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AT&T Digital PCS customers don't have to
shop around to get a better deal.

AT&T has always had the largest digital wireless network
in North America. Then we gave you nine Western
states with no roaming charges. And in 1998, you'll be
getting more benefits. Automatically.
Here's the news from AT&T Digital PCS-more included minutes
on every calling plan , free local calling on nine holidays, one flat
rate all day long and wireless long distance for just I5¢ a minute .
The best part is, th is isn't an offer. It's not a promotion. It's simply
wireless service that works harde r for you . Automatically. Of
course , if you don 't have AT&T Digital PCS yet, you can still get all

I 800-IMAGINE®

of these benefits. Just visit any AT&T Store.

-

It's all within your reach.

.AT&T

-

© 1998 AT&T. Available on digital PCS calling plans; may require 12-month service commitment with fee for early termination. Nine Western states home service area includes AK. HI . WA. OR,
CA, NV, ID. UT, and CO. In Las Vegas , airtime is billed in half-minute increments and rounded up to the nex t half-minute. In Reno. airtime is billed in one-minute increments and rounded up
to the next full min ute . 15¢ long distance rate requires selection of AT&T Long Distance service. Other terms, conditions, and exclusions apply.

Healthcare can raise some difficult questions ...
There's One Simple Answer

The Valley~ ~HealthSystem·
Whether it's a routine check-up, a case of the fiu ,
or a situation requiring a hospital visit, you can
depend on The Valley Health System to provide
superior care. That's because The Valley Health
System is an integrated system, committed to
providing our community with coil\·enient access
to quality healthcare , while at the same time
controlling costs through increased efficiencies.

Our philosophy has made us the provider of choice
for more employers, delivering quality care to over
780,000 Las Vegans - we are the leader with IJine
specialized centers of medical excellence, representing
3,500 of the finest physicians and medical
professionals. So, when you're looking for answers
to all your healthcare questions, all you need is

The Valley Health System.
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Budget Surpluses?
••• Don't bank on it
LYLE E. BRENNAN Publisber

m

s I'm sure you've heard, the president has unveiled his plans for a balanced

budget and says he's achieving some real surplus savings. The president
boasts his new budget can achieve the first balanced bottom line in 30 years.

Sounds good. But, we did a little surfing on the Net and downloaded several
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actual budget documents that tell a far different story. And it's not the one you hear,
or read about in the news.
Although Clinton's plan does anticipate a 1999 surplus of $9.5 billion in the
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"Unified Budget," this so-called Unified Budget does not represent the whole
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picture. In fact, it approximates the pocket change of a Chapter 11 applicant. What
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about the other areas of the budget where large-scale borrowing will continue?
The fine print reveals that in fiscal year 1999, the national debt is expected to
grow by about $193 billion .
If you consider the entire budget, in the year 2000 the national deficit will approach
a staggering $ 178 billion, and over the next five years, that debt is expected to
balloon by approximately $800 billion.
Through the presentation ot a small elaborately-framed portrait, the administration wants the public to believe all is well , and our government is fiscally responsible. But when you examine the whole picture, you' ll come to the realization that,
as a nation, we continue to go further into debt because our administration refuses
to acknowledge and address the entire problem.

If you ran your household finan ces the way Washington runs its budget, I guar·an-

tee it would be only a matter of time before you declared bankruptcy. However, if
you, like our government, were allowed to declare cer1ain liabilities "Off Budget",
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you 'd probably be able to sidestep the bankruptcy, and pass the problem along to your
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kids. In fact, you might even be able to afford that new boat you 've been looking at.
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the board, our children will inherit a monumental national debt. And, the only way
the administration can solve the problem is to be honest - with themselves and with
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Don't let your phone
company hold your
business hostage.
The Telecommunications Act
of 1996 gave consumers,
for the first time in history. a
choice in who would provide
their local telephone service.
The intent was to cultivate
competition and lower prices. Recently. however,
the spirit of the act was dealt a crushing blow. In
an attempt to lockout competition, Sprint-Central
Telephone Nevada faxed a letter to its business
Centrex customers informing them that unless
they sign a five year contract they will experience
a rate increase of 20%. This would essentially
mean giving up your freedom of choice until the
year 2003.
At NEXTLINK (your new local telephone service
provid er) we have no intention of raising our
rates for Centrex users and we will never subject
our customers to such unscrupulous strong-arm
tactics. We believe that the loyalty and trust of
our customers should be earned, not extorted.
If you wish to avoid being held hostage to longterm contracts or higher rates from your phone
company. call NEXTLINK and start experiencing
everyday low rates, exce llent local customer
service and state-of-the-art fiber optic technology.

N E ~TL INK ®
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Dear Editor;

most

Bea Stewart
President
The Matrix Group

people."

A

s Southern evada's job climate
grows increasingly sophisticated
and competitive, the process of pairing
qualified employees with their ideal
working environment becomes even
more complicated.

D

rawing top talent in any field
requires knowing Southern
evada's business community and
listening carefully to the needs of
prospective applicants. Accurately
assessing whether a candidate fits
a job position within a company
necessitates thoroughness, patience
and a true interest in bringing about
the best result for all involved.
To ensure successful hiring, one should:
• Pre-qualify applicants
• Test for technical skills
• Conduct multiple interviews
• Qualify professional references
• Background verifications
• Negotiate equitable offers

T

he staff at The Matrix Group
continually strives for increased
knowledge of the industries we serve
while simultaneously focusing on
meeting the individual needs of both
clients and candidates.

Best of success!

~~
company's
staffing needs adl:

For your

(702) 598-0070
Fax (702) 598-492 -.,...,,."""....
1-800-595-6975
www.matrixgrp.com

"And F.xperi£nce
the Difference"

With regard to your February article
on evada's "paycheck" ballot measure - the Workers Rights Initiative
(WRI) - a disclaimer that the author,
Mike Sullivan, is a leading political
consultant to Democratic candidates
should have been included at the end
of the column . T hat way, readers
would understand the motivation behind Sullivan's less-than-honest assessment of this initiative and its effects on the Republican party. Please
allow me an opportunity to respond to
Sullivan's hatchet job.
Sullivan, along with almost every repmter in Nevada, continues to mischaracterize what the WRI would and
would not do if passed by the voters.
According to Sullivan , ifWRI becomes
law, " union bosses would not be able
to spend members' dues on (political)
expenditures, unless the individual
workers expressly approve it." This is
absolutely, categorically false.
WRI does NOT require unions to get
members ' permission before spending
money on political causes; it merely
requires unions get their members'
permission before deducting money
from their paychecks that would be
used for political causes. This is a
subtle but significant difference.
WRI does nothing to interfere with
or change the manner in which unions
spend their money - only in how they
raise it. WRI would simply require
unions to raise political funds the
same way the Democratic party and
the Republican party raise their money
-through voluntary contributions.
As to the "straw man" that Nevada
is a right-to-work state and, therefore,
WRI isn' t appropriate, please note that

the Wyoming Legislature overwhelmingly passed paycheck protection legislation on March 12 - and Wyoming
is also a right-to-work state.
As for Sullivan's apocalyptic predictions of what WRI would do to
Republican candidates and the Republican party ... well , we're touched
by his concern. But you'll pardon us
if we don ' t accept strategic advice
from someone who's entire business

"Nice try, Mike. But
your predictions of
GOP discord are
greatly exaggerated."
is devoted to defeating our cand idates . The fact is , over 80 percent of
Republicans support WRI. It's hard to
remember another issue that has had
such universal appeal.
ice try, Mike. But your predictions of GOP discord are greatly exaggerated. On the other hand, there is
tremendous disagreeme nt between
union bosses and union members on
thi s issue - as evidenced by polling
that shows 66 percent of Democrats in
union households support the initiative . Maybe you should worry about
getting your own house in order, first.
Charles Muth
CHArRMA

NEVADA

REPUBLICAN LIBERTY CAUCUS

Talk
Dear Charles;
Thanks for writing and sharing the
"other side of the coin " with our
readers. Ho weve1; just for the record,
Sulli van does not handle only Democrats. His political consulting business
develops strategies and campaigns
for members of both parties.

COMMENTS? e-mail: editor@nevadabusiness.com
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Insurance in the 21st Century

BY DAVlD HOFSTEDE

After an SflS monopory lasting 85 years, Nevada businesses
finally have a choice on workers' comp.

Before you buy or sell your
business, turn to page 19
and read on.

19
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BY JENNIFER ROBISON

How to avoid the common pitfalls.
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Northern Nevada's real estate market.

41

Tbe McCarran Cente~;
a Tbomas & Mack
development. Page 41.
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Studios, Inc.
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Long-nmning partnership paves the way for commercial
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and Grubb & Ellis.
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Fighting insurance fraud in Nevada
Campaign '98 holds no surprises .. . yet.
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Not on the 'Net yet? Here's
some help to get you going

BY MTHLEEN FOLEY

Local artists draw inspiration from
a wide range of raw materials
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The ten most deadly sales mistakes
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April I998 •

'ievada Business journal 7

The basics of insurance
are learned early on at
the beginning of a business career, and traditionally have not required any
refresher courses in the
years that follow. For
insurance, like banking,
has always been perceived
as an industry in which
change occurs at the speed
of continental drift. However, as a wise man once
said, "Just because insurance is boring doesn't
mean you can ignore it."
New century, new rules all of a sudden, there is
change afoot in nearly
every branch of the insurance industry, from workers compensation and liability, to property and
health. In Nevada, the
most significant of these
transformations pertains
to the State Industrial
Insurance System (SIIS)
which, after 85 years as a
monopoly, must now prepare to do battle in a competitive marketplace.

8 Nevada Business Journal •
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To SIIS or not to SIIS
n July 1, 1999, workers ' compensation insurance will no longer be controlled exclusively by SITS. Under new
legislation, passed in 1995, private insurance companies operating within the state
wi ll be allowed to provide workers' comp
to Nevada employers. According to
Randall Capurro, a former assemblyman
and now a vice-president with Layne &
Associates, the change has been a long
time in coming.
"The legislation was first introduced in
1971 , and vetoed. It was passed and killed
again in 1973," Capurro said. The process
of breaking the monopoly began as employers sought other methods of saving
money. "The unions and the larger employers were able to keep their rates
down, and get their people taken care of,
but the small employer and, later, the hotels, were paying far too much for workers' comp. When the hotels figured this
out, they went self-insured; that left only
the little guy out of the loop, unable to use
the leverage of his regular insurance to
buy workers' comp," explained Capurro.
"There was so much pressure on the
legislature from the business community,
because they thought there were shortcomings with SITS," said Layne & Associates president Bruce Layne. By 1995 , the
situation was convoluted enough to make
the open-market legislation unavoidable,
and virtually veto-proof.
Although SITS Chief Executive Officer
Douglas Dirks expects to lose a lot of
business - as much as 50 percent by his
estimate- he maintains that STIS was "the
primary proponent" of this change. "We
thought it would be best for us and best
for the employers in Nevada if we had a
competitive market, as 45 other states currently have. We believe this will force us
to deliver a higher level of service."
SUS has already begun to prepare policyholders and businesses for the new marketplace which, for employers, will mean
an entirely new manner of purchasing
workers ' comp - new rating plans, new
classifications, and an annual 12-month
policy with a renewal date. The Nevada
Commissioner of Insurance has licensed

O

the National Council on Compensation
Insurance ( CCI) to be the rate-making
organization for workers ' comp. NCCI
currently gathers experience data in 37
states from over 700 insurers, state funds
and self-insured groups.
Layne is preparing his policyholders as
well, and described as a priority his intention to target businesses planning to jump
the SIIS ship. "Competition is the best regulator of any service, and we have found
through seminars we've conducted that
many of our clients, if the differences are
explained to them, would prefer to have
the private sector handle their claims."
The Sierra Insurance Group has also focused its attention on Nevada's $450 million workers' comp market, by applying
managed care principles to reduce costs.
In October of 1995. Sierra acquired en
Financial, Inc. , the parent company of
California lndenmity. Through prog~ams
designed to lower disability expenditures,
Sierra's workers' comp division has
shown impressive profits in the highly
competitive California market. The firm's
built-in name recognition in
evada,
through its operation of the state's largest
health plan and medical group, has already given Sierra a head start. The company bas also instituted a 24-hour, tollfree phone number to accept injury reports
and answer questions.
Douglas Dirk declared that sns will
attempt to hold onto as much of its market
share as it can by being more responsive
to clients . "Historically, we had a onesize-fits-all approach, but in a competitive
market, a company has to develop new
products ." In December, STIS hired a new
marketing director from the pri vate sector,
and must now begin the process of convincing employers to remain clients ,
something that was not necessary when
employers didn ' t have a choice.
"It will be very challenging from a
management standpoint to Jose that much
business and remain profitable, but I'm
confident we can do it, by increasing our
efficiency through new computer systems,
better training programs, and more creative product offerings," Dirks said.
Last year, SIIS conducted surveys
across the state and spoke with insurance

"Having been a monopoly for
85 years, we know some clients
will want to try the competition.
We want to make sure our service levels are high enough that
when they do, they'll want to
come back."
- DOUGLAS DIRKS,

S!lS

brokers, to determine how best to prepare
for competition. The result has been an
extensive restructuring that has included,
according to Dirks, improvements in the
claims and policyholder services departments, and a $ 12 million reduction in administrative costs since 1995. "Having
been a monopoly for 85 years, we know
some clients will want to try the competition," said Dirks. "We want to make sure
our service levels are high enough that
when they do, they ' ll want to come back."
Since NCCI requires insurers to issue
annual policies, SIIS began doing so as of
April 1, offering several payment options.
Advance payment is now required. but the
payments eliminate the need for securities
being held for deposit, and also eliminate
SITS payroll reports - with the exception
of construction accounts - further reducing costs to both sns and the employer.
Apri11998 •
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Also on April 1, a premium rate reduction went into effect at SITS, based on the
loss experience of policyholders relative
to the premiums paid over the last 10
years. The reduction will average 22 percent for current policyholders - a total
savings of approximately $115 million for
Nevada businesses.
But what may prove most significant in
helping SITS hold on to market share is a
Nevada revised statute that cements pricing and experience ratings made by the
CCI from July, 1999 to 2002 . According
to SITS, this will help standardize rates
from competing companies in the open
market, while protecting policyholders
from unanticipated rate changes after the
initial premium year with a new company.
Bruce Layne, however, calls it pricefixing . "For five years, we have to use the
premium that's been established - we
can' t go below it- so it's really not competition," he said. "But we'll still pick up
business, mostly from clients who would
rather not put up with the bureaucracy."

What's Covered:he advent _of choic~ in the workers '
compensatiOn provmce comes at a
time when many firms are faced with an
assortment of insurance-related options.
Insurance companies are likewise dealing
with new forms of coverage, and expanded definitions of traditional coverage. The
dust has not yet begun to settle on several
intriguing issues, now being debated by
legislatures at state and federal levels.
It's all enough to cause stress in anyone
- but is that case of stress covered by
workers' comp? In recent years, an increasing number of claims have been filed
citing various forms of mental duress, and
thus far the courts have often decided in
favor of the employee. Previous claims
paid by insurance companies included a
worker who had a heart attack after an argument with his boss; a truck driver who
blacked out, and was then unable to drive
out of fear he would black out again; and
a worker who fainted, fell, and suffered a
head injury after being told by his super-

T

visor that he would be transferred, and
forced to take a pay cut. In California, an
employee who proves that as little as 10
percent of his or her disability was caused
by job-related stress can qualify for workers' compensation benefits.
One of the most bizarre cases on record
involved a cocktail waitress at a resort
who was on her way home, when she
stopped to help a guest who was having
car trouble. The guest sexually assaulted
her, and the waitress was awarded workers' comp for her injuries and emotional
trauma.·The court ruled that since she had
been instructed to be "cordial" to the
guests, her offer of roadside assistance
was employer-related.
"A lot of legislation is designed to protect the consumer, and rightly so. But a lot
of that protection can be abused," said
Dan Heffley, vice-president of Las Vegas
Insurance Services. "There's a potential
for fraud in any type of insurance; if
worker's comp is broadened to cover
mental or nervous conditions, it's a triumph for consumers, but are we opening
Pandora's Box?"
"California covers stress - we don't,"
says Bruce Layne. "The most important
thing is that the worker is compensated on
a fair basis, but sometimes it's a judgment
call. It shouldn ' t be covered if the person
is a type A personality at home, too."
Another insurance issue that may soon
face many corporations is the extension of
spouse and family health benefits to samesex partners. "I don't know how many
court precedents exist on that issue, but it
affects more than health insurance benefits - it would change the whole funding
mechanism of social security and welfare
as well," said Layne. Thus far, only some
of the nation 's largest corporations have
introduced such coverage, and since their
insurance is self-funded they have the luxury of greater flexibility in these determinations. For smaller companies, adopting
the same policy could have serious economic ramifications.
"If we offer coverage to unmarried
same-sex partners (only Hawaii legally
recognizes gay marriages), what about the

"Have a good safety program,
[and comply] with all OSHA
regulations - that should help
reduce the frequency and severity of [workers' camp] claims."
- BRUCE LAYNE, LAYNE

& ASSOC.

guy who's been living with his girlfriend
for three years?" asks Dan Heffley. "If we
say OK for gay partners, we'd have to do
the same for heterosexual couples living
together. Where do you draw the line?"
Until the federal government enters the
debate, such decisions will remain under
the auspices of the states and individual
insurance companies. According to Heffley, location may be a determining factor
in setting policy. "A lot of insurance companies are based in the Midwest, and you
will see them reflect Midwestern values,
and not be as progressive; on the other
hand, companies like UniCare, based in
California and newly arrived in Nevada,
cover acupuncture and alternative medicine as part of their benefits."
Will Nevada's proximity to California
influence the local insurance market?
Heffley isn' t certain, but he acknowledges
change is inevitable. "The industry will
change - it has to. Once one company
Apri11998 •
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starts, other companies will follow suit in
order to survive.
"People might disagree, but most insurance companies try to do the right thing.
They pay a claim when it is warranted.
Most customers also want to do the right
thing - it's that little percentage in each
category that makes it tough for everybody else."
Case in point - the infamous woman
who sued McDonald 's and was awarded
more than $1 million after sufferi ng bums
from spilled coffee. "We have more
lawyers in the United States than in any
other coun try on earth," is Heffley 's explanation. "So I am always in favor of protecting yourself against the unforeseen,
especially when it comes to lawsuits."
"(The McDonald 's decision) seems absurd to me," said Bruce Layne. "A company is supposed to be legally liable out of
negligence to pay a liability claim - was
McDonald's negligent? There are too
many cases like that, but most j uries are
pro-victim, so it's something companies
must consider."
Layne & Associates hired Richard
Kumler, a full-time, in-house authority on
loss control. "I set up programs to identify and control hazards which are specific
to different business operations in the aspects of public liability, work place safety
issues, and federal and state work place
regulations," Kumler said.
The most important thing a business
owner can do, Layne says, is to prevent
the claims from happening in the first
place, whenever possible. "Have a good
safety program ; make sure the company is
complying with all OSHA regulations that should help reduce the freq uency and
severity of the claims." Often, this can be
as simple as installing smoke alarms, improving lighting in stairwells, and adding
exhaust fans.
Liability claims made agai nst employment practices is another growing concern
-just ask President Clinton. "Some serious, multi-million dollar claims have been
made over wrongful termination and sexual harassment," said Layne. "A separate
policy is needed, since (these issues) are
not covered under general liability."
12 . 'evada Business journal •
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Vou•re in fror
a $23,625

shock.
As an employer, you risk subs!anlial fines when your employees don'! use
safe work praclices or proper safely equipmenl. This is an area where a lack
of altenlion on your pari could end up cosling you a lo!. In !he las! quarler of
1997 alone, Nevada employers were ciled for 89 eleclrical violalions, for an
inilial penally of $23,625.
The fact is, any lime you violale heal!h and safely hazards, you could incur a hefly
fine. And !hal's if you're lucky. One of your workers could be seriously injured-or
even die-because of safely hazards in !he workplace.
The Nevada Departmenl of Business and lnduslry, Division of lnduslrial Relalions,
Safely Consul!a!ion and Training Section (SCATS) con help you prevenl workplace
accidenls and avoid safely violalion penallies.

v.:r~~~ns

~~~~~

89

$23,625

ss

s 6,975

Scaffolds

48

531 ,575

Fall Protection

42.

$27,125

37

521 ,400

TOP FIVE HEALTH AND SAFETY STANDARDS VIOLATED:
Electrical
(Not having adequate strain relief on extension cords, for not guarding high voltage
temporary wiring, and for not having a cover on an electrical junction box.)

Hazard Communication
{No written chemical hazard communicalion program, exposed employees not adequately
trained, and not having material safety data sheets for all hazardous chemicals.)

~~:=Nofd~~J1a~:9a~=~~~~9d1~~~Fo;n~~~~~~J~Iy~l~nr~1 orking level
(Not providing fall protection systems for exposed employees to unprotected sides and
edges. having unprotected openings in floors or roofs, and not training exposed employees.)

Asbestos
(Not having competent person on the work site. not adequately training exposed
employees , and not promptly creamng up asbestos debris.)

Yoolanonsflll>ldbyoheiiMOoooflnduslrioflolotions, ll<rupotioool
Safe~ ond Heofth Enf~cemenl l«tioo 10\H!l), Odober · O.Cemheo 1997

"Aipeooftiescole<ledbyoheDMsionoflnduslrioflolotionsCIIeused~

offse!Oilllt.IOimsessmeniSof Hevodawod:ers' ~insurm..

Nevada Department of
Business & Industry

Make the
safety
connecti
And remember these tips to help prevent
electrical hazards:
• Regularly inspect insulation an electrical
cords and cables, as well as the pins
on the plugs for damage;
• Train employees fo grasp the
plug when removing if from
a receptacle;
• Always make sure electrical
junction boxes are appropriately covered, and use only
listed and labeled equipment;
• Always make sure flexible electrical
cords and cables are never:
-Alfached to building surfaces,
- Run through doorways where they can be pinched,
- Run concealed behind building walls, ceilings, or floors,
- Run through holes unless protected by bushings or fillings.
No molter what your business, no molter what your hazard concern·,
SCATS can make sure that you're connected to the information
resources that will help your business run more safely.

Las Vegas SCATS 702/486-5016
Reno SCATS 702/688-1474

Another misconception involves the estimated 12 miilion Americans who operate a full or part-time business out of their
homes. "The normal homeowner's policy
excludes bu siness ex posure," caution s
Lay ne. Depending on the type of busi ness,
an extension on any existing policy may
be added. Some companies offer property
and liability insurance for "incidental"
·businesses operated from a home, but the
definition of incidental may vary from
company to company. In most cases, the
term refers to a business that grosses less
than $5,000 per year.
There are "mini-business owner" packages specifically designed for home businesses . These policies would include the
loss or destruction of business property,
the loss of val uable papers or important
information, personal injury and advertising liability, accounts receivable up to
$ 10,000, money lost on the premises up to
$5,000, and expenses and lost income if
an insured peril renders the business unable to operate for up to one year.
Home business professionals, such as
psychiatrists and attorneys, would also
need to purchase professional liability insurance, which is not included in a business owners ' package policy. A separate
business auto insurance policy may also
be required if the family car is used for
business purposes . In some cases, however, a personal auto policy will also cover
business use.

The HIPAA-cralic Oath
hough liability and property damage
usuall y domi nate the headlines when
the subject is insurance, Dan Heffley cites
a recent federal law affecting health insurance that could make a lot of agents sick.
The Health Insurance Portability and Accounting Act, or HIPAA, was signed by
President Clinton in 1996, went into effect
in July of 1997 for groups, and now applies to individual s as of January 1. "It has
the potential to tum insurance companies
on their ear," Heffley said.
If an employee has group insurance and
is terminated for almost any reason, and
the company has 20 or more employees,

T
Always think
and act safely on the job.
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Eanhquake coverage .. . In Nevada:-

T

his past winte1; news reports have

purchasing insurance - or do they?

been filled with stories of the

"Actually, there are a lor of fault-

wrath of El Nino, rhe stonn system that

lines near Lake Tahoe, and there have

M ichael L. Diersen, B.S. , M.B.A.

has wreaked havoc on the California

been a lot of little earthquakes in

Professional Money Management
for Discerning Investors""

coast from Monterey to Malibu. Watch-

Northern Nevada. In insuring casinos

ing hurricanes in Florida, Tornadoes in

and other businesses up there, we rec-

Georgia and blizzards in the East and

ommend earthquake coverage, because

Midwest, Nevada business owners can

it's a catastrophic risk," says Bruce

take some comfort in the fact that such

Layne. "Don 't look at the probability

extreme examples of Morher Nature's

of what could happen, look at the

fury need not be considered when

severity of what would happen."

• Managed No-Load Funds
• Privately Managed Stock
& Bond Accounts
•IRA Rollovers
• Business Retirement Plans
Investment Advisory, Inc.
www.managingmoney.com

WEDBUSH
MORGAN
SECURITIES

I

www.wedbush.com

3980 Howard Hughes Pkwy., Suite 300
Las Vegas , NV 89109-0992

702· 732-45 71

4025 South Pearl St, Las Vegas, NV 89121
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he or she qualifies for a program called
COBRA, which extends those insurance

benefits for 18 months. When that time
runs out, people with terminal illnesses
such as cancer or AIDS , or chronic conditions such as diabetes, might not be able
to get health insurance anywhere else.
"What HIPAA says," Heffley explains,
"is that if you had group coverage, and it's
taken away from you, and if you bad
COBRA or are in a state like Nevada that
has an alternate mechanism for companies
with fewer than 20 employees (' miniCOBRA'), you can get a guaranteed insurance policy. A carrier has to provide
'Creditable Certificates of Coverage,' and
cannot put any exclusions on their policy."
Fai lure to do so can result in fines of up to
$100 per day. If a carrier refuses to provide coverage, the responsibility reverts
back to the employer.
This would be a serious situation in any
state, but moreso in Nevada, which has the
highest hospital rates - $2,700 per day in the nation, as well as one of the highest
uninsured rates in the U.S. (27 percent).
Nevada residents have the dubious distinction of ranking first in the nation in
smoking and lung cancer, and in the top
five in both obesity and alcoholism.
Someone's going to get that bill.
Though carriers are compelled to issue
a policy, there is no restriction on the pre-

mium they can charge. Rates on HIPAA
cases can be I 00 percent higher than a
standard policy. "But even with that, some
carriers may go out of business as a result
of HIPAA ," said Heffley. The deadline for
compliance is June 1st.

Buving Insurance Online
roduct lines and coverage qualifications are not all that will differ as the
insurance industry heads into the 21st
Century. Internet sites and information
services such as the America On line
(AOL) Insurance Center offer customers
new ways to purchase coverage, and to
comparison shop for the best rates. The
emphasis is on personal rather than business insurance, and the help couldn't
come at a better time - according to a
study by the National Insurance Consumer Organization, nine out of 10 Americans purchase and carry the wrong type
and amount of insurance coverage.
Though not as extensive as the AOL site
devoted to the banking industry (see January, 1998 Nevada Business Journa[), ~--
area provides instant life insurance quo
and a calculator for determining h
much coverage is advisable. There
links to websites operated by Colon.U..
Penn, Lincoln Benefit Life, Nation,\"i
Insurance and Prudential.

P

A

D

V

R

ATMN&S partners (left to right): LeAnn Sanders, E1·ic ](.

T

0

Tayl01~

R

A

Bntce Alverson , David J. Mortensen ancl Erven Nelson

ALVERSON, TAYLOR MORTENSEN,
NELSON AND SANDERS
Serving a Wide Array of Legal Needs for
Insurance Companies and Others

A

insurance companies across
evada fmd themselves entangled in costly, time-consuming
litigation, they've continued to turn to
Alverson, Taylor, Mortensen, Nelson &
Sanders (ATM &S), a Las Vegas-based
law firm specializing in insurance defense. As evada's fastest-growing law
frrm , and Southern Nevada's secondlargest fmn,ATMN&S focuses on minimizing the time and expense insurance companies and their clients
endure while involved in the legal system.ATMN&S is commiued to achiev-

ing optimal results for every client.
ATMN&S 's partners have brought
their results-oriented approach to
some of evada's most prominent
cases. Established in Las Vegas by Bruce
Alverson and U.S. Senator Harry Reid in
1977, the firm represented insurance
companies in the MGM Grand frre case
and the Pepcon explosion, and is
presently working with pharmaceutical companies and their insurance
agencies in cases involving the diet
drug Fen-Phen. ATMN&S has also defended doctors and insurance compa-
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nies involved in breast implant litigation . Its work on behalf of insurance
companies entails the defense of thirdparty clain1s, bad faith actions, coverage
issues and bonding disputes. ATM &S
has represented virtually every major
insurer in Nevada, and currently represents more healthcare providers than
any other frrm in the state.
The frrm 's expertise transcends insurance litigation, covering such additional areas as product and professional liability, as well as construction,
business, international, general and
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ALVERSON, TAYLOR, MORTENSEN, NELSON & SANDERS
transactionallaw.ATMN&S has handled
cases revolving armmd transportation
and employment issues, and has represented attorneys, real estate brokers
and agents, engineers, accountants and
other professionals. Its partners and associates have defended developers
against construction defect claims and
product manufacturers against liabilit)'
and injury clain1s. In addition,ATMN&S
provides a full range of corporate and
commercial legal services for the organization, licensing, operation and dissolution of business entities, and the firm
is experienced in assisting Asian and
other foreign investors seeking to establish businesses, secure licensing and
resolve immigration issues.
Although ATMN&S accommodates
an expansive array of legal needs, one
common thread binds its services: its
client service philosophy. "Our strategy
entails being continually better prepared than the other side,"Alverson explained. "We also keep our clients apprised of developments in their case at
every phase of the litigation or mediation process. We send them regular
bulletins summarizing issues of direct
concern to them, and we strive to develop a personal rapport. One of the
most rewarding aspects of what we do
includes sustaining client relationships
that extend beyond the legal realm ."
In addition to building relationships
encompassing trust, ethics and mutual
respect, the firm's partners and associates have achieved substantial respect
among legal industry peers. ATMN&S
is the Las Vegas law firm for the American Law Firm Association, an elite international association of independent
law firms. ATMN&S has earned an AV
rating, the highest available in Martindale-Hubbell's Law Directory; fellow
attorneys and their firms determine
the rankings. ATMN&S is also listed in
Martindale-Hubbell's Register of Preeminent Lawyers, and is included in
Best's Directory of Reconunended Insurance Attorneys.
"The number and caliber of our partners and associates enables us to maintain the resources required to success-

We understand our clients
possess a multitude of needs,
and we continually improve
the resources available for
their defense. Whether they
are individuals or large corporations, we tailor our resources to the demands of
their particular case, giving
them the most competent, responsive counsel available."
fully handle even the most complicated and labor-intensive cases," noted
Bruce Alverson,ATM &S 's senior partner. "It also allows us . to invest in the
most up-to-date computer and research applications. We understand
that our clients possess a multitude of
needs, and we continually improve the
resources available for their defense.
Whether they're individuals or large
corporations, we tailor our resources
to the demands of their particular
case, giving them the most competent,
responsive counsel available."
In addition to excelling collectively,
ATM &S 's partners and associates
have distinguished themselves individually. Among them are members of the
American College of Trial Lawyers, an
invitation-only organization reserved
for just one percent of the attorneys in
every state, the Federation of Insurance and Corporate Counsel, the Defense Research In titute. the American
Bankruptcy Instimte, the ational Association of Bond Lawyers, the Mortgage Bankers Association, the American Board of Professional Liability
Attorneys, Registered Nurses and the
American Institute of Certified Public
Accountants.
ATMN&S 's partners comprise the
foundation of the firm 's ongoing success, and they possess nearly 100 years
of experience among them . Alverson's
practice emphasizes civil litigation; he
is listed in Who 's Who Among Out-
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standing Americans, and is certified as
a Civil Trial Advocate by the ational
Board of Trial Advocacy. Eric K. Taylor
practices in the area of civil litigation
as well, and belongs to the Association
of Trial Lawyers of America and the
Nevada Trial Lawyers Association.
David ]. Mortensen practices primarily
in the areas of insurance defense litigation, construction defect defense, fidelit)' and surety law. He holds membership in the Defense Trial Lawyers of
Nevada, the Defense Research Institute, the National Health Law Association, and the International Amusement
and Leisure Defense Association. Enren
T. elson is active on the City of Las
Vegas Zoning Ordinance Review Committee , the evada World Trade Council and the Nevada Development Authority. Nelson, who also belongs to
the U.S. Supreme Court Bar Association, is fluent in Japanese and concentrates his practice in the areas of real
estate, corporate and business law,
bankruptcy litigation and international
law. LeAnn Sanders, who focuses on
medical malpractice, insurance defense and civil litigation, is a member
of the evada Trial Lawyers Association and the Association of Trial
Lawyers of America.
"We look for attorneys who possess
a solid work ethic, and who know how
to be aggressive in representing our
clients," Alverson explained. "We've assembled a team of some of the region's
most highly-respected attorneys, all
with a single objective: to ensure the
fairest treatment of our clients while
maximizing the efficiency and professionalism with which we guide them
through the legal system."

For more iuformaliou contact:

ALVERSON, TAYLO R.
MORTENSEN ,
NELSON & SANDE I0
7401 lf'est Cbarlestou
Las Vegas, Nel'ada 891 r

384-7000
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Steinberg Diagnostic Medical Imaging

New Northwest Facility Enhances Valley-wide Services
prominent member of Nevada's
medical industry for lO years,
Steinberg Diagnosti c Medical
Imagi ng (SDMI) is poised to dramatically boost its presence with
the addition of a new, state-ofthe-art facility in northwest Las
Vegas. With the upcoming opening of its
northwest imaging center, SDMI, which
has its roots in Dr. Leon Steinberg's 30year-old local radiology practice, will become the largest outpatient diagnostic
imagi ng firm in the state, and one of th e
country's largest. According to Dr. David
Steinberg, Leon's son and a partner in
SDMI, the new center will exh ibit the
same focus on accommodating pati ents'
and referring doctors' needs that char-

acterizes its two other valley locations.
" Our cus tomer serv ice philosophy
revolves around providing the finest outpatient imaging serv ices ava ilabl e to
patients and their referring physicians for
the purposes of diagnosing illness and
di sease," Steinberg asserted . "We've
paired cost effi ciency with the best service and imaging capabilities, while delivering individualized patient care in a
beautiful, relaxing environment."
SDMI's northwest im aging center,
planned by JMA Architecture Studios,
has been designed to ease patient concern and anxiety. ·'We consulted with
building psychologists to better understand the dynamics of relaxing environments," Steinberg explain ed . "We've
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built patient-friendly offices rather than
stark , sterile sunoundings. Also, we've
establi heel eparate waiting rooms for
women and men, and we'll only place patients in waiting rooms with others waiting for a similar procedure. Every patient
can also take advantage of individual,
vented dressing rooms with lockers for
clothes and personal possessions."
While creating a pleasant atmosphere
constitutes a criti cal component of SDMI's
customer service, staying current on the
newest technology is also vi tal. For example, as a research and development
si te for Toshiba, one of the world's largest
medical imaging firms, SDMI enjoys extensive access to the most current magnetic resonance imaging (M RI) equip-

A

ment. "The technology we include at all
our imaging centers is sophi sticated, but
not frightening." he asserted. "O ur new
northwest imaging cen ter contains th e
most slate-of-th e-art diagnostic eq uipment available. We've in tail ed the second super-condu cting, open-sided MRI
machine in Las Vegas [the first is situated in SDMI's Maryland Parkway office].
and we've obtained a 'v irtual reality' CT
scann er that enables radiologists unparalleled, detailed glimpses into th e most
int1i cate patts of th e human body. Also.
our mammograph y equipment represents
th e lowest-dose exam possible. In addi tion, we've included Year 2000-compliant computers that will allow us to clownload diagnosti c images and reports
directly into refening doctors' computers.
as well as tran fer them between rooms
within the imaging cen ter and all three of
our locations."
SDII'II's access to cutting-edge imaging
technology translates into earli er and
more accurate med ical assessments, saving both time and money for patients and
insurance compani es . Pa ti ents at the
firm's northwest imaging center will benefit from a new interve ntional radiology
suite as well . Radiologi sts will be able to
block bleeding into blood vessels, inj ect
special medicines into cancers to selecti vely kill them and bypass blocked arteri es with sten ts, among other procedures. Also, newfa ngled imaging
techniques allow SDMI radiologists to
sa mple ti ssue on an outpatient basis from
the liver, lungs and other organs to evaluate small tumors, tests that traditionally
req uire hospital stays for patients.
Access to th e newest imaging equipment isn' t the only factor distingui shing
SDMI from oth er diagnostic companies .
Its ind ependence, both from hospitals
and larger publi c corporations, fosters
numerous advantages for SDMI's cli ents.
" Many radiologists opera te se parate
offices in addition to working at hospi tal s," Steinberg explain ed. " However,
we're independ ent, so our efforts and
energies are totally concentrated on SDMI
and its patients. SD 1I is 01 ned by
radiologi sts, not business people, so we
understand that the key to running an
effec tive business lik e ours remains
practicing good medi cine."
In addition to being owned exclusively
by radiologists, SDMI is locally held and
managed . "Since we're free from th e constraints of pass ing local decisions
through layers of national decision-makers, we can accomplish results for our pa-
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"At our new northwest imaging center, we've installed the
second super-conducting, open-sided MRI machine in Las
Vegas, and we've obtained a 'virtual reality' CT scanner
that enables radiologists unparalleled, detailed glimpses
into the most intricate parts of the human body."
ti e nts more quick ly and efficientl y,"
Steinberg tated. "The bu ck stop here.
We're the pati ent advocates . We're committed to remaining accessible, and to
being completely service-driven . Being
locally owned and managed also means
that we keep resources and money in th e
community. Rather than siphoning resources away from Las Vegas to suppott a
national health care co nglom era te. we
employ 200 Las Vegans and keep those
resources here."
Supporting the valley has also meant
extensive involvement in such organizations as the Susan G. Komen Breast Cancer Research Foundation. SDMI played a
fundamental role with Channel 8 in establishing th e Buddy Check program (designed to guide women in encouraging
each other to perform monthly breast selfexams). SDMI is also a major donor to the
University of Nevada-Las Vegas, playing
act ive roles on its Academic and Presidential Councils. ·'O m position as leaders
in the medical industry transcends simply
diagnosing health problems," Steinberg
said. "Community education and public
service represent key respon ibili ti es for
any business involved in a com munity's
healthcare status."
Enhancing th e Las \'ega Valley's
healthcare status is made easier for
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SDMI by th e quality of its associates,
accord ing to Steinberg. "All 13 of our
radiologists are board -certifi ed and have
graduated at the top of their classe ," he
described. "We look for radiologists who
possess a passionate interest in what
we' re doing. They're dedica ted to outpatient care, and they realize service constitutes our top priority."
As l evada's heal thcare climate continues to evolve, the state's servi ce providers
will need to assume leadership roles in
disease diagnosis and treatment. SDMI
has understood this since its inception; its
newest addition to its famil y of faciliti es is
representative of its position as a healthcare lead er throughout Nevada.

For more information, contact:

SDMI
732-6000
2950 S. Maryland Pkwy. • LV 89109
4 Sunset Way • Henderson 89014

2627 N. Tenaya Way • LV 89128
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Some important tips to guide you through the
process of buying and selling a business
by Jennifer Robison
or Dean Ol son, president
of Reno-based Carl 's
Blueprinting, business
ownership has meant
freedom from the constraints of working for others. 'Td been
with a large corporation for 14 years, and
I wanted a break from the daily routine,"

Olson explained . " I felt there were opportunities out there for customer-oriented individuals to apply their acquired ski lls to
owning a business."
Partly for the reasons Olson cited, the
notion of business ownership remains a
popular ideal for many. However, the
complex, time-consuming process of pur-

chasing a company isn' t for everyone;
both business buyers and sellers face a
multitude of considerations. Olson 's care
in finding a suitable business has yielded
ongoing success with Carl's Blueprinting:
in the eight years he' s held the document
reproduction firm , he 's supplemented the
Reno operation with locations in Carson
Ap1il 1998 •
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& Selling a Business

City and Las Vegas (although he recently
sold the Las Vegas location). Olson 's
savvy throughout the entire purchasing
process has played a vital role in sustaining Carl's Blueprinting 's success .
"I looked at two dozen companies in
five months, but until I found Carl 's, I
didn ' t seriously consider buying," Olson
asserted. "I wanted a business that showed
stability over the years . The primary thing
that appealed to me was the company's
overall performance in the 15 years preceding its sale. Also, I had great confidence in the sellers - they were honest,
they had integrity and they were very open
with the company books. They even assisted in training new employees to ensure
a smooth ownership transition."

Easing the Buying
Process
he strong bu siness performance of Carl's Blueprinting made its acquisition less risky for Olson.
According to Bob Burley,
president and corporate broker of Las
Vegas-based A: 1 Business Specialists ,
risk tolerance comprises a key factor for
anyone purchasing a company. "Any business can be a good business with the appropriate capital and expertise," Burley
explained. "What buyers must determine
is what the business needs to achieve for
them. They're either going to assume an
established company with good cash flow,
or a mismanaged firm where business is
down. Buyers have to ask themselves how
much risk they 're willing to take on."
Buyers should also give extensive
thought to what trade best suits their specific needs and talents, according to Burley. "Purchasers must develop a clear idea
of what they enjoy doing, and what industry their resources can accommodate," he
urged. "Many people buy businesses without considering whether the company
needs to make a living for them, or provide employment for family members."
Once you 've determined your business
and commerce proclivities, understanding
20 Nevada Business journal •
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"Buyers should
assemble a management team
of professionals
to assist them,
including an
attorney and an accountant.
Retaining the right insurance
professionals is also essential."
- B OB B URLEY, A:J B USINESS SPECIA LISTS

your industry of choice is key, according
Chris Howard, managing director of
Howard Consulting Group in Reno.
"Familiarity with the regulatory and competitive climate surrounding a business is
critical," Howard declared. "Also, an
awareness of its resource needs - both raw
and human - is essential. Potential business owners must ask about a company 's
seasonal cash flow and necessary startup
capital. Buyers should conduct a realistic
break-even analysis. A lot of business
owners spend too much on overhead without considering breaking even and making
profits, when profitability is what distinguishes a business from a hobby."
Most importantly, Howard continued,
buyers need to extensively investigate a
company 's past during the "due diligence"
process. "Don ' t take their information at
face value. For buyers, the due diligence
process can take 60 days or more. Check
on their suppliers, their customers, their
accounting records, their banking relationships and any possible legal issues,"
he stated.
Grasping such details is critical
throughout the beginning and due diligence stages of busi ness-buying, according to Toby Tatum, manager of Renobased Prudential Clement Realty, Inc.'s
Business Sales and Acquisitions Division .
"Buying a business constitutes a very
complex investment, and buyers must be
aware of hundreds of issues before purchasing. For example, they have to address the legal structure through which
to

they pursue acquisition, and they need to
form a legal entity," Tatum noted. "They
also have to determine how they ' re going
to finance the purchase. Most importantly,
they need to think carefull y about what
kind of business they're goi ng to buy. I
offer clients a worksheet asking them
what they enjoy doing, how much money
they have to invest and what industries
they understand ."
For those who endure the decisionmaking process and actually purchase a
business, a new set of potential pitfalls applies, including hiring fan1ily members
who lack the skill s necessary to effectively contribute to the company, and failing
to accurately assess the market. "An inward perspective can put companies out
of business quickly," Howard stated.
"Owners sometimes think they're the only

"Sellers want
to find qualified
buyers - they
don't want to
take a chance
with a buyer
lacking the capital, commitment and ability to
sustain the business. "
- CHRIS H OWARD, H OWA RD CONSULTING GROUP

ones in the market, or that because their
product is something they would buy, then
everyone will want it: It's critical to avoid
that kind of misguided thinking."
What comprises the most effective way
to avert these and other costly mistakes
during the buying process? Industry analysts agree: consult with experts in a variety of fields. "No one person is as savvy
or knowledgeable as a group of detached
experts, so business buyers should seek as
many perspectives as possible," Howard
advised. " If you don ' t understand the
specifics of accounting or marketing, for
example, you need to hire consultants
who do. Accountants, attorneys, bankers-
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these are all sources business buyers can
use to make better decisions."
Added A: l 's Burley, "Buyers should assemble a management team of professionals to assist them, including an attomey
specializing in leases and contracts and an
accountant who can evaluate the company's books. Retaining the right insurance
professionals is essential as well."
Ultimately, once buyers have sutTounded themselves with professionals to guide
them through the process, other, more personal factors come into play. "You have to
make sure there 's a rapport between you
and the people yo u're buying from ,"
Olson , of Carl's Blueprinting, noted. " If
there's no trust or confidence, or if you're
leery about their integrity and willingness
to make information available, then seri ously reconsider buying the business.
Watch out for businesses who ' have to do
research' to give yo u the appropriate
records. The company I purchased was
very professionally-run, they had all the
information I needed at their fingertips."

Deloitte&
Touche

©1998 Deloi tte & Touche LLP. Deloi tte & Touche refers to
Deloitte & Touche LLP and related entities.
Las
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Vegas

Reno
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Simplifying Selling a
Business

R.W. (Bob) Burley, BS, IBBA "The Proven Professional"
We customize the marketing ofyour business with the following:
A:l:\ NEW Links with Brokers on the Internet
A:l:\ Commercial Line
disttibuted to commercial brokers
A:l:\ Las Vegas Review-Toumal
local newspaper advertising
A:l:\ Nation-List International Brokers
for national exposure
A:l:\ Commet·cialMarketing Gmup (CMG)
local commercial brokers
A:l:\ International Business Brokers Association
for international exposure

vital issues for those listing a company for
sale. "Sellers want to find qualified buyers
-they don ' t want to take a chance with a
buyer lacking the capital, commitment
and ability to sustain the business,"
Howard explained.
Such considerations become more
critical when sellers realize they're often
partly responsible for financing arrangements. "Most transactions require sellers
to finance a portion of the sale," said
Prudential Clement's Tatum. "Whether as
a promissory note, or some other method,
75 percent of all business sellers carry
back a portion of the sale."
They' ll catTy back part of the sale provided they can find a buyer, that is. "Ac-

702-731-0030
.___E_xp_e_ri_en_c_e_:_N_at_io_na_I_E_xp_o_su_re_:c_o_n_lid_e_nt_ia_u_tv_:_R_es_u_ns____.l
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Guide , approximately 80 percent o-

Otherwise, we· have a few points
that may be of interest to you.
With Health Plan of Nevada, your
employees will have access to
some of the most comprehensive
coverage available. Coverage that
includes preventive

car~

medical facilities and physicians.
Physician visits are easy. The
member makes a nominal copayment at the time of service. No

c;;.uch ac;;.

cl-aim form;; , no p-aperwork. 3u:<>t

well-child care and immunizations and health education services like our smoking cessation
program.
Your employees also have
access to some of Nevada's finest

part of our commitment to quality,
convenient health care. It takes
Nevada's oldest and largest HMO
to deliver this kind of service.
Call us so we can tell you why
with us, you could have one of

the best health plans in Nevada.
Please call 871-0999 in the Las
Vegas area or (800) 477-4542 in
northern Nevada.

HEALTH PLAN OF NEVADA, INC ....

"How you feel means everything to us."
Form No. 21 .NV.97.042

..

A member of Sierra Health Services. Inc.

We still use pencils.
At Kafomy Armstrong we still believe in one on
one personalized service.
The Taxpayer Relief Act of 1997 made
more than 1000 changes to the 1ntemal Re,-enue
Code. So with rax season upon us, let us help
you son out your specific accounting needs.
And, oh yes, our pencil use tip # 6: sharpen
to a point and toss up to the ceiling tiles to see
if it sticks. Great fun
We're serious about business, that5 why
we·ve been in business helping eYadan's
since 1941.

Co.

KAFOURY, ARMSTRONG &
CERTI FIED PUBLIC ACCOUNTANTS
RENO • L\5 VEGAS • ELKO

0

fALLON

° YERINGTON

• WINNDil!CCA • (ARSON

CITI'

Business Loans
That Cost Less.

Interest rates and down payments that are generally lower than conventional
loans. That's the best reason to consider an SBA loan for your business.
We'll make the process easierfor you. That's the best reason to work with
SierraWest Bank's SBA Lendiflg Division.
Because we focus only on government guaranteed loan programs,
we make them work for you. For commercial real estate,
construction, equipment purchase, business acquisition, or
almost any business need.
Call us for more
information:
3644506

SierraWest
BANK.

"Excellent financial statements
and records are
a must. Companies with poorly
kept or distorted
have difficulty selling."

,;,. h

~
~7

I

records

- TOB Y TATUM, PRUDENTIAL CLEMENT, I NC.

privately-held bu sinesses listed never
sell," Tatum cited. "Although numerous
factors are responsible fo r that, price remai ns the si ngle biggest issue. Many owners make serious mi stakes in establi shing
their company's aski ng price. It's not uncommon to encounter businesses priced
two to four times higher than the market
can sustain."
According to Howard, of Howard Consulting Group, appropriate business valuation is as key to the sale of a business as it
is to successfull y marketing real estate.
"Pricing is as important to selling a business as it is to selling a home - buyers
look for investments priced properly for
the market,'. he explained. "Valuating a
business can be complicated, and sellers
can utilize a number of techniques to detemune appropriate price." [see sidebar]
Positioning represents a significant factor when pricing a business for expedient
sale. According to Tatum, the positioning
process shou ld entail an ongoing eff01t
business holders undettake upon assuming
ownership. "Sellers need early on to develop a sense of where the market is. While it
may be the last thing on their minds at the
time. as soon as buyers purchase a t>u:,ness they should be positioning it for -ture sale," he asserted. "The first ass
ment from a professional a pprai ~er
come fi ve years p1ior to sale, with ill:
quent appraisals at two years and one_
before listing the business."

another essential aspect of positio
business for sale: "Excellent fin

SBA lending Division
The Government Loan fxpert5

C1998
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records have difficulty selling.'·
clared . "Buyers ameliorate ri sk b
ing what exactly they 're buying,

Assessing Your Company's Value
ccurately determining your company's
value encompasses a key part of pricing
it to sell. Unfortunately, many fail to properly assess a fi rm 's true value. Below, are
several considerations to help you more effecti vely understand business valuation:

A

Sellers shouldn 't price a company
according to their perception of its potential futu re growth.
Sellers often think they should be
- paid for equipment and inventory. Remember that all assets involved in a
sale are on ly worth a com pany's cash
fl ow generat ing capacity.
Don 't use "ru le of thumb " pricing
·~ methods; they obscure differences in
operating characteristics or assets.
Too many se llers bel ieve stock mar~
ket trading prices for companies in
comparab le industries represent
price indicators. The reality: such
trading prices yield virtually no indication of value for similar small to midsized, privately-owned companies.
~ Don 't assume that, because you own
a privately-held company, your net
worth is equivalent to you r share. Minority interests in a closed (non-publicly traded) corporation are usually
worth much less than their proportionate share of assets .
Don 't rely on your business 's "book
value ." There 's no consistent evidence that the fai r market value of a
company equals its book value.
Too many sel lers bel ieve their busi-

ness is worth what they initially paid
for it, or how much they've invested in
it. "Businesses are worth the earnings they've generated, and the sustainability of t hose earnings, " asserted Mario V. Agnel lo, a partner in
Reno-based Business Valuation Associates, LLC. "Owners may think they
can recoup certain investments, but
such intangible expenditures as initial
incorporation and opening costs are
not recoverable . A business can actually be worth substantially more or
less than its hard assets. "
For buyers, financial st at ements
should be used on ly as a starting
po int in understanding whether a
business is priced well, according to
Agnello. "Financial statements can be
misleading, " he noted. "Buyers need
to recast financial performance.
Smaller, privately-owned companies
often minimize earnings to reduce
taxes. Interview businesses about
the real ities of their recurring and necessary operating expenses, because
t hose help determine value ."
" Hire a professional ly-trained valuation
~ specialist. Look for these designations : Accredited Senior Appraiser
(ASA), Certified Business Appraiser
(CBA) and Certified Valuation Analyst
(CVA). You may have a tough time finding such professionals in Nevada the state claims no ASAs, only one
CBA (who practices in the Reno area)
and 17 CVAS.

"Oh, you must
already have
HEALTH PLAN
OF NEVADA."

U

• Divorce Financial Planning
records make a business easier to sell."
Once sellers have gauged their market,
set their price and ensured their records
are in order, publicizing and packaging
are key. " Every company up for sale needs
effective packaging - the presentation of
the business and its history in booklet
form. The contents will vary, but every
company should feature the basic information potential buyers want to know,"
Tatum described. "The booklet should include five years of financial data, as well
as facts about the firm 's history, customers, products and prospects for the future. They need to have this readily available for any prospective buyer."
Such advance preparation is something
most business brokers urge company owners to undertake. "Many sellers wait until

a crisis or emergency forces the sale of
their business," noted Burley, of A: I Busi ness Specialists. " It becomes more difficult to get top dollar for a company in
such cases, because often, business is
down or the company is not ready for
showing to those who'd consider buying
it. Sellers should start several years in advance to organize books and records, inventories and employees in a manner suitable for showing buyers ."
Selling or buying a business can be a
complicated process. However, both owners and potential buyers can substantially
ease the process with careful forethought
and education. Arming themselves with
information and retaining the assistance
of professionals enhances the outcome for
every party to the transaction.
•

•Insurance
•Investment & Asset Management
• Pension & Retirement Planning
• Estate Plannning

Call For Consultation Today

(702) 636-1623

EMILY T. SHEHANE, MS
Certified Financial Planner
Certified Divorce Planner
Registered Representative
Financial Network Investment Corporation
Registered Investment Advisor
Member NASD, SIPC

I

333 North Rancho Dr., Suite 180
Las vegas, ~v
1 ut>
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April 1998 •

Nevada Business journal 25

EXECUTIVE PROFILE

PLATINUM COMMUNICATIONS
Bringing personal service, national resources to Nevada

W

armth and the personal touch
aren't generally associated with the
technologically-complex realm of telecommunications. However, customers of
Platinum Communications have come to
expect friendly attentiveness. For Cynthia
A. Martin, president of the I 00-percent
woman-owned business, an atmosphere
emphasizing individuals' needs and wants
characterizes the f1rm 's relationships with
all associates, whether clients or employees. Maintaining such service standards
has yielded continued success for New
Jersey-based Platinum, which opened Las
Vegas operations last year.
"As a national company, we have the
opportunity to accommodate an enormous
customer base," asserted Martin. whose
company markets new and refurbished
Lucent Technologies telecommunications
equipment and systems. "Effectively assisting diverse clients with their needs has
required us to concentrate on customer
service from day one. Platinum Communications is blessed with extremely capable
employees _who understand the imponance
of treating our clients the way we'd want
to be treated. Our staff is dedicated to
doing what it takes to finish the job- they
work weekends, inspect products thoroughly before delivery, and personall y
drop off orders. Our employees comprise
the foundation of our success."
In addition to crediting Platinum's
workers, Martin cites her past experiences
as a vital factor in the company's achievements. "I've been fortunate to gain
ground-floor insight from my involvement
in three other startup ventures, and I've
drawn the best lessons from each of those
experiences," Martin stated. "I learned to
wear many different hats, and I acq uired
val uable knowledge in areas to which I
2() Nevada Business Journal •
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"We're excited about
sustaining a presence in
Nevada, because it's such
a unique place for doing
business. The state
abounds with opportunity."

- Cynthia A. Mart in
otherwise wouldn ' t have been exposed.''
One of the key lessons Martin has
gleaned from her background entails focusing on staff morale. "Investing in employee comfon and satisfaction constitutes
one of the best business decisions any
company can make,'· she declared. "Happy
people become and remain productive
people. At Platinum, we understand everyone needs some nurturing, so we've maintained a sensitivity toward our workers '
need . That sense of compassion, and the
giving. caring environment it fosters, ben-

efits everyone. Also, we reali ze that our
employees represent our greatest resource.
They all possess unique ideas, and we encourage them to innovate and bring those
ideas to the table."
Platinum's progress. success and adherence to the highest management and service principles has translated into its
strategic partnership with Lucent Technologies. In a distinctive program, Lucent
has selected Platinum and 20 other resellers , out of hundreds nationally, to pair
with the company on prime global and national accounts. Lucent chose only its most
exceptional dealers, allowing ·'Lucent and
Platinum to sell to the largest companies in
the world,'' Martin explained. That will
mean added expansion for Platinum, a
firm already nationally recognized for its
brisk growth rate. Inc. magazine ranked
Platinum 177th on its list of the nation 's
500 fastest-growing, privately-held firms
in 1997: according to Martin, the last three
years have seen the company's size tiiple.
With its rapid growth. Platinum fits right
into Nevada's booming economy. In fact,
Southem Nevada's burgeoning population
and commercial growth encouraged Martin
to bring Platinum to the region. What
began as a Las Vegas satellite sales branch
last year is blossoming into much more,
thanks to Platinum's unique approach to
business and its partnering with Lucent.
Martin, who's been visiting 5,000-squarefoot sites across the valley in preparation
for expansion, foresees Platinum evolving
into a depot office where customers can
take advantage of in-house u·aining. maintenance and virtual and satellite office technologies. "We've slated Las Vegas as the
locale for our western region office, and
our New Jersey headquarters will become
our eastem region site," Martin explained.
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-Located at the new Galleria at Sunset mall in Henderson,

A

WestPark Plaza Galleria, provides tenants with great visibility and
easy access from the freeway, Sunset Road and Stephanie Street.

£STH£TICS

-The project's modern design includes the extensive

use of marble and glass, lush landscaping, dynamic entryway and

A
V

Serving the West Valley:
WestPark Plaza Rainbow

WesfPork Plaza Galiena

!-

unique architecture.

M£NITI£S

-A generous tenant improvement package, abundant
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parking and high-tech security are just a few of the many features

GALLE RIA BLVD.

~

GALLERIA MALL

L . __

of WestPark Plaza Galleria.

___j

E. SUNSET

WfSTPARK PLAZA GALLfRIA IS ALRfADY 50 PfRCfNT PRf-LfASfD.
MfDICAL AND PROffSSIONAL SPACf IS CURRfNTLY AVAILABLf ON AfiRST-COM£, fiRST-SfRVf BASIS.
for Leas ing and Pu rchase Option information:
LYLf BRfNN~N & ~SSOCIATfS (702) 592-4098 ~ (702) 731-9007

Question:
Did you ever notice that
when your health care
claims are paid timely
and correctly,
your employees are
much happier?

We

--

-•

did ...

-- _..,.-- --~

r~'il,._

MANAGEDCARE CONSULTANTS, I C.
Quality Claim s Administration
Contact John Grady, Vice President of Sales

(702) 792-2994
4160 South Pecos Road • Las Vegas, NV 89121
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"Thirty people currently work out of our
New Jersey operation, and our move into
14,000-square-foot offices there is imminent. In Las Vegas, we anticipate employing a minimum of 15 people by next year's
end. In the coming five years, we could be
a $35 million to $40 million company. As
we grow, our objective is consistent: approach everytlllng we do with dedication
to excellence. We haven't become what we
are without doing tlllngs differently."
Martin isn't the only one recognizing
Platinum 's potentiaL Business News New
Jersey included Platinum among the Top
25 in its "New Jersey's Finest" series, and
Ernst & Young is interviewing Platinum
executives in consideration for Entrepreneur of the Year. Also, the state of
New Jersey honored Platinum with an
Economic Vitality award. Platinum is
poised to contribute nicely to Las Vegas as
the company brings its tradition of industriousness and innovation to a city that
prizes economic growth. "We're excited
about sustaining a presence in Nevada,
because it's such a unique place for doing
business," Martin enthused. "The state
abounds with opportunity. In such a
booming area, consumers don' t always receive the hands-on customer service they
prefer. That, combined with Lucent's relatively small presence in the state, positions us welL We also assume the benefits
of proximity to such states as California,
Colorado, Utah and Arizona."
As Martin seeks to establish her
firm as the dominant indirect reseller of
Lucent products, don ' t expect her passion
for the industry and her job to waver: "I
love the challenge of telecommunications
- every day is different," she described.
"The industry is so dynamic, and we
continually work with new technologies.
That keeps us on our toes and ensures we
won ' t tire of what we do."
It's not likely Las Vegas, or the rest of
Nevada, will tire of Platinum anytime
soon. The company's blending of smallbusiness service with global resources as a
part of Lucent will only grow in popularity. Look for this Nevada business to make
valuable contributions to the state's economy and citizens for years to come.
•

THE ALL-AMERICAN SPORTPARK
Gearing a variety of sports activities to locals and tourists alike

A

!though Las Vegas' hotel/casino industry affords residents and visi tors a
wide array of lei sure and recreational opportunities, the market has traditionally
under-served true sports fans . That has
begun to change with the arrival of the AllAmerican SportPark, a $20 million sports
entertainment complex Saint Andrews Golf
Corporation is developing at the Strip's
south end . According to Ron Boreta, president and CEO of Saint Andrews Golf
Corporation, the SportPark offers genuine
farru ly entertainment alternatives to Southern Nevadans and vacationers.
"The All-American SportPark represents the first time a company has brought
completely wholesome family activities
into the spectrum of local entertainment
choices," Boreta asserted. "Other attractions may provide products tailored toward
families , but they usually require a trek
through a casino to access them. We think
residen ts will appreciate there's no gambling anywhere on site at the All-American
SportPark, and tourists and locals alike
will love the di versity of our sport -related
activities. There' s something here for
every age gro up and both genders."
Three primary attractions compose the
SportPark's nucleus: the Major League
Baseball Stadium , the ASCAR SpeedPark and the Callaway Golf Course. The
Call away Golf Course opened last October, and, accord ing to Boreta, has proven
exceedingly popu lar. "The Callaway Golf
Course is a nine-hole. championship-style,
par-three course, and its night lighting
enables avid golfers to play in the cooler
even ings during the summer," Boreta
stated. "Golf Range and Recreation Report
recent ly named our 113-tee station driving
range the second-best facility of its kind in
the country, and our 20,000-square-foot
clubhouse features a Nordstrom 's golf

Above: The Callaway Golf Course offers
nin holes of championship par-three golf
Right: The 20,000-square-foot clubhouse
features a Nordstrom 's golf boutique.

boutique and the Callaway Golf Performance Center, where customers can take
advantage of expert club-fitting from golf
technicians. Through the performance center, golfers have access to technology not
available anywhere else in the valley."
Also not replicated in the region i the
SportPark's 1 ASCA R SpeedPark, slated to
open around Memorial Day ; it wi ll provide
three separate racing tracks for families,
adults and children. The cars are "mockedup to look like NASCAR circuit cars, and
guests can race against each other, obtain
videotapes of their races and receive printouts of their lap times," Bm·eta described.
"The SpeedPark is designed to immerse
guests in the ASCAR experience."
For those who prefer the batting cage
to the roll cage, the SportPark is developing its Major League Baseball Stadium,
complete with 17 pitching machines and
batti ng cages, as well as replicas of such
baseball icons as Fenway Park's Green
Monster. "We' ve created a stadium ap-

preaching the real thing as much as possible, with such features as a full-size, working scoreboard on which batters' names
appear; · noted Boreta.
The attractions at the All-American
SportPark offer suc h authentic experiences
they're garnering partnership deals from
key sporting organizations. Jeff Gordon ,
the 1995 ASCAR Winston Cup Champi on , has signed with the Sp01tPark to serve
as the ASCAR SpeedPark's spokesperson
April1 998 •
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If fAKES A GREAr rEAM
fO BUILD A DREAM.

Remember your first
building project?
Dad's tools promised a fmmdation and your weekly allowance provided the
financing. Dreams were easy to achieve back then. We know a little help
can go a long way when people stand by you.
·
Today's projects might be bigger, but a little help can still go a long way. At
Community Bank, we're willing to give hard-working people financial
assistance by offering simple real estate loan programs backed
with honest business banking services.
People helping people and a community bank
making loans happen. Because we believe in our
community's dreams.

~

1400 SOUTH R AINBOW BLVD.

(OPE,~ S.m:RDArs)

and consultant. Major League Baseball
has also entered into licensing and sponsorship contracts with the SportPark, and
several other agreements with major professional sports leagues are pending.
With Saint Andrews planning similar
SportParks in such large markets as
Southern California, Orlando, Phoenix,
Dallas and Atlanta, it is significant to note
the Las Vegas complex represents the publicly-traded company's first, and flagship,
SportPark destination. "With a visitor influx surpassing 30 million people ann ually and a quickly-growing residential pop30 Nevada Business Journal •
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COMMUNITY BANK

2887 SOUTH MARYLAND PK\\'Y.
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ulation, we felt that Las Vegas represented
the ideal market for our first SportPark,"
Boreta explained. "There's a scarcity in
Las Vegas of exhilarating attractions in a
theme-park setting that people can return
to again and again. Our customer service
goal revolves around exceeding all expectations, and giving our patrons a Disneyland-quality guest experience in terms of
safety and attraction variety."
The All-American SportPark's similarity to the conventional theme park experience differs in one significant way: its
pricing and costs. Rather than paying a

substantial fee at the entrance to access
the park all day, guests can take advantage
of a " pay-per-play" set-up at the SportPark's primary attractions. "We' ve structured our pticing around very reasonable
rates," Boreta noted. "For example, visitors will be able to ride go-carts at the
SpeedPark for just $5 , and they' ll be able
to hit baseballs or softballs at our batting
stadium for the same price charged at their
local batting cage. Also, we average about
$7 for a large bucket of golf balls at our
driving range, and golfers can play our
course for $20."
The future also holds additional development for the All-American SportPark.
"We ' ll be adding an ice component, with
two sheets of ice scheduled to open this
fall ," Boreta stated . "The ven ue will be
ideal for guests who want to skate, as well
as for holding professional figure skating
exhibitions and hockey games."
Customers will also enjoy concerts, volleyball and basketball tournaments, trade
and car shows, spot1 camps and celebrity
autograph sessions. "We' re creating the
All-American SportPark to provide an environment where locals can affordably
come back six to eight times a year for a
well-rounded, 'Hall of Fame' -caliber expetience," Boreta noted. Enhancing the
likel ihood of repeat customers is the faci lity's 10,000-square-foot Boston Gardens
Experience, a restaurant designed around
original memorabilia from the Boston
Gardens, former home to the Celtics and
Bruins. Also, a 1,500-seat pavilion will
feature the latest video technology for
the viewing of such sp011ing events as the
Super Bowl and the CAA Final Four.
Entertainment has comprised Southern
Nevada's economic mainstay for several
decades, and although that trend is likely
to continue for years to come, many assert Las Vegas ' recreational opportunities
must diversify to achieve success in an
increasingly competitive national tourism
market. The All-American SportPark is
symbolic of the market's expansion into
new leisure and recreation arenas, and
sustains the region 's philosophy: providing visitors with a ftrst-class experience at
a very reasonable price.
•
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is McCarron Center the choice of more and more successful companies?

NEVADA•LIFESTYLES

Buildin~Nevada
INSIDE THIS ISSUE

33 Who's Who in Commecial
Real Estate Nevada's leading commercial. agents and developers

3 7 Finding the Perfect Home Using the right -r esidential
broker suwothes the way

40 Carlee Ferrari B ringing enthusiasm and
integrity to Reno's 1-eal
estate market

Speed
On-site construction management and space planning allow our team to react to
your occupancy schedule quickly and efficiently.

41 Thomas & Mack Company -

Accessibility

A major development force
in Southern Nevada

McCarron Center's centralized freeway location adjacent to the Country's seventh
busiest airport makes it one of the most accessible office locations in the area. Its
state-of-the-art, fiber-optic capacity makes it accessible to the world .

43 Building Nevada

Flexibility

News in Blief

Over 1 million sq. ft. , of large office floor plate together with parking capability up to
10 per 1,000 sq. ft., give our tenants maximum flexibility in both
efficient use of space and expansion capability.

45 Commercial Real Estate:
Retail Market Summary

Convenience

Cover: The McCa;rran Center

Services including hotel, multiple restaurants and banking ore already on site.
Coming soon are other services such as day core, travel and copy service.

develaped by the Thomas &
Mack Company.

McCarron Center

Photo by Opulence Studios, l no.
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WHo's WHo

IN
COMMERCIAL
REAL EsTATE

Nevada's leading commercial agents and
developers play a vital role in the industry
As

1

T H E STATE S CO MMERCI AL REAL ESTATE INDUSTRY

CONTINUES TO EXPAND, N EVADANS CONTI NUE TO LOOK
TOWARD LEADERS IN THE INDUSTRY. fEATURED HERE ARE
PROFILES ON SOME OF THE MOST NOTABLE MEM BERS OF
NEVADAS COMMERCIAL REAL ESTATE INDUSTRY.

B. HowARD BuLLOCH
Owner-Broker
Prudential Southwest
Realty (Las Vegas)

A native Las Vegan,
Bulloch is professionally
allied with some of evada's largest developers; in the last 10 years, he sold more
than $250 million in properties. His skills as
a sales associate earned hin1 recognition in
1994 as Prudential Real Estate Affiliates'
top national commercial salesman. He
holds the Accredited Land Consultant
(ALC) designation and belongs to the -ationa! Realtors Land Institute. He has
worked with Falcon Development Corp.,
Mueller Development Company and Lincoln Property Company, and has sold land
now housing more than 3,000 apartment
units. Bulloch also negotiated the land deal
for Pan Pacific Development Corp. 's
450,000-square-foot Sahara Pavilions Shopping Center. Bulloch studied business and
real estate at Brighan1 Young University.

KATHY C AMPBELL {TOP)
JANET G oLDSTEIN

Sales & Leasing Specialists
Americana Commercial
(Las Vegas)

As a tean1, Can1pbell and
Goldstein have assisted
Southern Nevadans with
their retail, office and
build-to-suit needs for
more than nine years.
They've found substantial
success with one of the state's largest brokerages, earning top honors with Americana for most sales and most listings
closed in 1997. Goldstein has been licensed since 1983, Can1pbell since 1978,
and both are candidates for the prestigious
Certified Conm1ercial Investment Member
(CCIM) designation. Collectively, their
client list includes Silver State Schools
Federal Credit Union, United Blood Services, Palm Mortuary, Postnet, Aladdin
Gaming, The Venetian Hotel & Casino,

Wells Fargo Bank, AT&T Cellular, Farmers
Insurance and Menill Lynch.
MICHAEL

c. D ERMODY

President/ CEO
Dermody Properties (Reno)

Dern10dy has been president and CEO of Dermody
Properties, one of the
nation's 50 largest indushial developers,
since 1981. His leadership achievements
feature extensive conmmnity involvement,
including membership in the Young Presidents' Association and the fotmding of the
Children's Cabinet, a non-profit agency
se1ving the needs of thousands of at-1isk
children and families across Northern
evada His commwuty service has garnered hin1 accolades from the Reno/Sparks
Chan1ber of Conunerce and a feature in the
"Local Heroes" section of Time. De1mody
holds a bachelor's degree from the University of Colorado and a jwis doctor from
Gonzaga University.
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JOHN KILDUFF

President, Commercial and
Industrial Division
The Howard Hugh es Corp.
(Las Vegas)

fRANKS.

GALLAGHER, S!OR

Senior Partner
Hale Day Gallagher Co.
New America
International (Reno)

As a fifth-generation
evadan and
evada-Reno graduate,
University of
Gallagher has seen
orthern Nevada
change dramatically. Gallagher's understanding of growth trends in Reno-Sparks
has translated into success in its office and
indusb.ial market. Among his major clients:
Porsche Cars Nmth America, U.S. BankNevada and International Game Technology. He was a development prutner in the
Porsche and Meridian buildings, and chairs
ew America International, an international prutnership of conunercial real estate
service providers. He cmrently serves on
the Saint Mary's Foundation board of directors, and previously held the post of
president of tl1e Nevada Museun1 of Art.
KEVIN HIGGINS, S!OR

Senior Vice-President /
Industrial Properties
CB Commercial (Las Vegas)

Kevin Higgins' industry
success tra.J.1Scends evada's mru·kets; in
1994, he was nan1ed CB Commercial's number-two industrial salesperson in the nation, and was recognized as the firm's
fomth-ra.J.1ked associate in overall nationwide sales. In his 13 yeru-s as an industlial
property specialist, he has been involved
in 558 transactions, totaling more than
$232 million. Higgins' clients have included
Seculity Capital Indusb.ial Trust, EJM Development, Koll Real Estate Group, Vega
Enterprises and Industrial Development.
Higgins serves on the board of directors
for the Southern Nevada Chapter of the
National Association of Industrial and Office Prope1ties (NAIOP). He eruned his
bachelor's in business administration from

the University of Southern California.
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Kilduff's positions with Howru·d Hughes
have included chief financial officer (CFO)
and intelim president of its Sununerl.in Division. Kilduff now oversees the development and management of The Hughes
Corp.'s office and indusb.ial buildings and
large-scale land development in Southem
evada and Southem Califomia. Plior to
joining Howru·d Hughes, Kilduff served as
executive vice president and CFO for residential developer Leisme Technology, Inc.
He holds membership in the Amelican Institute of Certified Public Accountants,
and he also serves on Loyola Marymount
University's Board of Regents. Kilduff
eamed a bachelor of science degree in accotmting from Siena College.
GREGORY

R.

MORRELL

President/ Managing
Principal
Lee & Associates
(Las Vegas, Reno)

Mon·ell's 19 yeru-s of conm1ercial real estate
industry expelience include positions in
botl1 sales and management at such firn1S
as CB Conm1ercial, Iliff Thom & Company
and Security Pacific Frost Trinen. He
joined Lee & Associates in 1993, where,
under his tenme as president, the brokerage's Newport Beach, Calif. office profits
tJ.ipled. Morrell's presidency at Lee & Associates' City of Industry, Calif. office yielded
similar results; Lee & Associates has
brought Morrell to Las Vegas to expand its
evada operations. Morrell is active in
NAIOP and the Nevada Development Authority (NDA), where he's a member of the
Business Economic Conunittee.

market, as the first in evada to attain
both Society of Indusnial and Office Realtm-s (SIOR) and Certified Conunercial Investment Member (CCIM) designations. He
was CB Conm1ercial's top regional producer in 1993, and has numbered a.J.Uong the
top 10 regional produce1-s for eight of the
11 yea.J.'S since the Reno/Spru·ks office's establishment. He has held posts with the
Economic Development Autholity of Western 1evada, Western Industrial evada,
Greater Reno/Spru·ks Chrunber of Commerce, the Reno Phi1ha.J.TI1onic Orchestra
and the Reno ational Little League.
Perkins is a graduate of Califomia State
University- mthlidge.
ALAN PERLMUTTER

Chief Operating Officer,
Commercial Division
American Nevada Corp.
(Las Vegas)

Perlmutter directs development, design
and construction of office, indusnial, retail
and other conm1ercial projects and oversees the operation and management of existing conm1ercial properties. Before joining American evada in 1993, Perlmutter
was commercial division vice president
and parb.ler at Paragon Group, Inc. He
holds a bachelor's degree in economics
from the University of Wisconsin a11d an
M.B.A. from Colmnbia University. According to Perlnllltter, Ameli can evada's most
notable role in Las Vegas' development is
Green Valley, Southern evada's first master-pla1U1ed conmlUnity and cmTent home
to approxinlately 74,000 residents.
JoHN PINJUV, SIOR
President
Grubb & Ellis /
Nevada Commercial
Group (Reno)

Dming his 29-year career,

Prior to joining Grubb & Ellis/Nevada
Commercial Group in 1995, Pi.njuv was
with CB Conm1ercial in Las Vegas, and RPL
Group in Reno. In the last year, Pinjuv was
involved in conm1ercial transactions totaling more than $15 million, and oversees an
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PAUL PERKINS, CCIM, SIOR

First Vice President
CB Commercial (Reno)

body leadership in Reno'

conm1ercial

lion square feet. He also holds

designation, and is a board member of the
Reno CCIM chapter. Pinjuv serves on the
board of directors for St. Albert's School
and is active in Western Industrial Nevada.
Past and present clients include Bank of
America, Wickland Oil, Charles Schwabb
Company, La Salle Partners and California
Health Care Foundation.
JAMEs M. STUART
Founding Partner/ Broker
Stuart Mixer

Commercial/ Oncor
International {Las Vegas)

Stuart is the founding partner of Stuart
Mixer Commercial/Oncor International,
which posted more than $150 million in
sales last year alone. An expert in land acquisition, Stuart himself has concluded
more than $160 million in transactions in
the last three years. He is also a founding
member of Nevada First Bank, and is
founder and host of the yearly Real Trends
Conference. He serves on the Advisory
Board of Family and Child Treatn1ent Center and the Curriculum Advisory Committee at the Lied Institute. Stuart established
and still organizes Links for Life, a golf
charity that constitutes the single largest
annual contributor to Child Haven.
M. WADE
President/ Owner
Wade Development
Company, Inc., Reno
PATRICIA

Through Wade Development, Wade is playing a key role in shaping
Northern Nevada's industrial market, overseeing development of Fernley's Nevada
Pacific Industrial Park. The 3,800-acre
masterplan comprises the largest industrial complex in the nation, and many real estate experts consider it the premier industrial development in the 11 western states.
The park has commitments from such Fortune companies as The Stanley Works,
Quebecor Printing (USA) Corp., Allied Signal and UPS. Prior to founding Wade Development, Wade, a University of California-Davis alunma, managed more than 500
people nationwide as director of sales and
national accounts for Baxter Travenol..

orwest
Commercial Banking.
Proud To Be Here. Pleased To Serve.
At Norwest Bank, you'll find more business banking
products and services than you'll probably need. But that's
good. Because as your business grows, your needs change.
And many times, those needs change quickly.
With a Norwest Relationship
Manager, whether you're a small business or a large corporation, you'll
get the expertise and experience to
connect your needs with the right
products and services when you
need them. Plus. you'll fi nd that decisions are made locally by local people.
Norwest Commercial Banking. We're proud
to be here, pleased to serve.

• Checking & savings
• Credit services
• Commercial & real estate loans
• SBA loans
• Inventory & receivable financing
• Equipment financing
• Cash management
• International banking services
• Real estate services
• Asset management
• Corporate finance
• Government services
• Letters of credit
• Foreign exchange

Fortune Maeazine recently ranked Norwest as

• Plus many more products
and services

the nation's most admired super-regional bank.

To The
800-331-1816

Nth

Degree "'

www.norwest.com
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WELCOMES OUR NEWEST MEMBERS
Alexis Park Resort
Conrad Prigger
375 E. Harmon Ave.
Las Vegas, NV 89109

Bronze

American Companies, Inc.
Bill McKown
3095 E. Patrick Ln., Ste.
Las Vegas, NV 89120

Gold

796-3329

Burnett Haase Construction
Ross Burnett
2925 East Patrick Ln., Ste. A
Las Vegas, NV 89120
Calnev Pipe Line Company
Gene Braithwaite
PO Box 6346
San Bernardino, CA 9241 2
Canyon Gate Country Club
Kimball Dempsey
2001 Canyon Gate Dr.
Las Vegas, NV 89117
Cenegenics
Dr. Alan Mintz
851 S. Rampart Bl., Ste. 210
Las Vegas, NV 89128

434-1964

Bronze
547-9000

Bronze
(909) 888-7771

Bronze

Holmes Sabatini Associates
Architects
Jess Holmes
1 Commerce Center Dr.
Henderson, NV 89014

Bronze
240-4200

Gold

Fidelity National Title
Matthew Pearson
500 N. Rainbow Bl., Ste. 100
Las Vegas, NV 89102

Gold

F. Neil Smith & Assoc. , Inc.
F. Neil Smith
826 Rising Star Dr.
Henderson , NV 89014

Bronze

InterCapital Development, Inc.
Stan Wasserkru g
2320 Paseo del Prad o,
Bldg. B, Ste. 305
Las Vegas, NV 891 02

Gold

Majestic Realty Co.
Rod Martin
6237 Industrial Rd.
Las Vegas, NV 89118

Gold

740-4576

877-3003

436-9116

HowA RD Hu GHES PKWY. Su m

Bronze
367 -6725

Bronze
795-3325

Nevada Bell Mobile Services
Bob Campbell
2952 Meade Ave.
Las Vegas, NV 89102

Silver
227-1410

NEXTLINK
Clark Peterson
2240 Corporate Cir.
Henderson, NV 89014

702-791-0000 ·

990-1000

Bronze
739-0005

C 0 1 TACT

TOLL FREE

Peno Bottom Limited Partnership
Wes Smith
1635 Village Center Cir., Ste. 130
Las Vegas, NV 89134

Bronze

643-1016

233-3604

Bronze
319-0340

Rio Suite Hotel & Casino
Thomas A. Roberts
3700 W. Flamingo Rd.
Las Vegas, NV 89103

Gold

SOFTBANK Services Group
Joanne Biltekoff
699 Hertel Ave.
Buffalo, NY 14207

Bronze

Terra West Property Mgmt.
Deborah Ogilvie Jones
2655 S. Rainbow Bl. , Ste. 200
Las Vegas, NV 89102

Bronze

Thomas Puckett Advertising,
Marketing & PR, Inc.
Thomas Puckett
4680 Polaris Ave., Ste. 200
Las Vegas, NV 89103

252 -7664

(716) 871 -7631

362-6262

Platinum
798-5300

Silver

Office Depot - Business
Services Division
Mary Shaw
4701 Cameron St., Ste. H
Las Vegas, NV 89103

So uTH · LA

Silver

Renal Diagnostic Labs, Inc.
Gary Kneepkens
7090 Pollock Dr.
Las Vegas, NV 89119

896-5564

Metro Display Advertising/
Bustop Shelters
Douglas Smith
5425 S. Valley View Bl., Ste. 103
Las Vegas, NV 89118

140

PABCO Gypsum
Emil Kopilovich
1973 N. Nellis Bl. , Ste. 328
Las Vegas, NV 891 15

365-8998

Mendenhall Smith Wright
Consulting Structural Engineers
Gregg N. Mendenhall
4620 S. Arville St., Ste. A
Las Vegas, NV 89103

FOR ME M BERSHIP l N FORMATIO

PHONE

436-1006

363-0303

En, Inc.
Ed Herbst
5195 Las Vegas Blvd. South
Las Vegas, NV 89109

3773

Silver

Todd Pipe & Supply
Bill Rickerson
5920 S. Valley View Bl.
Las Vegas, NV 89118
Trimm Technologies, Inc.
Michael Mackenzie
350 Pilot Rd.
Las Vegas, NV 89119

Bronze
795 -9595

Bronze
263 -2310

E A DA DEVELO PME N T A UTHORITY

EGA-.

1-888-4-

EVADA

89109 ·

WWW.N EVA DADE VELO PM ENT.ORG

o-TAX.ES • FAX

702-796-6483

USING THE RIGHT RESIDE:\i"'TIAL BROKER FOR YOUR ~EEDS
ENSL~ES A MORE PLEASA.~T TRA.~SACTION FOR ALL

c-t

or some. the idea of buying or selling
property can be daunting; others accord the process so little concern
they attempt it with no professional aid.
)!evadans purchasing or selling a home
must address numerous questions. For example, is it necessary to retain a real estate
professional? If so, how do you choose
from the state's thousands of licensed
sales agents and brokers?
ow~

the assistance of a real estate agent. Combine that with the misconception that such
professionals "cost too much money in
commissions,., and a lot of evadans attempt the process alone. However, according to Ben Tucker, who's cmTently shopping for a Reno-area home with his wife,
Tina, investing in a home is a decision too

substantial to attempt without enlisting
the help of a sales associate.
"If you're worried about the time factor
and you aren't sure what you're doing, an
agent needs to represent you," Tucker asserted. "Especially as first-time home buyers, we don't fully understand the ins-andouts of looking for and buying a home .., To
remedy that, the Tuckers turned to Pat
Schweigert, a Reno-area sales agent and
broker. "Pat helped us understand how ,,.e
can make things proceed more smoothly..,
"You don't take care of your own dental,
accounting or auto mechanical needs - it's
just too expensive, teclmical and risky, ..
noted Schweigert. president of the RenoSparks Association of Realtors (RSAR).
·'Just like any other major financial decision, people have to assess their 0'\\>11 skills
and ability to do the job. As defect liability
claims increase and lawsuits proliferate. it's
more important than ever to have a trained
real estate professional represent you."
:\1assive amounts of disclosme and liability paperwork can intimidate any average consun1er, as can trying to comprehend

the specifics of such essentials as omissions and e1Tors insmance and warranties.
":\1ost sellers don't even know such an
extensive network of laws exists,"
Schweigert explained. "It's my job to keep
applised of these issues. In addition to lin1iting and assun1ing liability for the consun1er, we can negotiate more effectively
on behalf of sellers, who are often too emotionally involved to detennine or obtain the
right price for their home. . ational numbers show 85 percent of those attempting
to sell their homes themselves eventually
list with a broker anyway, after they've
wasted substantial market time and money
trying to do the job themselves."
Key to helping listings sell is the capacity sales agents possess for gaining national, and even worldwide, exposme for a
property. "An individual seller can advertise in the paper and put a sign out on the
law11, and that's about it," Schweige1t stated. "Through the :\ILS [Multiple Listing Service], Intemet Web sites and agency marketing vehicles, we can gamer a great deal
of expos me for prope1ties."
~pril 1998 •
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you're happy with it," Ben Thcker asserted.
"Finding a real estate agent means entJ.usting someone with an important life decision. Talk to friends who have bought or
sold a home and get their recommendations. Another option is working with
someone you already know and trust in
the real estate industry. "
Schweigert urges those buying or selling
a home to seek referrals. "Friends who've
had positive experiences can be valuable
resources for finding a reliable sales agent.
But don't choose the first person you talk
to," she added. "Shop and compare. If an
agent is evasive, or has trouble answering
your questions, find another alternative.
Other ideas for finding the right agent include attending open houses and other
places to meet real estate professionals,
and calling around and asking questions
about the process and the services they
can provide."
According to Donna Acovino-Ruthe,
president of the Greater Las Vegas Association of Realtors (GLVAR), choosing the ideal
real estate professional begins with careful
forethought on the part of the consumer.
"Potential buyers and sellers should write
down everything they want and expect
from an agent," she described. "What do
they need from the person? They should
compose a checklist, and when they meet
with prospective sales agents, check off on
the list the qualities and services each
agent offers, and compare that way."
While consumers' real estate needs vary,
Acovino-Ruthe asserts some common
characteristics lie behind every positive
real estate experience. "At any level, every38 'evada Business journal •
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one possesses the same need - a professional who communicates well and imparts comfort during the process," she
stated. "Communication skills are critical.
You may list your house and never hear
from the agent again, so you need to determine how often he or she follows up with
clients. Honesty is also vital. Rather than
listening to what they tell you about their
integrity, operate based on the feeling they
give you. Also, accessibility and availability may be a priority for some. It's essential
to determine whether they can talk to the
agent directly on a regular basis, or if
they'll be working more with assistants."
In addition to communication skills,
consumers should look for a sales associate who can listen well. "Agents who fail to
listen to customers will waste a lot of time
for all parties involved," Acovino-Ruthe explained. "If a sales agent is doing all the
talking, problems can develop. He or she
should ask certain questions, and then
allow clients to assert their needs. If I've
done my job as a sales professional properly, then my clients should find the right
home within the first eight listings I show
them. I may take them to visit 30 homes,
but the one ideally suited to their lifestyle
should be among the first eight."
Real estate designations and advanced
training can help consumers pinpoint
knowledgeable sales associates. "Whether

the agent knows the industry well is Clitical. Effective sales associates know how
to communicate, how to read a contract,
how to list and market and what steps are
necessary to protecting their clients. One
small mistake in a contract can mean disaster, so buyers and sellers alike need to
exercise caution in choosing an inforn1ed
agent," Acovino-Ruthe warned.
Through the National Association of Realtors, member agents can obtain such
designations as Graduate, REALTOR Institute (GRI), Certified Residential Specialist
(CRS) and Certified Real Estate Broker
(CRB). These certifications, which require
extensive educational investJ.nents, often
indicate an agent committed to acquiring
the training necessary to serve assorted
residential real estate needs.
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agent." The two mean very different
things, however; Realtors are members of
local, state and national Associations of
Realtors. All non-members are real estate
licensees. According to Acovino-Ruthe,
the distinction may be meaningful to some.
"As members of Associations of Realtors, we're governed by an enforceable
Code of Ethics, and many consumers feel
more comfortable with the level of professionalism we provide," she noted. "We also
afford our members access to substantial
continuing education resources."
The most important asset Realtors furnish their clients is the MLS, a network
composed of properties members have listed for sale. The RSAR includes listings from
its 1,400 members in the Reno-Sparks area;
the GLVAR's 5,000-plus members in Greater
Las Vegas also have access to extensive
listings. "Pat has really narrowed down the
choices for us by conducting searches on
her computer for homes that fit our needs,"

noted Ben Tucker. "Once she knew our
price range and the location we prefer, she
found us a few great prope1ties that it
would have taken us months to discover."
Choosing between a Realtor or a
licensee, like any other aspect of selecting
a sales agent, comes down to personal
preference. "The wants and needs of
every individual differ," Acovino-Ruthe
asserted. "Opting for a large franchise
agency over a smaller boutique brokerage,
or an agent who's been in business for
years over a new licensee - those are personal decisions. What must remain constant, however, is whether the comfort
level is there, and whether the sales agent
you'll be working with has the skills
and resources to guide you successfully
through the transaction. "
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We can help you get there.
Insight Development introduces:

Insight Aircenter
Sunset
• 13 Acre Corporate Service Center
ear McCarran Airport,
Fronting Sunset Road, 1/ 2 Mile
East of Eastern
• Sunset Road Retail Pads
• Free Standing Buildings For Sale
As Small As 3,917 Square Feet
• 3,500 Square Foot Dock
Hi/ Grade Level Units For Lease
• Build To Suit...Up To 30,000
Square Feet
• 1,800 Square Foot Grade Level
Units
• Immediate Occupancy
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O t \ lthough
•\~
buying or
selling a
home can repre~) sent a complicat~_,..- ed process, con- - - sumers can take a
few measures to ensure protection of their
interests. Be concerned when an agent
asks for an up-front fee; such fees aren't
generally required. Although Associations
of Realtors can't give out data about prior
ethics violations, the state real estate division can be a source for information
regarding such reports. The Better Business Bureau also constitutes a good
resource for consumers determining
whether a potential agent has past complaints against him or her.
Most importantly, don't accept the sales
associate who insists on rushing the
process. According to Tucker, such an important investment deserves extensive
consideration. "You don't want to end up in
a house you're not comfortable with. It's
like buying a car- don't purchase it unless
you know you'll be happy with it. It's a decision you're going to have to live with, so
make sure you make it carefully."
•

In 1987, Saxton Incorporated built its first loco Bell restaurant (Desert Inn & Pecos).
The Owner liked the product so much hecome "bock forseconds" (Sahara &Maryland),
"thirds" (Charleston & Decatur), and "fourths" (Sahara &Jones).

• Architecture & Engineering • Financing • Planning • Construction • Real Estate Services
All Design-Build Services Are Performed In-House.

For A Free Consultation, Call Jeff Pori

(702)221-1111
April 1998 •
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CARLEE FERRARI
Enthusiasm, Integrity & Perseverence
by Jackie Shelton

arlee Ferrali is learning how to speak
Spanish. Not because she thinks it will
help her sell more houses, but because she
feels it is her duty as a member of a global
society. "The people who have contlibuted
their cultures, all through the years, are
the fablic of our country, " she says. "In
order to really assimilate Hispanics into
our society it's important we understand
them and are able to conmmnicate."
This enthusiasm for diversity has found
its way into Ferrali's professional life as
well. Though she is best known for selling
some of the more exclusive properties in
Nmthem Nevada, Ferrati handles homes
in all different price ranges. "Nothing
pleases me more than working with firsttinle buyers and helping people accomplish their financial goals," she says.
Ferrali is one of_ orthem Nevada's top
real estate professionals and co-owner,
along with Rick Lund, of Ferrali-Lund Real
Estate, which they founded in 1988.
Though Fen·ati-Lund is only 10 yeat·s old, it
is one of the largest agencies in the area.
The flrm now boasts 50-plus sales associates and handles properties of all shapes
and sizes, from small homes to large commercial buildings. "I love to work. and I
have a lot of energy and enthusiasm. It's
just my nature to go the extra mile," Ferrali says, explaining her success.
When Ferrali entered real estate in the
late '70s, it didn't appear as though her energy and enthusiasm would be enough.
She was told by potential employers, ''I'm
certain you would be ve1y successful, but
we don't hire women. " Undaunted, she approached Fiatma Dickson, with whom she
worked at Dickson Realty.
Ferrati has since surpassed some of the
men who wouldn't give her a chance 30
years ago. Though she won't claim the title
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of "women's libber," Ferrari has done
much for the women's movement. Rather
than talking about equal lights, she has
demonstrated a woman can do just about
anything once she sets her mind to it. "I've
always succeeded in business by doing my
work, and doing it well." she says. "I've
never felt I had to prove anything."
Though women were not a big part of
the real estate world 30 years ago, Fenati
believes tl1e industry offers excellent career opportunities for women. A large percentage of her sales force is made up of
women, many of whom are an1ong her top
producers. "If I had to generalize, I'd say
that women know homes, and they know
people's needs," she says. "I think they
might understand the philosophy of home
buying a little better."
Ferrali found her way to real estate in a
roundabout fashion. She attended the
University of Wisconsin, studying elementary education and journalism, though
she didn't finish because she was too atlXious to get on with her life. She took a
break to get mat·Iied and stay home, before

taking a job as an office manager for a
State Farm Insw·ance office in California.
She went from there to a career in
retailing, culminating in a position as a
store manager, and then an area manager,
for Joseph Magnin. an upscale chain of
women's specialty shops. She catne to
Reno in 1971 to manage the Joseph Magnin
store, then located in Park Lane Mall, and
fell in love with the area. By the late '70s,
she sensed the chain was failing, and
began preparing for another career. Real
estate seemed like a natural place to go.
"I've always been in sales," she laughs.
" ~ow I just sell houses instead of dresses. "
In addition to selling houses, Ferrali
works to make Nmthern evada a better
place to live. "The conm1Wlity has been
very generous to me, so I reciprocate with
tin1e and money," she says. She donates to
many at·ea organizations, serving on the
boat·ds of directors for the Nevada Museum of Art and the Reno Pe1fonning Arts
Center Association. One of her newest passions is Tengo un Sueno, a multi-cultmal
preschool designed to integrate different
cultures into the leatning process at a
young age. Fenati got involved through a
client, Dr. Robin Ballentine, who stm'ted
the school. She loved the idea and has become a founding board member.
Between selling properties and nonprofit work. Ferrari doesn't have much
spat·e tin1e, but she says that's okay. "Work
is my hobby as well as my vocation." she
says. "I may find another career, but I'll
never retire. I have to have a purpose."
Ferrati has four grown children, all living in Reno. She doesn't have any grandchildren yet, but when they do come along,
they'll find Nmthern Nevada a better place
to live, pmtly due to Fenati's contributions, botl1 professional and personal. •
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THETHOMAS & MACK COMPANY
Long-running partnership paves the way for commercial
development across Southern Nevada
he Thomas & Mack Co. is best-la10wn
among most Las Vegans as the eponym
for the University of -evada-Las Vegas's
Thomas & Mack Center. Although the
Thomas & Mack Co. didn't actually develop UNLV's basketball and concert venue,
Southern -evadans regularly frequent the
developer's properties - especially if they
enjoy visiting Borders Books & Music at
Green Valley's Crossroads at Sunset, or the
Applebee's eighborhood Grill & Bar
adjacent to the McCarran Center. As the
equity and real estate investment management vehicle for the Thomas and Mack
fanillies, The Thomas & Mack Co. is behind some of Southern Nevada's most visited commercial developments.
The seeds of today's Thomas & Mack incarnation were sewn in 1956, when E.
Parry Thomas and Jerome D. Mack partnered as the founders, majority shareholders and senior officers of Valley Capital
Corporation, which harbored such subsidimies as Valley Bank of -evada and Valley Electronics Services, Inc. Valley Capital Corp. 's merging with BankAmerica
Corp. in 1992 freed the fanillies to concentrate more on developing hotel, office and
retail properties.
"In number of employees, we're the
smallest of Southern Nevada's big tiu·ee
commercial developers [Thomas & Mack,
The Howard Hughes Corporation and
American Nevada Corporation]," noted
Peter Thomas, who serves as the finn's
managing director with his brother, Tom
Thomas. "Yet, our projects are comparable
in scope and size. As a smaller firm that
fmances our own projects, we're able to
react expediently to tenants' needs and
more effectively address their daily concerns. That enables those occupying our
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A cmpomte philosophy joT JYroviding personalized customer service contributes to the
ongoing success of the Tfwmas & Mack Company's developments.
developments to focus on making the decisions so importm1t to running a business."
The company's tenants are all accorded
the personalized Thomas & Mack customer service treatment, which has its origins in the fanillies' banking industry experiences. "We exist to serve our clients, and
we always remember we wouldn't be in
business without them," Thomas asserted.
"We understand the in1portance of being
attentive to and accommodating their
needs and requirements, rather than telling
them what we're going to deliver. We listen
to our clients, and to the market as well.
We let them tell us their needs and wants. "
A desire to respond to consun1e1-s has
encouraged Thomas & Mack to conduct
regular, extensive market surveys to stay
attuned to Southern evada's conm1ercial
real estate market demands. Those smveys yield the decisions leading to many of

Thomas & Mack's developments, which include the evada Financial Center, Crossroads at Sunset and McCarran Center. The
evada Financial Center constitutes a 12story, 160,000-square-foot Class A office
building, with such tenants as U.S. Bank,
KPMG Peat Mm-wick, United Title, the
Andre Agassi Foundation and Merrill
Lynch. Crossroads at Sunset, situated in
Green Valley, comprises a 170,000-squm·efoot power center anchored by Toys R Us,
The Sports Authority and Borders Books
and Music. The McCarran Center entails a
100-acre master-plmmed office and industrial park under construction at the confluence of I-215 m1d Wm111 Springs Road,
Upon its scheduled completion in 2001,
McCarran Center will encompass 1.2 million squm·e feet of space; McCarran Center
II, adjacent to the McCarran Center, \vill
consist of 20 acres and 240,000 square feet
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The master-planned McCarran Center encompasses 100 acres of office and industrial
development, and when complete in 2001 , wiU offer 1.2 miUion square feet of space.
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of space, due for completion in the year
2000. Thomas & Mack's future plans for
development include Eastgate Plaza, a
two-building, 170,000-square-foot, 10-acre
project at Warm Springs and Stephanie,
and the SO-acre Oak Park Center, an industrial park in Riverside, Calif.
Although Thomas & Mack has built diverse commercial projects, the flrm's developments feature common characteristics, according to Thomas. "All of our
products are situated to afford tenants
convenient freeway access, which is critical to businesses here," he said. "Today's
tenants also prefer parking ratios surpassing cwTent industry standards. Parking ra42 Nevada Business j ournal •
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tios at McCarran Center, for example, are
10 spaces per thousand square feet."
Most importantly, according to Thomas,
the company designs all of its properties to
retain enduring value as tenants' needs
evolve over the years. "We've created utility management-flexible projects where
tenants pay only for the energy they use,
railier than contlibuting equally to a portion of the whole," he stated. "Also, we install such energy-conserving features as
double-paned windows. We're also cognizant of the needs of technologically-oriented companies. At McCarran Center,
we've built redundant flber-optic capabilities, with two phone companies blinging

~

cable in from two directions. That's vital
for businesses who can't afford to be down
if something happens to one cable. These
in1provements cost more money initially,
but they're ideal for occupants who plan to
stay in their offices on a long-term basis."
Building commercial real estate across
the region is rewarding for the Thomases
because it represents the fulfillment of
dreams that began nearly a half century
ago, when their father paired with Mack
and began buying raw land throughout the
Las Vegas Valley. "We've been directly involved in so much of the valley's major development," Thomas said. "Whether we
built a project ourselves or financed it
tlu·ough our bank, we've played a role. o
one could foresee the incredible changes
that have come to the valley, and it's been
a very exciting economy in which to participate. Our fanillies have sustained an excellent partnership to take advantage of
that because the foundation was strong - it
combined my father's banking acumen
with Jerry Mack's real estate expertise.
Jerry [who remains involved in all major
company decisions] had the foresight to
invest in numerous strategic land parcels,
and that's coming full-circle for him as he
watches us develop them."
From Thomas & Mack, perhaps Las
Vegas as a community can gain that sense
of corning full-circle, too. As valley residents watch their city change more every
day, some assert Las Vegas is
with its past. It is heartening to kno
part of its future, rather than
valley to unknown and unfanilliar
is corning, after all, from a vital
past - The Thomas & Mack Co.

NEWS IN BRIEF
High rise condos planned
near Red Rock Canyon
Versailles, a 12-story condominium development, is planned as the comerstone of
Peccole Ranch near Red Rock Canyon.
The upscale project, situated on more than
14 acres, will include a maximum of 84
units ranging from 3,000 to 13,000 square
feet. The pre-construction costs for the
condominiums range from $1,150,000 to
$7,750,000. According to developers, the
penthouse floor will be level with the top
of the Stratosphere Tower, 1,149 feet
above the Las Vegas dese1t.

BofA funds over $20 million
in commercial real estate
Bank of America announced it has recently provided funding of more than $20 million to three local developers for the constmction of an apartment and housing
development, as well as a professional office building. BofA provided the Jones
Development Group with an $11.9 million
construction loan for the building of a 271unit apartment complex for seniors. The
12-acre development will include 12 buildings totaling more than 243,000 square
feet. The bank also provided Sununerhill
Limited Partnership with over $4.9 million
in constmction financing for the building
of 26 four-plexes complised of 104 units.
Riverpark II Development obtained nearly
$2.5 million in construction financing from
BofA for the development of a 24,000square-foot professional office building.

Pardee garners national
honors
Pardee Homes earned a gold award for its
web site in the fifth annual National Sales
and Marketing Awards at the Intemational
continued

Temple Beth Sholom plans new synagogue in Summerlin
After almost half a century at its present location on East Oakey, Temple Beth Shalom will
soon have a new home of worship and study. Plans were recently announced for the construction of a 32,000-square-foot sanctuary and school on a seven-acre site at Town Center
Drive and Ravenwood Land in Summerlin South. Groundbreaking is scheduled for later
this year "1\<ith a targeted opening in the winter of 1999. The project, constructed at a cost
of $8 million, will include a sanctuary, social hall, memmial garden, education center,
library, play areas, lounges, pre-school and parking for 250 cars. (Above) Building committee membe1:s meet to discuss new temple; Kaufman and Broad president, Jay Moss (left)
and Sandy Mallin, president of Temple Beth Sholom.

CB Commercial completes large transaction
CB Commercial represented SF Properties in the purchase of 406,209 square feet of industrial space from Lewis Properties. Located in The Spectrum of Las Vegas, the $20 million
transaction is one of the largest industrial deals in Las Vegas history. Above: Representative
Dan Doherty, senior vice president of CB Commercial, is pictured at the property.
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My Life
That's Why I
Love Gymboree!
Experts say that
playing is the best
way for children to
learn about life.
That's why
Gymboree's
developmental play
programs for
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equipment, upbeat
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creative games in
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877-0074 today to
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Tate & Snyder Architects receives award ·
Tate & Snyder Architects was recently honored at the inaugural awards ceremony of the
National Association of Industrial and Office Properties (NAIOP). The firm received the
1998 Spotlight Award in the small-scale projects, office building category. The award
recognized t11e· project design, style and functionality of the Architects Design Studio
located in Henderson. The 11,400-square-foot design studio/office building is home to
Tate & Snyder Architects.
Builders Show in Dallas. The "Nationals"
honor the nation's best advertising,
brochures, graphics and individual
achievement. Wirmers were selected from
more than 700 entries by a panel of building industry professionals.

Third Home Depot underway
in Reno
Northwest Reno will soon see its third
Home Depot store. The Reno City Council
recently approved plans for the home inlprovement retailer to build its new location at the corner of McCanan Blvd. and
Interstate 80. According to the company,
the store is scheduled to open this June.
Council members also approved plans
for Eagle Hardware to build a retail establishment in southwestern Reno at the corner of Kietzke and McCanan.

Lawyers Title Corp.
completes acquisition
Lawyers Title Corp. , parent company for
Lawyers Title Insurance, announced the
acquisition of Philadelphia-based Commonwealth Land Title Insurance Co. and
Transnation Insurance Co. from Reliance
Insurance Co. According to Virginiabased Lawyers Title, the purchase creates

the largest title insurer in the nation.
As a result of the transaction, Lawyers
Title Corp. changed its name to LandAmerica Financial Group Inc. and will operate as a holding company for Lawyers
Title, Transnation and Commonwealth Insurance Companies.
Lawyers Title of Nevada operates six offices in Southern Nevada, and has served
the area for the past four decades.

Stuart Mixer negotiates
land deals
Stuart Mixer Conm1ercial-ONCOR International negotiated the sale of 17.5 acres of
land at the northeast corner of Stephanie
and Horizon Ridge Parkway in Henderson.
The value of the transaction was $2.7 million. The company also negotiated the sale
of five acres near Tompkins Road and
Grand Canyon Drive valued at $500,000.

Shopping center opens in
Summerlin
Sunm1erhill Plaza, located at Lake Mead
and Buffalo, recently opened with 13
restaurants and 19 other
sional and service industry
The center was developed

Commercial Real Estate Market Report
RETAIL MARKET SUMMARY
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Industrial Market Summary

OFFICE MARKET -

4th Quarter

1997

TOTAL MARKET
LAs VEGAS
RENO
Number of Properties
166
403
Total Sq uare Feet
15,270.938 3,664,100
Vacant Square Feet
413,183
1,755.574
11.00°/o
Percent Vacant
11.50%
New Construction
1,528,215
194.000
Net Absorp tion (SF)
1,064,147
132.440
Avg Lease SF/ Mo (FSG- NNN)*
$1.10
h74
Under Construction
1,052,264
145.000
Planned Construction
310,400
2,555.954
(LASS 'A' OFFICE PROPERTIES
Number of Properties
28
20
Total Square Feet
3,267,211 1,236,000
Vacant Square Feet
60,200
206,771
Percent Vacant
6.33°/o
5-00%
New Construction
61,000
518,269
Net Absorption (SF)
65,200
543.410
Avg Lease SF/ Mo (FSG- NNN)*
$2.11
$1.25
122,000
Under Construction
532,891
Planned Construction
137,000
959.528
(LASS ' B' OFFICE PROPERTIES
Number of Properties
234
54
Total Square Feet
8,835.507 1,464.423
Vacant Squa re Feet
1,197.572
145.920
10.00\.r/o
Percent Vacant
13.55"/o
New Construction
32.500
970.973
Net Absorption (SF)
488,226
10,350
Avg Lease SF/Mo (FSG- NNN)*
$0.95
h74
Under Construction
so6,778
98.soo
Planned Construction
85,000
1,539.772
(LASS ' ( ' OFFICE PROPERTIES
Number of Properties
141
92
Total Square Feet
3.168,220
942,750
Vacant Square Feet
181,085
351,231
Percent Vacant
11.09°/o
19.00%
New Construction

38,613

Net Absorption (SF)
Avg Lease SF/Mo (FSG- NNN)*
Under Construction
Planned Construction

32,511
hs3
12.595
s6,654

17,500
10,900
$o.6o
15,200
18, 200

*Average Monthly Lease Rates for Los Vegas reported
as Full-Service Gross and for Reno as Net Net Net.

RETAIL MARKET- 4th
TOTAL MARKET
Number of Properties
Total Square Feet
Vacant Square Feet
Percent Vacant
New Construction
Net Absorption (SF)
Average Lease (NNN)
Under Construction
Planned Construction

Quarter

1997

LAs VEGAS
RENO
194
75
22,763,804 8,679,051
980,273
379.916
5-70%
4-30%
325,000
1,496.922
185,ooo
1,607.779
$1.28
$1.04
0
1,347.294
680,000
2,352,826

POWER (ENTERSRETAI L (ENTERS >100,000 SF
WITH MINIMAL 0 ~ No IN-LINE SPACE
Number of Properties
19
Total Square Feet (GLA)
5,689,615 1,031,000
Vacant Square Feet
0
365.344
o.ooo/o
Percent Vacant
6-42%
New Construction
450,000
97.500
101,500
Net Absorption (SF)
603.706
$1.00
Average Lease (NNN)
$1.27
Under Construction
0
0
Planned Construction
0
46,soo
COMMUNITY AND REGIONAL CENTERS RETAIL (ENTERS WITH ANCHOR(S)
l'lum·oer ot Properties
w6
45
Total Square Feet (GLA)
13,462,389 6,376,608
Vacant Square Feet
380,550
294.118
Percent Vacant
6.oo%
2.83°/o
New Construction
1,016,867
Net Absorption (SF)
1,032,257
Average Lease (NNN)
$1.45
Under Construction
1,273,239
Planned Construction
2,062,779
STRIP (ENTERS- RETAIL (ENTERS
Number of Properti es
69
Total Square Feet (GLA)
3.641,855
Vacant Square Feet
Pe rcen t Vaca nt
New Construction
Net Absorption (SF)
Average Lease (N NN)
Under Construction
Planned Construction

169,000
181,500
$t.o8
0
550,000

234.379
6.44°/o
30,055
<28,184 )
$1.00
74,055
290,047

27
909,611
77.748
8.so%
58,620
21,000
$0.97
0

INDUSTRIAL MARKET- 4th
TOTAL MARKET
Number of Properties
Total Square Feet
Vacant Square Feet
Percent Vacant
New Construction
Net Absorption (SF)
Under Construction
Planned Construction
MULTI-TENANT PROPERTIES
Nu mber of Properties
Total Square Feet
Vacant Square Feet
Percent Vacant
New Construction
Net Absorption (SF)
Under Construction
Planned Construction

48,284.996
3.793.559
7.86%
5.151,126
4.098,082
1,911,193
5,807,229

Vacant Square Feet
Percent Vacant
New Construction
Net Absorption (SF)
Under Construction
Planned Construction
Average Lease (MG)

RENO
673
41.953.911
4.448,155
10.60%
2,490,857
1,888,066
866,000
1,300,000

480
32,621,791
3.396,147
10-41%
4.695.534
3.657.835
1,090.989

1,543.070

3.768,742

1,300,000

Average Lease (NNN- MG)*
Less than 5,ooo SF
From s.ooo-15,000 SF
Greater than 15,000 SF
SINGLE-TENANT PROPERTIES
Number of Properties
lu'la'1 SquCtlt 'rt:tl

Quarter 1997

LAs VEGAS
1,206

780,000

$0.54 $0.70-0.84
$0.47 $0.30-0-48
$0.40 $0.21- 0.47
726
~.~..s,f.fi..r:>,L'lf:>

397.412
2.54o/o
455.592
440,247
820,204
2,038.487

947.787
830,000
1,400,000

$0.51
$0.42

$0.79
$o.63
$0.29

Less than s.ooo SF
From s.ooo·15 ,000 SF
Greater than 15,000 SF

Abbreviations

MG:

BTS: Build To Suit

NNN: Net Net Net

Modified Gross

FSG: Full-Service Gross

SF:

GLA : Gross Leasable Area

YTD: Year To Date

Square Foot

8s.ooo

& ASSOCIATES COMMERCIAL REAL ESTATE SERVICES
& ELLIS NEVADA COMMERCIAL GROUP

lAS V EGAS STATI STICS COMPILED BY LEE
RE NO STATI STI CS COMPILED BY GRUBB
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From simpletoextravagant. The first impression made
should be a lasting one. At Quali~ Impressions we
pride ourselves on our abili~ to print even ~e most
complicated pieces and to meet awide spectrum of design and deadline challenges. Our facili~ features ~e
latest technology, complete in·house production includ·
ing electronic prepress and scanningdepartments as
well as over 35 talented individuals who
have made a commitment to deliver service ~at is
second to none.

FINE COMMERCIAL PRINTING

6295 Harrison Dr. Suite 29 Park 2000 Complex
Las Vegas, NV 89120
702·798·9005
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LIFESTYlES

Reviewed by
Kathleen Foley

Local artists dra"' inspiration
from wide range of raw materials
Mark Vranesh
Las Vegas

242-9322

ark Vranesh uses several different
styles and materials to create works
inspired by the beauty and hi story of the
desert Southwest. A native Nevadan, he
began his a1t career working in watercolors, but soon branched out into other areas,
developing his own unique style. He uses
handmade papers, fibers and natural
materials to create mixed media works.
Vranesh employs techniques from various
disciplines including painting, coll age,
printmaking and weaving. His latest works
have been inspired by petrogl yphs (Indian
rock paintings) found at the Valley of Fire
and Red Rock Canyon. He reproduces
these symbolic figures on what appear to
be massive slabs of rock, but are actually
canvas over lightweight foam. Vranesh
was commissioned by the governor to create a series of gourd vessels with screenprinted petroglyph figures as gifts for the
National Governors Conference. Publicity
from the conference attracted the attention
of QVC, which featured the gourds on its
program . Hi s Native Sun Collection of
hand-foiled note cards features petroglyph
figures and desert scenes.
Vranesh recently finished a series of art
exhibitions in Arizona, and will tour the
Midwest this summer. His community involvement includes the design of the first
AIDS Walk T-shirt and promotion of community festivals and charitable events, including the Spring Celebration of the Arts
at Summerlin. Last year, he served as president for the Nevada Watercolor Society.

M

Jill Abba Nel'i
Reno

853-1357

ill Abba Neri is a sculptor who works
primarily with stone, clay and wood.

J

She is interested in natural form , especially
plants, and many of
her pieces explore the
growth, development and
branching out of plantlike forms, whether in
wood or clay. She recently carved from wood a
series of "standing plant
forms" about four feet
tall exploring ways to
make the stems bend in
the wind and still suppOit
the larger form at the top.
She is currently completing a large-scale clay
piece at the University
of Nevada-Reno (UNR) .
Eight feet tall, it is a hollow figure made in
five layers, and branches out from a square
base to a symbolic treelike form at the top.
Abba Neri carves with no model and often
no preconceived idea of what form the finished piece will take. "What I' m interested
in is the process, the relationship between
the artist and the mate1ial ," she says.
She currently teaches ceramics at Reed
High School in Sparks, and has worked for
the State Council on the Arts, the Sierra
Arts Foundation, the Nevada Museum of
Art and Very Special Arts, which provides
arts programs for special-needs children.
She has taught classes at UNR and Truckee Meadows Community College, and recently completed a one-person show at the
City 2000 Gallery.

Tony Milici
Las Vegas

597-0006

ony Milici is a self-taught sculptor
who works primarily with glass, stone
and steel. He cuts sections of glass sheets
into abstract shapes and layers them with
stone or other natural materials to create

T

Tony Milici created this spectacular glass
entt)" door for a custom home at Th e
Fountains in Green Valley.

sculptures for residential and commercial
clients. He has also designed custom
doors, windows and tables. Mibci makes
models of his large pieces and then builds
them to scale using huge rocks from a Nye
County mountain and thick sheets of glass.
which may be etched, carved, sandblasted
or pobshed to produce the desired effect.
He recently completed a large stone-andglass sculpture for a custom home in Park
City, Utah, and created a pair of abstract
glass pieces called Man and Woman for a
custom home in Las Vegas. Milici designed (but did not construct) the Emerald
City glass sculpture originally at the entrance of the MGM Theme Park. He is
completing his largest commission to date,
the design and construction of two large
skylights at McCarran Airport's Terminal
D. The skybghts are 100 feet high and 40
feet wide, and feature abstract glass and
metal shapes. His work is currently on dis•
play at seven galleries nationwide.
Aprill998 .
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SPE AKIN G FOR NEVA DA
by Attorney General Frankie Sue Del Papa

Fighting Insurance Fraud
in Nevada
nsurance fraud continues to be a growing problem in Nevada and the citizens
of this state are paying the price for this
crime through the increased cost of obtaining and maintaining their insurance
policies. Recently, Nevada was listed
among the top 10 states with the highest
auto insurance rates. One of the factors
leading to higher insurance rates is fraud.
ationally, various organizations have
estimated that insurance fraud costs insurance companies and their customers between $20 billion and $30 billion each
year, or, as much as $300 per American
household. According to estimates by the
United States Chamber of Commerce, at
least 10 percent of claims submitted to
U.S. insurance companies annually contain some element of fraud . The ational
Insurance Crime Bureau and the Insurance InfOimation Institute estimate insurance fraud adds as much as 20 percent to
every consumer's insurance premiums.
According to a publication by the Western Insurance Information Service, insurance fraud in evada costs the industry
and its customers between $210 million
and $280 million.
We can help take action to lower the
costs of insurance in evada by bringing
those who would fraudulently deal with
insurance companies to justice. To that
end, the Insurance Fraud Unit (IFU) of the
attorney general 's office has recentl y been
expanded to include four prosecutors and
fi ve investigators. In addition to the numerous inquities handled each month. the
IFU has more than 100 ongoing investigations. From January 1997 to-date, the unit
has processed, or is still pursuing, 37 insurance fraud defendants through the
criminal justice system. But we still need
to devote more resources to continue

I
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our crack down on insurance fraud .
Policyholder insurance fraud takes
many forms. A claimant will have suffered
a real loss but will exaggerate the claim to
recover past paid premiums or deductibles.
An Insurance Research Council survey reports that up to 40 percent of Americans
believe claim padding is acceptable. Prosecutors fight a daily battle to counter this
attitude. All members of the public must
be made aware that insurance fraud in the
state of Nevada is a felony.
Far more costly to the system are claims
which consist of simple, outright fraud .
Examples include claiming a vehicle was
stolen when the Qwner has di sposed of the
vehicle or stored it in a hidden location,
claiming property as stolen that was never
owned, faking a slip and fall at a business,
or other type of personal injury which did
not occur, and filing multiple claims for
the same loss.
Staged automobile accidents are on
the rise. and currently one of the most
costly forms of insurance fraud, according
to the evada Insurance Council , which
estimates one automobile fraud crime
ring can cost the in urance system millions
of dollars eacb year.
In a staged accident, one car will purposely impact another and all passengers
then claim injurie and seek a quick settlement from an in urance CatTier. In Las
Vegas. while raging an insurance fraud ,
the wife in a car actually hit and almost
killed her b band on a motorcycle. The
investi gation revealed that the accident
was planned as a scheme to collect insurance benefits to pay outstanding debts .
Also, some phony auto accidents occur on
paper only. Cars will be damaged to make
it appear they collided. Then various persons state they were passengers in a vehi-

"Insurance fraud costs
insurance companies and
their customers between
$20 billion and $30 billion
each year, or, as much
as $300 per American
household . .. [and] adds
as much as 20 percent
to every consumer's
msurance premiUms.
•

0

' '

- Frankie Sue Del Papa,
Nevada Attorney General
cle which was rear-ended . Another person
is recruited to admit they were at fault
when they hit the car full of passengers.
Law enforcement officials believe heavily ar·med and dangerous criminal groups,
similar to traditional crime families, have
recently moved into the state of evada to
profit from the " busi ness" of insurance
fraud. This fe loniou venture subsidizes
other illegal activities.
of prosecution units to the maximum. T
cases are extremely complex and ·
to investigate, involving intricate we
evidence on computers, voluminou
ments and requiring the testimony
merous witnesses. Phony documents.
witnesses and changed identities areods these groups employ to avoid
tion . These lucrative criminal venture<

SP EAK ING FOR NEVADA

life insurance on persons who do not
exist, fake deaths, steal vehicles and
switch vehicle identification numbers, and
conspire with less reputable auto body
shops, attorneys and medical professionals to manufacture claims. Local district
attorneys in the larger counties are without the resources, time or personnel to investigate or prosecute this type of fraud.
During the 1997 state legislative session , the attorney general 's office received
funding to provide for limited prosecution
and investigation positions. Staff from
other areas within my office were added
to further enhance the IFU's efforts in
October of 1997. As both the sophistication and frequency of the crimes become
more apparent, further budgetary allotments to support our mission are essential.
As noted, the IFU's ongoing active investigations total more than 100 cases
throughout Nevada. Our otf1ce ·has reeived 528 referrals or complaints of suspicious insurance claims from insurance
ompanies since January 1996. The staff
of the IFU is working hard with the limited resources available to fight insurance
fra ud. They have participated in 13 arrests
since November of 1997 and currently are
processing 37 defendants through the
criminal justice system.
The IFU works closely with local law
enforcement agencies, the National Insurance Crime Bureau, the Coalition Against
Ins urance Fraud, the special investigative
units of the industry, federal agencies inluding the FBI, U.S. Attorney's office, police departments, sheriff's offices, the IRS,
l.be Insurance Commissioner's office and
l.be evada Insurance Division. It is a colLaborative effort to bring limited resources
together and best utilize them in the fight
against insurance fraud. We must acknowledge that no single agency can confro nt this problem alone.
The insurance industry also plays a significant role in the battle. The industry's
input and participation are critical to the
su cess of any mission aimed at reducing
frau d. The good news, according to a
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study by the Insurance Researc h Council ,
is that spending by the insura nce industry
to fight fraud has increased signifi cantly
in the last fi ve years .
The Coalition Aga inst Insurance Fraud,
a national organi zatio n dedicated to fighting ins urance fraud through public advocacy and public ed ucation, has stressed
the need for the insurance industry to
develop and fund an intensi ve, ongoing
publi c information campaign to provide
ed ucation to the public about insurance
fraud. Insurance companies may also find
it beneficial to e mploy or enhance special
investigati ve units, train person ne l regarding fraud, suppo rt budgets to enhance
TFUs, and suppo rt civi l and cri min a l remedies to deter fra ud .
Thi s next legi s lati ve se ssio n, w ith the
ass istance of Senator Jack Rega n and others, using the attorney general's Workers
Compensation Fraud Unit as the proto type, we w ill seek further expansion of the
IFU. and the leg is lation necessary to make
thi s unit mo re successful.
Our Workers Compensati o n Fra ud U nit
was recently rated as the best of its ki nd in
the United States by the Coalit ion Against
Insu rance Fraud. This unit has been well
i.n~

that th~ c r:-e.at\-o'i"£ 10f a 'U~\\
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fraud unit, along w ith dedicated in e ri_
tors and prosecuto rs, is a succes ful
to attack w hite collar criminals.
All interested parties from the Le~ -

TH E CE TER FOR BUS! ESS AND ECO NOMIC RESEARCH, UNIVERSITY OF NEVADA,

federal and state law enforcement
c ies, and the insura nce industry mus
together to find creative solution to
lenge, confront, a nd combat ins
fraud. Our office intends to play
portant role in organi z ing an i
fraud summit to take place later rbias a catalyst to bring together th care about thi s iss ue.
Anyone w ho suspects any
workers compensation or in uraoc
may report the ir concerns to the Ge neral's toll-free fraud hotline

MARYLAND PKWY, Box

266-8688.

UNLV
UNIVERSITY OF NEVADA LAS VEGAS

THE SOUTHERN NEVADA
BUSINESS D IRECTORY, 1997
Provides information on firms located in
Southern Nevada. Businesses are listed by
Standard Industrial Classification.

THE CENTER FOR BUSINESS
AND ECONOMIC RESEARCH
Director, R. Keith Schwer, Ph.D
THE LAs VEGAS METROPOLITAN HOUSING MARKET CONDITIONS REPORT
Contains current information on residential finance,
an assessment of the apartment market,
as well as indicators of future growth .

Annual Subscription: $20

Price: $35
plus $5 for shipping and handling

plus $3 for shipping and handling
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IN SI DE PO LITIC S
by Michael Sullivan

Campaign ~ 93 holds
no surprises ... yet
s we fas t approach the time fo r candidates to officiall y fi le for pu blic office,
let's take a look back at what has been - at
least fo r the most part - an uneventful
political season.

A

tarting at the top, the race for govemor
became a virtual lock for Republi can
Ken ny Guin n when the last person who
had the name recognition or popularity to
contest him decided to stay put. Secretary
of State Dean Heller announced while
he still thought he had a chance of upsetting the mi ghty
Guinn , the stress
on hi s fa mil y just
was n' t worth it.
With Heller out,
the o nl y thing
Guinn need worry
about on his way
to the govern or's
mansio n is hi s
Kenny Guinn's march to ow n p e r so n a l
the governor' s mansion safety. The onl y
other Republi can
continues unabated.
111 me race, Aaron
Russo, has shown he's not above physical
and verbal abu se, and his supporters share
their megalomani ac leader's penchant fo r
thi type of campaignj ng.
On the Democratic side, State Sen. Joe
. 'eal continues to wage a stealth campaign . With littl e money to spend, he
ems content to sit back and let Guinn
and Russo du ke it out in the primary.
The lieutenant gove rn or's contest got
very interesting when County Commi sioner Lorainne Hun t made up her mind to
leave the commission and seek the No. 2
eat. She has already attracted support
fro m many local busi ness leaders and already has a fund-raising start since most of
her donors have let her keep her commis- ion contributions (she had already raised
lo e to $200,000).

S

campaign recently took an upDemocrat Rose McKi nneyturn when he fired campaign
James, also well liked and readvisors Brooks and S herry
spected, saw her hopes dim
Compton and hired Mar k Fiero.
with Hun t's announceme nt.
But Kenney is a fierce camHaving never held public office,
paigner and has already raised
her name recognition is nil and
six fig ures . Taki ng her out isn' t
she's never had to raise money
going to be easy for anyone.
for any race. much less a
In the open seat, two names
statewide contest. Furthe1more,
have emerged early. On the Reraising money for lieutenant
publ ican side, Ernie Fragerrio.
govemor, a position with almost
no political power in evada, Ex -Clark County Commis- a real estate broker. has
isn' t easy to begin wi th .
sioner Lorraine Hun t will emerged as the fro nt runn er fo r
Like James, Republican at- contest Rose McKinney- th e GOP nomin ati o n. While
torney general candidate Scott james (below) far the Hunt wo n' t say whether she enScherer go t some ve ry bad Lieutenant Governorship. dorses hi m, there are no other
names in the runn ing as of yet.
news in the past month. While
For the Democrats, well-reit looked early on li ke the
spected ex-Assembl yman Larry
bright and articulate Scherer
Spitler is mulling getting into
would cr~i se into office. that
the race. Spitler's name recogall changed when incumbent
nition among the infras tructu re
Attorney General Franki e Sue
crowd is strong, and his reputaDel Papa announced she would
tion as a no-nonsense, consenseek reelection.
~
-~
· . sus-building publi c offic ial
Del Papa is one of the most
~
should make him the earl y
popular politicians in the state.
w ru1e ::. cnerer nas oeen runen om-runner.
raising a bi t longer, she should
Both the Assem bly and Senate races are relatively quiet going into
have no troub le raising money. If there's
any drawback to Del Papa's candidacy its
May. Most incumbent legislato rs look
that she doesn' t reall y have a campaign
safe. For the open state Senate seat in Di steam in pl ace. But Novem ber is sti ll a long
trict 7, two strong contenders have lined up
way off, and Scherer is going to have his
- attomey Ten·y Care and Assemblyman
work cut out fo r him to overcome Del
Jack Close. T hey have both had good rePapa's strong presence.
sponse fro m donors and lobbyists, but
pundits are giving the earl y edge to Care
Aside fro m the statewide offi ces, the
most powerful positions in Nevada have
because of the di strict's overwhelming Dealways been the Clark County Commismocratic registrati on edge (nearly 10,000
sioners. Three seats are up this election
votes) . It's also M inority Leader Dina
season- two incumbents. Mym a Williams
Titus's home district, and she's very popuand Erin Kenney: and the open seat left by
lar there. which should help Care.
Hunt's vacancy. So far Wi ll iams has drawn
So there's the lay of the land as we apno visible opposition.
proach the opening of fi ling. While things
Ken ney, however. is expected to face a
shoul d stay pretty stable, you can never
host of possible candidates, including
predict who will get the urge to run and
popular State Trooper Steve Harney. His
•
shake things up in Campaign '98 .
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Take Control of Your Taxes by Making
the Most of New Tax Breaks
t's finally over. Your 1997 income tax
return is in the mail. Now it's time to sit
back and take a break - a tax-planning
break, that is. With many of the provisions
ofthe Tax Relief Act of 1997 taking effect
this year, the Nevada Society of CPAs says
it's more important than ever for you to
plan ahead. Take the time now to learn
how the new act affects your home, your
children, your retirement, your investments, and your estate so you can take
advantage of the many tax-saving opportunities available to you.

I

YOUR HOME
Has the prospect of a large tax bill discouraged you from trading down? If so,
this might be the year to hang the "For
Sale" sign. Under the 1997 act, a couple of
any age may exclude from income up to
$500,000 in profit on the sale of a primary
residence. For single taxpayers, up to
$250,000 in gain is tax-free. To qualify,
you must own and live in the house for two
of the five years preceding the sale. Keep
in mind, in calculating your profit, you
must count not only the profit on your present home, but any gains you 've already
sheltered by trading up.
If your plans for 1998 include becoming
·a homeowner for the first time and you
need some help with the down payment,
under the new act, you can borrow, penalty-free, up to a lifetime limit of $ 10,000
from a traditional IRA to pay for qualified
expenses associated with a first-time home
purchase. Of course, you ' ll have to pay income tax on the withdrawal.

YOUR CHILDREN
Starting in 1998, families with adjusted
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A couple of any age may
now exclude from income
up to $500,000 in capital
gains (single taxpayers, up
to $250,000) on the sale
of a primary residence.
To qualify, you must own
and live in the house for
two of the last five years .
gross incomes (AGis) of $110,000 or less
can take a $400 tax credit for each child
who at the end of the year is under the age
of 17. For 1998 and subsequent years, the
credit rises to $500. The credit begins to
phase out for joint filers with an AGI over
$110,000 ($7 5,000 for single filers and
$55,000 for marrieds filing separately).
The act also provides education-related
tax breaks. Generally, for each child under
age 18, you may make a non-deductible
contribution of up to $500 to an Education Individual Retirement Account. Distributions for qualified education expenses
are not taxable. The contributi on limit
phases out for this IRA if you 're married filing jointly with an AGI between
$150,000 and $160,000 ($95,000 and
$110,000 for single filers).
Starting in 1998, you may claim an annual Hope credit, for each qualifying student, for 100 percent of the first $1 ,000
you pay for tuition and fees and 50 percent
of the second $1,000. This credit is available for the first two years of college.

For education expenses not covered by
the Hope credit, you may be eligible to
claim a Lifetime Learning Credit equal to
20 percent of the first $5 ,000 of qualifying
expenses . The maximum credit totals
$1 ,000 per family.
The Hope and Lifetime Learning credits
phase out for couples with AGls between
$80,000 and $100,000 on a joint return
and for singles with AGis that range
between $40,000 and $50,000.
Taxpayers who may be having trouble
meeting those tuition bills should know
that, starting in 1998, they may take a
penalty-free withdrawal from a traditional
IRA to pay for tuition, books, fees and
other qualified education costs.

YOUR RETIREMENT
The income limits that prevented many
taxpayers from deducting IRA contributions in the past start increasing this year,
and continue to rise over the next 10 years.
For 1998, the new phase-out ranges start at
$50,000 for couples filing jointly, and
$30,000 for single filers. Also, deductible
IRAs are now available to individuals
whose spouses participate in an employerprovided pension plan. If the combined
AGI is below $150,000 on a joint return,
the spouse who does not participate in the
qualified plan may contribute $2,000 to a
deductible IRA.
Another retirement savings option
created by the new tax law is the Roth
IRA. Thi s new, non-deductible IRA features tax-free distributions of contributions and earnings, if certain conditions are
met. Up to $2,000 in annual contribution
can be made, but the contribution limit
begins to phase out when your AGI i

YOUR DOCTOR IS CERTIFIED
YOUR LAWYER IS CERTIFIED ...
The 1997 Tax Relief Act

IS YOUR ACCOUNTANT?

reduced the top tax rate
on long-term capital gains
for individuals, from 28
percent to 20 percent.
To encourage long-term
investing, the minimum
holding period has been
extended to 18 months .
more than $ 150,000 if you' re man·ied
and fil ing jointly or more than $95,000
as a single filer.
The tax act includes a provision that allows you to convert your cuiTent IRA to a
new Roth IRA , provided that your AGI is
$100,000 or less. However, you will owe
taxes on any previously untaxed contributions and earnings. If you' re going to convert, plan on doing it by December 31,
1998, and yo u can spread the resulting tax
bi ll over four years. Determining whether
to contribute to a traditi onal or a Roth
IRA, or if you should convert your traditional IRA to a Roth IRA, can be difficult.
You may want to consult with a CPA or
other tax professional.

YOUR INVESTMENTS
There's also good reason to step up
your long-term investments. The 1997 tax
law red uced the top tax rate on long-teim
capital gains for individuals, from 28 percent to 20 percent. To encourage longterm investing, the minimum holding peri od has been extended to 18 months. so
you' ll need to plan carefully to take adva ntage of this new tax break .

Here in .Nevada, CPAs must pass a rigorous two-day examination,
adhere to strict ethical and professional standards, and beyond
college, complete 80 hours of continuing education every two years
to be certified by the state-- accountants do not.
Who do you want handling your financial and business matters?
If your accountant isn't a CPA, it's time to seek professional help.

(CPA)

THE CPA. NEVER UNDERESTIMATE THE VALU E.

Nevada Society of Certified Public Accountants.
Contact us at wwvv.nevadacpa.org or (702) 826-6800.

YOUR ESTATE
From 1998 to 2006, the new law graduall y increases the estate-tax exemption to
$ 1 milEon from $600,000. ow is a good
time to have yo ur will reviewed to be sure
you can take fu ll advantage of the rising
exemption amounts .
•
Prepared by the Nevada Society of
Certified Public Accountants

Residential & Commercial • 24 Hour-a-Day Service
Trained Technicians Servicing All Makes & Models

367 6064
•

SS20STEPHANIE
LAS VEGAS, NV 89122

BONDED & INSURED • LICENSE NUMBERS: #27744 • #28743
MEMBER: ACCA • SNARSCA
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MARKETING
by John R. Graham

The Ten Most Deadly~ Detrimental
and Destructive Sales Mistakes
elling is a tough profession. A salesperson does everything possible to
make the highs higher because there are so
many lows. No group of profe sionals
deserves more appreciation.
Because of its integral value to a business, it is essential to focus on improving
the petformance of the sales staff. The
problem isn't poor closing techniques or
bad attitudes. Neither is it lack of motivation. Trying to "frre-up" the sales force
only leads to burn-out.
The way to improve performance is to
help salespeople get rid of the deadly,
detrimental and destructive mistakes that
impede their success. Here are 10 of the
worst sales missteps.
Thinking like a salesperson. Because
salespeople are trained to think backwards,
they hit the wall and limit their success.
They spend time psyching out customers
rather than learning to think like one. A
salesperson told a customer, "If I bad been
on your account, I would have gone for the
$30,000 color printer rather the $11,000
model .'" The customer made a mental note
of the comment. This salesperson clearly
had one aim: maximize the sale, not therelationship. When it came time for the same
customer to buy a color copier (a much
more expensive machine), the salesperson's name was crossed off the list because
that comment had undermined the salesperson 's credibility.
Thinking like a salesperson places the
focus on what you want to sell, while
thinking like a customer means getting in
tune with what the customer needs and
aligning product and service to fit the customer's requirements.
Failing to follow up. While attending a

S
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food services show, a company executi ve
visited the booths of several service dealers who provide office coffee. "We have
had the same coffee service for more than
a decade and we aren't getting attention .
We're in the market for a new provider."
This was the executive·s message at each
booth . He volunteered his business card,
adding, "We have two coffee stations and
35 employees. Please call us." Does this
sound like a buying ignal ? Is this a good,
solid lead? Evidently not, because not a
single vendor followed up. A 10-minute
visit and showing a little interest would
have won the account. How many sales are
lo t because of a lack of follow-up ?
Looking only for 'hot' leads. While taking time to qualify prospects is essential ,
it 's easy to destroy potential sales. In the
first few seconds of talking wit h a
prospect, the salesperson asks, "When are
you planning to make your decision ?" Perceptive customers decide at that moment
not to do business with this salesperson.
Asking about the decision date at thi s
point isn't qualifying the prospect, it's
qualifying the immediacy of the sale.
Spending time attempting to understand
the customer, creating interest and demonsu·ating the benefits of buying the product
or service are what helps set the buying
date. The salesperson's job isn't just finding ' hot' leads, it's also creating them by
motivating the buyer.
Refusing to cultivate prospects. Yes,
sales suffer by treating pro pects like ' hot
potatoes.' If a customer says, "I appreciate
your time, I like what I see and were not
talking to anyone else, but we're not ready
to buy at this time," most ale people bear
only "tire kicker"' in thi type of message

and cross the prospect off their list. While
some prospects aren ' t serious, far more
send a variety of buying signals even
though they aren't ready to sign an order.
These can be very good prospects and
must be culti vated over time before becoming buyers. The salesperson who is
there at the right moment will get the sale.
Failing to cultivate results in lost sales.
Neglecting to grow customers. Maximizing a customer's buying potential takes
commi tment, research, persistence and
awareness. The office supplies salesperson
gets an order for filing cabinets but never
sees the possibility for helping the customer improve space utilization with the
installation of more efficient workstations.
While it may seem that growing customers is an effective way to increase
sales, why do salespeople fail to take advantage of these opportunities ? Primarily,
because it takes time and effort to educate
customers, to stay in touch with them and
to bring them along. Over a period of time,
the successful salesperson is the one who
expands the account, not the one who gets
the initial order but neglects to act on subsequent growth possibilities.
Wasting time prospecting. Sales managers stress the need for prospecting and
expect their salespeople to spend time
knocking on doors. Certainly, every good
salesperson's eyes and ears should be open

served by creating marketing strategies
developing qualified leads and then manProviding salespeople with qualifi
leads may be the only motivation
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to energize sales on a consistent basis. Incentives may help in the short-term, but
good leads are the most effective strategy
for long-term gains.
Acting as if the customer is privileged
to do business with them. Salespeople
tend to become mTogant in good times,
often making customers feel it's a privilege doing business with them . It's something of an economic barometer- the better the economy, the more salespeople act
as if they expect their buying recommendations to be followed to the letter.
In the same way, the "industry leaders"
delight in minimizing the power of the
competition . Some customers want to be
with the leader, but others realize they
may receive more attention, special consideration and better service working with
a firm that is working to beat number one.
There's no room for arrogance in sales.
You may be the best salesperson with the
best product, but customers may not be
ready to say that you're the best for them.
Not taking time to think long-term.
Bei ng the best salesperson is not the key
to max imizing sales. Filling the pipeline
with prospects is the key to building a
highl y successful selling career. This is a
lesson management might learn as well.
Xerox is a company that understands
the concept of long-term thinking. By the
time the customer approaches Xerox with
an office machine inquiry, the company
has done a thorough job creating an
understanding about its products and services. Thi s is a long-term strategy designed to capture customers when they get
ready to buy, as well as to keep them from
fa lling under a competitor's spell. Lucent
Technologies, which had to establish its
own identity, takes a similar approach.
Avoiding becoming entrepreneurial.
Some salespeople may view this as an undeserved indictment because they have always thought of themselves as highl y entrepreneurial. "We' re out there on the
street everyday by ourselves making it
J'rdp'f7\--J T, " U'n..:."j · stry;
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Yet, many salespeople become complacent. Although they say they want to make
more money or climb higher in the organization, they are quite content with a par-

ticular lifestyle. They hit their own glass
ceiling, going home as soon as they reach
their daily quota.
Entrepreneurs are quite different. They
are never satisfied , always thinking, and
forever trying to grow and improve the
business . If salespeople want to fit the entrepreneurial fonnat, they will say to their
prospects, "I want you as a customer, and
I'm going to work with you until you become one no matter how long it takes."
It's the relentless quality in terms of doing
more, solving more problems and discovering more possibilities that molds salespeople into the entrepreneurial image.
Avoiding honesty with the customer.
There are times when customers believe
they know exactly what they want even
though the knowledgeable salesperson
realizes their thinking is flawed. What
happens now? An account executi ve at a
marketing firm regularly talks customers
out of buying expensive, full-color
brochures even though this is what they
say they want. ''There's a place for this
type of brochure," he notes. "But, more
often than not, the customer is reall y asking if a brochure is what they need. They
aren' t as sure as they may sound." What
the customer is looki ng for is a soluti on to
a mm·keting problem. While it 's easy to
get the brochure sale, that isn't the way to
increase sales. Being open with the customer while probing to find the underlying issues creates credibility and expands
the selling potential.
These are 10 of the worst mistakes
harmful to succe ful selling. More often
than not, even average salespeople can
improve their performance by providing a
sales culture that makes sense, one that allows them to use their talents to the limit.
Trying to fire-up salespeopl e only
serves to create a letdown. A better
approach is to create a climate where
salespeople can flourish. Thi s means an
environment that offers support and encouragement. In such circumstances ,
uTc:at: 1~ btall·uo ~ u(.:<..:~ss.
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John R. Graham is p resident of Graham
Communications. a marketing services
and sales consulting fi rm.
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CUTTING EDGE
by Da vid J. Stipech

NOT ON THE 'NET YET?
Here's some help to get you going

T

he Internet is definitel y cool, no
doubt about it.
But only to some of us.
Despite a rapidly increasing number of
Web users. millions of Americans still
don ' t have a clue about what the Internet
is. or how it works. And many users don ' t
really know how to use it well.
Instead of a bunch of incomprehensible
Net-head tech-talk, here are a few observations and tips from an "average guy
with a computer."
America Online (AOL) - It's taken
its share of knocks over the years,
some well deserved, but the thing works
pretty well. It packages the Internet into a
usable form at for the beginning to moderately experienced user, it's reasonab ly
p1iced and it" s everywhere. AOL is a slick
(al beit sometimes slow) way to get onto the
Net, do your elecu·onic mail with attached
files, check your stocks or favorite teams'
scores, get a news update, and chat in a
chat room if yo u're into that. For j ust over
20 bucks. you get unlimited access to AOL,
and new users can get 50 free hours to try
it out. Most decide it 's worth sticking
around. (A nd AOL is becoming so common, your e-mail address at aol.com isn ' t
nearl y as uncool as it used to be. )
Check your e-mail- Electronic mail via
the Internet is becoming almost as common as sending to a street address. But
some users - new users especially- aren't
yet acc ustomed to checking their e-mail
often enough, missing vital communications. Rul e for the sender: don ' t depend
solely on e-mail, especially for highl y
time -sensitive messages. Rule for the
receiver: get in the habit of checking
e-mail frequently, even when not expecting any new messages. Or configure your
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new e-mail automatically.
Parental supervision needed - The
Web industry, has had its way so far: no
governmental controls on the lntemet.
While some see thi s as freedom from censorship, the lack of any mechanism to
screen Web sites places the guard ianshi p
of the Net solely in parents' hands. And
most parents have very Little idea of the
darker, sleazier side of the et. Parents
should spend time on the Web to understand its potential for good and ev il, and
use passwords and parental control softwa re to limit kids ' access. Spending time
together on the Web is a good way to learn
and enjoy, while keeping an eye on things.
In no case should unlimited, unsupervised
access be granted to children.
Is it that late, already?- The Web is interactive, engagi ng and downright addictive. Choose your time wisely on the Web.
and set a timer. or at least a time limit befo re yo u log on. Or before yo u know it,
hours are wasted and that report you were
supposed to write is forgotten until it's too
late. Like TV, Web surfin g can absorb you
to the point of tuning out spouse, children
and responsibilities, so pla n ahead to
watch your time and level of addiction.

Get a fast m odem, the right tools - The
Internet is all about speed: how long it
takes Web pages to load, perform searches
and so forth. Considering the Internet's
function of connecting to other computers
around the world, the limited amount of
telephone line capacity and the zill ions of
users surfin g at any given time. the Internet's proficiency is dowmight amazi ng at
any speed. But fast modems and computers set up correctl y wi th the ri ght software
make a huge difference in your overall
Internet experience.
Know your search engines - Search
engines are used to fi nd Web sites on the
topics you' re looking for. Alta Vista, Lycos
and Yahoo! are a few of them, and online
services such as AO L use their own or one
of the common engines . Search engines
are yo ur friend on the Intern et. so experiment with as many as poss ible to find the
ones that help you most. Each one has certain stren gths, weak nesses and even peranality. Rega rdless, how well yo u are
ab le to search the Internet wi ll play a large
ro le in your productivity and sati sfaction
with the World Wide Web.
Visit your bookstore -There are a lot of
great sites o n the Internet - millions of
them - which can be overwhelming at
first. The vari ous Web magazines at your
local bookstore fea ture tons of Web site
li stings and reviews to help you seek out
new worlds and new civilizations.
If you're not yet Internet-savvy. it 's time
to take the plunge. And as you feel your
way along, take comfon in the fact that
there are a lot of us out there who are on
the same journey with you.
•
David Stipech is a write1; husband and fath er in Reno.

Are You Having Trouble Finding
the Target with ln_ternet
Marketing Success?

It's Easy to Raise Capital
for Your Company
We can show you the easiest
way to raise capital for your
business. Call Today.
1-800-827-8388
Direct Public Offerings
Private Placements
Hedge Funds

http://campbellmello.com/capital
info@campbellmello.com

PrimeServer of Las Vegas

If your company is like most, you probably have
a website. But what is it doing for you?

Does it tie into your over-a// marketing plan?
Does it help drive sales & new leads?
Do you even like the way it looks?
If the word NO was your answer to the questions
above, call Janeva Corporation Today. We help
companies large and small find the target with
internet marketing and advertising.
Call 876-5956 in Las Vegas or 1-800-644-0912
nbj@ jan eva. com or http://janeva.com/nbj

eva

Internet Access for
$17.95 unlimited
&
Hosting Service for
$19.95 to $125 per month

Call 365-0325 in
Las Vegas
http://www.primeserver.net

Personal Service is Our Guarantee

For S99S.
We will setup a full
commerce website and even
give you the content.
All you need to do is respond
to e-mail and advertise
the website.

CORPORATION

Call 341-5366 Today.
See this offer at
http:/jkashcom.com

Marketing for the Entrepreneur

KashCom

STRATEGIES
by George Fuller

HOWTO KEEP ANY BUSINESS FISCALLY FIT
Close scrutiny can reveal ways to strengihen your company
he physical fitness craze has spawned
a wide variety of equipment to assist
your personal quest for a healthy body. But
even if you're in great shape (or jogging in
that direction), what about your business?
With the economy always subject to a
change in direction, now is the time to finetune your busi ness for the future.
A good way to start improving your
competitive position is by examining recent results in detail; not just from the
usual profit-and-loss standpoint. For example, in what areas are expenses too high
and/or results too low? And don't assume
because a certain expense category didn ' t
increase from a prior time period there 's
no room for improvement. Remember.
your goal is to outdistance the competition, not to be content with meeting budgetary standards . The ideal approac h is to
look at the decisions behind the numbers.
Perhaps a changing business environment
has rendered obsolete the basis upon
which past expenditures were made.
For example. are you buying supplies at
the lowest possible cost? Obviously, buying in bu lk wi ll get you a lower price. On
the other hand, just-in-time buying will
free up space and avoid tying up money in
inventory. By examining all of your costs
in detail and looking at various options for
improvement, you may find areas where
you can realize some significant cost savings. Conversely. you may di cover areas
in which increasing expenditures will
bring a long-term payoff.
Reducing labor costs is always a prime
objective, so it's a good practice to seek
alternatives to additional hiring. For instance, is everyone working at capacity, or
is there an unequal distribution of work?
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By scrutinizing your
employees' assigned
du ties, you may be able
to reallocate work force
resources instead of
increasing the payroll.
Job specialization may have advantages.
but it also has undesirable side effects.
One such problem is the reluctance of
employees to assist in the peiformance of
other than their assigned tasks. That's why
it's important to establish a climate for
teamwork within your business. Employees should be encouraged to help in other
areas when they have slack time. And by
scrutinizing workers' assigned duties, you
may be able to reallocate employee resources instead of increasing the payroll.
Automation is another possibility to
consider. However, before jumping to purchase the latest in equipment, decide
whether that 's the most efficient way to
go. Your analysi should include the costs
invol ved, the impact on employees. and
the effectiveness of current work methods.
In short, if something works well , don't try
to improve upon it by investing in an expensive program of automation.
Another important consideration is
whether new equipment will perform the
functions you want to automate. Make certain you're getting what you need to do the
job. Otherwise, you may find that the
wrong equipment can cause more problems than it olves. Unfortunately, it's
much harder to rectify the situation after

equipment not sui ted for the intended purpose is already in place.
A healthy business also has to avoid bad
habits. When bu siness can't be bener
there's a tendency to ignore expenses, and
when times get tough there's a ru h to cut
corners on everything. On the surface,
that's sensible enough. After all, it's discomfiting to spend money when business
is slow, so the incl ination is to wait until a
trend is clear. This can lead to waiting too
long, which makes it impossible to outdistance the competition.
Probably the most important factor in
evaluating the current heal th of your business is to look at the interaction of all of
the elements. For instance, a certain expense such as advenising may seem too
high. Yet if sales over the last few years
have increased proportionately, yo u're
probably on the right track. Consequentl y,
that's where most people stop and say,
·'Everything's fine." However, carry your
review a step further. For example, ask
yo urself if there's a way to get the same
advertising impact for less cost? On the
other hand, perhaps the situation calls for
increasing advertising dollars.
In any event, by carefully reviewi ng all
aspects of your business, you will be able
to make any adjustments before potential
problems become real ones. The exercise
will also give you assurance that nothing is
being overlooked. And above all else, you
will have the information on hand to make
the hard deci sions necessary to ensure the
•
future success of your business.
George Fuller is the author of Manager's
Portable Answer Book, published by
Prentice Hall.
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ACCOMMODATING THE BROAD ARRAY OF TODAY'S BUSINESS NEEDS

usi nesses are working harder than ever to meet the ir
customers ' demands in
today's fast-paced professional environment. Few
want to spend their precious time
searching for the right solutions to
their business and office needs. Understanding that any company's time
represents its most valuable commodity, Skipco Inc. has positioned itself as the single source for virtually
any office requ irement its customers
possess. Whethe r they're seeki ng office equipment, quality printing or
maili ng services, Skipco's staff of professionals is dedicated to qu ickly and
efficiently providing the answers.
"Many Nevada companies are
enjoying a high growth mode, and
that, combi ned with the dynam ic nature of today's business cl imate,
makes it essential to keep abreast of
constantly-evolving technolog ies and
office solutions," explained Gary
\-\ arouff, Skipco President. "Nevada
businesses place a priority on access
t o the latest advances in office equipment, so our goal entails staying a
step ahead of such evolving technol ogy. Compan ies wanting the finest
computers, cop iers and fax machines
wil l find them at Skipco, and can
have letterhead, business card and
mail ing needs accommodated under
th e same roof. This streamlines the
offi ce and business solution process,
an d saves our customers time, money
an d frustration."
Skipco's track record for consistently providing effective business and offi ce solutions has garnered the com pany almost 5,000 clients at its two
Nevada locations. Its 61 employees
generated revenues last year of al -

Skipco's Copy Center in Las Vegas comprises the state's largest such facility
most $12 million, and the company
averages 450 people daily seeking
walk-in service at its Copy Center.
Skipco comprises the state's largest
copy center, producing more than
three million copies a month . As well
as copying and printing, Skipco's services and products include typesetting, mail box rentals, rubber stamps
and bindi ng and lam inating. The
company ma intains Novell-certified
network engineers and consultants
on staff. Ski pco is also an authorized
center for both the US Post Office
and United Parcel Service (UPS). The
scope and quality of services and
equipment Ski pco offers has enabled
t he company to attract a broad range
of clients, incl uding The Tropicana,
The Orl ea ns and the New YorkNew York casinos, Rhodes Homes

evada Business ]ournal

and Lake Mead and Valley Hosprtals.
Key to the company's ongoing success is the quality of the prod ucts
it delivers. Skipco, a wholly-owned
subsidiary of Toshiba, represents
Toshiba's exclusive statewide dealer,
and earned accolades as Tosh iba 's f irst
"Dealer of the Year." Skipco has also
been awarded Toshiba 's Pro-Master
Service Award for superior customer
service and support for seven years
running . Toshiba itself won the Business Technology Association 's Manufacturer of the Year in 1995, 1996
and 1997 for its copier/fax machines.
"Toshiba sinks six percent of its total
revenues back into research and development," Harouff stated. " That
has enabled the equipment developer
and manufacturer to capture a leadership posit ion in the industry. They

A

offer a complete product line, with
equipment designed for every busi ness need . Toshiba products continue
to set standards in technological support, as well. Backed by a network of
factory-trained and certified personnel, businesses can take advantage of
unparalleled performance from one
of the most highly-acclaimed copier
and fax machine makers ."
Although it is allied with the resources associated with the world's
17th largest company, Skipco's customers benefit from local management and decision-making processes.
"As long-time Nevada residents and
members of the business community,
we provide service more attuned to
the specific needs of Nevadans,"
Harouff explained. "Our customers
have the best of both worlds - responsive service that comes with
knowing how our customers' needs
evolve backed by the resources of a
major worldwide corporation."
As a substantial presence in the
state's business community since
1982, Skipco has become known for
sensing demands and anticipating
problems before they arise . "We're
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not just selling services and supplies we're offering answers to potential
dilemmas before they emerge,"
Harouff described. "Businesses today
must be consistently more productive
than their competitors . We consider
ourselves part of our customers'
team, and the decisions we guide
them toward play key roles in their
success. We take that responsibility
very seriousJy."
Skipco's success in gauging busi-

Skipco's equipment showroom in Las Vegas showcases a complete product line
of Toshiba equipment designed for every business need.

ness needs across the state has kept
the company in a growth mode: the
firm has scheduled company expansions for every two years. Skipco
opened its Reno-Sparks location two
years ago, and is currently planning a
Riverside-San Bernardino site in Cali fornia. Regardless of where Skipco
expands, its distinctive brand of service will accompany it.
"We're committed to not only
meeting, but surpassing, our customers' expectations," Harouff concluded. "We're continually seeking
the most innovative and productive
ways to serve the ir needs. As
Nevadans and business owners ourselves, we take incomparable customer service very seriously. We are a
people-oriented company, and we
enjoy fostering client relationships
that extend beyond business transactions. We ' re looking forward to
sustaining our partnership with
Nevada as its business community
continues to expand ."

For more information contact:

&029 w. Charleston Bl.
Las Vegas, NV 89102

818-9111
evada Business Journal
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Aspen Financial Services
Providing Opportunities for Private Investors
and Southern Nevada Home Buyers
1ough 1 evada's economy
ffords residents and businesses many varied investment opportunities, selecting a company capable of delivering
sound guidance and maximizing investors' returns remains critical.
Aspen Financial Services , a Las
Vegas-based mortgage company cofounded by Jeffrey Guinn and Jerry
House, enables private investors to
diversify their portfolios and increase asset earnings through investing in tmst deeds on real prope rty.
With the financial support of its investors, Aspen Financial Services
funds short term acquisition , development and const1uction loans.
"We a re here to help all of our
customers and associates , whether
they're private investors or developers seeking to make their dreams
reality," stated Jeffrey B. Guinn ,
president and CEO of Aspen Financial Services. "To protect our
clients' investments, we are highly
selective about whom we lend to ,
and we emphasize quality more
than quantity. \\ e refuse to make
poor-quality loans simply for the
fees involved , and we turn away
more business than we take on ''
Tha t capacity for selectivity derives from the freedom that accompanies funding borrowers through
private investors, and brings with it
a more efficient, less time-consuming borrowing process. "Utilizing
private investors allows us more
flexibility in the lending needs we
accommodate, and how quickly we
fund borrowers. \\ e've financed
loans exceeding 86.5 million in two
weeks," Guinn noted. "On average,
we can finance loans in about half

Left to Right: Sean Corrigan, Carol Weikle, Jerry House and Jeffery Guinn
the time banks fund their loans. "
Aspen Financial Services is bringing that same expedient customer
service to its new mortgage division ,
which is designed to accommodate
the borrowing needs of individual
home buyers. Aspen Mortgage's core
team , headed by Executive Vice
President Sean Corrigan, has been
together for about 15 years , and can
provide clients with a full range of
programs. "Aspen Mortgage is a
full -service lender that coordinates
every phase of the borrowing
process locally, including unde rwriting and escrow-closing," Corrigan
explained . "We offer a complete
range of mortgage products, from
FHA and VA financing to jumbo
loans totaling over .$1 million. "
"Customer service constitutes

Nevada
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our numbe r one priority," described Corrigan, of Aspen Mortgage's primary objective. "As a local
company, we possess a vested interest in serving our community by
placing customers' needs first.
They're the inspiration behind the
services and competitive pricing we
offer, and our flexibility enables us
to tailor our programs to accommodate every individual's particular
needs. Our managers possess an average of about 20 years each in undenvriting and processing, enabling
our key personnel to more effectively assess the ideal financing alterna tives for our clients. "
According to Guinn , substantial
responsibility comes with utilizing
investors' support to fund loans. "We
understand we're only able to fund
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"It's gratifying to know
we're helping people
achieve their objectives,
whether furnishing a
builder with funds to
complete a neighborhood
or providing home loans
for that neighborhood's
new residents. Through
helping others shape our
community, we're leaving an enduring legacy."
Left to Right: Jerry House, President, Aspen Mortgage; Cam/ Weikle,
Senior Vice President, Investments; Sean Corrigan, Executive Vice President,
Aspen Nlongage; and Jej)'tny Guinn, President, Aspen Financial Ser'"vices
customers because our investors
tn1st us with their resources ," Guinn
asserted. "\Ve're grateful to them for
their faith in our expertise. We have
a duty to handle their resources with
great care , and keep them apprised
of the status of their investment at
all times. Because of that caution
during every phase of the lending
process, we've never had any delinquencies or losses. "
Aspen's successful track record
becomes more impressive with the
realization that the lender finances
a substantial number of loans.
"Aspen Financial Services , combined with Aspen Mortgage, is slated
to close approximately .S150 million
in loans this year," Guinn noted.
Also , the firm's funding made development possible on nearly 1,000
acres of land last year. The integrity
and determination responsible for
Aspen's ongoing growth and success
have characterized the company
since its establishment in 1995 by
Guinn , who left the banking industry after 10 years to pursue his
dream of business ownership.
"Our employees and managers
have remained at the core of our
continued achievements ," Guinn
stated. "For example, Carol Weikle,
our investment manager and senior
vice president, gathered 400 in-

vestors and .S60 million in loan investment funds for Aspen in just
four months. Our clients appreciate
her professionalism, expertise and
attentive service. She picks up investors' checks to make things more
convenient for them , and she meets
them at their homes to personally
discuss th~ir concerns and issues.
Such commitment to their needs is
what sustains Aspen's popularity. "
According to Guinn , making
clients' investment visions materialize , whether they're individual
homeowners or developers , represents one of the most rewarding aspects of being a part of Aspen. "We
play an integral role in malting peoples' dreams happen ," he noted.
"It's gratifying to know that we're
helping people achieve their objectives , whether we're furnishing a
builder with funds to complete a
neighborhood or providing home
loans for that neighborhood's new
residents. Through helping others
shape our community, we're leaving
an enduring legacy. "
Aspen's legacy doesn't end with
its development financing·; the firm
has maintained an active role in
a variety of community services.
Supporting such organizations as
the University of Nevada-Las Vegas ,
Miracle Flights and the Ievada
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Dance Theater yields intangible
benefits for Aspen and its employees - benefits that come from a
sense of giving back to the community that h as made the finn's success possible.
Aspen will continue to search for
new ways to assist valley residents;
the finn plans to expand its investor
base and fund additional builders,
and is also eagerly anticipating the
opening of its Realtor division. Designed to accommodate the particular needs of valley Realtors and
their clients, House anticipates seeing Realtors compose almost half of
Aspen Mortgage's business .
"The direction Aspen pursues will
always come from our clients and
investors," Guinn concluded. "\Ve
are here for them, and our success
would be impossible without their
sustained support and faith in our
vision. We're loolting forward to taking our partnership with Southern
Nevada to new heights of service
and trust. "

For more information contact:

ASR~It
7350 West Sahara
Las Vegas. i\evacla 89117

341-8499
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Nevada Banks Post Prodigious Growth
!though industries across Nevada are
expanding rapidly, growth is especially
evident in the banking realm, where
some financial institutions have doubled
total deposits and added multitudes of
branches. Much of that expansion has happened in the community banking submarket, where small companies and high-end
professionals increasingly turn for more
customized business and personal banking
alternatives. However, Nevada's largest
banks are also enjoying sustained success
as consumers continue to demand an array
of options suited to virtually any banking
need.
The lending industry has remained busy
as well, feeding a state that possesses an
ever-expanding hunger for real estate borrowing of both the commercial and residential varieties. Nevada's mortgage
bankers, brokers and lenders are accommo-
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Featured on the
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dating more needs than ever. For example,
home mortgage borrowers with damaged
credit have traditionally been relegated to
renting, or forced to submit enormous
down payments before home ownership
became a possibility; now, a host of financing choices for such "sub-prime" and " B ,
C, and D" paper borrowers have opened the
American dream to more Nevadans.
Once the property purchase is transacted,
buyers are finding highly capable and professional landscape architects statewide,
easing the landscaping process substantially with their use of the industry 's most current plant and irrigation innovations.
Growth bas spread to Nevada's many advertising agencies as well, many of whom
are several staff members larger than they
were a year ago. As comapnies of all types
continue to expand, ad agencies play a vital
role in bringing them the business necessary for ongoing success.
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large Format Digital Imaging for:
• Billboards

1/\/\AGE I<.ICH
SEE

THE

DIFFERENCE -

• Display and Convention Signage
• Out-oi-Home Advertising
• Backlit Signage
• Fleet Graphics
• Point-oi-Purchase Displays
• Taxi Tops and Bus Shelters
• Theatrical. Film and
Photography Backdrops

702-257-2810 • FAX 702-257-2813 • 800-650-4797

454.S WEST DIABLO DRIVE , St;m A
LAS Vr:C .-\S, N [\'.-\f).-\ 891 1 8
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Advertising Agencies
Ranked by Nevada Employees
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ADVERTISING AGENCY

z

"'"'

PHONE

734-0444

1997 CAPITALIZED
BILLINGS (U.S.)
139
$120,000,000
61
48,600,000
43
23,700,000
42
17,500,000
30
43,000,000
17
2,100,000

798-5300

15
12,400,000

ADDRESS

4
5
6

7

8
8
8
11
12
12
12
15
15
15
18
19
20
20
22
23
23
23
23
23
23
29
29
29
29
33
33
33
36
36
36
36
36
36
42
42

R&R Advertising
8076 W. Sahara Ave., LV 89117
Merica Dickerson
521 S. 7th St., LV 89101
Bayer, Brown, Forsythe & Ernaut
300 S. Wells Ave., Ste. 7, Reno 89502
Shonkwiler/Marcoux Advertising
4170 S. Decatur , Ste. A -8, LV 89103
DSLV/ Lawlor Advertising
602 South 10th St. , LV 89101
Kohler, Sperberg & Rivera Advertising
Public Relations & Government Affairs
3753 Howard Hughes Pkwy., Ste. 310, LV 89109
Thomas Puckett Marketing.
Advertising & Public Relations, Inc.
4680 S. Polaris, Ste. 200, LV 89103
Creative Dynamics, Inc.
3160 S. Valley View Blvd. , Ste. 102, LV 89102
Hands Ink Advertising
2020 S. Jones Blvd., LV 89102
Joyce Advertising
1408 S. Jones Blvd . , LV 89102
Smith & Jones
880 Northwood Bl., Ste. 2, Incline Village 89451
The Geary Company
2141 Industrial Rd. , LV 89102
Minor Advertising Company
100 Washington St. , Ste. 350, Reno 89503
Quillin & Co. Advertising
2800 W. Sahara Ave. , Ste. 4B, LV 89102
Ballard Communications/Burch Design
1850 E. Flamingo Rd., Ste. 120, LV 89119
The Five Star Group
2310 Paseo Del Prado, Ste. 102, LV 89102
lnnerwest Advertising Media & Marketing
465 Court St. , Reno 89501
Katz & Associates
3150 W. Sahara Ave ., Ste. B22 , LV 89102
Swan & LoJ.an Advertising
2880 Mea e. Ste. 202 , LV 89102
Sidra Kain Advertising & Public Relations
2785 E. Desert Inn, Ste. 255, LV 89121
Swamp Rhino
3390 Wynn Rd., Ste. D. LV 89102
Newlon Communications
2585 S. Jones Blvd ., Ste. 2D, LV 89108
Agency 72 Advertising & Design
P.O. Box 28309, LV 89126
J.B. & Associates
955 S. McCarran, Ste. 104, Sparks 89431
Lynam Communication Group
6600 W. Charleston, Ste. 123, LV 89102
Paladin Advertising, Inc.
2290 S. Jones Blv ., Ste. 100, LV 89102
Purple Haze Advertising, Inc.
4012 S. Rainbow Blvd ., Ste. K-454, LV 89103
Roseman Advertising & Marketing
423 W. Plumb Ln .. Ste. D, Reno 89509
Allen Advertising
P.O. Box 97084, LV 89193
Consultants in Marketing, Inc.
2251 N. Rampart Blvd., Ste. 279, LV 89128
Mark Curtis Inc.
401 Court St., Reno 89501
RFN Productions, Inc.
1412 S. Jones Blvd .. LV 89102
The Harris Group
PO Box 50044, Henderson 89016
Letizia Ad Tearn
4820 Alpine Place. Ste. D-102, LV 89107
Pacific/West Communication Grou&, Inc.
575 Oal<mount 1'\., Ste. 2926, \.\/ 9~()9
Collins Communications, Inc.
1408 S. Jones Blvd. , LV 89102
Doug Shane & Associates
10301 Homestead , LV 89131
Media America, Inc.
8635 W. Sahara Ave., Ste. 572, LV 84117
PR Promotions
2408 Millcroft Dr. , Henderson 89014
Steven Jacobs Advertising
PO Box 50871, Reno 89513
Stockdale & Crum
1650 Lucerne St., Minden 89423
Bernard Hodes Advertising
1904 Rolling Dunes Ct., LV 89117
Communications Unlimited
811 Jeffrey Court, Incline Village 89451
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228-0222
386-2677
323-2181
368-1100
382-8900

876-3316
364-8604
878-1408
831-6262
382-9610
322-2020
368-3333
836-3000
367-6667
323-4500
368-0065
876-1559
794-0405
253-1551
227-0670
382-1923
358-7883
878-6867
221-7950
248-8600
322-5523
361-5393
868-9322
348-6388
258-6333
361-3645
870-2362
796-3767

14
2,500,000
14
4,600,000
14
8,300,000
13
DND
12
4,000,000
12
8 ,000,000
12
6 ,200,000
10
1,100,000
10
DND
10
DND
9
875,000
8
1,000,000
7
3,500,000
7
1,000,000
6
420,000
5
DND
5
1,500,000
5
470,000
5
1,100,000
5
DND
5
DND
4
DND
4
DND
4
2 .000,000
4
1,200,000
3
2,000,000
3
6,100,000
3
·~.300,\nl

259-5206
656-2277
256-5915
436-6900
828 -9922
782 -3678
363-4343
832-7292

2
DND
2
975,000
2
2 ,000,000
2
350,000+
2
DND
2
DND
1
H521,600,000
1
DND

SENIOR NV EXEc(s)
AREAS OF SPECIALlY
Advertising, PR, Govt. Services, Special
Events Marketing
Gaming, Real Estate, Telecommunications,
Banking
Media Production, PR, Research and
Analysis, Govt. Affairs
Gaming, Communications, Master-Planned
Communities, Auto Dealers
Gaming, Entertainment, Tourism,
Hospitality
Advertising, Design , PR, Govt. Affairs

Real Estate, Utilities. Medical, High-Tech

Advertising, Strategic Marketing, PR,
Creative Services
Gaming, Hospitality, Retail
Sales/Marketing , Advertising, PR, Govt.
Affairs/Political Consultation
Collateral Materials, Internet Websites,
Campaign Strategy, Media Planning
Creative/Radio-TV-Print-Outdoor, Media
Placemt!Mgmt. , Promos, Special Events
Automotive. Retail, Gaming
Creative Thinking
Public Affairs, Media Relations, Crisis
Communications. Graphic Design
Advertising. PR
Gaming, Banking, Retail, Events
PR, Community Education
Punctuality. Creativity, Integrity
Strategic Planni'dl, PR, Bus.-to-Bus.
Advertising, Me ia Planning/ Placement
High-Tech , Telecommunications, Gaming
Desi~n. Advertising. PR, Political
Consultation
Graphic Design, Print Advertising, Direct
Mail, Radio/Television Advertising
Imprinted Promo Products/Textiles,
Incentive Programs, Trade Show Displays
PR & Govt. Affairs, Political Affairs, Crisis
Management, Environmental Affairs
Political Consulting, Gaming Mkt~ and
Advertising, Campaign Mgmt, La bying
Marketing, Advertising, Graphic Design.
Media Placement
Manufacturing, Engineering

Medical Clients, Personalized Service
Professional Service Marketing,
Relationship Marketing
Health Care, Real Estate, Tourism/ Gaming,
Publishing
Direct Mail Graphics, Television Advertising
Local/Nat'! TV Production/Placement, Law
Firms, Medical, Swap Meets, Real Estate
Television , Newspaper. Radio, Graphics, PR

CLIENTS

LVCVA, Circus Circus Ent., NV Tourism
Commission , Sierra Pacific, Del Webb
Lake LV, Lewis Homes, Desert Inn, Ocean
Spray, Howard Hughes Corp. , NEXTLINK
Primadonna Resorts, Reno Air, Silverton,
El Dorado, CAT, Universal Health Systems
Thunderbird Gaming lnternat'l, American NV
Corp., Table Mtn. Casino/ Fresno, NOS
LV Hilton, Bally's, Sahara, Si Redd's Oasis, Bally
Gaming/Bally Systems. RCA. GE , Proscan
INAMED Corp., McGahn Medical, Southwest Gas
Corp., UNLV William S. Boyd School of Law.
Southwest Cancer Clinic, Southwest Exchange
Nevada Power Co., NV Dev. Authority,
International Game Technology, AT&T Wireless
Services, Falcon Homes, Stanpark Homes
Westwood Studios, Community Bank , MGM
Grand , Saxton Inc. , Scenic Airlines, Key Largo
Flamingo Hilton Laughlin, Colorado Belle,
KLVX-Ch. 10 (PBS), G.C. Wallace Engineering
McCarran International Airport, PacifiCare,
HazMat 2000, ARCO, Lung Institute of NV
Hyatt Lake Tahoe, Embas2,; Suites, No. Tahoe
Resort Assn., Alpine Mea ows, Carson City CVA
Fiesta Casino/Hotel, Friendly Ford, Sunridge,
Astoria Hms, Casino Data Systems, Video Tyme
Solari's Food & Drug, Model Dairy, Jones West
Ford, Carson Nugget, 7Up Bottling Co.
Courtesy Auto. Dealerships, Layne & Assoc.,
Pulte Hms., Com. Bank of NV, Valley Automall
The Molasky Cos., CB Commercial, Las Vegas
Business Bank, The Thomas & Mack Co.
McDonald's Restaurants
Fitz~eralds/Reno & Black Hawk, SierraWest
Ban , No. NV Dairymen, Reno Rodeo
Regional Transportation Commission, Corp.
for Solar Technology & Renewable Resources
Findlay Oldsmobile, Findl~ RV, Del Mar
Mortgage, American Resi entia! Services
CashCode/Toronto, JVL!Toronto, Keizer
Communications, Spartan Health Foods
AT&T Wireless, Let's Talk Cellular, Gordon
Biersch Brewing Co., EFX-MGM Grand
Distinctive Hms. , Charter Health Systems, Gavin
Consulting, A Taste of LV, NV Food Marts
DND

St. Mary's, Sani Hut, Boomtown , R-Supply, Auto
Diesel Elec .. Microflex, BenUy, West. NV Supply
Silver State Disposal, David Lewis & Assoc.,
Citizen's Energy, El Dorado Energy, NFIB
Sahara H&C, Judge Nancy Becker, Maj. Lead.
Richard Perkins, Min . Lead. Dina Titus, SNHBA
DND
DND
West Valley Imaging, Open-sided MRI , Great
Earth Vitamins, Nevada Dermatology
Palm Mortuary, EV EREN Securities, Greater LV
Assn. of Realtors, Robert L. Bolick, Ltd.
Washoe Health System, Hometown Health.
Reno Gazette-Journal, SilverStar Dev.
Unite! (lnt'l), LV Reservation Systems, Comtech
Communications, Terra West Dev., Norwest Mort.
Piazza & Assoc., Colman & Townsley Law, Broadacres Swapmeet, Absolute Medical Skin Centers
Chaisson Motor, Cloud Carpets, Nationwide
Homes, Garrett's Furniture, Gold River Resort

High Tech, Health Care, Finance,
Hospitality
Graphic Design, Radio Production

JHC Health Center

Radio, Auto Dealers, Housing, Promotions

DND

Direct Response Advertising, Television
Production, Infomercials
Imprinted , Embroidered or Engraded
Promotions Products
Print & Broadcast, Corp ldenti~, Mktg.
Strategies, Copy Writing, Grap ic Design
Health Care, Political, Tourism , Businessto- Business
Employee Communications, Recruitment,
Retention
TV Show Production , TV Advertising,
Media/Mktg. Campaigns, Media Training

Stellar Concepts, Vital Earth, Action Entertainment, Hot Shot Entertainment, Aster
Clark County, Nevada Power Co. , Southwest
Gas Corp., Sprint, LV Chamber, NV State Bank

YEAR ESY. IN NEVADA
Billy Vassiliadis
1974
Joe Merica
1977
Steven J. Forsythe
1984
Terry Shonkwiler
1988
Mick Hall
1991
Lynn Kohler
1996
Thomas Puckett
1990
Martin Greenbaum
1991
Peggy Smith
1984
Robin Joyce
1975
Kelly Houston
1981
Jim McKusick
1969
Dede Hagen
1986
Tim Quillin
1991
Mike Ballard
1992
Emma Addis
1984
E. Anderson/C. Murin
1982
Sara M. Katz
1991
Steve Swan
1991
Sidra A. Kain
1987
Peter Poggione
1993
Allison Newlon
1993
Mike Anderson
1995
Joel Bowen
1989
Keith Lyn am
1996
K. Michael Sullivan
1993
Chris Cooper
1996

Tova Roseman
1990
Gail Allen
1979
Darcy K. Neighbors
1996
Mark Curtis
1996
Rich Newman
1978
Liz Harris
1980
Tom Letizia
1974
Steve Tobia
~987

DND

JoAnn S
1985
Doug Si
1994

Linda
1993

Barton Memorial Hospital, Carson Valley
Chamber of Commerce and Visitors Authority
DND
DND

Karen
1995

-1996 U.S. billings

Not~: The above information was supplied by representatives of the listed companies in response to faxed survey forms. Companies not appearing did not respond. To the best of our knowledge, the information is .iiCIZ'
' While every effort is made to ensure accuracy and thoroughness. errors and OmisSIOI'ls do occur. Send corrections or additions on company letterhead to Top Rank Nevada Statewide Book of Lists. Research Depl, 2127 ~
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Banks
Ranked by Total Nevada Deposits
~

z

"'"'
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
N/A
N/A
N/A
N/A

BANK

PHONE

654-8428

$3,736,000,000

765-3301

2.400,000,000

37 ,300,000

1.34

NEVADA DEPOSITS

Bank of America Nevada
300 S. 4th Street, Las Vegas 89101
Norwest Bank Nevada, N.A.
3300 W. Sahara, Las Vegas 891 02
First Security Bank of Nevada
PO Box 19250, Las Vegas 89132
U.S. Bank of Nevada
1 E. Liberty St. , Reno 89501
Pioneer Citizens Bank
4170 S. Maryland Pkwy. Las Vegas 89115
Nevada State Bank
4240 W. Flamingo Rd ., Las Vegas 89103
California Federal Bank
2950 Treat Blvd., Concord, CA 94518
BankWest of Nevada
2700 W. Sahara Ave., Las Vegas 89102
Comstock Bank
P.O. Box 7610, Reno 89510
SierraWest Bank
4950 Kietzke Lane, Reno 89509
First Republic Bank
2510 S. Maryland Pkwy. Las Vegas 89109
Community Bank of Nevada
1400 S. Rainbow Blvd., Las Vegas 89102
Commercial Bank of Nevada
2820 W. Charleston Blvd., Las Vegas 89102
lnterwest Bank
2330 South Virginia Street, Reno 89502
Great Basin Bank of Nevada
P.O. Box 2808, Elko 89803
The First National Bank of Ely
595 Aultman St., Ely 89301
Wells Fargo Bank
343 Sansome St., 2nd Fl., San Francisco 94163
Commerce Loan Company•
4055 S. Spencer, Ste.236, Las Vegas 89119
Goleta National Bank
4170 Decatur Blvd., Unit D-4, Las Vegas 89103
Nevada First Bank••
2800 W. Sahara Ave., Ste. 1-A, Las Vegas 89102

DND = Did not disclose
BOOK ~LJSTS
OF

emJ
'

,-1 997 RETIJRN ON:--,
Assrn (%) EQUITY (%)
1.25
16.69

1997 INCOME
$3,210,000,000

ADDRESS

BRANCHES

Las Vegas, NV

86

SENIOR NV EKECUTIVE
George W. Smith

14.42

Las Vegas, NV

50

David Downs

HEADQUARTERS

IN NEVADA

952-6000

867,760,000

8,422 ,000

0.91

12.62

Salt Lake City, UT

13

David Smith

688-3563

857,190,000

838,500,000

1.83

22 .00

Minneapolis, MN

46

Peter R. Landis

734-5700

851,000,000

11,544,000

1.57

24.38

Reno, NV

11

William E. Martin

383-4106

824.456,000

10,687,000

1.48

23 .21

Las Vegas, NV

40

George Hofmann

510/798-1621

631,745,000

DND

DND

DND

San Francisco, CA

6

248-4200

214,500,000

3,046,819

1.66

22 .67

Las Vegas, NV

2

Larrry Woodrum

824-7100

176,000,000

1,830,000

1.12

12.90

Reno, NV

5

Robert Barone

Chris Barrere

689-2300

167,177,000

7,509,000

1.40

16.50

Truckee , CA

2

David A. Funk

792-2200

126,041,000

17,157,000

0.76

11.03

San Francisco, CA

2

James Baumberger

878-0700

112,257,540

1,602,000

1.53

13.78

Las Vegas, NV

2

Ed ward M. Jamison

258-9990

109,466,287

967.436

1.02

9.87

Las Vegas, NV

3

John Gaynor

827-7200

63 ,273,000

889,000

1.61

16.84

Fallon, NV

3

John N. Donovan

753-3800

44,000,000

DND

1.13

13.85

Elko, NV

Terry R. Sullivan

289-4441

23,634,000

762 ,000

2.31

8.32

Ely, NV

John C. Gianoli

415/396-3606

DND

DND

DND

DND

San Francisco, CA

732-7655

N/ A

7,048,210

DND

DND

San Diego, CA

870-0870

N/A

1,522,000

1.80

14.30

Santa Barbara, CA

Lori W. Marra

310-4000

DND

N/ A

N/ A

N/ A

Las Vegas, NV

Dennis Guldin

DND

DND
June Cravens

• Bank of Commerce • • Nevada First Ba nk opened January 16, 1998
Note: The above mformaOOn was supplied by representatives of the listed companies in response to faxed swvey forms. Companies not appearing did not respond. To the best of our knowledge, the information is accurate as of press time.
While every effort is made to ensure accuracy and thoroughness. erroo and omissions do OCOJr. Send corrections or additions on company letterhead to TopRank Nevada Statewide Book of lists. Research Dept. 2127 Paradise Rd .. LV, NV 89104.

Communications
Technology

I

I

I

meets commitment.
CRC, las Vegas' oldest long distance company, is
committed to providing the lowest cost, most effective
caller conveniences, and a full range of services:
•
•
•
•
•
•
•

I

long distance
local service
Debit cards
Operator services
International origination
International calling card
Enhanced calling card with
voice and fax mail

Call 1-800-873-2722
today to save money.
. _. the company that cares

4275 E. Saha ra Avenue, Suite 6
Las Vegas, Nevada 89104
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Landscape Architects
Ranked by Total Employees
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OTHER

SERVICES ~

EMPlOYEES
~

z

<
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lANDSCAPE ARCIIITECT
ADDRESS

PHONE

REGtSTERfD
ARO<IlKTS

SENIOR

NV EXEc.

CURRENT PROJECTS

YEAR ESTABLISH ED

• • • • • •

Civil/Structural Engineering,
Geotechnical, Surveying,
Consl QC, Environmental

Edmonds Sports Complex, Old Las Vegas Mormon Fort,
Heritage Park, Northridge Subdivision, Various Industrial
Parks

Ronald 0. Byrd, P.E.
1957

55
4

•

Civil Engineering, Wetlands
Assessmehts, Hydrology,
Hydraulics

Montreux, Fernley Hills Country Club, Carson City Jail Park,
Reno Skatepark, Sierra Pacific Power Co. 'Highland and
Hunter Creek Reservoirs, Sky Vista Parkway

Ryan Hansen
1'991

255-8100

42
2

•

Fremont Street Experience Expansion, Cimarron/Robindale
High School, Downtown Transportation Center Addition,
Water Pollution Control Facility, Eastern Avenue Medians

Larry Carroll
1982

4 CFA, Inc.
1150 Corporate Blvd.
Reno 89502

856-1150

36
2

• •

Engineering, Surveying

Arrow Creek Planned Unit Development, Callahan Ranch
Park, Keystone Community Church Campus, Paradise Park
Community Park

Brita Tryggvi
1981

5 Pyramid Engineers & Land Surveyors
350 Crampton Street
Reno 89502

329-2540

35
2

• • • • • •

Civil Engineering, Surveying,
Utility Planning, Inspection
Services

Sparks Marina, Oakmont Assisted Care Facilities,
Meadowview Apartments, Carson City Airport,
Washoe County Jail Expansion

Tom Gribbin
1978

6 The WLB Group
2551 N. Green Valley Pkwy., Ste. A425
Henderson 89014

458-2551

22
2

• • • • • •

Civil Engineering, Surveying,
Construction Inspection

Mesquite Downtown Streetscape, Clark County Park at Wigwarn/Maryland Pkwy., Spring Mtn. Ranch, Fonzi's Casino,
Summerlin Fire Station #28, UMC Emergency Rm Addition

Nelson Stone, P.E.
1988

7 J.W. Zunino & Associates Inc.
3305 W. Spring Mountain Rd., Ste. 90
Las Vegas 89102

253-9390

15
3

• • • • • •

Graphics, Presentation Models, Computer Graphics

River Mtns Trtmt Plant, Mesquite Vistas, Vets Home, BeltJack Zunino
way, Children's Memoriai/Burkholder/Sunridge Parks, Ely
1989
P.O., Tonaquint Cemetery. NV Dance, lntemarl Gaming lnst.

8 Cathexes
1000 Plumas St.
Reno 89509

329-3341

14
3

• •

Architectural Services

Washoe Village Care Center, The Pointe at Double Diamond
Office Park, The Bunker Speculative Office Building

Donald J. Clark
1992

9 Cella Barr Associates, Inc.
1771 E. Flamingo Rd., Ste. 103-B
Las Vegas 89119

B93-7n9

12
5

Park and Recreation Site Development

Henderson Rec. Complex, Links Golf Course, Rancharra,
Summerlin Village 14B, Rio Hotel & Casino Phase 6 Exp.,
Gowan Park, Mission Hills Park, Jakarta Springs Park

Stanley G. Hansen
1992

10 Interpretive Gardens, Inc.
7777 White Fir Street
Reno 89523

747-2922

5

Erosion Control

Oxbow Nature Study Area-Reno, Several UNR Landscapes.
Residential Homes, Coats & Clark (Dermody}, Lemon Valley
Marsh (Washoe County/ BLM}, Patagonia Landscape

Tom Stille
1984

10 Schoenberg Design Associates
320 Flint St.
Reno 89501

322-1414

5
2

Master-planning, feasibility
studies, recreation planning,
environmental mitigation

Reno-Tahoe Airport Parking Structure, Esther Bennett
Elementary School, Home Depot, Albertson's Stores,
Rayley's at Sparks Mercantile, Wingfield Springs Parks

Deborah
Schoenberg
1993

12 DC West
305 N. Carson Street
Carson City 89701

883-4900

4

Lazy Five Park, Spanish Springs, Washoe Golf Course
Renovation

John Hancock
1978

384-3858

3

Rhodes Ranch, Champion Village, Mesquite Star Casino,
Warm Springs Durango Apartments, The Foothills

Robert W. Stone
1992

14 The Kemp Companies, Inc.
3725 Talbot St. , Ste. 2
San Diego, CA 92106

619/
224-3689

2

Golf

Golf Teaching Facilities

Joel Horitizuela
1989

14 The Ribeiro Corporation
195 E. Reno Ave.
Las Vegas 89119

798-1 133

2

Fountain Design, Interior
Landscape Design, Irrigation
Auditing

Las Vegas-Park 2000, Quail Park I, Cambridge Quail; RenoVillage Quail I and II, Quail Medical Park Phase Ill, Quail
Corners, Plumas Quail, Quail Creek

Johnny Ribeiro
1970

16 R.D. Wood & Associates
2805 Skyline Blvd .
Reno 89509

825-3892

Construction Management

Residence/1 0 AC+ Architecture and Construction

Richard Wood
1962

17 Richard Price & Associates
3750 S. Jones Blvd.
Las Vegas 89103

564-0960

0.5
2

Crossing Bus. Ctr., Tech. Park, Eastgate Ofc. Complex, Flynn
Gallagher Bus. Complex, Marriott Courtyard Hotel & Residence Inn, Cantabria, Pacific Willows Apts., Pebble Mktplace.

Richard Price
1998

18 Sandra Wendel Landscape Architect
880 Marion Way
Gardnerville 89410

265-4824

0

Longs Drug Store (Carson City}, Sierra NV Golf Course
·(Douglas Cnly.}, Virginia· Creek Cont. Care Retirement ctr.
(Douglas Cnty.}, Carson valley Med. Mall (Douglas Cnty.}

Sandra Wendel
1990

0
227

N/A

359-8110

Michelle Tibbals
Stewart
DND

Stantech Consulting Inc.
950 Industrial Way
Sparks 89431

358-6931

110
3

2 Jeff Codega Planning/Design, Inc.
433 W. Plumb Ln.
Reno 89509

322-5100

3 Poggemeyer Design Group, Inc.
2601 North Tenaya Way
Las Vegas 89128

13

NUVIS
2280 S. Jones Blvd ., Ste. 100
Las Vegas 891 02

18 Nevada State Board
of Landscape Architects
P.O. Box 51780
Sparks 89435
N/A STB Landscape Architects
10 E. Vine St., Ste. 206
Redlands, CA 92373

798-7490

DND
1

• •

• •

Governing body for
landscape architects

• • • •

Champion Village, Champion Apartments, Nevada Flamingo Shawn Burch
Storage, Classics at Sunridge, Horizon Ridge Models
1995

DND = Did not disclose

BOOKgliSTS liEJ Note: The above information was supplied by representatives of the isted companies in response to faxed survey fOf'lTls. Companies not appearing did not respond. To the best of our knowledge, the information is accurate as of press ·
OF

'

While every effort is made to ensure accuracy and thoroughness, erroo and orrissions do occur. Send corrections or additions on company letterhead to TopRank Nevada Statewide Book of lists, Research Depl, 2127 Paradise Rd. , LV, NV 891
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Mortgage Companies
Ranked by 1997 Total Lending Volume
1997 LENDING VOLUME

TOTAL

ij
a:

PHONE

MORTGAGE COMPANY
ADDRESS

COMMERCIAL
RESI DENTIAL

LOAN RANGE ($)

PROCESS
TIME
(DAYS)

!'~

~~~~$!$
0
.@

SENIOR NV EXECUTIVE

~{;;~

cJ ~ ~~ ~

..:f

PRODUCT TYPE

YEAR ESTABLISHED

All Conventional, 8 and C, ARMs,
Government, Construction

Sharon K. Winter
1979

Residential Mortgage , Development,
Construction , Permanent, Land

Mike Shustek
1995

Chase Manhattan Mortgage Corp.
500 N. Rainbow Blvd. , Suite 212
Las Vegas 89107

878-2626

$251,000,000
$0
$251,000,000

$25,000 to
$1,000,000+

30

Del Mar Mortgage
2901 El Camino Ave., Suite 202
Las Vegas 89102

876-8554

250,000,000
100,000,000
150,000,000

50,000 to
10,000,000

10

lnterWest Mortgage
2330 S. Virginia St.
Reno 89502

827-7220

247 ,1 05,255

25,000 to
1,000,000

21

• •

FHANA, Conventional, Construction

Richard Martucci
1983

MLSG Home Loans
590 Double Eagle Ct.
Reno 89511

850- 1550

10,000 to
3 ,000,000

10

• •

A Prime Loans, FHA Title I, VA/ FHA,
Fixed Rate Seconds, Home Equity Line,
Construction

Edward A. Goormastic
1993

AccuBanc Mortgage Corp.
2820 W. Charleston Blvd., Suite C-23
Las Vegas 89102

822-4333

50,000 to
2,000,000

15

• •

Fixed Rate Conventional, Sub-prime,
FHANA, Jumbo Fixed, ARM Products

Bob Reaney, Sr.

A Source One Co. Lakeview Mortgage
3670 Grant Dr. , Suite 105
Reno 89509

825-4545

25,000 to
5,000,000

21

• •

FHA/VA, Community Home Buyer,
Conventional, Jumbo, Farm Home

T. Christine Peterson
1993

7

Aspen Financial Services
7530 W. Sahara Ave., Suite 101
Las Vegas 89117

341-8499

90,000,000
DND
DND

50,000 to
6 ,500,000

10-30

• • •

Land , Development, VA, Construction:
FHA, Conventional

Jeffrey Guinn
1995

8

Priority Mortgage Inc.
4760 S. Pecos Rd. , Suite 100
Las Vegas 89121

647-4747

81 ,000,000

107,000

14

FHANA, Home Equity, Conventional,
Seconds

Roger Larsen , Jr.
1993

4

5

6

0

11

12

~3

155,000,000

0
120,000,000

0
112,000,000

0
112,000,000

0

• •

7'0,~2~ .26~

l.'SS>\lv\o

H\IJ.NI'rKN.C, Sub-pnmt, C/t\ti.P..,

0

3,000,000

Jumbo

78,123,263

Commercial Financial Services Corp.
1700 E. Desert Inn Rd., Suite 416
Las Vegas 891 09

737-1822

Nevada Mortgage, Inc.
2001 E. Flamingo Rd. , Suite 200
Las Vegas 89119

732-7777

Beverly Hills Funding
3651 S. Lindell Rd., Suite A-2
Las Vegas 89103

876-6066

:r.h!> .nr .GtruJ!!I.C.n~.'illffi!!'.~irumrs: .lru:

.73.7 -!\Bfifi

•

500,000 to
25,000,000

45

10,000 to
5,000,000

21

46,000,000
4 ,000,000
42 ,000,000

25,000 to
1,000,000

45

.n3s5.~7~

)QJW.\9

.ills

0

500,000

than
24 hrs

115,000+

15

• •

27,000,000
4,000,000
23,000,000

100,000 to
250,000

5

• • • •

A , 8,C

Res idential, Land , Second Mortgage,
Construction

Mike Kirch
1992

•

SBA 504, SBA 7(a)

Bobbi Bennett
1983

•

First Mortgage 85 % LTV, Second
Mortgage 85 % LTV

Dee Wagner
1994

Raw Land Loans, Servicing Agent

John R. Collins
1980

Stated Income, Fixed 15-. 20- and 30Year, Fast Trac, Manufactured/ Mobile
Home, Conventional

Ken Huff
1996

Conventional, Jumbo, Construction,
Second Trust Deeds, Sub-prime,
Non-owner Occupied

Marcie Benvin
1987

A , B, C, D, 125 %, 100% Construction
to Perm, Commercial

Robert A. Monaco
1992

Manufactured Housing, Marine Craft,
Recreation Vehicles

Dennis Carroll
1989

DND

DND
1993

Conventional , FHA, Jumbo, VA, Rural
Development

Tay R. Tollefsen
1998

Conventional , FHA/VA, Jumbo,
Subprime, Seconds

Debbie Hedderly
199o

75,000,000
75,000,000

•

49,000,000

0

31,355,974

• •

Vegas Valley Mortgage Inc.
320 E. Charleston Blvd. , Suite 201
Las Vegas 89104

871-7719

19,000,000
5,000,000
14,000,000

75,000 to
2 ,000,000

20

• •

17

Nevada State Development Corp.
350 South Center St., Suite 310
Reno 89501

323-3625

17,500,000
17,500,000

50,000 to
1,000,000

90

•

18

MorEquity
1771 E. Flamingo Rd ., Suite 200A
Las Vegas 89119

733-3001

12 ,000,000

10,000 to
250,000

Same
day

Diversified Equities Group, Inc.
3885 S. Decatur Blvd. , Suite 1050
Las Vegas 89103

368-7778

200,000 to
1,000,000+

5

0

DND~ Did not disclose
BOOK ~ LJSTS ~

OF

1

.~-.!) .I)IQ~-..<mltllmliqj\· .~I)(..I)IQ~-.9.W.Q~r
Properties, 100% LTV CashouURefinance,
NO MI. Refinancing & Purchases

Jlll~U!' .1\!!X'L~r
1993

FHAN A, Conventional

Jon L Copeland
1989
Doug Moreau

1995

•

•

6,038,500
6,038,500

•

•

862-4555

DND
DND
DND

10,000 to
500,000

10

•

689-8222

DND
DND
DND

20,000 to
1,000,000+

21

•

259 -3110

DND
DND
DND

All

DND

• • •

800/344-2213

DND
DND
DND

10,000
and up

24 hrs

•

227-0969

DND
DND
DND

DND

DND

•

889-8574

DND
DND
DND

Conforming
to Jumbo

DND

•

385-4133

DND
DND
DND

115,000

DND

•

4240 W. Flamingo Rd.
Las Vegas 891 03
16-40 Altc1 Dr., Suite 12

Michael Thurston
1996

0

3100 W. Sahara Ave., Suite 101
Las Vegas 89102

Las Vegas 89106

30-Year Fixed / 15-Year, 125%, Home
Equity

12,000,000

3375 Glen Ave., Suite 11
Las Vegas 89121

N/A Residential Mortgage Corp.

•

0

3233 W. Charleston Blvd., Suite 104
Las Vegas 891 02

N/A Nevada State Bank

William H. Ochs, Jr.
1978

30,000,000

6121 Lakeside Drive, Suite 210
Reno 89511

N/ A Loan Star Mortgage

30,000,000

0

1050 E. Flamingo Rd ., Suite S-107
Las Vegas 89119

N/A Forward Financial (:o.

FHANA, Conventional, Jumbo. B, C, D
Paper, Equity Lines, All Mortgage Types

• • •

16

N/A Equistar Funding

David Cow ell
1991

49,000,000

388 -4422

N/A Cetus Mortgage, Ltd.

Retail, Apartments, Industrial, Office,
Hotel/Motel, M ini-Storage

0

Interstate Financial
617 S. 7th St.
Las Vegas 89101

/ A Ameriques! Mortgage

•

81 ,000,000

731-3707

19

1990

120,000,000

NVR Mortgage
1771 E. Flamingo Rd., Suite 201A
Las Vegas 89119

15

•

•

155,000,000

2030 E. Flamingo Rd. , Suite 100
Las Vegas 89119
14

•

•

247' 105,255

'Sr 'Dli/1'K Mor't:gage Serv'1t:t:~
6490 S. McCarran Blvd ., Suite 28
Reno 89509
10

•

•

•

•

•

•

•

Note: The above information was supplied by representatives of the listed companies in response to faxed survey forms. Companies not appearing did not respond. To the best of our knowledge, the information isaccurate as of press time.

ll.a:.L:.I White every effort is made to ensure accuracy and thoroughness, errors and omissions do occur. Send corrections or additions on company letterhead to TopRank Nevada Statewide Sook of Usts, Research Dept. , 2127 Paradise Rd ., LV, NV 89104.
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PEOPLE ON THE MOVE

D

avid Settle ha s
j oine d Pioneer
Citizens Bank
of Nevada as vice president and branch manager
of the new McCarran
Center branch scheduled
DAVID 5E TILE
to open thi s summer.
Settle has over 2 1 years ' experience with
First Interstate Bank and Wells Fargo.
Recently he worked in real estate sales for
the Americana Group Real Estate.
The Venetian Resort
Hotel Casino has appointed Greg Shay, a
22-year gaming veteran,
as its vice president of
gaming operations. Shay
will oversee all gaming
GREG SHAY
departments of the property scheduled to open in April of 1999.
He was for merl y with Hilton Hotel s
where he served as senior vice president
of gaming for Windsor Casino and
Northern Be ll Casino, both Hilton subsidi aries located in Canada.
Former Chicago film commissioner
Charles Geocaris recentl y accepted the
top movie post in Nevada. Geocaris was
appointed as director of the Nevada
Motion Picture Division followi ng a
nationwide search to replace the recently
retired Bob Hirsch.
Las Vegas native Kent
Harding, a former officer at Sun State Bank
and Nevada State Bank,
has accepted a position
at Silver State Bank as
senior vice president and
KENT HARD I NG
branch manager. Harding
will focus on commercial lending at the
Henderson-based bank.
68 Ne,-ada Business journal •
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MAURE EN BROWER

Governor Bob Miller recentl y appointed former
evada Assemblywoman
Maureen Brower to
th e Commission on
Substance Abuse Education, Prevention, Enforcement and Treat-

ment for the state. The 13 commission
members are charged wi th making
recommendations to the governor and the
legislature concerning bills that affect
drug policy. Brower will serve on the
commission until July of 1999. An assemblywoman from 1994 to 1996, Brower is
currently the government affairs coordinator fo r WestCare, a social service organization for the education, prevention and
treatment of alcohol and drug abuse.
Real estate veteran Joel Peterson has
joined the board of directors of Dermody
Properties partnership. Peterson was
with the Trammell Crow Company for 18
years, where · he was managing partner
from 1988 to 1991. Since leaving Trammell Crow, he has been principal of Peterson Ventures, Inc .. a real estate development and investment firm.
Barry Strafacci has
been named director of
facilities at Cashman
Field Center, which
is operated by the
Las Vegas Convention
and Visitors Authority.
BARRY 5TRAFACCI
Strafacci was former ly
a senior manager for Globe Facility Services, Inc. , a management company that
serves convention and exhibition centers,
theaters, stadiums and similar properties.
Converse Consultants recently promoted
Jeffrey Palmer to principal e nvironmental scienti st. Pal mer joined Converse
in 1996 and is responsible for the
remediatio n of environmental contaminants. He is a evada certified environmental manager as well as a registered
environmental professional.

Christopher Waizmann
was recently promoted
to brokerage and leasing
division manager for
RPL Group Com mercial Real Estate.
Waizmann has been with
CHRISTOPH ER
the company since 1991,
WAIZMANN
most recentl y as a senior
associate. In his new position, Waizmann
will manage the commercial associate
team, work with existing clientele and develop new relationships.
Coleen Cooley, account
with
The
execu ti ve
Rose/Glenn Group, was
named the American
Marketing Association's (AMA) professional chapter member of
COLEEN CooLEY
the year at the organization's recent awards ceremony. Cooley, an
AMA member for the past three years,
serves as vice president of programming,
and is a member of the board of directors .
She was selected for the award by her
fe llow AMA members.
Clark County Di strict Court Judge Nancy
Becker has an nounced her intention to
seek election to the Nevada Supreme
Court, Seat G. Becker, a native Las
Vegan , has 10 years ' expe1i ence as a municipal and district court judge. In 1989
Becker became the first woman in Nevada
appointed by the governor to fill a vacancy on the district court bench.
Edd Kluth , owner of
Valley Parking Services,
has been elected to a
third te1m as chairman of
the board of Goodwill
Industries of Southern
Nevada, Inc. Goodwill
EDD KLUTH
is a non-profit organization with the mi ssion of providing training, employment and job placement services for people with disabilities and other
special needs.
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Join Today!
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Tax Seminar Workshop- Don't Miss It!
:Ylembers are invited to attend this comprehensive workshop which
provides an extensive overview of Nevada's tiL'\: system, the state budget
and infrastructure financing. Member price is $40 and includes workbook
and related materials. Call the Las Vegas office of NTA for details.
SOUTHERN NEVADA: June 25, 1998 at the Stardust Hotel & Casino
1:00 p.m. to 5:00 p.m.
NORTHERN NEVADA: June 18, 1998- Location TBA
1:00 p.m. to 5:00p.m.
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AT&T Wireless Services

has promoted Karen
Klagues to district marketing operations manager, where she will
oversee marketing activities for all sales channels
KAREN KLAGUES
for the Nevada district.
Klagues has been with AT&T Wireless
Services for five years and most recently
served as the marketing operations manager for Reno.
H.C. Rowe has joined
the Rio Suite Hotel &
Casino as the property 's
new director of entertainment. Rowe will be responsible for all entertainment operations, as
H.C. RowE
well as assisting in the
development of the resort 's new convention/entertainment center scheduled to
open in spring 1999. Before joining the
Rio, Rowe served in similar positions at
the Aladdin and the Golden ugget.
Keith Wallace has been
appointed president and
chief executive officer
for the Las Vegas Showboat Hotel, Casino &
Bowling Center. He replaces Carlton Geer, who
KEITH WALLACE
has been reass igned to
the Showboat Mardi Gras property in
East Chicago, Ind. Prior to joining the
Showboat, Wallace served a vice president of operations at the Peppermill
Resort in Mesquite. He has over 34 years
of experience in the gaming industry.
Alan Schmiedicker has
been named vice president/manager of the
Galleria at Sunset Mall
and Showcase, an entertainment center located
next to the MOM Grand
ALA N SCHMIEDICKER
Hotel on the Las Vegas
Strip. Schmiedicker has been with Forest
City Enterprises, Inc., owners of both
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properties and one of the largest real
estate development companies in the
nation , for eight years.
The Economic Development Authority
of Western Nevada
(EDAWN) has named
Cathie Sharp as director
of client services and administration. Sharp, who
CATHIE SHARP
joined the organization
in 1990, wi ll serve as the primary marketing person responsible for client companies, and also as acting president in the
absence of £DAWN 's president. The organization is currently conducting a national
search for a permanent president.
Mark Howard , presi dent and chief executive
officer of Mountain View
Hospital, has been elected chairman-elect for the
American College of
Healthcare Executives
MARK HOWARD
(ACHE), an international
professional society of more than 30,000
healthcare executives. Howard is the first
healthcare executive in Nevada to be
elected to the ACHE board.
Nevada Dance Theatre
(NDT) has appointed
Nicole Kelley-Casey to
the position of marketing
director and Lori Lopez
to the position of marketing and public relations
NICOLE KELLEY·(ASEY associate for the Organization. Kelle y-Casey,
formerly with the Las
Vegas Valley Water District, will be responsible
for designing and implementing the organization's marketing and
LoR I LoPEZ
ad vertising programs.
Lopez, formerly with the MOM Grand
Hotel & Casino, will coordinate all media
relations and is responsible for the development of the NDT's web site.

)ACK WALLIS

SELMA BARTLETT

Jack Wallis and Selma
Bartlett, two longtime
professionals in the financial services industry,
have been promoted at
BankWest of Nevada.
Wallace has been promoted to senior executive vice president, credit
administrator. He formerly held the position
of executive vice president, chief credit officer.
Prior to joining BankWest, Wallis was senior
vice president and man-

ager of Nevada State Bank 's main branch.
Bartlett, a fixture in the Henderson banking community for more than 40 yea
has been promoted to executive '
president of the Green Valley/Hende
regional banking office. She started
banking career in 1954 at Bank
evada, Henderson 's first financial iru
tution. Bank of Nevada merged " First Interstate Bank in 1955, wh
she spent the next 42 years, ultimate.
hold-ing the title of senior vice presi
and dist1ict manager.
Mary Grego-Smith has been named
duction manager for Creative Dyn
Inc. , a full-service advertising firm I
ed in Las Vegas. Grego-Smith has he
marketing positions with the Califon:
Hotel , Aladdin Hotel & Casino, Si
Health Services and CBO Communi tion. She has a B.A. in marketing/adve -ing. In her new position, she will
responsible for trafficking production between all departments of the firm.
MGC Communications, a local and ion.,
distance telephone company has prom ed Linda Sunbury to vice president
chief fmancial officer. She was form e
vice president of administration.
company also announced the appoi ment of Andrew Levy to director
network development. Levy former _
served as a vice president with SaY
Capital Inc. in Houston , Texas.

NEVADA
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New St. Rose Dominican Ho~pital gets shot in the arm
-;;:,~1

E. Webb ~oundation. ~a s pledged $3 million to St. Rose Dominican Health Foundation to help build and equip St. Rose
ca_n Hosp1ta~ s new facility and specifically to name the professional center the Del E. Webb Medical Plaza. The plaza wi ll be
tone com~ns1~g 80,000 square feet of medical space. The building will join the new hospital and connect on all three floors .
e 300-bed hospital1s scheduled to open m Henderson next vear.

ells Fargo introduces business
card
• 'evada commercial banking
introduced an ATM card

cash. For secu-

NNDA targets Sa
corporations

ento

Representati e of • "onbern
evada
Development Authority (. 2\TIA) and
Sierra Pacific Power Company recently

visited three companies in Sacramento in
an effort to convince them to move their
operations to Nevada. The businesses included a portable classroom manufacturer,
an electronics company and a paint accessories manufacturer. The three companies
combined employ almost 200 people.
N DA recruits small to medium sized
manufacturers to help diversify the economy and create new jobs

Reid votes against education
tax relief
Senator HruTy Reid was one of only 24
senators to vote against allowing the Senate to consider H.R . 2646. The bill would
give parents a tax break while participating
in prepaid state tuition programs and increase the amount they contribute to education savings accounts. The prepaid tuition programs will be up and running in

Nevada within a few months. The bill Reid
voted against, which received widespread
bipartisan support, gives parents more
freedom by allowing withdrawals from
the accounts tax free. The bill also expands
the use of educational savings accounts to
include expenses for kindergru-ren through
12th grade at public, private and parochial
schools. Senator Richard Bryan was pru·t
of the overwhelming majority that voted to
consider the bill.

Hometown Health awarded
Nevada's first DSI contract
The Nevada State Division of Insurance
recently approved Nevada's fu·st healthcare Delivery System Intermediary (DSI)
contract between Doctors Corporation
of Nevada!Primru·y Care Associates (DCN/
PCA), an independent practitioners association , and Hometown Health, orthern
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Southern Nevada
Musical Arts Society
Come listen to music
presented by Southern
Nevada's oldest choral
society during our 35th
anniversary season

Sunday, June 7, 1998
at

J: OO

PM Artemus Ham

Concert H all (UNLV)
Mu sical Arts Chorus
and Orchestra
Carl Orff: Carmina Burana

Nevada's largest healthcare company.
The DSI is a legal entity that enters into a
contract with a healthcare company to
provide health services . As the DSI,
DC !PCA provides services to Hometown
Health Plan and Senior Care Plus members through its network of primary care
physicians and the specialists with whom
they have a direct referral arrangement.
Approximately 40 percent of the 40,000
members of Hometown Health's HMO
product and nearly 60 percent of the 6,000
members of its Medicare Risk HMO product are affected by the arrangement.

Let's Talk Cellular takes over
Cellular USA
Let's Talk Cellular & Wireless, Inc. , the
nation 's largest independent specialty retailer of cel lular and wireless products,
services and accessories, bas acquired
Cellular USA, making Let 's Talk the
largest AT&T Wireless Services dealer in
Nevada. Let's Talk, based in Miami , now
owns and opetates the six local stores previously operated by Cellular USA.

Sunrise Children's Hospital
completes pediatric ICU
Sunrise Children 's Hospital recently completed a $1 million renovation and expansion of its pediatric intensive care unit.
The unit fust opened in 1979 with 10
beds. The newly expanded unit will house
17 beds in a 6, !56-square-foot facility.

Norwest recognized for stock
performance
orwest Corporation is one of 31 companies named to The Wall Street Journal 's
Shareholder Scorecard honor roll recognizing outstanding stock performance.
The Scorecard, published in late February,
names the best U.S. companies based on
total return to stockholders. Each of the
1,000 companies on the scorecard i given
a grade that reflects its stock market performance over a period of years. An "A ..
means the company was in the top 20 percent of the ranki ng. Norwest received A
in four categories.
72 ~evada Business journal •

April 1998

SIIS offers pay-in-advance
premium plan
The State Industrial Insurance System
(SIIS) has begun its transition to a competitive workers ' compensation environment in Nevada by offering policyholders
the ability to pay their premium in advance without a required deposit. Currently, SIIS policy holders pay premiums on a
monthly basis, in addition to paying an
advance deposit. Currently SIIS is the only
insurer authorized to provide workers'
compensation insurance in Nevada. Starting July 1, 1999, other insurance carriers
will be allowed to sell workers ' compensation insurance in the state (see related
story page 8).

Video conferencing available to
the public
HQ Business Centers, a Las Vegas office
space and business service provider, has
opened its video conferencing facilities
for public use. Video conferencing has become a new way of doing business for
companies who seek to reduce the expense and travel time associated with attending meetings or training out-of-state.
The video conferencing network, called
" HQ VideoNet", features real time transmissions of images and sound between
two or more sites. The system will also
transmit audio, video, charts, graphs and
computer representations. HQ provides a
video conferencing coordinator and a
technical support expert who are assigned
to attend the meeting.

Nevada's unemployment rate
remains low
Nevada's seasonally-adjusted unemployment rate rose to 4.3 percent in January
according to the state Department of Employment, Training and Rehabilitation.
The rate is four-tenths of a percentage
point below the national rate. The state's
over-the-year job growth was 4.4 percent
in Jan uary. still among the nation 's leader . However, evada's long-standing
di tinction as the state with the highest
growth has been lost to Arizona.
•

BUSINESS INDICATORS

ANALYSIS
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rosperity continues - with most

P

Nevada economic indicators in-

creasing, although at more modest

rates than previously.

DATE

LATEST
PERIOD

UNEMPLOYMENT
Las Vegas MSA
Reno MSA
(SEASONALLY ADJUSTED)

01/98

4·7

3·8

5·1

- 7.84

01/98

4-4

3·7

4·8

-8.33

01/98

4·6

3·3

5·5

-16.36

02 / 98

4·6

4·7

5·3

-13.21

01/98

1,881,612

2.443,187

1,830,777

2.78

01/98

1,331,019

1,676,144

1,289,037

3.26

01/98

308,417
218,051

436.930
216,955

292,085
212,655

5·59
2.54

549.848,806 538.701,250

6.05

RETAIL ACTIVITY

The most noteworthy exception to expansion is a slowdown in visitor volume .
Total air passengers volume at Nevada's

__"

Nevada Taxable Sales ($ ooo)
Clark County
Washoe County
U.S . Retail Sales

($MILLION)

major airports in Las Vegas and Reno
posted declines for the 4th quarter 1997,

GROSS GAMING REVENUE

down 1.49 and 6.59 percent over year-ago

Nevada ($ ooo)

levels respectively. Moreover, signs of
fewer seats available for Nevada destina-

YEARLY
%CHG

~;'

Nevada

U.S.

YEAR
AGO

PREVIOUS
PERIOD

02 / 98

- -:,,.

Clark County

571,298,026

Washoe County

72,066,253

60,727,544

·"<

tions and continued economic weakness

CONSTRUCTION ACTIVITY

in Asian economies point to an unsettled

Las Vegas Area Permits

future. Thus, visitor volume and collateral

New Residences

4Q97

4.298

5.514

4.041

6.36

New Comme rcial

4Q97

296

29 7

322

- 8.07

4Q97

752

919

644

16.77

Housing Starts (ooo)

02/98

1,636

1,543

1,547

Total Construction ($ BILLION)

01/ 98

619.1

614.6

577-1

5·75
7.28

indicators (which play a pivotal role in

Reno Area Permits

Nevada's economy) show weakness pre-

New Reside nces

viously not present.

New Comme rcial*

Nevada's taxa ble

sales collections

increased in January, 1998, up 2-78 percent from the same month a year ago.

u.s.

Growth in this key state revenue source

HOUSING SALES

on an inflation-adjusted basis inched

Las Vegas Area

upward at slightly more than 1 percent.
The national consumer price index, an

·~-~-

Average Sales Price <•l

4Q97

141,263

136,015

141,625

-0.26

Average Cost $/Sq. Ft.

4Q97

77.87

76.19

Average Mortgage Rate <2l

4Q97

7.60

7·74

75.69
7.80

- 2.56

02/98

893

852

817

9·30

indicator of Nevada's inflation conditions,

Washoe County*

increased at an annual rate of 1.44 percent

U.S. Home Sales (ooo)

2.88

over the past year ending in February.
One condition favorable to both visitors
and Nevadans is the price of gasoline,
which began declining during the late
months of 1997 and has continued to do

TRANSPORTATION
Total Passengers <:Jl

.

·~li:"

McCarran Int. Airport, LV

4Q97

7,410,769

7. 575.028

7.523,207

-1. 49

Reno/Ta hoe Int. Airport

4Q97

1,568,277

1,874.595

1,678.928

- 6.59

12/ 97

71,155.731

67,076.318

66,463,8 72

7.06

7/97

1,781,750

1,688,600

7197
7197

1,192,200

1,115.940
306,810

State Taxable Gasoline Sales ($ ooo)

so during the early months of 1998. Not
surprisingly, gasoline consumption has in-

POPULATION ESTIMATES
Nevada

creased. With fixed excise taxes per gallon

Clark County

of gasoline purchased, increased con-

Washoe County

. ;.,:

311,340

5·52
6.83

sumption has resu lted in increased collection of gasoline taxes, up 7.06 percent
during December 1997.
Faced with shifting conditions, the early

NATIONAL ECONOMY

.

.;t.:..,

Consumer Price Ind ex (4)

02/98

161.9

161.6

Money Supply- M1

02/98

1,075·8

1,073 .3

159·6
1,078.8

1.44
-0.28

($B ILLION)

Prime Rate

02/98

8.50

8.50

8.50

0.00

indicators support the more modest

Three-Month U.S. T-Bill
Gross Domestic Product

5·11
8,227-4

5-09
8,124.3

4·87

growth forecasted for Nevada in 1998.

02/98
4Q97

4·93
4·25

R. Keith Schwer
UNLV (ENTER FOR BUSINESS
AND ECONOMIC RESEARCH

($BILLION)

7.792 ·9

NOTES: (1) houses, condos, townhouses; (2) 30 yr. FHA fixed; (3) enplaned/deplaned passengers; (4) all urban consumers
SOURCES: Nevada Dept. of Taxation; Nevada Employment Security Deptartment.; UNLV, Center for Business and
Economic Research; UNR, Bureau of Business and Economic Research; US Dept. of Commerce; US Federal Reserve.
COMPILED BY: UNLV, Center for Business and Economic Research
' Figures not available.
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Coffee ireak

Getting Ready to Vacation is
by J oe Mullich

omorrow, I leave
for my vacation.
So for the past two
weeks, people have been
aski ng me about this event,
commenti ng "I bet you're
looking forward to it!"
And for two weeks, I have
been slamming the phone
down on these people. I
have been shutting doors
in their faces. And I have
been giving them the kind
of mad look that suggests
I could benefit from a
few rabies shots .
That's because the act of
preparing to go on vacation
is one the most stressful
events in the workplace.
Some people say work expands to fit the time allotted. I say work expands the
closer you get to using nonrefundable plane tickets.
Over the weekend, I put
in over 20 hours trying
to push projects off my
desk. If I add up all the
time I spent working to
clear my desk to go on vacation. it's probably longer
than the vacation itself.
That's why we need vacations: to rest up after getting ready to go on them.
Americans are the worst
vacationers in the world.
Virtually everyone else
takes more time off than
we do, even the Japanese,
though their vacations are
usually scouting trips for
new U.S. real estate acquisitions to add to their portfolios. The French, as
everyone knows, vacation
roughly 50 weeks a year; in

T
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fact, I think the on ly reason
they come back to the office is to make fun of the
Hawaiian shirts and Bermuda shorts on the American tourists stumbling
around the Eiffel Tower.
For as little time off as
we take, you'd think we'd
be better prepared for our
measly vacations. Even
though my vacation was
planned six months in
advance, I scheduled two
massive projects to come
due during the two weeks
I would be out. Every
year the same thing happens: I have a 9 a.m. plane
to catch, and I have to get
up at 5 a.m. to finish lastsecond work. I end up ·
rushing to the airport like
Dagwood Bumstead, too
frazzled to do anything
but mutter, "whiskey!" to
the stewardess. People
like me are the reason
airlines use those oneinch bottles of booze.
The American culture
disdains vacations. Virtually every one of my clients,
when told I was going on
vacation, said "but of
course you' 11 be checking
your messages if I need to
reach you ." This is said as
a reflex, not because they
really need to reach me.
My place in the cosmos
is fairly insignificant;
people can well do without
speaking to me for a couple
of weeks - in fact, many
welcome the oppmtunity.
I blame Presidents Carter
and Bush, as the ones

THINGS TO DO TODAY
Quarterly Projections
Marketing Plan
Tax Return
Monthly Payables
START VACATION

who gave
vacationing
a bad name.
Those two
went on a
bunch of
vacations; it seems they
skittered off to Camp David
every other week. But they
always took pains to point
out it was "a working vacation." This has become the
mantra of the '90s. If you
go in for a triple bypass, a
lot of people would expect
it to be "a working operation" that shouldn't interfere with your monthly
expense reports.
An actual vacation seems
impure. That's why a large
percentage of business
owners and managers don't
even take one. Everyone
asks if I'm bringing a laptop computer with me on
vacation so I can work.
When I say, "no." they
pau e a momen
and declare
"g,ood for you!.'·

But it's always said a little
too loudly, and I can tell
they 're trying to decide
if I'm a loon.
However, one of the
worst things you can do is
intersperse work with a
vacation . I call this vacationus interruptus. If we do
work on vacation, we feel
exhausted when we get
back. Of course, if we
don't work, we feel guilty
and ponder the accumulated duties we'll face when
we return. Either way, we

can't enjoy ourselves.
I was just speaking to a
colleague who returned
from her vacation as I was
preparing to go on mine.
She said, toward the end
of her respite, she missed
work and wanted the vacation to be over. After two
days back on the job, she
said she was ready for
another vacation.
I told her she could have
mine. I was too tired to go.

Who Endorses Ke stone?

--------------+-------------------------~-

TVe beLieve in the goals and
th e mission of the Keystone
Cotporation. With Keystone,
we lake poLitical positions
on candidates and issues.
Joe \r . Brown
Jones \ 'a rgas

Bru ce .l a mes
.' \e,·acla .' \e''" Tech

Salk E \Yin Ftmnan
Th e. Furlll a n C roup

Tre are a politicaLaction organization that beLieves in
standing up fo r our beLiefs,
and are not qfi-aid to roLl
up our sLeeres and put our
mone, 1· into th ose causes. We

Tom \ri cs ner
Big Dog·s Hosp iraJjry Group

are e.x tending an invitation

sioner

to J ·ou to ask us about
membership and hou· J ·ou
can become a part of this

d.J nomic gro up.

Bru ce \roodbu n ·
Cla rk Co unt\· .
Com111iss ioner

lt is th e mi s ion of

TerrY :\l a nb·
C h a~1pion I iomcs

Ke~·stone to

Sue Lo" ·dcn
Sa ma Fe I lore! Ca -in o

We Do.

furth er a po liti cally con servative vie" ·p oint through the support of ca nd idates and iss ues in

:\eva da reflecting trad ition a l free eJJterprisc -bascd agenda s a 11 d ca tt ses. KeYstone acco mpli shes thi s by aggressively pu rs uing
a tn er11bershi p of politi cal! ~- co mlllitted. C'O ltSeiYative-mi.n dcd bu sin esses and proft'ssion a ls wh o SUfJpOrt tl1is miss io n.
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To learn more

NAME

about Keystone,
call 702-360-0620,

COMPANY

or fill out this form
ADDRESS/ C11Y / STATE/ ZIP

and fax back to
702-360-0618

AREA CODE/ PHONE

FAX

E-MAIL

One of the greatest American
businessmen of all time made
his home in Southern Nevada.
It's no wonder the greatest businesses moving here
today make their homes with Howard Hughes.
Federal Express. AT&T Wrreless Services.
Williams Sonoma. Mutual of Omaha.
Hilton Hotels Corporation. Bank of
America. The list goes on. And all have
made homes with The Howard Hughes
Corporation because no other developer
in Southern Nevada boasts a wider
variety of commercial, industrial or
residential sites in more prime locations.

light manufacturing, warehouse/distribution, low-rise office, flex or build-to-suit
space for absolutely any size business.
And, with more than 500,000 square feet
of new space coming on-line in 1998,
there's never been a better time than now
to talk to the people at Howard Hughes.
So, if your business is looking for space,
do just that.

'T"b.A J..lo~t"'!!cdJ..lua~.ror:opa:-:~.tioa::o-~.nc:n -

Class A offic~ research and development,

Give The Howard Hughes Corporation a call at (702) 791-4440.

The Howard Hughes Corporation

