven additional attorneys
to its Nevada offices this year. “This
is just further affirmation of our com-
mitment to Nevada. It adds depth and
breadth, and increases our ability to
handle all types of legal services.”

Lawrence Epstein, managing part-
ner of Beckley Singleton, states,
“Partnering with the caliber of legal
experts at Lewis and Roca LLP bene-
fits our clients and the business com-
munity. We respect the outstanding
reputation Lewis and Roca LLP has
earned in numerous industry and legal
practice areas.”

“It’s going to be a great match,”
agreed Dan Polsenberg, a long-time
Beckley Singleton partner. “We are
doing this all together. We didn’t want
to go our separate ways.”

By offering a full-spectrum of legal
services, both law firms can maximize
fulfillment of client needs. Lewis and
Roca LLP’s comprehensive portfolio
spans a wide realm of practice areas
including: bankruptcy; commercial lit-
igation; construction; corporate and 

securities; gaming; government rela-
tions; intellectual property; labor and
employment; products and profession-
al liability; real estate; and sports and
entertainment. 

The formation of the new Lewis
and Roca LLP represents an impor-
tant step in Nevada’s legal history.
The firm offers tremendous capabili-
ty, resources and options to Nevada
businesses as a partner in the commu-
nity. It will undoubtedly play a major
role in the next chapter of Nevada’s
legal future.

I

Relative Newcomer Partners 
with Long-time Nevada Firm
The “New” Lewis and Roca LLP

P O W E R  O F  A T T O R N E Y

Experienced?
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the community’s ability to feed the
hungry. The results of the extensive re-
search reinforced Hilton’s belief that
too many Southern Nevadan’s were
without food. Approximately 150 non-
profit agencies serving 4 million meals
per year were meeting less than half
the demand. The survey also indicated
that the real faces of hunger included
children, working adults and the elder-
ly. An organized and efficient program
was needed to lift the food supply bur-
den from non-profit groups and allow
them to focus on their missions. As a
result, the Hilton Foundation made a
$2 million matching grant for the start-
up phase of a new groundbreaking or-
ganization named Three Square. Its
goal is to provide the beneficiaries of
existing non-profit agencies with three
square meals every day to eradicate
hunger in Southern Nevada. 

Community leader Julie Murray was
named CEO and worked with Hilton to
recruit key resort and business industry
leaders to become partners in the cre-
ation of Three Square. A board of
trustees and the culinary team were
soon formed. This executive team de-
termined that a central location for
food donation and food preparation
was necessary and could be done with
the backing of both the Hilton Founda-
tion and the resort and business com-
munity. So began the vision of build-
ing a state-of-the-art food production
and distribution center. Once built and
in operation, Three Square will work
with food vendors to obtain deeply 

discounted and donated foods to pro-
duce nutritious meals for the hundreds
of non-profit agencies feeding the hun-
gry throughout Southern Nevada.

Five local non-profit organizations
that feed the hungry were selected to
participate in the initial proof-of-con-
cept phase: The Las Vegas Rescue
Mission; Salvation Army; Center for
Independent Living; Silver Sky assist-
ed living facility; and WestCare addic-
tion recovery agency. In March 2007,
Three Square served a total of 3,000
meals per week. The organization will
test various methods of food prepara-
tion and delivery while working to de-
sign and develop the national model
facility. Once the proof-of-concept
phase is complete, Three Square will
have the opportunity to submit a grant
request for an additional $6 million
from the Hilton Foundation.

The local community is also helping
with funding requirements. The Nevada
Legislature appropriated $1 million to
assist with the capital expenses of Three
Square’s new food production facility.
While many have already stepped for-
ward with matching grants and dona-
tions, more is needed to build the Three
Square facility and to fulfill the goal –
to serve up to 10 million meals annual-
ly. With help from the community, Eric
Hilton will get his wish that no one in
Las Vegas will go hungry.

atching local television
one evening, Eric Hilton,
son of the late Conrad N.
Hilton – founder of the

Hilton hotel dynasty, was alarmed to
see that a non-profit organization feed-
ing Southern Nevadans in need had to
close its doors for lack of funding.
They were no longer able to prepare
the 300,000 annual meals upon which
so many people depended on. The next
morning he called the Conrad N.
Hilton Foundation and said, “I want to
end hunger in Las Vegas.” With that
phone call, Three Square was born. 

The Hilton Foundation committed
$250,000 from 2004 to 2006 to assess

by Michelle Danks
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been approached. He has yet to make a
decision on whether to run.

This race has also moved up on the
radar screen of U.S. Sen. Majority
Leader Harry Reid, D-NV, who sees
Porter as a possible opponent when he
comes up for re-election in 2010. Reid
is one of the best political players in
the business, and he has been success-
ful in the past at knocking out poten-
tial rivals before they even got a
chance to run. Defeating Porter will be
high on his to-do list.

Another race that will receive much
attention is in State Senate 7, the seat
currently held by Republican Sen. Joe
Heck. Again, the margins between the
parties are slim – less than 3,000 votes.
Democrats also feel that because they
were able to defeat Republican Sandra
Tiffany in 2006, there’s a chance that
history could repeat itself here.

Why is this race so important? The
GOP’s advantage in the State Senate is
only 1 vote, so this race could essen-
tially be fought for control of the state’s
upper house. There are few other Sen-
ate races up next year, including Bob
Beers’ seat in District 8, where the Re-
publican advantage is only 2,500 votes. 

Most observers, however, think
Beers’ conservative base in that district
make him much stronger than the num-
bers would appear. Heck is also strong,
and will undoubtedly beat his opponent
in fundraising. Four years ago, he also
had union support when he ran against
and beat conservative stalwart Ann
O’Connell. While he may lose some of

those endorsements to a good Democ-
rat, he had a strong voting record with
key unions like the police and firefight-
ers, and they have a history of support-
ing those who voted for their causes.

When the dog-days of summer come
to an end, there will definitely be more
names flying around and more trial bal-
loons being floated.

Michael Sullivan is president of Knight
Consulting, a statewide government
and political affairs firm.

he stretch between summer
and winter is an interesting
time in the political world,
especially in the year lead-

ing up to a major election cycle.
While the rest of the population is off

vacationing in cooler climates, political
leaders and operatives from both par-
ties are beginning the process that will
continue until just before next spring:
finding suitable candidates to challenge
incumbents and compete for open seats
in the 2008 election.

While the search has not necessarily
begun in earnest, names are being
thrown around and potential candi-
dates are receiving phone calls from
suitors asking them to consider throw-
ing their hats in the ring. For some, the
choice will be easy: it’s not as hard to
convince someone to run for an open
seat (no incumbent) then it is to per-
suade them to take on an entrenched
and well-funded opponent.

Ever since the seat was formed in the
re-districting of 2001, the first race that
is always talked about is Congressional
District 3 (CD3). Since its creation, it
has been represented by Jon Porter, and
he has defeated some very good oppo-
nents, including Tessa Hafen, who ran
a spirited and challenging effort in
2006, but fell short at the end.

This year no major names have sur-
faced yet. One person, Dr. Larry Lern-
er, husband of Rep. Shelley Berkley,
expressed early interest, but withdrew
his name last month. Clark County
Prosecutor Robert Daskas has also

by Michelle Danks
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said some banks are reluctant to
change. “To implement the technolo-
gy is time consuming and costly – but
worth it if you’re willing to do it,”
Olson said. “We knew when we
opened the doors that Service1st
Bank of Nevada had to adapt to tech-
nology quickly.”

The bank did just that. “Online ser-
vices are in high demand by business-
es,” said Michael Becknell, senior
vice president and cash management
officer for Service1st Bank of Neva-
da. “To have the ability to process re-
mote deposits, view transactions im-
mediately, originate deposits, make
stop payments, have automated rec-
oncilement capability and more with-
out stepping foot inside a bank branch
can have a positive and immediate
impact on any business and its operat-
ing efficiency.”

Becknell and Olson, both of whom
have worked in the banking and fi-
nance industry in Southern Nevada
over the last 20 years, credit the Inter-
net-based services and customer rela-
tionships to the bank’s success. The
bank made Internet technology central
to its corporate philosophy to accom-
plish several objectives: to better serve

customers; cut operational costs; and
manage competition. “Automation is
key to any service or product a bank
has today,” Olson said. “Technology
has shifted from serving as a business
enabler to a business driver, which is
why you must think beyond the basics
in technology if you want to remain
competitive.”

According to Olson, today’s busi-
ness banking customers don’t want to
go to the bank. They want access to all
their financial information at any time,
any day, and that information needs to
have the ability to work with a partic-
ular company’s accounting software
and operational needs. But providing
technology isn’t enough, which is why
it’s crucial to maintain customer rela-
tionships, too.

Although Service1st Bank of Neva-
da spends a good portion of its time
reinforcing its position as a techno-
logically-advanced financial system
provider and Internet-friendly, inde-
pendently-owned bank, the bank’s
team also invests time in providing in-
struction and guidance to customers
on how to use the bank’s services.
“Regardless of all the bells and whis-
tles we provide, it still all comes down
to relationships,” Olson said. “With-
out relationships, we wouldn’t know
what the market needs in order to de-
velop products and services, and we
certainly won’t continue to grow as
quickly as we have without ensuring
that the relationships with our cus-
tomers, board, community and others
are strong.”

n the ‘90s, having access
to your checking and sav-
ings accounts via the In-
ternet was practically un-

heard of. Today, nearly all banking
institutions provide customers 24/7
access to checking and savings ac-
counts in order to stay competitive.
So what’s the next tech step for banks
– particularly business banks? Total
bank automation. 

In January, Service1st Bank of
Nevada opened its doors to cus-
tomers throughout the state with a
bang. The bank, which launched with
more than $50 million in capital – the
most recorded by a bank created in
Nevada – reported more than $90
million in assets within the first six
weeks of its operation. 

According to President Stuart
Olson, the bank’s early success can be
attributed to two things: relationships
and technology. “It was clear to us
that, while we would concentrate on
customer service as a business-orient-
ed bank, we needed to step up the ser-
vice department,” Olson said. “We
knew when we opened we had to be
the state’s foremost service leader
when it comes to offering technology-
savvy banking services.” To date, Ser-
vice1st Bank of Nevada is the only
bank in the state to offer a comprehen-
sive degree of Internet-accessible cash
management services to its customers.

Although Nevada’s growing busi-
ness banking market is a driving force
behind the banking industry’s incor-
poration of new technology, Olson

by Michelle Danks
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What They Can Tell You

rganizations typically ex-
pend a great deal of re-
sources to attract, hire and
retain personnel who poss-

es the knowledge and skills key to a po-
sition. Furthermore, each individual
must be well-suited to the organization
as a whole. In many cases, however, a
new employee just doesn’t fit. Addition-
ally, organizations often lose long-term
employees for no apparent reason. 

The exit interview is a valuable tech-
nique for identifying resolvable issues
that can new and long-term employees
to seek opportunities elsewhere. To be
meaningful, however, exit interviews
must be conducted in an environment
where departing employees feel com-
fortable sharing the real reasons for
leaving. In most organizations, exit in-
terviews are conducted by those mem-
bers of the human resources depart-
ment who are perceived as credible,
neutral parties. 

Typical exit interviews include ques-
tions such as: What is your primary rea-
son for leaving? Did anything trigger
your decision to leave? What did you
like best or least about your job?

The challenge of conducting a useful
exit interview is in obtaining the real
reason behind an employee’s decision to
leave the organization. The most com-
mon response received when an individ-
ual is asked why he or she is leaving is,
“For more money.” If you hired well to
begin with, you would expect the em-
ployee to make more in a subsequent
job. However, what motivated the em-
ployee to start looking in the first place?

It may take a little digging but you need
to discover the determining factor for
the decision to leave. In most cases, em-
ployees leave because of relationships,
work environment, non-competitive pay
and benefits or other tangible reasons. 

The ability of an organization to iden-
tify why people are leaving determines
its ability to take action to address those
issues. Many times interviewees are re-
luctant to share information if their rea-
son for leaving is due to poor leadership.
If poor leadership is the problem, exit in-
terviews may help develop enough in-
formation to pinpoint significant man-
agement issues and provide the means
to take action. If the results of the exit in-
terviews indicate that work environment
or pay and benefits as factors, the orga-
nization can implement needed changes.
The challenge for any organization is to
recognize trends or issues before they
become serious problems. In far too
many cases, organizations attempt to
treat the symptoms rather than solve the
real problem.

Excessive employee turnover can
weaken a company and impede growth.
Moreover, it is often indicative of much
deeper problems within the organization.

Exit interviews can reveal underlying
areas of concern within an organization,
and provide management with the re-
sources to effect the necessary changes
before the problems spiral out of con-
trol. Exit interviews, if done well, may
take time, but can pay huge returns to
the organization.

Mark Keays is president of Desert Man-
agement Services, a Las Vegas-based
management consulting firm and a fac-
ulty member of the University of
Phoenix.
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evada indicators continue
to soften, a reflection of
rebalancing in housing
construction and slower

spending for consumer durables. Nevada
April taxable sales is down in the short-
run (compared with the previous month)
and the trend (same month year ago).
Still, job growth continues to trend up,
suggesting expansion at slower rates.

The picture in Las Vegas and Reno
looks about the same, though tourism is
weaker in Reno. On the employment
front, job growth is up for May (same
month year-over-year) at 2.3 and 2.1
percents, respectively. The unemploy-
ment rate is 4.3 percent for both of Neva-
da’s urban centers, a favorable rate for a
period of economic readjustment. In
short, nonhousing business sectors con-
tinue to do well, softening the adverse ef-
fects of housing.

Housing remains the one weak busi-
ness sector. Moreover, it is highly likely
that this situation will continue through
the second half of 2007 and into 2008. In
short, housing’s decline and recovery will
be U-shaped rather than a drop that hits
a bottom and quickly recovers, a V-
shaped perspective suggested by very
optimistic people.

National conditions, having seen a
marked drop in overall activity in the
first-quarter 2007, also continues to
grow, albeit at slower rates than in 2006.
Housing and consumer durable spending
remain soft. Other sectors remain strong.
Consumer spending, the largest part of
our economy, shows signs of strength.
Retail sales are up by 4.7 percent on a
trend basis. So, housing, having taken
about 1 percent from U.S GDP growth,
has slowed growth, but growth for 2007
should still be in excess of 2 percent.

R. Keith Schwer
UNLV Center for Business and 
Economic Research

units previous comments
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Department of Commerce, U.S. Bureau of Labor Statistics, U.S. Census Bureau; U.S. Federal Reserve Bank.
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