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standard business telephone lines, local,
long distance, toll free services and a
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features.
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• More convenience with all your services
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• FREE local 24/7 technical support.
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Studies have shown that children
who use vouchers to move from fail-
ing public schools into private
schools perform better academically.
Low-income students taking advan-
tage of voucher programs are much
less likely to “fall through the cracks”
in the public school system. (For sta-
tistics, see the resource box below.) 

The plain truth is, private schools
can provide a better education at a
lower price than public schools. Ac-
cording to a report by the Milton &
Rose D. Friedman Foundation, the
average public school spends about
$10,000 per student per year, while
the average private school charges
$5,000 in tuition. 

In Nevada’s two largest school dis-
tricts, those in Clark and Washoe
counties, we are struggling to hire
enough teachers and support staff,
and build enough school buildings to

C O M M E N T A R Y

School Vouchers
A Solution for Nevada

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

his year, a ray of hope
may be on Nevada’s
horizon – its eastern
horizon, to be exact. In

February, Utah Gov. John Huntsman
Jr. signed into law a school voucher
program that will eventually offer all
Utah children a scholarship to attend
the public or private school chosen by
their parents. 

Publicly funded voucher programs
allow families to direct funds set aside
for education by the government to pay
for tuition at the public, private or reli-
gious school of their choice. Voucher
programs are not new; in fact, they cur-
rently operate in seven states and the
District of Columbia. Some vouchers
are designed for low-income families.
Others have no income requirements,
but give vouchers only to parents
whose children’s schools have been
designated as failing. Some programs
give vouchers to parents of children

with special health needs or handicaps.
In fact, State Sen. Barbara Cegavske
(R, Las Vegas) recently proposed such
a voucher program for Nevada.

However, the Utah plan will be the
first to offer a voucher to every family
with school-age children. Phase I of
the “Parent Choice in Education” Act,
which will take effect in fall of 2007,
will provide scholarships ranging from
$500 to $3,000 depending on family
income, assisting families that choose
to send their children to private
schools. All current public school stu-
dents will be able to use the voucher to
transfer to a private school. Children
currently enrolled in private school
will also be eligible for vouchers if
their family incomes are below 185
percent of federal poverty guidelines.
In fall 2007 and thereafter, all kinder-
garten students will be eligible for
vouchers, so that all K-12 students will
be phased into the program by 2020.

Each time the Nevada Legislature convenes, lawmakers struggle to solve the problem

of an educational system that is failing the state’s children. Occasionally, a creative

solution like the Millennium Scholarship program is passed. More often, a few well-

intentioned modifications to the current system are proposed, but by the time they are

watered down enough to get past all the political roadblocks, they have little chance of

making any substantial changes.

Continued on Page 8
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and are not intended to be exact depictions. The plans for Sullivan Square are under development and developer reserves the right to make changes in the plans, renderings, maps and prices without notice. No guarantee is made that the 

improvements show herein will be constructed, or that if constructed, they will be of the number, type, or design described. The photos shown are not of Sullivan Square. ©2007 Glen, Smith and Glen Development.

Many cities sprawl.
Others grow up.

Building a city. Block by block.
Sullivan Square takes the best of iconic cities—
turn-of-the-century inspired brownstones, Live/
Work spaces, lofts and condominiums, a Market 
Street filled with local merchants—and puts it 
right in the heart of Las Vegas. Actually, what we’re 
building is a city within the city. 

Residences are now available ranging from 500 
to 2,000 square feet. Priced from the low 300s 
to 1.7 million. To get in on the ground floor, call 
702.733.1108, visit sullivansquare.net or our sales 
center at 8930 Spanish Ridge Avenue. Just 2 miles 
north of the site, on the corner of West Hacienda 
Avenue and the 215 Frontage Road.
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These 10 individuals were among
the business owners and CEOs 
interviewed for our fifth annual
Power Poll. Top Row: Jim Miller,
Renown Health; Kevin Rabbitt, GES;
Ellen Oppenheimer, RSCVA; Bill
Martin, Nevada State Bank; Andy
Katz, Manpower Inc.; Bottom Row:
Michael Dermody, DP Partners; Bill
Oakley, First National Bank; Michael
Bearslee, IT Strategies; J. Stuart
Hitchen, WRG Design; David 
LaPlante, Twelve Horses.

Retail development is exploding
throughout Nevada. This article 
discusses the emerging trends in the
retail market. 

S P E C I A L R E P O R T :  
The city of Henderson is becoming
the place for growing businesses
to move and expand.

April 2007 • Volume 22 • No. 4
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keep up with growth. A state-funded
voucher system that would encour-
age some parents to move their chil-
dren out of public schools and into
private schools would relieve some
of this pressure. 

If a voucher program makes sense
for Nevada, why hasn’t it been tried
here? The answer lies in the enormous
power wielded by the Nevada State
Education Association (teachers
union). Teachers unions across the
country uniformly oppose any form of
school voucher system. Their purpose
is to protect the jobs of their members,
and fewer public school students mean
fewer jobs for public school teachers.
Their supporters have come up with
many arguments against the use of
vouchers, but none of them have been
borne out by reliable statistics. One of
their claims is that withdrawing stu-
dents from the public school system
costs school districts money. In fact,
several studies have shown it has just
the opposite effect. 

It will take some time for free-mar-
ket forces to bring in enough private
schools to fill the demand. In addition,
regulations will need to be set up to
make sure private schools are doing a
good job, without over-regulating
them. However, these challenges can
be met if we have the will to stand up
to the powerful political forces that are
preventing us from getting the voucher
system we need.

Ask your Nevada legislators what
they’re doing to support school vouch-
ers. If Utah can do it, so can we.   

For a detailed discussion 
of Utah’s new law:

www.heritage.org/Research/
Education/wm1362.cfm 

Other sources:
www.schoolchoices.org 

www.friedmanfoundation.org 

COMMENTS 
email: lyle@nbj.com

Continued From Page 4
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Building a Bet ter Way for You
to Conduct Your Business

off ice/condo developments for lease or sale

For more information contact Bob Hommel 702.871.4545   |    www.investmentequity.com

Developed By:

Rainbow Corporate Center

On the corner of Rainbow and Post, just north of the I-215 Beltway.

buildings for lease or sale with units ranging from 2,000 to 15,000 square feet, totaling 

over 87,000 square feet. The project is situated close to the I-215 Beltway and within 

a 3-mile radius of three new hospitals, with Rainbow frontage available. All owners 

will have high visibility with signage on their buildings as well as a monument sign 

fronting Rainbow.

North Buffalo Business Centre

On Buffalo Drive just north of the Buffalo/Cheyenne intersection.

This development will have two 10,000 square foot single-story buildings with units for 

of having both high visibility and a great location close to Mountain View Hospital, 

the Las Vegas Tech Center and US-95. Owners will have signage on the building and a 

monument sign fronting Buffalo, as well as an electronic reader-board for personalized 

business messages.

Copper Pointe Business Park

Fronting the I-215 Beltway between Sunset Road and Russell Road.

of two (2) two-story buildings with units for lease or sale ranging from 2,500 to 37,000 

square feet. The project is ideally situated fronting the I-215 Beltway and is within a 3-

mile radius of three new hospitals and several large proposed projects including Stations 

and tremendous exposure.

Cheyenne Fairways Business Center

Cheyenne west of Durango, fronting the Durango Hills Golf Club.

the 3rd and 4th greens and the entire length of the Durango Hills Golf Club. In keeping 

with the theme, Investment Equity is building an expansive putting green between the 

close proximity to Mountain View Hospital, Summerlin, Desert Shores, the Las Vegas 

Tech Center and US-95, with restaurants and shopping nearby, and is anchored by the 

WaterMark Executive Suites.
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Fifty percent of chief financial
officers left companies for rea-
sons other than finding another

job, including inability to fit culturally
into the organization, increasingly
stressful demands of the position and
lack of current knowledge related to
Sarbanes-Oxley, according to a survey
by Right Management. Of the 191 or-
ganizations surveyed, 48 percent
stayed in the position for more than
five years. However, 25 percent of
those surveyed said CFOs stayed in
their jobs for less than three years. It
typically takes between three to five
months to replace a departing CFO.
“Many CFOs had the same cultural fit
problems that are a leading cause of
executive failure – their management
styles and ways of doing their jobs did
not fit the prevailing organizational
culture,” said Patrick Bosworth, vice
president, Right Management. CFOs
have also been under increased job
stress since the implementation of the
Sarbanes-Oxley Act of 2002, the cor-
porate disclosure law passed by Con-
gress in the wake of accounting scan-
dals at a number of major publicly
held companies. According to the sur-
vey, CFOs left companies for the fol-
lowing reasons:
•  50 percent accepted another job offer.
•  23 percent did not fit into the culture of
the organization.
•  22 percent said the work environment
was too stressful.
• 5 percent had lack of current knowledge
of Sarbanes-Oxley regulations.

According to calculations by
Alliance for Excellent Educa-
tion, if high school dropouts

who currently head households in
Nevada had instead earned diplomas,
the state’s economy would benefit from
an additional $623 million in wealth
accumulated by families. There is a
wealth gap between high school
dropouts and high school graduates
that is even more severe than the in-
come gap. Graduating all students,
would increase family wealth – defined
as investments that appreciate over
time – known as assets. This would
provide the approximately 138,000
families currently headed by high
school dropouts with a safety net for
times of financial stress and with in-
creased capacity to invest in higher ed-
ucation, homes and business enterpris-
es. Nevada would also benefit through
greater neighborhood stability, in-
creased civic involvement and voting
participation. Additional household fi-
nancial wealth gained by high school
graduation was derived by multiplying
the number of households headed by an
individual with less than a high school
degree by the median financial wealth
of those households headed by an indi-
vidual with a high school diploma.

We have become a nation
so reliant on e-mail that
if our internet connection

shuts down for an hour, we feel lost,
unable to accomplish anything,” said
Marsha Egan, CEO of Egan E-mail
Solutions. When e-mail was intro-
duced, there were no guidelines on
how to use it. Consequently, individ-
uals have developed bad e-mail
habits – like using e-mail as an ur-
gent delivery device – which have
turned us into a nation into e-mail
addicts. Egan offers specific tips
from her 12-step E-mail E-ddiction
Detox program:
•  Set up rules for e-mail use: Let
all of your clients and co-workers
know how you prefer to use e-mail
and practice what you preach.
• Turn off automatic send and re-
ceive: Learning to check your e-mail
only at designated intervals, produc-
tivity loss due to e-mail distraction
will decrease.
• Regain control of e-mail by re-
considering its function: E-mails
shouldn’t trump the rest of your
work - it should just be another fac-
tor in your day. Learn to manage,
sort, prioritize and delete all of your
e-mails.

“E-mail addiction is an unseen
productivity blocker,” said Egan.
“While e-mail has allowed all of us
to communicate faster and spread in-
formation, it also added an immense
amount of work to most people’s al-
ready hectic lives.”

CFOs Leave Companies for Reasons 
Other Than a New JobAddicted to E-mail? Dropouts Create Wealth Gap

BUSINESS UP FRONT
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FACE TO FACE

President & CEO

Picerne Real Estate Group

Las Vegas and Phoenix

Type of business:
Development, Construction & Manage-
ment

Biggest business challenge:
Figuring out how to contain costs in escalat-
ing markets, dealing with the highs and lows
of a cyclical industry.

What do you enjoy most about your job?   
Having the opportunity to provide quality,
affordable housing and creative, productive
careers for quality people. 

How do you spend your time when 
you’re not working?
With my family (wife and 4 children),
windsurfing, skiing, golf, studying and
collecting historic southwestern art.

Little-known fact about yourself:   
Former Saxaphone player in 
Northeast R&B bands 

Best Business Advice:
Everyone talks about vision. For me, its
implementation. Assemble a team of
bright, hard-working people and 
“Get ‘er done!”

If you could start over and choose a 
different profession, what would it be?
I’m very happy doing what I’m doing. 

What large projects is your 
company planning?
Currently, we have 2,122 units under con-
struction in North Las Vegas and Hender-
son. We are also developing an additional
600 units in Henderson near Nevada State
College and 420 units at 5th and Centen-
nial, in North Las Vegas. I am also active-
ly looking at sites for additional luxury
rental communities.

Years in Nevada: 20                                  

Years with Firm: 28 

David R. Picerne

President and CEO

Clark County Credit Union 

Las Vegas and Henderson

Type of business:
Not-for-profit credit union serving 37,000
Clark County employees. 

Biggest Business Challenge: 
Keeping good employees challenged and
engaged in their positions. 

What do you enjoy most about your job?  
I thrive in helping younger employees de-
termine their career goals and guiding
them in how they can achieve those goals.

If you could start over and choose a 
different profession, what would it be? 
I would love to teach and work with youth.  

How do you spend your time when 
you’re not working?
Now that our four children are raised, I
spend more time traveling. 

I serve on a couple of boards: Howard
Center, Boy Scouts, and am Stake Presi-
dent for the LDS Church. I love to hike,
bike, racket sports and play the piano.  

Little-known fact about yourself:
I am fluent in Norwegian.

Best Business Advice: 
We must maintain integrity in all our
business and personal relationships or we
run the risk of destroying commerce. 

What programs do you offer to 
train-up your employees? 
Each year, I conduct a course, which
has been named "Wayne School" for
those employees who think they want to
become involved in senior management
in credit unions.

Years in Nevada:   21

Years with Firm: 21

Wayne Tew
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Each year, Nevada Business Journal asks business owners and CEOs in the Silver State to 

respond to questions about Nevada’s economy and political environment. 

I
n the fifth annual Power Poll, those
answering our 2007 survey ex-
pressed overall optimism about the

outlook for their companies and also
for the state as well. However, Neva-
da’s lackluster educational system,
rising healthcare costs, an increasing-
ly expensive housing market and
perennial staffing shortages are
among the many challenges that
could present roadblocks along the
state’s path to a rosy future. We inter-
viewed several business leaders, to
gain their insight and personal opin-
ions on the issues so we could pass
their observations on to our readers.

State’s Economy Looking Up 

A solid 60 percent of Power Poll re-
spondents think Nevada’s economy is
on an upswing, with none at all
checking the “much worse” option.
Bill Martin, chairman, president and
CEO of Nevada State Bank, said,
“Nevada’s economy is already pretty
strong, so it’s hard to say it will get
‘much better,’ simply because there
isn’t room for a whole lot of improve-
ment. A number of huge,high-end
projects are in the works on the Las
Vegas Strip. In fact, a recent report
[from Deutsche Bank Securities] said
the Las Vegas casino industry will
need to hire more than 113,000 work-
ers by 2012 to support all these new
projects. So, growth isn’t showing
any signs of slowing down. In addi-
tion, over the next year, the inventory
of resale homes will approach more
normal levels.”

David LaPlante, CEO of Twelve
Horses, a marketing technology com-
pany based in Reno, also mentioned
large-scale construction activity as a
reason for optimism. “When you set
out to develop a large project, you’re
working on a 10- to 20-year outlook,”
he said. “All the activity in both
Northern and Southern Nevada is a
sign of long-term confidence in the
economy. Station Casinos’ two resort
projects are going to put Reno back
on the map for gaming. As for down-
town revitalization in Reno, it’s not so
much the projects, but the increase in
cultural opportunities that has us ex-
cited. We’re bringing in the creative
class – the 20- and 30-somethings
who wouldn’t otherwise come to a
sleepy, boring downtown. Now that
they’re attracted to Reno, it bodes
well for companies who are looking
for that type of employee.”

“Northern Nevada is experiencing
some really exciting trends,” agreed
Ellen Oppenheim, CEO of the Reno-
Sparks Convention and Visitors Au-
thority (RSCVA). “In Reno, currently

under development are several hotel
expansions, downtown condo projects,
new specialty retail venues, transporta-
tion projects, the downtown Events
Center and the Downtown Ballroom
building across from the Events Cen-
ter. All these things show a growing
confidence in the marketplace.”

LaPlante was also enthusiastic
about the outlook for entrepreneurs in
Nevada. “IBM’s acquisition of [Las
Vegas-based high-tech firm] SRD in
2005 was big news, not only for
Nevada’s tech industry, but also for
entrepreneurship in Nevada in gener-
al,” he said. “It showed you can raise
capital, grow your business and sell it
in Nevada. Right now, the ability to
raise capital is the best it’s ever been.”

LaPlante continued, “You know
people are optimistic when they think
what’s going on in the Legislature
won’t be able to derail the economy.”

Bottom Lines Looking Healthy

More than 73 percent of the busi-
ness owners and CEOs who respond-
ed to this year’s Power Poll survey be-
lieve their company’s bottom line will
improve this year. They cited various
factors affecting their individual firms
and industries, but also mentioned the
positive outlook for the state’s overall
economy. Kevin Rabbitt, president
and CEO of GES Exposition Ser-
vices, a convention support company
with offices in Las Vegas and Reno,
said, “In 2006, we increased our bot-
tom line 10 percent, and during the
coming year, we’re also expecting to 

Cover Story: Power Poll 2007

MUCH BETTER 10.3%

SOMEWHAT BETTER 51.7%

ABOUT THE SAME 34.5%

SOMEWHAT WORSE 3.5%

MUCH WORSE 0.0%

TOTAL 100.0%

Compared to today, a year from now
Nevada's economy will be:
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expand, not only because of increased
growth in conventions, but also due to
our recent acquisition of Melville, a
British company.”

Oppenheim said the RSCVA is de-
veloping a new strategic plan with
input from the community and stake-
holders, and predicted 2007 will be
“a promising year.” J. Stuart Hitchen,
managing principal of the Las Vegas
office of WRG Design Inc., a civil
engineering consulting firm, said,
“I’ve been with the company for nine
years, and the last half of 2006 was
the best six-month period we’ve ever
had. I’m looking forward to an even
better year in 2007 as the overall
market improves.”

Rating Nevada’s New Governor 

In last year’s Power Poll, business
leaders were asked, “If the election
were held today, who would receive
your vote for governor of Nevada?”
Although more than 25 percent
were still undecided when respond-
ing to this question in February
2006, Jim Gibbons led the pack of
gubernatorial candidates at 34 per-
cent. Having won favor with last
year’s Power Poll respondents and
voters alike, how confident are busi-
ness leaders in 2007 that he will do
a good job for Nevada? 

Most people surveyed seemed to
adopt a “wait and see” attitude as the
new governor began his term and
faced the challenge of dealing with
budget and legislative issues. Martin
of Nevada State Bank responded,
“About the same,” commenting, “Say-
ing I have the same amount of confi-
dence in Gov. Gibbons as I had in
Gov. Guinn is still pretty high praise.”
Mike Beardslee, president of IT
Strategies International Corp., a com-
puter consulting firm based in Las
Vegas, said he had more confidence in
the new administration, citing the fact
that the business payroll tax was im-
plemented on Guinn’s watch. “Gib-
bons is trying hard to hold spending
down and says he wants to reduce the
percentage of the business tax,” he
noted. “Whether this will happen or
not remains to be seen, but at least
he’s proposing it.”

LaPlante of Twelve Horses had less
confidence in the new governor’s
ability to accomplish his objectives,
noting, “Gibbons came into the job
with a big public relations issue hang-
ing over his head, and it’s distracting.
It reduces the propensity of the other
side to listen objectively. Guinn had
strong leadership and could get things
accomplished. However, at the end of
the day, our fate is really in the hands
of the Legislature.”

MUCH BETTER 31.0%

SOMEWHAT BETTER 43.1%

ABOUT THE SAME 20.7%

SOMEWHAT WORSE 5.2%

MUCH WORSE 0.0%

TOTALS 100.0%

Compared to today, a year from now
my business's bottom line will be:

MUCH BETTER 5.2%

SOMEWHAT BETTER 13.8%

ABOUT THE SAME 55.2%

SOMEWHAT WORSE 15.5%

MUCH WORSE 10.3%

TOTAL 100.0%

How would you rate your confidence
level in Gov. Jim Gibbons, compared 

to Gov. Kenny Guinn?

WE’RE BETTER
TOGETHER
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Are Gaming Taxes Fair? 

Of the nine questions on the 2007
survey, this one seemed to generate
the most unease in respondents. Many
preferred not to be quoted on this
issue, and some returned their ballots
with this question left blank. This
would seem to indicate that perhaps
business people don’t want to gener-
ate any potential ill will with the pow-
erful gaming industry, which wields
enormous political and economic
clout in Nevada.    

Martin of Nevada State Bank said,
“I believe what they pay is pretty fair.
It’s not as much as the taxes paid by
gaming companies in other states, but
we should remember that gaming has

carried Nevada since the 1930s. As
soon as people see that your business
is successful and earning a lot of
money, they want to tax away that
money, and then you lose the incentive
to be successful. During the last leg-
islative session, I supported the move-
ment to spread the tax burden over the
entire business community instead of
making gaming carry the entire bur-
den.” Michael Dermody, president and
CEO of DP Partners, a logistics com-
pany based in Reno, said, “I chose
‘disagree’ simply because if we look
at other states with gaming, Nevada’s
taxes are not nearly comparable. How-
ever, the gaming industry is the back-
bone of our economy, and we’ve
reaped a lot of benefits from it.”

Business Climate Still Attractive

As in previous years, a vast major-
ity of business leaders (more than 96
percent) agreed that Nevada is a
business-friendly state, chiefly be-
cause of its lenient systems of taxa-
tion and business regulations. Bill
Oakey, Southern Nevada regional
president for First National Bank,
chose “strongly agree,” explaining
that Nevada’s business climate is
good for his bank’s clients, which are
chiefly local businesses. He re-
marked, “If I owned a company in

California, I would seriously consid-
er moving to neighboring Nevada for
the tax advantages. In addition, we
have good airports, a good freeway
system and great weather, which are
often factors for businesses that de-
pend on shipping.”

Dermody of DP Partners noted,
“The tax structure has historically
been inviting. Many people don’t
know this, but Nevada’s 1949
Freeport Law attracted distribution
centers and logistics companies here.
The Reno area now has the highest
concentration of distribution and lo-
gistics companies per capita of any
city in the U.S. We have good tax
laws, but the favorable business cli-
mate is also fueled by employees who
maintain a good work ethic and dedi-
cated attitude compared to other areas
of the country. We have a tight labor
force, but a good one.”

Help Wanted in Nevada

More than 78 percent of firms re-
ported some problems in recruiting
and retaining staff, compared to 72
percent last year. Andy Katz, who
heads Manpower Inc. of Southern
Nevada, a staffing firm, reported he is
not having problems attracting em-
ployees. “It’s a mixed bag. Recruiting
is a challenge in certain areas,

STRONGLY AGREE 47.4%

AGREE SOMEWHAT 49.1%

DISAGREE SOMEWHAT 3.5%

STRONGLY DISAGREE 0.0%

TOTAL 100.0%

I have found Nevada to be a 
business-friendly state.

STRONGLY AGREE 15.8%

AGREE SOMEWHAT 45.6%

DISAGREE SOMEWHAT 26.3%

STRONGLY DISAGREE 12.3%

TOTAL 100.0%

I feel that Nevada’s gaming industry 
is paying its fair share of taxes.

NORTH/RURAL SOUTH AVERAGE 2006 AVG.

NO 7.1% 26.2% 21.4% 27.5%

YES, WE ARE HAVING A FEW PROBLEMS. 75.0% 59.5% 63.4% 40.7%

YES, WE ARE HAVING SERIOUS PROBLEMS. 17.9% 14.3% 15.2% 31.9%

TOTALS 100.0% 100.0% 100.0% 100.0%

Is your company having problems finding and retaining qualified staff?
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especially for skilled labor. There’s no
problem finding entry-level or semi-
skilled people,” he said. “Some of the
problem areas are construction,
healthcare, finance and high-tech.
That’s one reason recruiting compa-
nies are becoming the way to go.
Businesses are outsourcing to staffing
firms for higher-level positions. Tal-
ented people are already working
somewhere, so you may have to re-
cruit them away from other compa-
nies locally, or bring them in from
somewhere else.”

Oakley of First National Bank
agreed with this assessment, saying,
“Finding qualified employees is dif-
ficult in Las Vegas and Laughlin.
Most of the good bankers are already
working somewhere and getting
well-compensated.”

Nevada companies have had to be
creative in their efforts to attract and
retain skilled employees. Jim Miller,
president and CEO of Renown Health
in Reno, said, “We commit to retain-
ing staff by investing millions each
year in salaries, benefits and training,
as well as employee events and activ-
ities. Our community has to do more
to invest in homegrown or locally-ed-
ucated caregivers, because health pro-
fessionals are more likely to practice
in the communities where they
trained. We have numerous partner-
ships with the University of Nevada,
Reno to provide students and resi-
dents with clinical experience.” Miller
said his company is also lobbying the
Legislature to revise nurse faculty
qualification requirements and 
student-to-faculty ratios so nursing

schools can accommodate more stu-
dents. Renown Health is also asking
for additional state funding to double
Nevada’s capacity to train nurses.

“It’s getting harder and harder to
find and retain qualified staff,” said
Beardslee of IT Strategies Interna-
tional. “I’ve been here 10 years, and
it’s easier to get people to move to
Las Vegas now, but the high-tech
sector has grown so much during
that time that we’re all competing
for the same talent pool.” Beardslee
is most concerned about skilled po-
sitions. “Being computer consul-
tants, we don’t have entry-level po-
sitions. Consultants need to be
experts, so we don’t have the luxury
of training people,” he explained.
“We have two full-time recruiters
and one part-time recruiter who have
technical backgrounds. We’ve been
recruiting over the Internet and the
telephone, mostly out-of-state.”

Rabbitt of GES said his company
doesn’t have problems recruiting.
Like Beardslee’s firm, GES is now
doing its own recruiting. “Several
years ago, staffing was a big problem
for us, especially for middle manage-
ment and senior management posi-
tions. However, we’ve done a lot bet-
ter over the last three years,” he
noted. “It’s getting easier to recruit
people to come to Las Vegas, which
is seen as a growing, exciting city.
We’re past the point now where peo-
ple were afraid to move their families
here. And, as a growing company in
an industry-leading position, we’re
well placed to attract talent. We have
created our own internal recruiting
arm and assembled a database of po-
tential employees in fields like IT, and
those people can lead us to other po-
tential recruits, as well. Now, the only
challenges we have in staffing come
when we have several large events
happening at the same time, and that

http://www.stabledevelopment.com
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may cause us to run out of qualified
labor in the short term. I can finally
say that staffing has fallen off my Top
5 worry list.”

Housing Costs Cause Concern

Despite what many pundits have
identified as a “housing slump” in
2006, Nevada business owners and
executives expressed more concern
than last year about the cost of hous-
ing, chiefly because of its effect on re-
cruiting employees from out of the
market. In the 2006 survey, more than
76 percent were either “somewhat” or
“very concerned”, compared to al-
most 90 percent this year. One hun-
dred percent of Northern Nevada em-
ployers surveyed expressed concerns,
despite their proximity to northern
California, where housing prices have
historically been high. 

Dermody of DP Partners, whose
company is based in Reno, said, “Hous-
ing is very much a concern because of
its effect on the labor market. Reno
housing costs have increased 10 to 15
percent over the last couple of years.
People look at whether wages also went
up that much. We have to keep a bal-
ance between wages and housing costs
if we expect to support the industry
that’s here.” Oppenheim of RSCVA, a
recent transplant to Northern Nevada,
said, “It’s a matter of perspective.
Relative to the Bay Area or to the Los
Angeles area, Nevada is reasonable. I
lived in California from 1977 until
2006, and when I moved, the housing
market in Reno looked really good to
me. So, it has everything to do with
where people are coming from.”

Katz of Manpower Inc. of Southern
Nevada, said, “The cost of housing in
Southern Nevada is not as bad as in
California, but it’s catching up to
other areas. Land prices are still going
crazy, but homebuilders are starting to

NORTH/RURAL SOUTH AVERAGE 2006 AVG.

VERY CONCERNED 46.7% 39.6% 41.4% 26.4%

SOMEWHAT CONCERNED 53.3% 46.5% 48.3% 56.0%

NOT VERY CONCERNED 0.0% 11.6% 8.6% 12.1%

NOT CONCERNED AT ALL 0.0% 2.3% 1.7% 5.5%

TOTALS 100.0% 100.0% 100.0% 100.0%

How concerned are you that the cost of housing will affect your business?
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Education: Making the Grade? 

Nevada’s education system received
a disappointing 1.7 grade point average
(C minus) from this year’s respondents.
Like many others, Oakley of First Na-
tional Bank gave Nevada’s schools a D
grade. “I’m concerned that the Clark
County School District is short 
hundreds of teachers each year,” he
said. “This is caused by rapid growth,
and also, because the cost of living is so
high relative to teachers’ salaries, it’s
difficult to attract them. We can’t ex-
pect teachers to come here if they can’t
afford housing. To grow long-term and
have a viable economy, you need a
good education system.” Oakley sug-
gested that the solution lies in “a sub-
stantial upward adjustment in teachers’
salaries.” He pointed out, “In private
business, we make salary adjustments
to keep pace with the marketplace and
be competitive. We haven’t done that
with teacher salaries. Teachers now
earn between $25,000 and $30,000 a
year to teach our kids everything, from
the basics to more sophisticated stud-
ies. They should be considered almost
community volunteers for doing what
theydo for what they get paid.”

Dermody of DP Partners had a more
optimistic view of the state’s education

Cover Story: Power Poll 2007

adjust by going to outlying areas like
Coyote Springs and White Hills. That
will mean longer commutes for work-
ers. Southern Nevada still is a great
place to live – we don’t have to 
shovel snow off our driveways in win-
ter, and there are lots of activities and
events. On the down side, it is becom-
ing more costly to live here.”

Martin of Nevada State Bank,
whose bank has branches in 18 Neva-
da communities across the state, said
he is “very concerned” about housing
prices. “The cost of housing affects
Nevada’s ability to recruit employees
from out-of-market. Unless you’re
selling a house somewhere else that
has a lot of equity, you’re going to
have a tough time finding something
affordable here,” said Martin. “It es-
pecially affects our ability to recruit
teachers. In fact, I’m serving on a
committee that’s trying to find ways

2006 AVG.

A = EXCELLENT 5.6% 1.1%

B = ABOVE AVERAGE 9.2% 14.3%

C = AVERAGE 40.7% 47.3%

D =BELOW AVERAGE 38.9% 24.2%

F = POOR 5.6% 12.1%

TOTALS 100.0% 100.0%

What overall grade would you give
Nevada's educational system?

to get reasonable entry-level housing
for teachers. It’s possible to get deals
now from homebuilders, but I don’t
think housing prices will go down.
The market will just normalize.”

Miller of Renown Health is also
“very concerned” and said his compa-
ny is taking steps to solve the problem
of high housing costs. He said, “We
recognize that the surge in local hous-
ing prices may be a barrier to retaining
and recruiting employees, particularly
in hard-to-fill positions. Our approach
is to provide current and prospective
employees with the opportunity to
purchase housing that is more afford-
able and located close to Renown Re-
gional Medical Center. We believe that
we are the first hospital network in the
country to try this. We expect the first
homes to be made available to em-
ployees later this year, and we recog-
nize more needs to be done.”

http://www.capsourceinc.com
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system. “Our customers need to have a
well-educated workforce,” he noted.
“Because of Kenny Guinn’s background
as a former superintendent of schools,
he has left us a legacy of a strong educa-
tional platform, one of the best our state
has ever had, including the Millennium
Scholarship program. I gave Nevada a
grade of B because we’re making the ef-
fort to improve what we have. We have
a lot of room for improvement, but
we’ve come a long way from where we
were 15 years ago.”

However, as Oakley, pointed out,
the challenge of improving the educa-
tion system will not be accomplished
in one legislative session. “It’s a tough
problem – if it wasn’t, it would have
been fixed earlier.”

Ranking the Challenges

While problems caused by growth
were the No. 1 concern last year, our
Power Poll respondents chose educa-
tion as the state’s most pressing chal-
lenge in 2007. This is supported by
the C-minus grade they gave Neva-
da’s schools. Availability and cost of
healthcare was a close second. “The
price of healthcare coverage for our
employees is becoming a challenge,”
said Katz of Manpower Inc. “The cost
of healthcare also ties in to recruiting
and retention. In order to recruit good
people, employers need to offer a
competitive benefits package, and
that’s becoming more and more cost-
ly. The same thing goes for keeping
the good people you have; you may
have to increase the benefits to keep
them from being lured away.”

Hitchen of WRG Design agreed,
saying, “Healthcare is a long-term
problem that will affect whether the
economy will stay strong for years
to come. If healthcare is too expen-
sive in Nevada, or not readily avail-
able, it may impact our ability to at-
tract people to move here to work.

We are self-insured, and we’re trying
to be fair with our employees [in of-
fering benefits], but it’s definitely af-
fecting our bottom line.” Oppenheim
of RSCVA added, “If I had to choose
one thing, it would be healthcare, be-
cause it’s a national concern. The
aging population base will strain an
already fragile system.”

Beardslee of IT Strategies Interna-
tional chose growth as his No. 1 con-

cern this year. “Growth causes a
somewhat unstable environment. In
some cases, this can be good for our
company, because when people are
confused, they turn to consultants
like us for help. However, it also
causes a shortage of employees, and
we all experience problems with in-
frastructure, like traffic congestion
and crowded airports.”

Availability of water, which tied for



20 April 2007

second place in 2006, fell to fourth place
overall this year, although business peo-
ple in northern and rural areas ranked it
as their No. 2 concern. Most people, in-
cluding Beardslee, mentioned that water
is a long-term challenge, rather than a
short-term challenge. “Keeping up with
demands for water is going to be a big
concern in the future,” he pointed out.
Hitchen, an engineer, agreed, saying, “I
support the construction of the proposed
pipeline from White Pine County [to
Southern Nevada]. I believe it can be
managed effectively.”

Martin of Nevada State Bank chose
concerns about the budget as his princi-
pal worry. “By state law, we have to bal-
ance our budget, so a lot of different pro-
grams are competing for our dollars,
including vital areas like mental health
facilities and education,” he said.
“Throwing money at education isn’t the
complete answer to problems in the ed-
ucational system; however, we do need
more money for teachers’ salaries and
also for innovative programs like em-
powerment schools. In short, we’re not
keeping up with the demands made by
the state’s growth rate.”

Optimism Despite Challenges

Optimism can be an important asset
for those seeking success in the business
world. Therefore, it shouldn’t be surpris-
ing that the successful industry leaders
we surveyed expressed confidence in the
future, not only for their companies, but
also for Nevada. Flexibility is another
valuable corporate resource, inspiring
innovative solutions in the face of diffi-
cult challenges, whether it’s offering af-
fordable employee housing or hiring on-
site recruiters to resolve staffing
shortages. Our 2007 Power Poll shows
that Nevada’s business community is
facing the state’s challenges with a blend
of down-to-earth realism, resourceful-
ness and positive thinking.

Kathleen Foley is a freelance writer
based in Southern Nevada.
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NORTH/RURAL SOUTH AVERAGE 2006 AVG.

AVAILABILITY OF WATER 2 4 4 2 (TIE)

PROBLEMS CAUSED BY GROWTH 5 1 (TIE) 3 1

SHORTFALLS IN STATE BUDGET 4 5 5 5

AVAILABILITY AND COST OF HEALTHCARE 1 3 2 4

QUALITY OF EDUCATION 3 1 (TIE) 1 2 (TIE)

TOTALS 100.0% 100.0% 100.0% 100.0%

Rank the following according to the level of concern/worry 
you have about them. Rank in order from 
1 (most troubling) to 5 (least troubling).

http://www.lmconstructionco.com
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W
hen Maurice Gallagher, Jr.,
CEO of Allegiant Travel
Company, rang the closing

bell at NASDAQ in January, he be-
came the envy of a large number of
business entrepreneurs. Gallagher and
key employees were celebrating their
successful launch as a public compa-
ny. Since the NYSE’s birth in 1792,
many business owners have dreamed
of seeing their company’s symbol list-
ed on a stock exchange ticker tape.
After working hard to build a busi-
ness, having investors express confi-
dence in your enterprise can be an
owner’s ultimate reward both finan-
cially and emotionally. 

Although seeing your company’s
name in lights can be a thrilling and
heady experience, the process of
going public is far from easy.
“Going public is a huge decision,
one of the biggest you’ll ever
make,” Gallagher emphasized. “It’s

a great investment in human and
monetary resources.” Far from a
new kid on the block, Gallagher had
been around the initial public offer-
ing (IPO) track several times before
Allegiant – first with WestAir, a
commuter airline he owned from
1983 to 1992, and in Mpower Com-
munications Corporation, where he
served as acting CEO. 

Founded in 1997, Las Vegas-based
Allegiant offers low-cost fares and
travel packages with nonstop flights
on Allegiant Air from world-class
destinations including Las Vegas, Or-
lando, Tampa Bay and Palm Springs
to more than 50 small U.S. cities. One
of the few U.S. airlines that continues
to post a profit, last year it made $8.7
million on $243 million in operating
revenues, according to its unaudited
financial results. Scheduled passenger
totals increased from 970,000 in 2005
to 1.94 million in 2006. With a bright

future for continued growth, the com-
pany found itself in an attractive posi-
tion to consider going public last year. 

The Importance of Due Diligence

Before climbing on the public
bandwagon, however, a company
needs to meticulously research the
process and study how the advan-
tages and disadvantages will impact
it. “The key to knowing whether you
should be a public company is due
diligence,” explained Stephen Brock,
president, CEO and director of Pub-
lic Company Management Corpora-
tion (PCMC) of Las Vegas. “You
have to have fire in your belly to go
national or international. You can’t
be just one coffee shop; you have to
want to be 1,000 coffee shops.”
Brock’s company specializes in con-
sulting with businesses on all the in-
tricacies of going public.

Taking Your
Company 

Public
The Process, Headaches 

and Rewards

Maurice Gallagher, CEO of Allegiant Travel Company,
shared a proud moment with airline crew members.
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The most common advantages of a
public offering will:
• Raise money – Provide capital
rather quickly in order to grow the
company, expand and update assets,
or to retire debt.
• Create liquidity – Produce a market
in which the stock may be freely
bought and sold. 
• Offer an exit strategy – Provide the
vehicle and opportunity for founders
and other investors to take profits,
protect assets and increase their finan-
cial freedom.
• Increase the worth of the company
– Raise the value of the stock by
changing from privately-held to pub-
licly-traded.
• Add to personal wealth – Increase
the worth of shares and assets owned
by investors and founders.
• Enhance prestige – Create and en-
hance an image of stability, longevity
and profitability.

• Strengthen employee compensa-
tion – Give employees a chance to in-
vest in the company through stock op-
tion plans.
• Provide opportunities for mergers
and acquisitions – Facilitate the pur-
chase of other companies by using
stock as cash and a measure of the
company’s value.

The most common disadvantages of
a public offering will:
• Incur expenses – The cost of going
public can be as much as 25 percent
of the total monies raised in the offer-
ing, not including the cost of business
disruption.
• Increase liability – The company
can be held liable for whatever infor-
mation is filed in public documents,
and can be sued by stockholders for
breaches of fiduciary duty.
• Destroy confidentiality – Regula-
tions demand disclosure of much in-
formation that some companies

would rather remain private, such as
balance sheets, trade secrets and man-
agement data.
• Diminish control – Depending on
what percentage of the company
stock is publicly-traded, outside
stockholders could gain considerable
leverage over management.
• Divide profits – Outside stockhold-
ers will share in company gains.
• Create reporting burdens – Public
companies are required to file period-
ic reports to the Securities and Ex-
change Commission (SEC) which can
be costly, as well as provide an infor-
mation source for competitors.

Sales and Growth Are 
First Requirements

Perusing the laundry list of ups and
downs, however, is useless if the com-
pany isn’t making any money, accord-
ing to Brock. “The worst candidates
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for going public are companies that
don’t have sales,” he said. “If you
don’t have them [sales] before, you
won’t afterwards.” PCMC will only
consult with clients that have a mini-
mum of $2 million in annual sales.
“You need to be able to sustain your-
self and also have a potential for
growth,” Brock added.

In deciding to go public, Allegiant
was a strong candidate because of its

profitability and its continued growth.
Last May, the company filed papers
needed for the IPO with the SEC. The
public offering closed in December
after selling 5.75 million shares for
net proceeds of $94.8 million. The
public stock represents about 25 per-
cent of the company stock with the re-
mainder still owned by management
and early investors. The IPO was ex-
tremely well received when it opened

at $18 a share and then rose to $25.10.
The immediate infusion of cash will
be used to retire debt, expand the fleet
of aircraft and fund continued growth.
In general, the IPO provided financial
stability and increased strength to the
company, according to Gallagher.

Although Allegiant came out of its
IPO experience smelling like a rose,
the road traveled was painfully
thorny. “The entire process was very
frustrating because it took longer than
expected and many things were out-
side our control,” said Andrew Levy,
Allegiant’s managing director of
planning. The passage of the Sar-
banes-Oxley Act of 2002 made a
complicated process even more so,
according to Gallagher and Levy. In
the wake of the Enron and other cor-
porate scandals, the act increases the
oversight on accounting firms that
perform public company audits, and
also imposes new obligations on pub-
lic companies and their officers and
boards. “It was hard trying to respond
to the SEC,” Levy said. 

Trust the Professionals

Experts agree that the best way to
navigate the turbulent public offering
waters is with professional help. “Get
a good securities attorney because it
will make it a lot simpler and faster,”
advised Ed Apenbrink, director of se-
curities registration and licensing for
the state of Nevada. “Doing it on your
own is like doing your own taxes.”

Allegiant wisely chose accountants
and attorneys well versed in the IPO
process, and then used Merrill Lynch,
Bear Stearns and Raymond James as
underwriters. The cost for such things
as lawyers, accountants, printing, fil-
ing fees and travel added up to around
$1 million, but the prize was a listing
on NASDAQ (once the acronym for
National Association of Securities
Dealers Automated Quotation Sys-
tem) with the symbol ALGT. 

Commerical Division
David Medley

Assistant Vice President
Commercial Marketing Director

(702) 496-1553 direct
Email: david.medley@ticortitle.com

"The most resourceful people in town" 
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The IPO process, which can take
anywhere from six months to a year,
involves endless meetings with the
professionals who guide the ship.
Simply put, the objective is to write a
complete history, description and val-
uation of the company that will be
submitted to the SEC with all the re-
quired accompanying documents.
This Registration Statement will be
revised and, at some point, approved.
The process also involves a road show
where the stock is touted to brokers
and potential investors. When the of-
fering is finally made, hopefully the
market reacts favorably and all of the
stock is sold. “You live this thing
everyday,” Gallagher said. “It’s a
whole other level of activity.”

Alternatives to IPOs

While an IPO is considered the
most prestigious method of going
public, it’s expensive and beyond the

reach of many small companies.
Other routes to going public that can
be cheaper and simpler include ex-
empt offerings and reverse mergers.
An exempt offering allows companies
to sell up to $1 million in stock to the
public annually without having to file
a registration statement. The SEC and
state agencies only need to be notified
of the sale. This method is relatively
quick and painless, but is limited in
the amount of revenue that can be
raised. A reverse merger allows a pri-
vate company to become public when
it acquires a dormant public company.
Depending upon the company being
acquired, the process can be cheaper
and simpler than an IPO. However,
the merger doesn’t raise capital and
may cause the acquiring company to
absorb weaknesses and negatives in
the dormant company. 

Even though Brock’s company went
public in 2004 through a successful re-
verse merger with an online office sup-

ply company, he isn’t bullish on the
method now. “We don’t recommend
reverse mergers because you don’t
know who your shareholders are,” he
explained. He also pointed out that
new regulations adopted in 2005 in-
creased the cost of the process.

Nevada Makes It Easier 

With its business-friendly incorpo-
ration and registration procedures,
Nevada appears to have the red carpet
out for publicly-traded companies.
“Our general goal is to allow every-
one who wishes it – to be able to take
their company public,” said Chris
Lee, deputy secretary of state.

The two most commonly-used
types of registration with the Nevada
Securities Division are registration by
coordination and registration by qual-
ification. Used in conjunction with
the SEC registration, coordination
provides interstate sale of the stock
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and usually involves offerings of $5
million or more. Around 100 compa-
nies use this method each year in
Nevada. Qualification provides in-
trastate sale of stock offerings that are
smaller than those registered by coor-
dination. Around 490 companies have
used this method in the past 12 years,
with 25 registering in 2006. 

Before registering in Nevada, how-
ever, it’s necessary to form a corpora-
tion. With corporate tax advantages,
economic incentives and a favorable
legal system, it’s easy to understand
why more than 300,000 businesses
have incorporated in the state. Even
without a public stock offering, it
makes good sense to many businesses.
“We want to help facilitate the growth
of business in Nevada,” Lee explained. 
• Following incorporation, these
hoops must then be negotiated along
the path to a public offering:
• Prepare and submit a prospectus,
which gives a complete overview of
the company, along with audited fi-

nancial statements. Respond to ques-
tions and concerns expressed by the
Nevada Securities Division.
• Conduct the sale of stock after re-
quired documents are filed.
• Complete the paperwork using a
qualified stock transfer agent.
• Become a fully reporting company
with the SEC by filing form 10-SB, if
desired. 

Where to Hang Your Listing Hat 

Depending upon the size of the
company and its ability to meet cer-
tain listing requirements, public com-
panies have a variety of listing vehi-
cles from which to choose. In
increasing order of rigor and prestige
they include:
• Pink sheets: An electronic system
that displays the bid and ask prices
for over- the-counter (OTC) securi-
ties; companies don’t need to meet
minimum listing requirements with
the SEC.

• Over-the-Counter Bulletin Board
(OTCBB): A regulated quotation ser-
vice for fully reporting companies not
listed on the major U.S. stock exchanges.
• NASDAQ: A computerized system
that provides bid and ask price quotes on
both listed and over-the-counter stocks.
• American Stock Exchange
(AMEX): The second-largest stock
exchange in the country with slightly
more lenient listing rules that the
NYSE.
•  NYSE: Known as the Big Board,
the largest stock exchange in the
world by dollar volume with a global
capitalization of $17.4 trillion, the
most stringent and prestigious home
for public stocks.

Although it lists nearly 2,700 compa-
nies, the rigorous financial and listing
requirements put the NYSE out of
reach for most companies. It’s not the
only game in town, however. Failure to
qualify, even as a fully reporting com-
pany, should not necessarily discourage
a company from trying to go public.
Experts in the public offering field
agree that it’s smart to start low on the
listing ladder and work your way up as
you learn the ropes. “If you learn first
on the OTCBB how to do everything
right, you’ll do better with a subsequent
listing on a bigger board,” Brock ex-
plained. “It’s a training ground.”

In considering a public offering of
any type, it’s important to understand
that each company is unique. Educa-
tion, due diligence and professional
help will enable businesses to make
the decisions best suited for their par-
ticular path to a public offering. It’s
far from an easy journey, but to those
who’ve been successful, it’s worth the
sacrifice. “Even though Gallagher
said the process was at times a dance
with the devil, he’s not sorry to have
gone through it. “We’re better off as a
public company,” Brock said. 

Jeanne Lauf Walpole is a freelance
writer based in Northern Nevada.
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R
ecently, a group of Nevada
commercial real estate bro-
kers sat down to discuss the
challenges facing Nevada’s

commercial market, such as recruit-
ment, land prices, growth and bro-
ker education. Connie Brennan,
publisher of Nevada Business Jour-
nal, served as the moderator for the
event as part of the magazine’s
monthly Industry Focus series,
which brings industry leaders to-
gether to discuss issues pertinent to
their profession. Following is a
condensed version of the round-
table discussion.

Industrial Market

Connie Brennan (Nevada Business Jour-
nal): Will industrial rates continue to
increase over the next year?

Perry Muscelli: If it keeps in step with
the population, it will barely cover the
costs to service the local economy. 
Dan Doherty: I think rising costs are
even more challenging for the com-
panies that buy rather than those that
lease because there’s a huge differen-
tial, even with a 13 percent to 16 per-
cent annual rise in costs. Off the 
beltway now, 20,000-sqaure-foot 
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industrial buildings are selling for
$185 per square foot to $225 per
square foot. Even in North Las Vegas,
we’re putting 30,000- to 50,000-
square-foot buildings into escrow in
the $120s per square foot range. Just
six months ago, similar-sized buildings
were ranging in price-per-square-foot
from the high $80s to the low $90s –
that represents a significant rate hike.

Industry Focus: Commercial Brokers

Brennan: How does the purchase
price of industrial buildings compare
to what it was two years ago? 

Doherty: I would say you are proba-
bly looking at a total increase of
about 70 percent, or rather, 35 per-
cent of the sales price per year, over
two years.
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Brennan: Do you expect that 35 per-
cent rate of increase to continue for
the next two years?

Doherty: I would say no, conserva-
tively. However, supply is not increas-
ing and I don’t see demand increasing
for large, multi-tenant buildings. In-
vestors are moving toward developing
smaller single-user buildings with
less than 50,000 square feet. People
who are in it for the long term and
don’t want to pay rent, or typically
haven’t paid rent, rates are going to
continue at a substantial pace. I think
you are easily looking at 15 percent to
25 percent for the next couple of
years, for user sales prices. 
Kevin Higgins: I certainly think that
the industrial rents are going to go up
substantially, too. We have had some
pretty unique circumstances in the
last two years, and I don’t believe
that’s going to change. Near the Las
Vegas Speedway, the industrial lease
rates range from 60 cents per square
foot to 75 cents per square foot.   
Doherty: The Speedway has almost
the highest lease rates in all of North
Las Vegas. 
Dean Willmore: One thing people need
to remember is that our industrial rents
have been stable for quite sometime.
For example, in North Las Vegas, they
have held for 10 years at 33 cents per
square foot to 34 cents per square foot.
By comparison, the recent 25 percent
jump in lease rates is if you spread it
out over 10 years, a much smaller
number. It’s the same with the other
areas of the city, we have been quoting
55 cents per square foot to 65 cents
per square foot for warehouse space
and $115 per square foot to $125 per
square foot for office space in an in-
dustrial environment. So, I think if
you spread the increase out over a
longer period, it’s probably going to
fall in line with the rate of inflation.
Higgins: Yeah, but that’s historical. I
think what we’re talking about is that
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over the next five years, you are going
to see much more growth in lease
rates, overall. 
Willmore: Well, yeah, but I don’t think
that you are going to see as huge of an
increase. 
Higgins: No. There certainly was
some pent-up demand. But, it’s still a
substantial increase when you are
talking about a lease rate of 60 cents
per square foot increasing by 6 cents
to 9 cents each year.
Doherty: That’s a good point though,
because it really depends upon where
you were at. Did you buy a building
10 years ago, and sell it two years
ago? Or did you buy a building two
years ago, now you own it, and
you’ve received 32 percent rent
growth over two years?
Art Farmanali: The construction in-
dustry capitalized on that increase. As
a result, the cost of materials went up,
and so did the cost of labor. So, it is
becoming a challenge, now, for an
owner-user to pay $185 per square
foot for a shell building, the interior
of which he must hire a contractor to
complete. 
Tom Naseef: Well, it has to be more
difficult for the office component on
the industrial side because they are
not building very much of it out to the
economy’s scale that a user can take
to the bank and get approved for fi-
nancing. I mean, the bathroom alone
is $8,000.
Higgins: I think it’s a plus when it’s
built-out already, personally. We’re
finding that to be true because there
are so many unknown variables. It’s
much more difficult obviously for of-
fice, but I think it’s smart to go ahead
and build it out right away. 
Doherty: If you plan to sell the build-
ing, you are better off with a shell. On
the other hand, if you prefer to lease,
a build-out facility is more profitable
because once the interiors and other
details are complete, the facility in-
curs a major jump in price point.   

http://www.faciliteq.com


Willmore: Developers are getting real
creative and they’re actually building
a second floor, concurrent with build-
ing the first floor. By producing twice
the square footage of office space, and
increasing the overall space of the
building, they are able to lease more
square footage at a lesser rate. Ap-
praisers are now buying into the fact
that second floor space in an industri-
al building is part of the rentable
footage, where they never used to ac-
cept that argument. 
Donna Alderson: If you build-out
every space with an office module,
you may have multiple-bay tenants
who don’t need those separate little
office pods, and it could create prob-
lems for you. 

Land Profitability

Brennan: At what point does the dwin-
dling supply of land begin to erode
the profitability of Southern Nevada’s
real estate developers? 

Doherty: I would say we’re pretty
close now. 
Alderson: Well, I spend a lot of my
time researching outlying markets –
as far out as Kingman, Ariz.  

Brennan: So the outlying markets are
the key to the future?

Alderson: That’s the way I’m thinking.
A lot of the companies we’re enter-
taining cannot afford the prices in the
Las Vegas Valley, so they’re likely to
consider another, less expensive mar-
ket, such as Reno or Phoenix. Never-
theless, we’re actively trying to keep
them close within the service area.  
Suzette LaGrange: Well, they still have
industrial space in downtown Los An-
geles. We’ll always be creative when it
comes to finding industrial space here
in Las Vegas for the companies that
have to be here. It’s just going to get
more expensive no matter what. I
mean, it’s just going to be more
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expensive if they move from Los An-
geles. If they don’t need to be in Las
Vegas, they will go to other markets. 
Doherty: I think we’re going to see a
shift over the next 10 years. Compa-
nies that typically just service South-
ern Nevada, will move to an area
within reasonable proximity, and by
that I mean within 50 miles. To me,
not one outlying area is a clear winner
right now. We can’t really identify
that area and its one of our challenges.
I think you will see these companies
moving to North Las Vegas and the
companies in  North Las Vegas that
don’t require frequent access to cen-
tral Las Vegas and the Strip will per-
haps to Kingman, Mesquite, Pahrump
or Coyote Springs.   
LaGrange: I think eventually we will
be seen as one big submarket. We are
not  going to have all these separate
individual markets – Henderson,
southwest, North Las Vegas, etc. It
will all merge into one big submarket.
Here, we are seeing tenants move
from the southwest Valley market to
North Las Vegas, and they can still
reasonably service the Strip from
there, plus, they take advantage of the
rent decrease savings.

Buying Versus Leasing

Brennan: Is the demand greater for
buying offices or leasing the space?

Peterson: I think there has always
been a greater demand for businesses
leasing their office space. But I think
that the number of companies choos-
ing to buy has risen significantly over
the last two or three years.
Soozi Jones Walker: I think demand
for buying has leveled off and leasing
has increased.
Ron McMenemy: I agree. It’s trailed
the slowdown in housing develop-
ment. A number of developers have to
pull the trigger and proceed with their
projects because they’ve already got
the financing and everything’s in
place. Furthermore, any delays or in-
terruptions can be very expensive be-
cause of the rate at which construc-
tion costs are rising. 
Jones Walker: Property is still being
built on dirt that developers acquired
for $7 to $13 a square foot. They’re
not yet developing on that $20-to $25-
a-foot land that they bought along the
Beltway. The real pressure of the mar-
ket is showing. 
Farmanali: I think the owner-user
market – as far as office is concerned
– is still stable. We have had several
projects, ranging from 4,500- to
5,000-square-foot buildings, sell-out
before completion. And we were deal-
ing with a select group of individuals,
like physicians and attorneys, who
need to be in their own building. 

Brennan: How do you advise a small
business owner whether it’s a better deal
for them to lease or buy their building?

Stanley: You do a buy-versus-lease
analysis; which CCIM- and SIOR-de-
signees are good at doing. Usually,
the analysis is conservative on the in-
terest rates and realistic on the dollars
potential buyers might have to spend.
And that’s the whole thing, when
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you’re leasing and putting your
money into somebody’s pocket and
leave after 10 years, you don’t get any
of the money back. 
Steven Santanna: And there is a 6 per-
cent appreciation per year for a small
building owner at the end of 10 years.
So it’s a nice return on their investment. 
Doherty: I think it’s based on the oper-
ation of the company or the philosophy
of the company. How much money are
they going to put into the building?  Is
it a manufacturing firm? Is it a medical
or law outfit? What is their exit strate-
gy? Do they think they’re going to test
this market for three years and see if
it’s going to work? Or do they know
that they want to be here for 10 or 20
years? Appreciation is the only upside
in owning a building. In the first 10
years, you are only going to pay off 18
percent of the mortgage. 
Muscelli: We’re at very low cap rates
and interest rates right now. I think in-
terest rates are going to go up and

then the cap rates are going to go up,
too. If cap rates go up, it’s going to
wipe out a lot of that appreciation for
a couple of years. 
Jones Walker: Whether you lease or
buy, you still have to pay to occupy
that building. It’s just a matter of
which you pay less for.
Muscelli: But if you’re gambling, the
building could go up 6 percent in a
year and that would be a real bad bet.
McMenemy: Aside from the econom-
ics in the submarket and trends, are
they mentally prepared for this?  If it’s
a large group that comes together to
develop a building, they can tear an
organization apart. 

Generation Gap

Brennan: Do you see young people
coming into this field as a profession?  

Naseef: I have five people who are be-
tween 26 and 30 year sold. 

Higgins: I see a huge gap – a 10- to
15-year gap. In 10 years, it’s going to
be an interesting deal.
Willmore: There’s only about 60,000
people in the country who do what we
do. Because of attrition and the fact
that we are getting older, experts be-
lieve that there are only going to be
about 40,000 commercial brokers by
the year 2010. The United States has
a population of 300 million people. I
mean, compare that to about 1 million
physicians in the United States, and
two times that amount of attorneys.
So for 40,000 people to service 300
million people, there’s a huge gap. 
Peterson: It takes between two and
three years before you really start
making a living in this business.
That’s why you have to start young –
when you don’t have as many obliga-
tions and bills. 
McMenemy: There is a definite gener-
ation gap and a work ethic challenge.
When these folks come out of college,

Continued From Page 32
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they want to drive BMWs, make
$200,000 a year, and be a vice presi-
dent. Most of us are baby boomers,
and we just get the job done. The
members of generations X and Y need
a lot of nurturing, direction and plen-
ty of pats on the back. They’re very
bright and quick to pick up on things,
but it’s a work ethic challenge.
Doherty: The other thing that really
creates a safety net for those of us who
have been in the business is that you
either enter this business directly out
of college, or you come from money. 
Flynn: There is an expectation of instant
gratification. No matter how many
times you tell people they will not make
money in the first two years, it goes in
one ear and comes out the other. And
three months into the business, when
they haven’t gotten a check – they quit.
Jones Walker: We have different ethics
– our work is everything. 
Galit Rozen: I think the gap is in the
way people first get into this business.

A lot of young people are willing to
do the work. They need to come in
under a mentor-type position, where
they’re getting paid to learn, and
they’re also benefiting the team. 
McMenemy: A lot of young people
want to get into the business, but they
don’t want to apply themselves. I think
the other challenge we have here in Las
Vegas is that they can go to the casinos
and get much higher-paying jobs.
Doherty: I think it might be a socioe-
conomic issue. If you ask students at
UNLV what they want to be, they say,
“Doctors, attorneys and dentists.” But
you ask kids at schools like USC or
Stanford, and they say, “Broker.” It
hasn’t caught on as an elite profession
in smaller markets like Las Vegas.
Santanna: That’s why we see these big-
ger gaps. From college, they work at a
casino to make ends meet, but then, they
establish this expensive lifestyle for them-
selves. They have a mortgage, a family
and a high overhead. It’s hard to go from

a constant flow of money to possibly no
money for six months to a year.Educati

Brennan: Do commercial brokers
need more education than residential
brokers?  

Alderson: We need different educa-
tion, that’s for sure. We are all lumped
together, and we all go through the
same licensing procedures, the same
renewal procedures, but our business-
es are completely different.
McMenemy: You know, in Europe,
they do require a special education,
college education, and it’s focused
primarily on real estate. 
Flynn: Well, as the residential market
has slumped, we’re seeing more and
more residential agents who, instead
of referring the business, are wanting
to run with the clients and do the com-
plete deal. They are doing a disservice
to their clients, and giving the entire
industry a bad name. 

Continued on Page 70
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Farmanali: Twenty percent of the
business I’ve done in the last two or
three years was referred to me by
residential agents. They are realiz-
ing the rewards of the business and
want to move into the commercial
side. I am working with a few right
now who are eager to come onboard
as trainees.
Doherty: Or they want to keep their
residential business, and instead of re-
ferring commercial leads to you, they
want to supplement. 
Willmore: But, commercial brokers
have to know about planning, zoning,
architecture, civil engineering, ac-
counting and utilities.  
Naseef: It’s a potential source for new
business, but you need to convert the
business, and then you have to con-
duct and finalize the business. 
Flynn: That takes years to learn.
Doherty: I don’t think we need more
training, just different training. 

Mike Hillis: It’s got to be totally 
different training. The problem is,
there are so many more residential
brokers or agents than there are com-
mercial agents. It’s like a 10-to-1
ratio. There wasn’t two minutes of
that session that had anything to do
with what a commercial broker does.
It’s all residential.
Jones Walker: The education is more
expensive and harder to find.
Naseef: However, Coldwell is pour-
ing a lot of money into Commercial
Alliance for education. So we are re-
ally starting to make it a priority. 
Jones Walker: The CCIM (Certified
Commercial Investment Member)
program is where so many people go
to get commercial education. In the
past five years, we’ve gone from 25
percent residential agents to between
50 percent and 75 percent. Now, in
that particular line of education, by the
time you get through those first 

commercial real estate courses, it gets
exponentially harder from there on out.
Santanna: There are so many more
variables to a commercial transaction
as compared to a residential sales
transaction. We not only have to un-
derstand what the lease says, but we
need to know how to speak intelligent-
ly to a landlord. We need to under-
stand tenant motives. Numerous vari-
ables, analyses, market data and other
factors are key components of a com-
mercial transaction; these require-
ments far exceed those called for in a
typical sale of a single-family home. 

Brennan: How important is the SIOR
(Society of Industrial and Office Real-
tors) designation?   

Willmore: I think it’s extremely im-
portant because it ties right into what
we’re talking about – education.
We’re actively trying to recruit new,
young talent and train them.
Muscelli: There’s no way to teach
these skills in a classroom. The most
successful brokers in this room have
all worked for someone else and ex-
perienced hands-on exposure to the
many facets of the business. 
Alderson: I agree that working under a
mentor is the best way to learn.
Naseef: You don’t learn how to drive
by watching your parents drive. You
learn by doing it. 

Residential Factor

Brennan: What impact does the
slumping housing market have on the
commercial real estate industry?

Muscelli: I think we have a temporary
reprieve from the increase in con-
struction costs because of the slow-
down in residential construction. It’s
made material suppliers hungrier 
than they have been in a while. 
There’s also extra labor in the market
that we haven’t seen for some time.
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doubling in housing demand that was
an artificial inflation caused by spec-
ulating investors from California
coming in and buying inexpensive
houses. Now the speculators are gone.
Naseef: That is bringing in around
12,000 jobs – permanent jobs. 
David Frear: That’s why construction
hasn’t slumped off too. I’m in con-
struction up in Northern Nevada too,
and I’m starting to make 20 percent
up there.
Doherty: They haven’t gone down, but
they haven’t continued to go up by 20
percent either.
Muscelli: Otherwise I think prices
would have probably dropped another
20 percent in the industry.
Stanley: The prices are actually com-
ing down. I look at deals I tried to
make two years ago, and the prices
are $5 to $8 a square foot lower. Not
where I want them to be yet, but they
are starting to come down.
Willmore: We have hurt ourselves a
little bit because there’s been proba-
bly no less than 12 to 15 articles in the
newspaper in the last year that said,
“We’re running out of land,” when it’s
really not the case. Instead, we are
running out of land that’s affordable.
Property owners are reading the paper
saying, “Hey, my land is more valu-
able today than it was yesterday.” If
we got the facts out there as to exact-
ly how much industrial and office
land there is still available in Las
Vegas, then I think prices will come
down a lot. 
Higgins: I disagree. You can talk about
land on the moon, but the reality is
that for brokers who make a living
selling to users and developers, by
and large, they’re all looking for land
and I don’t see any reduced prices. 
Doherty: To say land is going to go
down, or is going down, that needs to
be a general rule across the board. I
just don’t think that is the case. 
I mean, the comps we’re closing out
with developers are higher than ever.
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Higgins: I disagree, Perry, with your
statement about the labor and supplies
a little bit. I think if it hadn’t been for
the construction on the Las Vegas
Strip, we would have seen an eco-
nomic nightmare occur in this town,
not only in rising construction costs,
but also from a standpoint of lost jobs. 
McMenemy: Thank God we’ve got the
Strip to sort of absorb the functions and
push things back into the marketplace.
Labor flows in and out of the Valley
and we have been very lucky with that.
But fundamentally, when housing is
stopped, it affects everything. 
Jones Walker: We have been really
fortunate on the commercial side be-
cause we haven’t experienced the
slowdown affecting the residential
market. Our market is built upon fi-
nancial stability that stems from a
commercial property’s cash flow and
net proceeds. 
Doherty: If you ask someone outside
the market, especially from the insti-
tutional sectors standpoint, to com-
pare Southern Nevada’s overall real
estate market from two years ago to
the same market today, you’ll hear a
far less optimistic opinion. The source
of this disillusionment was the setback
of the residential housing market. 
Taber Austin Thill: It’s definitely af-
fected the institutional buyers from
coming to our market and looking at
large portfolios. 
Higgins: It’s not like it was in 2005 or
even 2006. There is a significant feel
in the air when I’m not pre-selling all
my buildings.

Brennan: How has the slump affected
land cost?  

LaGrange: The homebuilders are un-
loading their extra land that they don’t
plan to build on. It’s not like housing
has stopped – we’re just back to a
more reasonable pace. 
Frear: Still, 6,000 people are moving
here each month. We used to see a

http://www.wt-us.com
http://www.LasVegasCommercialRE.com


Larry Hunt, senior project manager of 
Summit Sierra Lifestyle Shopping Center,
discusses Northern Nevada’s retail market.
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Graff Diamonds is located 
in the Wynn Las Vegas.

RETAIL IN NEVADA
E M E R G I N G  T R E N D S  I N  T H E  M A R K E T

Building Nevada: Retail in Nevada

I
n Nevada, it seems like shopping
centers are built overnight – one
minute its an empty piece of land,

and the next, a retail power center.
The retail industry is consistently
moving forward and providing oppor-
tunities and challenges that affect all
Nevadans in some way. From casino
and resort retail developments to
power centers and mixed-use devel-
opments, the retail market in Nevada
is booming.

What’s New?

Les Hiscoe, vice president of retail for
Shawmut Design and Construction’s
retail group, has the unique job of
serving the high-end and luxury audi-
ences primarily in Las Vegas. The
company has specialized in develop-
ing relationships with retailers such as
Louis Vuitton, Apple Computer,
Chanel, Burberry, Polo Ralph Lauren,
Tiffany & Co. and Cartier. Hiscoe’s
job is to interface with the client and
bring together a design that serves
both the needs of the retailer, but also
reflects the casino or property where
they located within the Las Vegas
market. Though Hiscoe’s office is lo-
cated in New York, he visits Las
Vegas monthly, and is able to see the
changes firsthand. It’s Vegas, baby –
and the location itself requires retail-
ers to create something special – and,
at times, over the top. 

The industry is facing something
new in the Las Vegas market – an in-
crease of high-end shopping. As prop-
erties set themselves apart by appeal-
ing to high-end clientele, so does the
offering of retail shopping that’s at-
tributed to the location. Most of the
high-end shopping in Las Vegas is in-
side or adjacent to a casino, which
means the style of the building im-
pacts the style of the retailer. After all,
it’s not simply about purchasing a
product, but experiencing the am-
biance, as well. However, just like the
carefully crafted image that many of
these retailers sell, the inside of the re-
tailer’s four walls requires consistent
redevelopment, renovation or re-
design. Sometimes it’s an update be-

cause of a new location, such as those
being placed at the new Venetian and
in the second Wynn tower. Other times
the redevelopments are needed due to
high-traffic areas. The more popular
the retail offering – the more often it
needs to be renovated and upgraded. 

Larry Hunt, senior property manag-
er of Summit Sierra Lifestyle Shop-
ping Center in Reno, said, “What’s
new is what’s inside the stores.” Hunt
manages the Summit Sierra for Bayer
Properties out of Alabama, and his job
requires him to do everything from
coordinating security and mainte-
nance, to interacting daily with the
tenants and customers. The property
is far from static, and is in the process
of building a 16-screen theater and 12
additional retail locations. 

Hunt said it’s about how each indi-
vidual store keeps its products fresh
and different. However, Summit Sier-
ra Lifestyle Shopping Center is locat-
ed in Reno and is still a relatively new
development. Currently the property
features 70 specialty stores, many of
which could only be found in Sacra-
mento before the lifestyle shopping
center opened. These retail spaces in-
clude three anchor stores and nine
restaurants, along with the theater cur-
rently under construction. According
to Hunt, the expansion and construc-
tion of 12 additional retail locations is
due to the positive response the Sum-
mit Sierra has received since opening. 
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Emerging Trends
Matt Bear, co-owner of Venture De-

velopment Group, said the trend to-
ward the mixed-use idea of work,
play and shop in one location will
continue. While he is familiar with
mixed-use development, Bear’s com-
pany specializes in giving the con-
sumer access to everyday needs, and
not just specialty items. No matter
how much people want to work, play

“Projects should grow organically,”
Bear said. “Projects will grow where
they want to grow.”

In the world of high-end retail, “the
current trend is simple designs that
are clean with crisp lines,” said His-
coe. According to Hiscoe, one trend
cycle is currently incorporating more
technology, particularly in specialty
stores. However, certain brands, such
as Ralph Lauren or Tiffany’s stead-
fastly maintain an image that remains
unchanged, particularly since these
individual styles reflect the reputation
and tradition of those brands.

Carl Marcello is the managing
member and broker for Las Vegas De-
velopment Group, a commercial real
estate development and brokerage
firm. According to Marcello, there is
more need for mixed-use retail
throughout Las Vegas. The right
mixed-use retail offerings are capable
of serving both locals and the tourism
community. However, Marcello ac-
knowledges the importance of recog-
nizing Las Vegas as a young town, in
terms of the number of families.
“People want a place to where they
can walk around, see a movie and
grab a bite to eat without having to go
to a casino,” Marcello said. With this
idea, he believes the town-square
style of development will provide this
opportunity for local residents.

The trends having the greatest im-
pact on Summit Sierra Lifestyle
Shopping Center are the higher level
of customer services that each store
offers and the efforts made to keep
products updated. While Summit
Sierra is striving to provide an overall
positive experience to the shopper, the
center has no formal system set up for
customer service. Instead, each store
is able to maintain its autonomy with-
in the group, without having to adhere
to an unsuitable customer service pol-
icy. However, Hunt said he is usually
the first person who hears about un-
pleasant shopping experiences. 

and shop, Bear’s philosophy is that
people still have to make choices in
obtaining the items they need for
everyday living. With access to many
unique retail options, such as lifestyle
shopping centers, ultimately people
still have to buy the basics. Though
Bear believes there is a need for pro-
viding lifestyle centers, Bear warns
against overdeveloping these types of
centers and saturating the market.

7 0 2 . 4 3 3 . 8 3 0 0
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“Customer service is key to each
store’s success, so it’s not difficult to
have the conversation that may rectify
future problems,” said Hunt.

The “wow” factor is another emerg-
ing trend. “Summit Sierra attempts to
provide everything from hanging bas-
kets of flowers to architecture and
water features,” said Hunt. Not only is
the design put together to promote the
easy flow of traffic and access to each
store, but the surroundings were de-
signed to please those shoppers who
aren’t in a hurry. “It’s not just about
function, but form plays a big part in
how Summit Sierra presents itself,”
said Hunt. 

Advantages/Challenges

Currently, the retail industry has the
lowest vacancy rates, and Las Vegas is
the No. 1 market for chain stores to
move into. “Las Vegas is bringing in
6,000 to 7,000 residents each month
which means these people need retail
services,” said Marcello. In addition,
the area receives 50 million tourists
each year. This combination increases
the need for mixed-use retail venues.
With Southern Nevada’s many advan-
tages comes a challenge that most de-
velopers are currently facing – land.
Finding land to develop in the right
places and for the right price is be-
coming more and more difficult. The
increase in construction costs have
also provided additional challenges in
buying, developing and keeping a
property at a price that doesn’t be-
come cost-prohibitive for the end-
user. “Another challenge is maintain-
ing great employees, and obtaining
enough staff to keep up with the vi-
brant economy,” said Marcello.

The recruitment of qualified em-
ployees is becoming a popular chal-
lenge in many industries. “One must
find great people who will work well
with the company’s philosophy for
customer service,” said Hiscoe. 

Safety Training ClassesSafety Tr asseses

Your Partner for a Safer Nevadatner

http://www.4safenv.state.nv.us
http://www.4safenv.state.nv.us
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Actually, the balance is fairly unique
as employees must be both technical
and able to understand every aspect of
construction, while still being able to
work with clients. Typically, staff who
have advanced technological skills
are often lacking when it comes to
valuable management experience, ac-
cording to Hiscoe. Ultimately, Shaw-
mut has committed to a robust recruit-
ment program that allows the
company to consistently seek out and
mentor the best in the business. In
fact, Hiscoe recounts a baseball
metaphor he once heard from a re-
cruiter, “It’s a numbers game. Major
League Baseball lists 720 profession-
al baseball players. Each year, only 27
make the All-Stars team and yet, 2
million kids join Little League each
year.” He continues to maintain that
all-stars can be found, but a commit-
ted effort is needed to find them.

“As a developer, the challenging
thing about suburban retail is that it’s
homogenous,” said Bear. Venture De-
velopment Group has to figure out
where the population is moving to,
and whether its members are under-
served or overserved. Primarily, Bear
said, it’s a matter of determining who
the customers are and finding good
real estate at prices his company can
afford, coupled with good traffic in an
area of town that’s underserved. And
like Hiscoe, finding a great staff for
the project is a central key to success.
Not only is finding the right team im-
perative, so is a continuing commit-
ment to upgrade his current team. 

As with any new project, challenges
are associated with getting the word
out about businesses located in new
developments, as well as properly
promoting the products and services
offered. Before the lifestyle shopping
center opened, many of the stores
now found at the Summit Sierra could
only be accessed by driving over the
mountains between Reno and Sacra-
mento, according to Hunt. Part of his
job is to communicate to those 

potential shoppers that they no longer
have to make that drive. That effort
has coalesced into developing a series
of creative events designed to reach
out to the community and funnel traf-
fic to the stores and restaurants. By
hosting special events, local residents
can participate in the festivities with
more convenience. In the process,
those residents also become more ed-
ucated and aware of the food and
shopping opportunities found at Sum-
mit Sierra.  

The success of Summit Sierra orig-
inates from the merchandise mix and
the location. The company worked
with the Nevada Department of
Transportation (NDOT) and the city
of Reno to create one of the best traf-
fic-light situations Hunt has ever seen.
The traffic flow is smooth due to the
planned lights and roundabouts. 

Future of Retail Development

Marcello has visions for the future.
Some are in conjunction with current
trends, and some are somewhat out of
the mainstream for Las Vegas. Having
grown up in Rhode Island, Marcello
has been impacted by the East Coast’s
architectural and cultural identity. Be-
cause mixed-use is the future of retail,
Marcello foresees the opportunity to
bring “more character to develop-
ment.” This means less stucco and
more color. His ultimate dream is to
build a Las Vegas Little Italy that

Talbots is located at Summit Sierra
Lifestyle Shopping Center.

http://www.crockettandmeyers.com
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customer dictated that they indeed
wanted drive-through windows, and
now, Starbucks rarely builds a loca-
tion that doesn’t offer this option.

At the Summit Sierra, Hunt said the
future is all about introducing addition-
al high-end options to the local con-
sumer. He said that since the Summit
Sierra has opened in Reno, there has
been an increase in the interest of high-
end retailers considering locations in
this area. This added interest inspired
the addition of 12 more retail locations
within the lifestyle shopping center.

It’s clear that the retail industry is
booming in Nevada. Regardless of
the challenges, changes and ideas in-
dustrious professionals are busy cre-
ating offerings that can stand the test
of time, while still accommodating
the audience.

Stephanie Herrera is a freelance
writer based in Northern Nevada.
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would appeal to both locals and tourists.
This opportunity will provide young
families with a place to visit where they
can enjoy a diverse and unique retail of-
fering, while providing a destination for
tourists similar to communities in New
York and San Francisco.

For now, Marcello said the future
will bring more diversity to shopping.
“We haven’t seen it all, and don’t
have it all, yet,” he said. While places
such as The Forum Shops at Caesars
have taken high-end retail to the fore-
front, he said, high-end retailers from
the East Coast, such as Barneys, still
don’t exist in Nevada. However, he
promised, “They’re coming.” More
chain restaurants will be moving into
the area, but he also predicts more
unique one-of-a-kind restaurants will
move to the Strip corridor, as well.

Hiscoe expects that retail will con-
tinue to be impacted by the fact that,
“society in general is crunched for

time.” In fact, he said, this topic is
brought up constantly in his industry.
“There will be an increase in the num-
ber of lifestyle centers,” said Hiscoe.
“The upscale retail centers in Las
Vegas seem committed to keeping
pace with this reality.” Casinos have
become more than just a place to
gamble, they are recreational lifestyle
centers. The casino and resort clien-
tele can see a show, shop and eat – all
at one location. 

Retail design will continue to be in-
fluenced by tenants who want to pro-
vide what the public demands. Instead
of consumers adapting to what the
tenant is offering, the consumer actu-
ally has serious power in determining
the outcome of a building’s design
and the services its tenants offer.
“When Starbucks first started, their
locations not only did not offer drive-
through options, the company did not
want them,” said Bear. However, the

Building Nevada: Retail in Nevada

http://www.swbnevada.com


April 2007  79

Southern Nevada statistics compiled by 
Applied Analysis.

Northern Nevada statistics compiled by 
Alliance Commercial Real Estate Brokerage.

ABBREVIATION KEY

MGFS: Modified Gross Full-Service 

SF/MO: Square Foot Per Month

NNN: Net Net Net

TOTAL MARKET Las Vegas Reno
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1,600 single-family homes, although
Nigro Development’s current focus is the
development of retail, mixed-use, flex of-
fice and professional/medical projects for
various clients and investment companies.
The company’s retail and commercial pro-
jects encompass an excess of 2 million
square feet.

Current major Nigro Development and
Construction projects include: Desert
Canyon Business Park, a 15-acre, mixed-
use business center in Las Vegas; Park
Central Plaza, a 200,000-square-foot retail
center in North Las Vegas; The Place at
Seven Hills, an 8-acre mixed-use hotel, re-
tail and office development in Las Vegas;
Horizon Village Square, a 100,000-
square-foot shopping center in Henderson;
Remedy’s Tavern, a 5,500-square-foot
neighborhood tavern and restaurant in
Henderson and Siena Suites Phase II, a
600-room extended-stay hotel in Las
Vegas, for which Nigro Construction, Inc.
is contracted to provide all architectural
engineering, permitting and construction
services, as well as complete installation
of furnishings. 

“A tremendous amount of detail,
planning and strategy goes into each of
our construction projects,” Mike said.
“We don’t just build the structures; we
are involved in each step of the devel-
opment process.”

In addition to the current projects ongo-
ing in the Las Vegas Valley, Nigro Devel-
opment, LLC is also working on large-
scale retail ventures in Pahrump, Nev. and
Cedar City, Utah. 

“We are excited about expanding the
Nigro Development name by creating
high-caliber projects,” Todd said. “Regard-
less of where we develop, we strive to ad-
here to the work ethic and principles that
my father instilled. It’s an ethic our entire
team supports.”

n one of the fastest growing
cities in the country, Nigro
Development, LLC has
earned respect in a competi-

tive industry. Nigro Development, LLC has
been developing retail, commercial and
residential projects since 1979. Established
by Edward Nigro, the firm is a second-gen-
eration company dedicated to creating de-
velopments of distinction.

“Growing up in Las Vegas and knowing
the market inside and out is a definite ad-
vantage in this industry,” Todd Nigro said.
“We are able to truly connect with a pro-
ject and create deeper synergy with each
new development.”

Having grown up in the building indus-
try, Todd and Michael Nigro learned the
business hands-on from their father, Ed-
ward. Carrying on in their father’s tradi-
tion, both sons are principals of the firm.
Nigro Development, LLC, a company
born and bred in Las Vegas, now includes
Nigro Development, Nigro Construction,
Inc. and Nigro Properties. Todd serves as
the president of Nigro Development and
oversees all financial, development, leas-
ing and management responsibilities for
the Nigro companies. Michael is the pres-
ident of Nigro Construction, Inc. and
oversees all areas of commercial real es-
tate design, development and construction
for a variety of retail, professional and flex
office/industrial developments. 

“We carry on the commitment to supe-
rior customer service and architecturally
advanced design standards upon which
the company was founded nearly a quar-
ter century ago,” Todd said. “In-house ar-
chitects and support teams allow us to
master-plan our commercial environ-
ments, ensuring the future value of all our
developments.”

Since taking over the company in 2000,
Todd and Michael have built more than

A T  T H E  T O P

Nigro Development, LLC
Family Owned and Operated

I
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$135 Million Mixed-Use 
Project Planned for 

Downtown Las Vegas
Verge, a $135 million mixed-use,
mid-rise condominium develop-
ment, recently announced its future
location will be in downtown Las
Vegas, near Main Street and Bo-
nanza Road. The urban-style com-
munity will consist of 296 resi-
dences with more than 300,000
square feet of residential living.
Verge will offer studios, one-, two-
and 3-bedroom condos starting at
$149,000. The first floor will con-
sist of 34,000 square feet of com-
mercial retail space. The project is
slated to break ground this summer
and is scheduled for completion in
the fall of 2008.

Tahoe Center for 
Environmental Sciences 

Applies for LEED
Lundahl and Associates, Archi-

tects, recently announced the firm’s
latest design, the Tahoe Center for
Environmental Sciences (TCES) has
applied for the highest level of Lead-
ership in Energy and Environmental
Design (LEED) rating by the U.S.
Green Building Council (USGBC).
TCES is a 45,000-square-foot labora-
tory and classroom building located
at the Sierra Nevada College in In-
cline Village. To date, only 16 new
buildings in the world have achieved
platinum status under the LEED pro-
gram. Todd Lankenau, principal of
Lundahl and Associates, said, “The
building was designed as a teaching
tool so that we can educate the gener-
al public, as well as students. We ex-
pect about 10,000 visitors a year to
visit the Tahoe Center and learn more
about sustainable design.”

Aliante Station Underway
Stations Casinos and American Neva-
da Co. recently broke ground on
Aliante Station, a $600 million project
to be built on 40 acres north of the Las
Vegas Beltway. This is the first project
in North Las Vegas for Station Casinos
since Texas Station was opened in
1995 and the company’s 17th property
in Southern Nevada. Aliante Station
will have 202 hotel rooms, a 16-screen
movie theater, six restaurants and has
tentative plans for a bowling center
and bingo room. The project is sched-
uled to open in late 2008.

New Mixed-Use Project in
Downtown Reno Completed

Located in the newly redeveloped
area of downtown Reno, 8 on Center
was recently completed. The devel-
opment is an urban loft living and
working experience designed with
green building concepts. It features
two floor plans, each with two-car
garages, private living space and a
commercially-zoned work area with
separate street entrance. The 1,531
square-foot floor units start at
$495,000. 8 on Center was devel-
oped by Kelly Rae and Jack
Hawkins served as the architect.

Elementary School Gets 
LEED Makeover

The Clark County School District re-
cently approved a new design for the
replacement building of Tom
Williams Elementary School. DCC
architects developed a Leadership in
Energy and Environmental Design
(LEED) equivalent, two-story build-
ing to accommodate 21 percent more
students into a site 40 percent small-
er than the typical size. The new
building measures 82,000 square feet
and will accommodate 950 students
on a site requiring five fewer acres
than the current prototypical elemen-
tary school. The cost for construction
of the new building is approximately
$31 million. Construction is sched-
uled to begin June 2007 with a com-
pletion date of August 2008.

Center for Molecular Medicine
Breaks Ground

The University of Nevada, Reno
School of Medicine and its partners,
the Nevada Cancer Institute and Whit-
temore Peterson Institute for Neuro-
Immune Disease, recently broke
ground on the Center for Molecular
Medicine. As the first research facility
to be built at the school in more than 20
years, the Center for Molecular Medi-
cine will house portions of the medical
school’s basic science research depart-
ments in addition to the clinical and re-
search operations of the two partner in-
stitutes. Portions of the microbiology,
pharmacology and physiology depart-
ments will move into the 100,000-
square-foot facility. The Center for
Molecular Medicine, designed by
Dekker/Perich/Sabatini Design, will
change the landscape of the medical
school’s Reno campus. The project is
scheduled to open its doors in 2009.

B U I L D I N G  N E V A D A  B R I E F S

Verge is a new urban-style community 

planned for downtown Las Vegas. 
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American College of Surgeons
Approves UMC Cancer Center

The American College of Surgeons
Commission on Cancer (CoC) contin-
ued its approval of University Medical
Center’s (UMC) Cancer Center as a cer-
itified cancer treatment center. UMC has
maintained this designation since 1983.
UMC provides community outreach
programs such as cancer prevention
clinics at low- or no-cost. The UMC on-
cology staff participates in national clin-
ical trials and research programs to help
speed the delivery of high-quality care
to local patients. Every CoC approved
cancer program must qualify for basic
service categories including: diagnos-
tics, treatment, other clinical opportuni-
ties, rehabilitation, support, prevention
and early detection.

Nevada Sets 
New Record in Exports

Exports from Nevada reached a
record $5.49 billion in 2006, ac-
cording to data recently released by
the U.S. Department of Commerce.
Nevada tied for second place in ex-
port growth with Washington and
was not far behind first place
Delaware. The largest category of
export products for Nevada is pre-
cious metals – primarily gold. The
next four largest product categories
are: electrical machinery, toys,
games and sporting equipment, in-
dustrial machines and ores. The
states top three export markets:
Switzerland, Canada and greater
China, showed increases of 46 per-
cent, 24 percent and 58 percent, re-
spectively. According to U.S. De-
partment of Commerce statistics,
Nevada’s nearly $5.5 billion in ex-
ports support approximately
74,000 jobs in the state. Those jobs
pay an average wage 5 percent to
18 percent higher than similar jobs
not related to exports.

$101 Million Invested in 
Nevada to Create Jobs

Lt. Governor Brian K. Krolicki re-
cently announced that two expanding
companies will invest more than $101
million in the state and create 58 new
jobs, each with an hourly wage above
the state average. The Pepsi Bottling
Group, LLC, which will invest more
than $101 million in the state by
building a 427,000-square-foot manu-
facturing and distribution facility in
Las Vegas, was awarded $4.5 million
by the Nevada Commission on Eco-
nomic Development (NCED) in busi-
ness and tax incentives over the next
10 years. Washoe County-based Pa-
cific Cheese is a manufacturer and
distributor of packaged cheese prod-
ucts. The company recently expanded
its Nevada operation and received a
nearly $24,000 Train Employees Now
(TEN) grant from the NCED to train
24 employees.

Nevadans Pay More at the Pump
Nevada ranks second among states
with the highest average retail gas
price in the country, according to a
report from AAA Nevada. Not
counting Hawaii, California is the
only state with an average higher
than Nevada. Refiners are in the
early stages of beginning to draw
down inventories of winter-grade
gasoline to make way for the sum-
mer blends. This means wholesale
prices are lower than they would
have been given the current oil
price. Oil prices began moving
higher once cold winter weather fi-
nally hit the nation’s Midwest and
East Coast, increasing demand for
various forms of energy.

City National and 
Business Bank 

Merger Complete
City National Corporation recently
announced the completion of its
acquisition of Nevada-based Busi-
ness Bank Corporation. According
to Russell Goldsmith, president
and CEO of City National Corpo-
ration, the addition of Business
Bank will provide more banking
and asset management capabilities
to Nevada’s professionals, in-
vestors and small to mid-sized
businesses. Under terms of the
merger agreement, shares of Busi-
ness Bank Corporation were ex-
changed for cash or a combination
of cash and City National Corpora-
tion stock. Business Bank share-
holders will receive $77 million in
cash and 1.1 million shares of City
National stock. Total consideration
amounts to approximately $165.2
million. City National common
stock received by Business Bank
shareholders is expected to qualify
as a tax-free exchange.

N E V A D A  B R I E F S
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a caring adult; a safe place to learn and
grow; a healthy start and a healthy fu-
ture; a marketable skill to use upon
graduation; and a chance to give back
to the community.

Through its service center at Rey-
naldo Martinez Elementary School in
the heart of the homeless corridor,
CISSN offers both on-site and out-
reach programs, such as a medical and
dental clinic, weekend food-to-go pro-
gram, birthday parties, a clothing clos-
et, as well as mentoring and career
programs. With the recent ground-
breaking of its second service center at
Cynthia Cunningham Elementary
School, CISSN will expand its impact
in the community. To date, CISSN has
provided medical services to over
4,200 students and plans to serve an
additional 1,000 students during the
first year of operation at the second
service center.

“We know that most students who
drop out of school are dealing with a
variety of obstacles in their lives
such as poverty, drugs and violence,
of which only a few are actually
school related,” said Louise Helton,
CISSN’s executive director. “We
work with the students to decipher
the maze of available resources, and
take the time to connect them with
programs and services to help them
achieve success and stay in school,”
she added. 

Two new programs specifically
focus on decreasing the drop out rate

through a partnership between Neva-
da Partners and the Clark County
School District called the Fellows
Academy and Sigma Delta. These
programs target disengaged middle
and high school students to recon-
nect them with the system and ex-
pose them to meaningful career
exploration and internship opportu-
nities. “We found that if a middle
school student didn’t move on to
high school with their peers, they
had virtually no chance of graduat-
ing and that many of them dropped
out of school before they even en-
rolled in high school,” noted Helton.
In order to keep their peer group re-
lationships in tact, these students are
allowed to transition to high school
while continuing to work on middle-
school proficiency through the new
programs. “We are encouraged by
the success that we already see these
students having and look forward to
helping even more students stay in
school as this program grows.”

Communities In Schools 

of Southern Nevada 

Louise Helton

(702)592-5330 

he state of Nevada is fac-
ing perhaps the largest
challenge to the education
system in decades. Stu-

dents are dropping out of school at
alarming rates – nearly 11 percent of
Nevada’s students dropped out of high
school in 2005 as compared to the na-
tional average of 7 percent. With the
help of Communities In Schools of
Southern Nevada (CISSN), students
are given the chance to beat through
the innovative programs and services
that help them stay in school and pre-
pare for life. 

The gap between high school
dropouts and those who have
achieved a higher education is
widening as opportunities increase
for higher skilled workers and all but
disappear for those who are less
skilled. According to the ERIC
Clearinghouse on Urban Education,
in the last 20 years the earnings po-
tential of dropouts doubled, while it
nearly tripled for college graduates.
Dropouts make up nearly half the
heads of households on welfare and
nearly half the prison population.
When putting these figures into the
statewide economy and the future of
the community.

CISSN has a proven track record of
helping at-risk students in Clark
County succeed in school. It focuses
its programs and services around five
basic principles that each child de-
serves: a one-on-one relationship with

by Michelle Danks
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Communities In Schools
Helping Kids Prepare for Life

C O M P A S S I O N A T E  C A P I T A L I S M

The Communities In Schools program provides 
children with career days where they interact 

with companies and learn what they do.



federal and private funds into Geor-
gia’s economy, created more than 100
technology companies with high-
value jobs that are a direct result of
university research, and returned $5
into the economy for every $1 that has
been invested in the GRA.

While Nevada leads the nation in
job growth and maintains an extreme-
ly attractive business environment, we
must establish an alluring pathway so
that the private sector will create jobs
in Nevada in those industries that are
most desirable. The NBP would be
based upon enhanced partnerships
with some of our finest institutions in
research and science – such as the
Nevada System of Higher Education,
including UNR and UNLV and the
Desert Research Institute, the Nevada
Cancer Institute and the Ruvo
Alzheimer’s Institute – to create new
high-tech/bio-tech/and other types of
employment opportunities. 

Funding for this plan will come
from a unique source. In his execu-
tive budget, Governor Jim Gibbons
has allocated $5 million of un-
claimed property revenues in each
of the next two fiscal years toward
the project. This money would then
be leveraged into approximately
$50 million by issuing revenue
bonds backed solely by the un-
claimed property trust fund. The
Nevada Legislature still needs to 
approve this funding source, but for
example, these funds could be used
to hire world-class researchers who

would bring their pioneering pro-
jects to Nevada – along with their
multi-million dollar research grants.
Funds could also be used to provide
traditional infrastructure for these
activities or to provide wireless
technologies to our rural areas.  It
could even assist in the deployment
of a concerted statewide renewable
energy program. 

The NBP would provide high-end
job opportunities for Nevadans, and is
ideally suited for the current 38,000
Millennium Scholars who are expect-
ed to graduate in the coming years.
One of the original intents of the Mil-
lennium Scholarship was to secure
the state’s future economic develop-
ment potential by ensuring that we
were able to provide an educated and
trained workforce to those businesses
and industries looking to locate and
expand in our great state.

The possibilities are vast. I believe
the NBP is visionary and will create
the type of entrepreneurial business
activity in Nevada that this country
has witnessed in Silicon Valley, At-
lanta and the Highway 128 corridor
outside of Boston. This is a smart in-
vestment in Nevada and her people,
and one that will yield rich returns in
the years and decades to come.

The Lieutenant Governor is also
chairman of the Nevada Commission
on Economic Development (NCED)
and Nevada Commission on Tourism
(NCOT). 

he economic vitality of
Nevada is certainly criti-
cal to the quality of life
for all Nevadans, and the

tourism and hospitality industries
continue to be steadfast anchors to
our state’s robust economy. We must
never lose sight, however, of the
strategic importance of continuing
to diversify our economy to protect
this state from potential downturns
in these historical sources of rev-
enues. We must build upon previous
significant efforts in the area of eco-
nomic development in bold and sub-
stantial new ways. Working closely
with Governor Jim Gibbons and the
Commission on Economic Develop-
ment, my office is developing a new
approach to funding economic di-
versification efforts by establishing
a mechanism for the state to engage
in groundbreaking public/private
partnerships. 

Modeled after the highly successful
Georgia Research Alliance (GRA),
the Nevada Business Partnership
(NBP) is an innovative model that
would substantially enhance the abili-
ty for the state to participate in the
type of economic development vital
to the long-term economic diversifi-
cation and health of our state. The
GRA was developed in 1990 and,
since that time, has compiled an im-
pressive array of accomplishments.
According to information available
on the GRA website, the program has
channeled more than $2 billion in

by Michelle Danks
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What is being done to expand and
diversify Nevada’s economy?
The Nevada Business Partnership

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

Brian K. Krolicki • Lieutenant Governor
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esearch shows that full-day kindergarten is suc-
cessful in raising test scores and achievement. That
is why 63 percent of the nation’s kindergarten-age
children now participate in full-day kindergarten. 

Statewide full-day kindergarten will help prepare our
children to perform in the future. Experts agree it is critical
to establishing a solid educational foundation during a
child’s early years. An appropriately structured full-day
kindergarten class can jump start a child’s readiness to learn
and ease transition into first-grade. 

The Clark County School District’s evaluation of its full-
day kindergarten program concluded that “students enrolled
in full-day kindergarten programs demonstrated greater lit-
eracy growth over the course of the year than students en-
rolled in half-day kindergarten programs.” The study not
only shows that full-day kindergarten benefits all students
over time, but especially benefits students from high pover-
ty and English language learners. 

Nevada is not the only state to report significant achieve-
ments. These gains were also demonstrated in an Indiana
study, which found that full-day kindergarten students outper-
formed their half-day peers through third-grade, earned high-
er GPAs and scored higher than half-day students on average
in every category of the comprehensive tests of basis skills.

Critics of full-day kindergarten claim that several studies
indicate benefits dissipate after second-grade. What these
studies show, however, is that the benefits can erode if the
curriculum and teachers do not build on the progress made
in kindergarten. That is why we are proposing higher
salaries and pay for performance, so that we attract and re-
tain the very best teachers who can implement curriculum
that challenges our students. 

Nevada already lags behind the nation in so many important
education categories. With increasing globalization, Nevada’s
workforce must become more competitive. We must give our
children the essential tools they need to succeed.

lthough mandatory full-day kindergarten for
toddlers is a new idea for Nevada, other parts
of the country have already blazed the trail
through the falling score forest, and we can

learn from their experience. In evaluating full-day
kindergarten, our output measurement for public policy
decisions should be based on academic achievement on
standardized tests.

Studies can be found to support both sides of the ar-
gument. Most find that full-day kindergarten creates
measurable improvements in most first-grade students.
The benefit rapidly disappears as curriculums become
more and more difficult with each grade. The few legit-
imate studies that have followed full-day kindergarten
students for a decade have not found any benefit com-
pared to half-day kindergarten students. Those studies
are called “longitudinal” for their long view. 

The Clark County School District (CCSD) is conducting
its own “longitudinal” study, and released “preliminary
findings” coincidentally during the legislature’s first week.
They tested local second graders, some of whom had full-
day kindergarten and some who did not. There was a 3 per-
cent improvement in reading ability with and improvement
of 8 percent in low-income students. But when Nevada’s
Legislative Counsel Bureau asked the CCSD how the mod-
erate and high-income children performed as a group,
CCSD refused to provide the answer.

Middle-school math tells you the answer was at, or
near zero, and may have been negative. Full-day kinder-
garten does not create improved academic performance
in all students, and appears to create only a tiny im-
provement in children from low-income parents. We
should continue funding this program for those children
while monitoring results to see if it is as insignificant in
Nevada as it has been in other states, but certainly not
expand it to all children.

Should Nevada fund full-day kindergarten?

S T A T E  T H E  I S S U E S

A R

No, The Jury Is Still Out
State Senator Bob Beers

Question:

Yes, Of Course It Works
Assemblyman John Oceguera
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Ernaut are busy trying to move up
the state’s Republican primary, as
well, to offset the attention being af-
forded the Democrats. While Neva-
da only has five electoral votes, in
past elections they proved to be cru-
cial when the vote totals became
razor close.

The real benefactor of all this atten-
tion is the voting public, who will get
an up-close and personal chance to
meet and assess the people who could
very well be occupying the White
House in January of 2009.

Michael Sullivan is president of
Knight Consulting, a local govern-
ment affairs firm.

begin to assemble organizations and
establish field offices to woo voters
even more intently. Clinton scored a
major coup when she snagged Clark
County Commission Chair Rory
Reid to head up her organization in
Nevada. She also brought on former
Attorney General Frankie Sue Del
Papa to lead her operations in North-
ern Nevada. Other candidates have
been courting labor unions and other
large groups for support. In the cau-
cus system, a candidate wins by get-
ting more of their supporters to show
up and be counted in a series of cau-
cus meetings, held throughout the
state. It is a more personal type of
support and requires an energetic
grass-roots effort, as opposed to a
voting primary, which is more like a
general election.

Endorsements from an influential
group or well-known personality can
mean a larger voting block, which is
why candidates are willing to make
so many appearances and attend so
many meetings. Momentum can
often be the key when it comes to se-
curing a party’s nomination. If a can-
didate does well in Nevada, it can
bode well for his or her campaign
going into other state’s primaries or
caucuses. For Nevada, it means atten-
tion from the national media and a
greater focus on our issues.

George Bush won the Silver State
twice, and GOP leaders are already
concerned that by advancing the pri-
mary date, Nevada Democrats will
accord voters a closer connection
with the eventual Democratic nomi-
nee, thereby giving the party an ad-
vantage come November of 2008.
Republican Party stalwarts like Pete

or a moment, you might
have thought you were in
New England, not North-
ern Nevada. The air was

crisp and presidential candidates,
along with their entourages and the
media, nearly outnumbered residents. 

Nevada’s new Democratic presi-
dential caucus schedule has made
the Silver State an important desti-
nation for potential candidates, and
for a couple of days Nevadans got a
taste of the kind of attention the vot-
ers of New Hampshire and Iowa
have come to expect a year before a
presidential election.

Except for Illinois Sen. Barack
Obama, every major Democrat seek-
ing the party’s nomination for presi-
dent was in Carson City – visiting
legislators, talking to reporters and
holding impromptu town-hall meet-
ings at local coffee shops. U.S. Sen.
Hillary Clinton was treated like a rock
star as she made her way through the
Nevada Legislature, where she at-
tended meetings with Nevada Sen.
Dina Titus and her caucus, as well as
Assembly Speaker Barbara Buckley
and her leadership team. Other candi-
dates, including U.S. Sens. Joe Biden
and Chris Dodd, as well as John Ed-
wards and Bill Richardson were all in
town and participated in a political
forum, emceed by ABC’s George
Stephanopoulos. 

Most experts said Nevada’s first
foray into primary presidential poli-
tics went quite well. With only
Obama missing, the turnout was good
and the candidates gave strong pitch-
es on behalf of their campaigns. 

The scrutiny will intensify in the
coming months as the candidates

by Michelle Danks

F

Nevada Rolls Out the Red Carpet

I N S I D E  P O L I T I C S

Democratic Presidential Candidates Visit the State
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they are netted against each individual
fund’s balance. 

The effect of hidden fees in a 401(k)
can be alarming. For example:

Gross Investment Return 9.00% 

Less Fund Fees (netted out and hidden)       2.00% 

Less Contract Fees (netted out and hidden)  2.50% 

Investment Return Reported                        4.50% 

For a company 401(k) that has been
established for many years and a plan
with an accumulated $1 million in over-
all assets:

Gross Investment Return                   $90,000 

Less Fund Fees                                $20,000 

Less Contract Fees                           $25,000 

Net Investment Return Reported        $45,000 

How can this be? While laws inside
the Securities and Exchange Commis-
sion (SEC), National Association of
Securities Dealers (NASD) and Em-
ployee Retirement Income Securities
Act (ERISA) require the disclosure of
fees and revenue sharing agreements,
the industry is worth more than $3 bil-
lion. Most plans disclosure includes
the bare minimum, neglecting to in-
clude information regarding both the
contract and fund fees. Third-party ad-
ministrator charges to the employer

for record keeping, plan design, test-
ing and other administrative functions
are all included in employer fees. Em-
ployee fees are charged by the plan
administrator directly to the employ-
ees and typically, are deducted from
participant’s 401(k) balances each
month or quarter. 

However, there is a way to avoid
hidden fees – by utilizing a Profes-
sional Employer Organization (PEO)
that can act as a plan trustee and
maintains an ERISA bond. The PEO
allows for a company to hold no lia-
bility or cost, and is able to submit all
contributions electronically. Addi-
tionally, initial rates are lower than
most traditional plans, and rate reduc-
tions occur automatically at $1 mil-
lion, $3 million and $5 million. 

Unlike traditional plans, all 12b(1)
commission payment, transfer fees and
contingency payments are returned di-
rectly to participants. Even if a plan
holder selects the same investments as a
traditional 401(k) provider, a plan hold-
er with a PEO will earn substantially
more over time because they are able to
keep 100 percent of the commissions
and discretionary payments. Not only
can this save a company substantial
money, it also provides a much larger
return for plan holders. 

Howard Winters is founder and CEO of
Payroll Solutions Group, a Las Vegas
HR outsourcing firm.

t the end of 2006, more
than 500,000 plans were in
place with 47 million par-
ticipants and combined as-

sets of $2.9 trillion dollars. However,
numerous fees are keeping plan holders
from receiving monies that are rightful-
ly theirs. The majority of these fees are
kept hidden from plan holders. 

There are four types of fees within
401(k)s: contract, fund, employer and
employee. Both contract and fund fees
can remain hidden and are responsible
for a significantly smaller return. 

Contract fees are charges by the plan
administrator and are only disclosed in
original set-up documents, meaning
once implemented, the fee is not dis-
closed in a manner that allows plan
holders to examine them. These fees are
expressed as basis points and 100 basis
points represent a 1 percent charge to
the total assets in the plan. Typical plans
have contract fees of 100 points to 350
points. The administrator nets these fees
against fund balances, making it highly
unlikely that the plan holder will ever
see the total amount of fees once the
plan is implemented. 

Fund fees are charges for various
funds selected by the plan holder inside
the 401(k) portfolio. These include
12(b)1 fees and transfer agent fees. In
some cases, fees may also include other
payments arranged between the plan
administrator and the fund, also known
as contingency fees. Like contract fees,

A

Avoid Hidden 401(k) Fees

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

Costing Plan Holders and Companies Millions
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coming out our ears. We have every-
thing from small developers getting
started building 10 to 20 acres, to
Olympia Group building 2,675 acres.
Obviously, Aliante was very successful
with 1,975 acres and Eldorado with
1,000 acres. We are finally coming of
our own and getting offices and retail,
and hopefully, some hotels. 

How is the city recruiting businesses
to North Las Vegas? 

Everyway we possibly can. If there is
an economic development tool out there
– we are using it. We have research, out-
reach and in-house economic develop-
ment teams. We hire outside consultants
to do buyer surveys and distribute those
to retail developers to find out where
people in North Las Vegas shop. 

Is North Las Vegas selective in the
businesses it accepts?

We are a little bit picky, but we don’t
go out searching for certain types of
businesses. We have a lot of Regional
Distribution Centers (RDCs) that are
coming to town. We love them – they
are a low resource. But per square-foot,
they don’t add as many jobs as some of
the other types of businesses. If it’s a
high-tech business and we are getting
higher paying jobs per square-foot, we
are after them. 

What are your future goals? 
To have people look across the valley

and choose to live here. We want better
parks and safety so that people want to
live here. Aliante has set the standard.

People drive from Henderson to use the
“dinosaur park” in Aliante. 

Your third term is over in 2009, do
you plan on staying in politics? 

The thought of going into politics
never crossed my mind, but now I love
it. I have trouble envisioning myself out
of politics. I also never thought I would
enjoy public speaking – I hated it at
first. It grows on you and now I have
fun with it. 

April McCoy is associate editor of
Nevada Business Journal.

he city of North Las Vegas
is not what is used to be.
Currently, in the state of
Nevada, North Las Vegas is

the fourth largest city. Michael Mon-
tandon has been the mayor of North
Las Vegas for 10 years. In a recent in-
terview, he discussed everything from
new develoments to future goals.

What were you doing before you be-
came mayor?

Well, I was a commercial real estate
appraiser in Arizona for eight years.
Then we moved to Las Vegas and I
worked in-house for Bank of America
for four years. This is a high-growth
town and I felt it needed someone with
a background in land use and planning.
I was trying to help find that person and
the finger kept pointing to me.

What is your biggest challenge? 
Keeping up with infrastructure and

the real challenge in it is educating the
public about how the systems really
work. People say, “Just build more
parks, roads and get ahead of the plan-
ning.” Coincidentally, the people bring
in the taxes that pay for infrastructure.
Every developer has to plan their
sewer, street lights, streets, water lines
and they have to work. Well, each
works individually, but sometimes after
you build them all together, they don’t
always work. 

How is the development boom affect-
ing North Las Vegas? 

We have housing developments 

by Michelle Danks
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In August, Nevada Business Journal will host the 2nd
annual Healthcare Heroes events to honor 20 individ-
uals who have made significant contributions to
healthcare in our state. In conjunction with these
events, the August issue of Nevada Business Journal
will include a special supplement detailing the ac-
complishments of these Healthcare Heroes, who will
be chosen by a blue-ribbon panel of experts in the
healthcare field. All proceeds from the events will aid
students pursuing careers in healthcare education.

Healthcare Heroes will be chosen 
in the following categories:

Administrator
Care Provider
Community Partner
Educator 
Entrepreneur

Humanitarian
Innovator
Lifetime Achievement
Non-Profit
Technology/Research

www.NVhealthcareheroes.com

702-735-7003 or 
775-747-4434 ext. 6333 

Tuesday, 

July 31, 2007

Wednesday, 

August 1, 2007

H E L P  U S  H O N O R  N E V A D A ’ S

Save The Date!

2007 Healthcare 
Heroes

LAS VEGAS
RENO
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ast year, the current down-
turn in the residential hous-
ing market was revealed.
The trend appears to be

continuing into 2007, as many condo-
minium developers are planning to
close condominium units that were sold
to purchasers during the hot condomini-
um market of 2003 through 2005. In-
evitably, some of those purchasers who
agreed to pay top-dollar for a condo-
minium during the craze will have sec-
ond thoughts about whether they want
to actually close on the purchase. Many
of these purchasers may want to termi-
nate their purchase agreement, while at
the same time, obtain a return of de-
posits that were placed into escrow.
Most condominium developers include
liquidated damages clauses in their pur-
chase agreements that are designed to
control the outcome of such situations.
Given the current market, it’s worth-
while to take another look at the law in
Nevada as it relates to the enforceabili-
ty of such clauses.

Liquidated damages are a sum that
a party agrees to pay should they fail
to perform. The Nevada Supreme
Court has held that liquidated dam-
ages clauses are prima facie valid.
The court has further noted that dam-
ages in the event of breach of a real
estate contract are difficult to estimate
with certainty. However, the court has
also held that a liquidated damages
provision may amount to an unen-
forceable penalty. The distinction be-
tween a penalty and liquidated dam-
ages is that a penalty is a punishment
for default, designed to secure perfor-
mance, while liquidated damages are
a measure of compensation for non-
performance. 

In order to show that a liquidated-
damages provision constitutes a
penalty, the party challenging it must

show that the amount of liquidated
damages is disproportionate to the
actual damages sustained by the non-
breaching party. Historically, this has
not been as difficult when the real es-
tate market consists of a steady in-
crease in fair market values of resi-
dential properties. Many developers
have been reluctant to attempt to en-
force liquidated damages when fac-
ing a likelihood of being able to re-
sell a property at the same, or a
higher price. The fact that a develop-
er benefited financially from a
buyer’s decision to terminate a pur-
chase agree-ment almost certainly
makes the buyer’s obligation to show
that the liquidated damages are dis-
proportionate to actual damages easi-
er. In the current market, however,
developers may be reconsidering
their ability to withstand a challenge
to liqui-dated damages, especially if
they believe that the fair market value
of a particular condominium unit is
substantially less today than it was
when the purchase agreement for that
unit was executed.

In considering whether to seek liq-
uidated damages, developers will
want to conduct a case-by-case evalu-
ation. While the overall trend may cur-
rently consist of stagnant or declining
prices, this may not necessarily be true
for every development, or every unit.
Factors the developer will want to
consider may include the amount of
liquidated damages identified, the fair
market value of the property, the cost
to the developer in terms of litigation
expenses and the impact that engaging
in battles over liquidated damages has
upon the developer’s reputation. The
developer will also want to identify
and understand other potential limita-
tions upon its ability to enforce liqui-
dated damages, such as federal and

state regulations pertaining to com-
mon interest communities, including
limitations contained within the Inter-
state Land Sales Act. Competent legal
counsel should always be consulted
prior to deciding upon an appropriate
course of action.

Liquidated damages can be an ef-
fective way for parties to identify in
advance an appropriate measure of
compensation to a developer should a
buyer decide not to proceed with its
condominium purchase. In the cur-
rent real estate market, more develop-
ers may be taking a closer look at
them in evaluating their options when
buyers breach. 

Bradley N. Boodt, Esq. is a share-
holder of Greenberg Traurig, a Las
Vegas-based law firm.
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Home Buyer’s Remorse
Liquidated Damages
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and roads and zoning, not just mas-
ter-planning.

Brennan: Will land prices ever go
down? 

Higgins: We have no alternatives, now.
In five to 10 years, we might have al-
ternatives, but that doesn’t do anything
for the price today on a piece of land.
It’s called supply and demand.
Frear: Don’t expect to see any
changes in land availability for at
least five years. 
Doherty: Or if the residential market
slowed, and for whatever reason, the
gaming industry slowed, I think we
would be dealing with an entirely dif-
ferent market. I would completely agree
that land prices are coming down. 
Flynn: There’s so much product, es-
pecially in the office market and so
much product coming out of the
ground and so much planned. So far,
the demand has been there to take
that away. My concern is that as the
rates keep rising, people are going to
find other alternatives, and then we
are going to see a slowdown on the
development side. 
Doherty: I think that’s completely true
on the office side, but not in industrial. 
Naseef: What about those tenants that
are coming up for renewal and don’t
have lower options?
Doherty: We are seeing some big users
that are really looking to move out of
the Valley, and some will. As prices
continue to go up, we become less and
less competitive on a regional basis.
Muscelli: The point is that we don’t
have enough competition in the
trade because of the shortage. I
know in Phoenix, construction costs
are much lower. There’s adequate
supply and demand for the next guy
to get in and compete with every-
body else. 
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And the reason we’re buying those
pieces is because the alternatives are
more expensive. 
Higgins: And again, you just closed
out a piece at over $12 a square foot?
A year ago, it was $8 a square foot. 
Doherty: The alternatives were more
expensive, and they had characteris-

tics that made them more expensive.  
Willmore: There’s too much land and
too much is master-planned. And if
we’re going to talk about industrial,
there’s 47,000 acres master-planned
vacant industrial land.
Higgins: It’s all undeveloped land.
Doherty: But it has to have utilities

Continued From Page 71
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That Wasn’t Hard, Was It?

hen people talk about re-
ward systems, the focus
often shifts to money and
benefits. In the day-to-

day activities of the workplace, all
too often the words “thank you” are
seldomly heard. In many work envi-
ronments, employees discuss what
they like and dislike about their
company and its leaders. Money and
benefits aside, it is often the way
employees are treated that makes a
huge impression on feelings about
the organization, conversations with
co-workers, and ultimately, the im-
pact it has on their clients. 

In many organizations, employees
know they are doing a good job be-
cause their supervisor or manager
leaves them alone. The reverse is
when a mistake is made and every-
one in the office knows they have
done something wrong.

While it may take some time out
of a busy supervisor’s day, the sim-
ple act of taking a few months to let
employees know when they are
doing a good job by thanking them,
can have huge returns. Most people
like to know that their efforts and
work are appreciated, that they are
valued, and seen as individuals and
not just an employee with an em-
ployee number. Taking the time to
thank an employee for his or her ef-
forts is also a great opportunity to
reinforce employee behaviors.

In many organizations, rewards,
such as gift cards for coffee and
meals, can have a huge impact on
employee morale and effectiveness.

Group events upon the completion
of a significant project including
end-of-the- month push, or other ac-
complishments can be rewarded
with lunch. 

In some organizations, individuals
are publicly recognized for their ef-
forts in front of their assembled
peers. Beware: if the individual is an
extrovert, he or she will typically
love the attention. On the other
hand, if the individual is an intro-
vert, he or she usually shuns the
limelight. It is better to ask the em-
ployee if a public acknowledgement
is appropriate or private recognition
is preferred.

One thing about thanking employ-
ees for their efforts and publicly ac-
knowledging those efforts is that the
accomplishments need to be real.
Additionally, a thank you from the
supervisor must be genuine and
heartfelt. It doesn’t take long for em-
ployees to recognize that leadership
is thanking people for the wrong
things or in situations when the lead-
ership doesn’t appear to really know
who is really performing. Thanking
poor performers for a less-than-satis-
factory job sends the wrong message
to individuals who are making an ef-
fort above and beyond expectations,

or constantly meeting the organiza-
tion’s standards. Remember, a thank
you doesn’t have to take a lot of time
or cost a lot of money, but the return
for the effort can be enormous.

Mark Keays is president of Desert
Management Services, a Las Vegas-
based management consulting firm
and a faculty member of the Univer-
sity of Phoenix.
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esidential housing contin-
ues to rebalance. US
housing starts are down
18 percent, measured De-

cember 2006 to December 2005. Mean-
while, residential permitting in Las Vegas
and Reno is down by more than 60 per-
cent, January 2007 to January 2006.The
more severe contraction for the Nevada
housing market shows the better eco-
nomic prospects of the Silver State com-
pared to other regions of the country
since 2000 and the stronger run up in
housing activity. Housing became an
asset for short-term investment rather
than its traditional role as an asset with
long-run services and an asset to be sold
if need arose.

Though the housing downturn is only a
few months old, it seems to be fully
formed. Sharp drops in housing, other
things equal, might signal a recession.
Also, the US automobile industry has ex-
perienced weakness of late. Still, the for-
ward and backward linkages from the
weak housing and auto sectors to other
industries have not been severe to date.
The current majority view, therefore, be-
lieves that we face a future of slower
growth, not a recession.

The Silver State’s travel and tourism
sector, having softened after 9/1, is in
great shape. Recent strength in travel
and tourism makes up for the recent
weakness in the residential construction
and real estate sectors. For example,
gaming revenue for December 2006
posted a strong month, up 17 percent for
the same month a year ago. So long as
nonresidential construction activity re-
mains strong and other key economic
sectors continue to post strong sales
records in the months ahead, the greater
is the chance that the housing market
imbalance that has grown over the past
three years or so will not derail the cur-
rent good economic conditions.

All in all, the indicators point to contin-
ued economic expansion in 2007.

R. Keith Schwer
UNLV Center for Business and Eco-
nomic Research

units previous comments

GROWTHDATA
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1,000 employees

%, nsa

$ billion

$ million

passengers

million gallons

million visitors

1,000 employees

%, nsa

$ billion

$ million

units permitted

permits

million persons

million gallons

million visitors

1,000 employees

%, nsa

$ billion

$ million

units permitted

permits

million persons

million gallons

million visitors

million, sa

%, sa

82-84=100, nsa

82-84=100, nsa

89.06=100, sa

92=100, sa

$ billion, sa

million, sa

million, sa

$ billion, sa

97.01=100

$ billion, sa

monthly close

%, nsa

%, nsa

NEVADA

Employment

Unemployment Rate

Taxable Sales

Gaming Revenue

Passengers

Gasoline Sales

Visitor Volume

CLARK COUNTY

Employment

Unemployment Rate

Taxable Sales

Gaming Revenue

Residential Permits

Commercial Permits

Passengers

Gasoline Sales

Visitor Volume

WASHOE COUNTY

Employment

Unemployment Rate

Taxable Sales

Gaming Revenue

Residential Permits

Commercial Permits

Passengers

Gasoline Sales

Visitor Volume

UNITED STATES

Employment

Unemployment Rate

Consumer Price Index

Core CPI

Employment Cost Index

Productivity Index

Retail Sales Growth

Auto and Truck Sales

Housing Starts

GDP Growth

U.S. Dollar

Trade Balance

S&P 500

Real Short-Term Rates

Treasury Yield Spread

12/06

12/06

11/06

12/06

12/06

11/06

12/06

12/06

12/06

12/06

12/06

01/07

01/07

12/06

11/06

12/06

12/06

12/06

11/06

12/06

01/07

01/07

12/06

11/06

12/06

01/07

01/07

01/07

01/07

4q06

4q06

01/07

01/07

12/06

3q06

01/07

11/06

01/07

01/07

01/07

1,324.3 1,319.7 1,264.0 0.3 4.8

4.2 4.1 3.5 2.4 20.0

3.892 3.844 3.819 1.3 1.9

1,062.75 1,140.74 907.71 -6.8 17.1

4.223 4.284 3.968 -1.4 6.4

93.47 97.47 92.96 -4.1 0.5

3.939 4.048 4.010 -2.7 -1.8

947.6 944.2 901.7 0.4 5.1

4.2 4.0 3.5 5.0 20.0

2.811 2.817 2.807 -0.2 0.1

908.63 989.64 762.87 -8.2 19.1

1,356 2,110 4,150 -35.7 -67.3

75 91 84 -17.6 -10.7

3.823 3.917 3.559 -2.4 7.4

65.35 67.14 64.41 -2.7 1.5

3.380 3.505 3.438 -3.6 -1.7

233.3 232.3 223.4 0.4 4.4

3.9 3.7 3.4 5.4 14.7

0.550 0.576 0.572 -4.5 -3.8

83.10 80.85 80.32 2.8 3.5

97 89 254 9.0 -61.8

30 22 38 36.4 -21.1

0.395 0.362 0.401 9.3 -1.5

14.19 15.50 14.66 -8.5 -3.2

0.372 0.350 0.381 6.2 -2.5

137.258 137.147 135.110 0.1 1.6

4.6 4.5 4.7 2.2 -2.1

202.4 201.8 198.3 0.3 2.1

208.0 207.3 202.6 0.3 2.7

103.2 102.5 100.1 0.7 3.1

139.4 138.6 136.7 0.6 2.0

370.418 370.447 362.135 0.0 2.3

16.68 16.70 17.48 -0.1 -4.6

1.642 1.572 2.002 4.5 -18.0

11,443.5 11,388.1 11,115.1 0.5 3.0

107.590 106.530 110.010 1.0 -2.2

-61.183 -58.115 -64.174 5.3 -4.7

1,438.24 1,418.30 1,280.08 1.4 12.4

4.67 4.70 3.48 -0.6 34.2

-0.55 -0.41 0.08 34.1 -787.5

Growth

Favorable

Holding

Great December

Good December

Modest Change

Holding

Growth

Favorable

Holding

Great December

Housing Rebalance

Down

Good December

Modest Change

Off Modestly

Growth

Favorable

Down

Up

Housing Rebalance

Down

Modest Change

Down

Down

Growth

Favorable

Okay

Okay

Up

Good

Up

Down

Down

Growing

Down

Weak

Up

Up

Remains Negative

B U S I N E S S  I N D I C A T O R S

R



http://www.prarchitects.com


Bill Martin
President & CEO

www.nsbank.com©Nevada State Bank 2007

IS YOUR BUSINESS IN SHAPE FOR THE JOURNEY AHEAD?

After the ups and downs of getting up and running, 

there comes a time when a business eventually finds 

itself in overdrive.  At this point in your journey, you 

need a banker who can help you handle the climb 

and who is knowledgeable on everything financial, 

including revolving lines of credit, merchant services, 

loan refinancing, and capital to expand.

For a business banker who knows the routes to 

success, call (800) 727-4743.


