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The Hoover Dam can hold up to 9 trillion gallons of water. How? Its arched construction diverts 
pressure to its neighboring canyon walls. The same principle applies in business. You must fi nd support from 
the right partners who can help make you stronger. Choose a partner who is able to support you in every way.

You’re only as strong as 
the support you rely on.

Call today 702-939-1148 or visit coxbusiness.com

Switch to Cox Business and get business Internet 
and phone with voice mail for only $90 per month, 
plus FREE installation.*

*Offer valid until 6/30/11 to new subscribers of Cox Business VoiceManagerSM and Cox Business InternetSM in Las Vegas Cox-wired, serviceable locations. Offer price includes monthly service fees for 1 Advanced VoiceManager phone line with up to 29 features 
and Voice Mail plus Cox Business Internet 5.0Mbps/1.0Mbps. Internet service includes 3GB of Online Backup and 3 PC licenses of Security Suite. Minimum 2-year service agreement required. Long distance is not included. An early termination fee as specifi ed 
in customer’s service agreement will apply if services are disconnected or downgraded prior to the end of the agreement’s term. Free installation is capped at $350. Additional costs for installation, construction, connection, relocation, inside wiring and 
equipment may apply. Telephone modem equipment may be required. Modem uses electrical power to operate and has backup battery power provided by Cox if electricity is interrupted. Telephone service, including access to e911 service, will not be available 
during an extended power outage or if modem is moved or inoperable. Cox cannot guarantee uninterrupted or error-free Internet service or the speed of your service. Offer does not include usage, long distance calling plans, applicable taxes, surcharges or 
fees. Discounts are not valid in combination with or in addition to other promotions, and cannot be applied to any other Cox account. Rates and bandwidth options vary and are subject to change. All programming and prices are subject to change. Programming 
may vary by location. Services not available in all areas. Other restrictions may apply. Telephone services are provided by Cox Nevada Telcom, LLC. ©2011 CoxCom, Inc., d/b/a Cox Communications Las Vegas, Inc. All rights reserved. 

http://coxbusiness.com
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When you need action, it helps to have a bank that 
can move as fast as you do. When 4Wall CEO Michael Cannon had 

the chance to acquire another company, he needed to act fast. He turned to 

Bank of Nevada whose fl exibility and forward thinking made it happen. In a 

fl ash, he had the loan he needed, and 4Wall got the tools to keep moving ahead. 
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Affi l iate of Western All iance Bancorporation bankofnevada.com    702-248-4200

http://bankofnevada.com


www.NevadaBusiness.com4                                        April 2011

Lyle E. Brennan
Publisher

COMMENTS
lyle@nevadabusiness.com

	 It’s	no	secret	that	Nevada’s	education	system	is	in	trouble:	our	high	school	gradua-
tion	rate	of	41.8	percent	is	the	lowest	in	the	nation,	and	less	than	one-third	of	our	minor-
ity	students	achieve	a	diploma	on	time.		And	the	list	of	discouraging	statistics	goes	on.
	 The	 education	 crisis	 has	 produced	 a	widespread	 ripple	 effect	 of	 negative	 conse-
quences,	not	only	for	an	entire	generation	of	students,	but	also	for	the	state’s	economic	
development.		The	teachers’	union	(Nevada	State	Education	Association)	and	its	Dem-
ocrat	supporters	would	have	us	believe	the	answer	lies	in	throwing	more	money	at	the	
problem.		Let’s	face	it	–	that	plan	has	been	tried	in	states	all	across	the	country,	and	
report	after	report	have	shown	it	just	doesn’t	work.				
	 It’s	 time	 to	 try	a	different	approach	before	 it’s	 too	 late.	 	Earlier	 this	year,	Gover-
nor	Sandoval	gave	the	Legislature	a	proposal	to	create	a	school	voucher	program.		A	
voucher	 is	a	 scholarship	or	stipend	 funded	by	 tax	dollars,	which	parents	can	use	 to	
help	pay	for	tuition	at	the	school	of	their	choice,	including	private	or	religious	schools.		
The	proposal	bases	eligibility	on	family	income,	with	the	poorest	families	receiving	a	
voucher	worth	around	$5,000	per	student,	and	more	affluent	families	receiving	less.		
	 This	is	not	an	untried	or	“fringe”	idea,	but	one	that	is	rapidly	gaining	acceptance	
because	it	has	been	shown	to	work.		School	vouchers	have	succeeded	in	many	other	
states,	and	22	programs	all	across	 the	country	are	now	producing	positive	results.		
Not	only	do	studies	show	that	school	choice	improves	educational	achievement	for	
students	who	opt	out	of	the	public	school	system,	but	it	also	helps	students	who	stay	
in	the	public	schools.		
	 It	 all	 boils	 down	 to	 a	basic	principle	of	 capitalism:	more	 choice	 leads	 to	greater	
competition,	which	in	turn	leads	to	improvements.		If	there’s	only	one	store	in	town,	
it	doesn’t	have	to	worry	about	economizing,	but	as	soon	as	another	store	opens	and	
customers	have	a	choice,	both	stores	need	to	watch	their	pricing	and	make	sure	they	are	
operating	at	peak	efficiency.		The	problem	with	our	public	school	system	is	that	there’s	
no	real	competition,	because	tuition	at	private	schools	is	above	most	families’	budget.		
Vouchers	would	help	break	up	the	monopoly	and	level	the	playing	field.				
	 Florida’s	experience	has	shown	how	a	state	similar	to	Nevada	can	make	real	gains	
by	instituting	education	reforms,	including	school	vouchers.		Although	Florida	spends	
below	the	national	average	on	K-12	education	and	the	majority	of	its	students	are	now	
minorities,	 it	 has	 seen	 impressive	gains	over	 the	 last	 decade.	 	 In	 1998,	Florida	 and	
Nevada	students	scored	the	same	in	a	nationally	ranked	fourth-grade	reading	exam.		
Starting	in	1999,	Florida	instituted	a	series	of	education	reforms,	including	a	school	
voucher	system,	a	charter	school	program,	and	other	innovative	ideas.		Twelve	years	
later,	Florida’s	minority	students	had	progressed	2	½	grade	levels	in	the	same	reading	
test,	and	white	students	improved	1	½	grade	levels.		Meanwhile,	Nevada	was	still	trying	
to	decide	what	to	do,	and	test	scores	remained	flat	or	improved	only	slightly.	
	 We	need	a	Constitutional	amendment	to	approve	the	governor’s	voucher	program	
because	the	Nevada	Constitution	prohibits	the	expenditure	of	public	finds	for	“sectar-
ian	purposes”	such	as	tuition	at	faith-based	schools.		This	requires	the	Legislature	to	
pass	the	governor’s	proposal	in	two	consecutive	legislative	sessions,	and	then	it	must	
be	approved	in	the	next	general	election,	which	in	this	case	would	bring	us	to	the	2014	
election	cycle.
	 At	press	time,	the	Legislature	hadn’t	acted	on	the	school	choice	proposal.		It’s	time	
a	bill	is	drafted	and	discussed,	and	hopefully	passed,	before	the	session	ends	in	June.		
That	will	at	least	start	us	down	the	right	path	toward	a	brighter	future	for	our	children	
and	our	state.
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hough	the	recession	was	officially	declared	over	in	June,	of	2009,	Ne-
vada’s	recovery	continues	to	lag	behind	that	of	the	rest	of	the	nation.		
There	were	more	national	banks	than	state-chartered	banks	involved	in	
the	residential	mortgage	and	commercial	real	estates	loan	problems,	but	
state-chartered	banks	in	Nevada	felt	the	impact	through	trickle	down.

	 “The	pressure	on	banks	is	the	same	as	we’ve	had	for	the	last	three	years,”	said	
Bill	Uffelman,	president	and	CEO	of	Nevada	Bankers’	Association.		“In	general,	
Nevada	community	banks	did	not	do	mortgages,	that	was	the	larger	banks,	but	
residential	mortgage	issues	trickle	down	to	the	small	businesses	that	community	
banks	catered	to.”
	 This	remains	a	challenging	time	for	banks.		It’s	hard	to	find	qualified	borrowers,	
since	most	businesses	that	would	qualify	aren’t	looking	for	loans,	they’re	making	
money.		Businesses	looking	to	borrow	money	to	survive	generally	aren’t	the	quali-
fied	customers	banks	want	to	loan	to.		And	this	trend	continues.
	 “I’m	told	it’s	getting	a	little	better,”	Uffelman	said.		“Time	will	tell.		The	real	
issue	is	it’s	not	getting	any	worse.”

T

By Jennifer Rachel Baumer
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	 The	 third	 and	 fourth	 indicators	 are	
gaming	revenue,	which	 isn’t	significantly	
stronger	 but	 appears	 to	 have	 stabilized,	
and	visitor	 traffic	 through	McCarran	 In-
ternational	Airport,	which	has	 stabilized	
since	its	low	in	November	2008.
	 “Overall	 what’s	 important	 to	 us	 with	
those	indicators	is	it	bodes	well	that	we’ve	
seen	the	worst	of	it	and	trends	are	starting	
to	improve,”	said	Hendricks.		“It	will	take	
a	period	of	time	for	banking	and	our	com-
munity	 to	 recover.	 	 I	 don’t	 see	 a	V	 type	
recovery	 but	 an	 elongated,	 Nike	 swoosh	
type	recovery.”
	 Larry	 Charlton,	 Nevada	 regional	 ex-
ecutive,	City	National	Bank,	refers	to	the	
swoosh	 as	 a	 U-shaped	 recovery	 rather	
than	 the	 more	 dramatic	 V	 most	 of	 us	
would	 like	 to	 see.	 	While	 we’re	 still	 at	
the	bottom	of	the	U,	Charlton	says	there’s	
starting	to	be	some	green	shoots	coming	
up.		“Visitor	volume	is	up	on	the	strip	and	
I’ve	seen	the	latest	figures	on	gaming	rev-
enue,	 I	 believe	 it’s	 up	 a	 little	 bit.	 	 Some	
positive	things	are	happening	locally	and	
even	more	positive	things	are	happening	
nationally,	so	that	helps	banking.		Low	in-
terest	rates	don’t,	because	they	compress	
our	spread.	We	would	rather	see	interest	
rates	rise	and	that	widens	our	spread	out	
so	we	can	become	a	little	bit	more	profit-
able	for	ourselves	and	our	owners.	A	lot	
of	banks	have	lost	a	lot	of	money	over	the	
last	couple	years.”
	 In	 Nevada	 we’re	 lagging	 behind	 the	
rest	of	 the	country	 in	 terms	of	 recovery.		
“While	the	rest	of	the	U.S.	continues	with	
a	somewhat	 jobless	 recovery,	 it’s	 signifi-
cantly	 better	 than	 in	Nevada	 simply	 be-
cause	of	our	main	industry	base	which	is	
tourism.	 That’s	 the	 big	 economic	 driver	
we	 have	 here,	 so	 everything	 is	 tending	
to	lag	behind,”	said	George	Burns,	com-
missioner	of	 the	Nevada	Financial	 Insti-

Banking on Nevada 

	 “I	think	most	banks	continue,	to	varying	
degrees,	 to	 deal	with	 troubled	 real	 estate	
loans,”	 said	 Dallas	 Haun,	 president	 and	
CEO	of	Nevada	State	Bank.	 “Banks	 that	
are	well	capitalized	are	going	to	survive.”		
	 Haun	calls	 the	 last	 three	years	a	 reset-
ting	of	values,	expectations	and	expected	
returns.	 	 During	 the	 period	 of	 2003	 to	
2007,	 before	 the	 housing	 bubble	 burst,	
expectations	 were	 high	 for	 both	 borrow-
ers	 and	 banks.	 	 It’s	 been	 during	 the	 last	
three	years	as	real	estate	values	and	rents	
dropped	and	inventory	grew	that	expecta-
tions	have	been	reset.		“We	have	an	over-
abundance	of	inventory,	a	multi-year	sup-
ply	of	 office	 space,	 condominiums,	 retail	
and	 commercial	 space.	 	 For	 those	 of	 us	
dealing	with	the	overhanging	inventory	is-
sue,	it’s	going	to	take	a	number	of	years	of	
all	of	us	working	together	to	work	through	
this	inventory,”	said	Haun.
	 That	said,	Nevada	State	Bank	has	seen	
loan	defaults	slow	dramatically	in	the	last	
few	quarters	and	now	investors	are	show-
ing	 renewed	 interest	 in	Nevada.	 	 “We’ve	
talked	to	investors	from	all	over	the	world;	
from	 London,	 Israel	 and	 Hong	 Kong.	
They’re	 all	 interested	 in	 making	 invest-
ments	 in	 Nevada	 real	 estate,	 as	 well	 as	
investors	from	around	the	country.		That’s	
probably	the	most	reassuring	message;	that	
people	in	the	United	States	and	around	the	
world	believe	Nevada	is	a	good	place	to	in-
vest,”	Haun	explained.
	 	In	Southern	Nevada,	Bruce	Hendricks,	
CEO,	Bank	of	Nevada,	 is	watching	 four	
key	indicators	that	show	a	slight	improve-
ment	in	the	market,	signs	that	the	banking	
industry	 and	 economy	 may	 be	 stabiliz-
ing.		The	first,	visitor	volume,	has	shown	
a	 steady	 though	 slight	 increase	 since	 its	
lowest	 point	 in	November	 2009	 (though	
what	$4	a	gallon	for	gas	will	do	that	in-
crease	 remains	 a	 question,	 Hendricks	
notes).
	 The	 second	 indicator	 is	 convention	
bookings,	which	continue	to	pick	up	from	
the	low	in	August	2009	and	are	expected	
to	be	stronger	in	the	second	half	of	2011.

In challenging 
economic 
times like 
today, would 
you trust your 
real estate 
investments to 
just anyone?
Trust a certified professional 
to maximize the return on 
your investments.

To learn more and register, contact:
Denise Razo, IAE

IREM Las Vegas Chapter No. 99
(702) 878-0959

www.lasvegasirem.org

Partner with a Certified

ProPerty Manager® (CPM®).

A CPM® has:
• Expertise on salvaging, maintaining, 

re-shaping, and re-marketing 
your real estate assets

• Pledged a commitment to the 
highest ethical standards

• Proven experience in maximizing 
returns in a struggling economic 
climate

To find a CPM® in your area,
visit www.IREM.org/CPM.
Or connect with your local chapter, 
IREM Las Vegas Chapter No. 99 at 
these upcoming courses:

Property Operations I
April 18-21, 2011
Property Operations I, the first of a two-part series, 
addresses essential human resources, marketing, 
and leasing concepts that will help your properties 
thrive in today’s competitive real estate market.

Property Operations II
May 16-19, 2011
Complete your comprehensive training in property 
operations by covering financial calculations and 
analysis, property maintenance programs, and risk 
management.

Successful Site Management
Immerse yourself in this course covering Residential 
Site Management from A to Z. This course can be 
taken to obtain the Accredited Residential Manager 
(ARM ®) certification.
Phase I Tuesday, July 12 - Thursday, July 14, 2011
Phase II Tuesday, July 19 - Thursday, July 21, 2011

Bruce Hendricks, 
Bank of Nevada
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tutions	Division.	 	“If	we	were	 to	 look	at	
indicators	we	track,	we’re	still	seeing	sig-
nificant	job	losses	and	housing	price	de-
clines.		As	far	as	home	price	indexes	go,	
we’re	down	an	average	of	40	to	60	percent	
in	Southern	Nevada;	statewide	 it’s	about	
30	 to	 40	 percent.	 	 Those	 percentages	
are	hugely	greater	than	in	the	rest	of	the	
country.	 	The	only	states	close	 to	us	are	
Arizona,	Georgia	 and	Florida,	 the	 other	
bubble	real	estate	economies.”	

Foreclosures and Defaults

	 One	 of	 the	 factors	 that	 continues	 to	
plague	 banks	 in	 Nevada	 during	 the	 re-
covery	 is	 the	 devaluation	 of	 real	 estate.		
Banks	 continue	 to	 try	 and	 restructure	
loans	for	customers	having	difficulty	pay-
ing.	 Stepping	 away	 from	 the	 question	 of	
real	 estate,	 going	 forward	 banks	 are	 fo-
cused	 on	 matching	 the	 right	 product	 or	
service	to	the	true	needs	of	the	customer,	
according	 to	Reed	Radosevich,	president	
of	Northern	Trust.	 	 It’s	business	as	usual	
with	a	focus	on	healthy	practices	for	banks	
and	consumers.	
	 Radosevich	 sees	 defaults	 slowing,	 but	
suspects	part	of	that	may	be	simply	due	to	
the	slow,	tedious	nature	of	the	foreclosure	
process.		That	said,	“I	hope	that	banks	are	
exploring	 every	 option	 to	 keep	 borrow-
ers	on	properties	as	 long	as	 they’re	will-
ing	to	make	payments,”	said	Radosevich.		
“We’re	starting	to	see	bright	spots	in	the	
local	 economy	which	 are	 going	 to	 bode	
well	 for	 both	 the	banks	 and	 the	borrow-
ers,	and	certainly	the	biggest	hindrance	is	
unemployment	and	the	drop	in	real	estate	
values.		If	we	reach	stabilization	and	find	
the	bottom	in	real	estate	and	see	some	job	
creation,	 that’s	 going	 to	 help	 everybody	
involved.”	
	 Other	reasons	defaults	may	be	slowing	
are	 that	 there	 just	 aren’t	 that	 many	 out-
standing.	 In	 addition,	 any	business	 that’s	
survived	 this	 long	 in	 this	environment	 is	
probably	going	to	survive,	Uffelman	indi-
cated.		“That’s	a	very	broad	statement,	but	
they’ve	probably	accommodated	changes,	
they’re	 conserving	 cash,	 they’ve	 reduced	
staff	and	they’re	holding	on.”

	 Community	 banks	 were	 heavily	 in-
volved	 in	 Nevada’s	 real	 estate	 and	 con-
struction	during	the	boom.		“That’s	what	
community	banks	do,	which	makes	them	
very	 beneficial	 for	 businesses	 and	 local	
communities	 but,	 by	 their	 very	 nature,	
they	loaned	into	the	types	and	structures	
of	industries	that	got	hit	the	hardest,”	said	
Charlton.	“So	that’s	why	you	see	more	of	
the	 smaller	 banks	 having	 the	 problems.		
Are	we	seeing	more	defaults?		No.	Overall	
in	the	industry	they	have	slowed	and	we’re	
getting	a	handle	on	them.”
	 Along	 with	 the	 stability	 of	 banks,	
there’s	the	question	of	the	residential	mar-
ket	 in	Nevada.	 	While	 banks	 don’t	want	

to	 become	 landlords	 and	 definitely	 don’t	
want	 to	 hold	 foreclosed	 and	 defaulted	
properties	 on	 their	 balance	 sheets,	 bank-
ers	are	also	aware	that	releasing	a	bank’s	
inventory	 of	 residential	 properties	 onto	
the	market	in	a	rush	would	cause	housing	
prices	to	plummet	even	further,	devastat-
ing	the	slowly	recovering	economy.		
	 “Everybody	is	finally	or	slowly	or	delib-
erately	releasing	‘X’	percent	at	a	time,”	said	
Charlton.	 	 “If	 everybody	 dumped	 every-
thing	back	on	the	market	at	the	same	time	
it	would	drive	prices	down	on	everybody’s	
homes	even	further	and	it’s	an	asset	to	the	
banks	so	they	want	to	be	careful	with	it.”
	 If	banks	were	to	release	their	inventory	
of	 foreclosed	 and	 defaulted	 properties	 at	
once	and	drive	housing	prices	even	farther	
down,	investors,	who	are	already	starting	
to	 look,	 would	 come	 in	 and	 buy	 up	 the	
houses.		“With	real	estate	prices	down	so	
low,	people	with	money	who	are	sitting	on	

Continues on page 50

William Uffelman, 
Nevada Banker’s
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ourism	in	the	Silver	State,	which	
was	hard	hit	during	the	peak	of	
the	recession,	 is	 improving,	ex-
perts	say.	
	 	 “I	 wouldn’t	 say	 it’s	 healthy,	 I	

wouldn’t	 say	 it’s	 recovered	or	 robust.	All	
of	 those	would	be	an	over-exaggeration,”	
said	Jeremy	Aguero,	principal	analyst	with	
Applied	Analysis,	a	Las	Vegas-based	con-
sulting	and	advisory	services	company.	
	 As	Nevada’s	number	one	industry,	tour-
ism	 brought	 $46.6	 billion	 into	 the	 state	
last	year	and	supported	427,000	jobs,	ac-
cording	to	Nevada	Commission	on	Tour-
ism	(NCOT)	data.	It	also	generated	$2.4	
billion	in	state	and	local	tax	revenue.	

Evidence of Improvement

	 The	 total	 number	 of	 visitors	 to	 Ne-
vada	 has	 increased	 between	 December	
2009	and	December	2010.	Southern	Ne-
vada	experienced	a	3.7	percent	jump,	and	
Northern	Nevada	saw	a	1.2	percent	 rise.	
“Visitor	volume	is	up	due	to	the	gradual	
improvement	 in	 the	 national	 and	 global	
economies,”	 said	Larry	Friedman,	 inter-
im	executive	director	of	NCOT,	the	state	
organization	 responsible	 for	 promoting	
and	 marketing	 all	 of	 Nevada	 as	 a	 tour-
ism	and	travel	destination.	Domestically,	
for	 example,	 the	 national	 unemployment	
rate	 is	 less	 than	 9	 percent.	 Internation-
ally,	 for	 instance,	 Brazil	 and	Australia’s	
economies	 are	 strong,	 the	 latter	 having	
increased	 airlift	 in	 the	 western	 United	
States.	 Additionally,	 36	 countries	 par-
ticipate	 in	 the	United	State’s	Visa	Waiv-
er	 Program,	 meaning	 their	 citizens	 can	
travel	to	the	U.S.	for	tourism	or	business	
for	stays	of	90	or	fewer	days	without	hav-
ing	to	obtain	a	visa.	About	14	percent	of	
visitors	to	Las	Vegas	are	international,	ac-
cording	to	the	Las	Vegas	Convention	and	
Visitors	Authority’s	 2009	Visitor	Profile	
Study.	

T
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	 “While	we	 have	 seen	 slight	 improve-
ments	 across	 the	 country,	 there	 is	 still	
work	 to	 do.	 The	 Consumer	 Confidence	
Index	 is	 showing	 improvement	 and	
moved	above	70	for	the	first	time	in	three	
years,	 however,	 we	would	 like	 to	 see	 it	
sustain	 a	 level	 above	 90	 to	 indicate	 a	
healthy	 economy,”	 said	Rossi	Ralenkot-
ter,	president	and	chief	executive	officer	
of	the	Las	Vegas	Convention	and	Visitors	
Authority	(LVCVA).
	 Friedman	 said	 he	 also	 attributes	 the	
greater	number	of	visitors	to	the	market-
ing	 efforts	 of	 the	NCOT,	 its	 rural	 part-
ners,	 the	 LVCVA	 and	 the	 Reno-Sparks	
Convention	 and	 Visitors	 Authority	
(RSCVA).	 For	 example,	 the	 RSCVA’s	
“Far	From	Expected”	campaign	targeting	
Northern	California,	a	market	of	about	7	
million	people,	has	been	successful.	Be-
tween	February	2010	and	February	2011,	
the	 Reno-Tahoe	 area	 experienced	 a	 914	
percent	increase	in	total	visits	from	Oak-
land,	a	355	percent	increase	from	South-
ern	San	Francisco,	a	235	percent	increase	
from	 San	 Francisco	 and	 a	 249	 percent	
increase	from	San	Jose,	according	to	the	
RSCVA.	People’s	pent-up	desire	to	travel	
is	also	driving	more	visitors	to	the	region,	
Friedman	said.	
	 “Travel	is	a	freedom,	a	way	of	life	and	
something	 we	 want	 to	 do	 for	 ourselves	
with	 our	 loved	 ones	 and	 families,”	 he	
added.	
	 Along	with	visitor	volume,	 local	eco-
nomic	 indicators	 show	 Nevada	 tourism	
is	 picking	 up.	 In	 Southern	 Nevada,	 the	
average	daily	 room	rates	are	 increasing,	
gross	 gaming	 revenue	 is	 showing	 signs	
of	improvement	and	traffic	into	Las	Ve-
gas	McCarran	International	Airport	is	up	
about	5	percent.	
	 “It’s	 been	 a	 good	 three	 years	 since	
those	 indicators	 were	 positive,”	 Aguero	
said.
	 Northern	Nevada	had	a	slight	increase	
in	cash	occupied	rooms	for	calendar	year	
2010.	 “Travel	 inquiries	 from	 Northern	
California	are	up	and	attendance	of	non-
locals	 at	 annual	 events	 remains	 strong,”	
said	 Joe	Kelley,	 interim	 chief	 executive	
officer	of	the	RSCVA.

	 “We’re	cautiously	optimistic,”	he	add-
ed.	“We’re	still	continuing	to	look	at	tour-
ism	a	 little	more	conservatively	until	we	
see	some	stronger	signs	of	recovery.”

Bumpy Road to Recovery

	 For	 the	 state’s	 tourism	promoters,	 the	
overall	 economy	 and	 unemployment	
rates,	 specifically	 in	 Nevada	 and	 Cali-
fornia,	remain	a	challenge.	Added	to	that	
is	increasing	gas	prices,	which	affect	the	
cost	 of	 both	 air	 and	 vehicle	 travel.	 Ad-
ditionally,	 other	 locales	 are	 competing	
more	 heavily	 with	 Nevada	 for	 tourism,	
especially	for	convention	and	trade	show	
business.		
	 Within	this	financial	environment,	the	
NCOT,	LVCVA	and	RSCVA	are	all	deal-
ing	 with	 decreased	 operating	 budgets.	
NCOT,	which	is	funded	by	3/8	of	1	per-
cent	of	the	state’s	visitor-paid,	hotel-motel	
room	tax	revenue,	experienced	a	decline	
of	 19.8	 percent	 in	 its	 operating	 budget	
since	 its	most	 recent	 peak	 in	fiscal	 year	
2008-2009,	NCOT	data	shows.	
	 The	NCOT	ensures	it’s	spending	wisely	
and	taking	advantage	of	opportunities	that	
yield	 a	 larger	 return	 on	 investment	 with	
fewer	dollars	spent,	Friedman	said.	Much	
of	 its	 advertising	 now	 targets	 California,	
Nevada	and	other	neighboring	states.	
	 In	fiscal	year	2008-2009,	the	LVCVA’s	
operating	 budget	 was	 $214	 million	 and	
this	fiscal	year	(2011-2012),	it’s	$178	mil-
lion,	reflecting	a	30	percent	drop.	Further,	
Ralenkotter	 expects	 the	 next	 budget	 to	
be	 flat.	 Visitor-paid	 room	 tax	 on	 Clark	
County	 hotels	 and	motels	 funds	 80	 per-
cent	of	the	LVCVA’s	budget.	The	remain-
ing	20	percent	comes	from	the	operation	
of	the	Las	Vegas	Convention	Center	and	
the	Cashman	Center.		
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Continues on page 54	 “Like	 everyone	 else,	 we’ve	 had	 to	
make	budget	cuts	and	tough	business	de-
cisions,”	Ralenkotter	said.	“We	will	con-
tinue	to	be	fiscally	responsible	while	also	
aggressively	marketing	the	destination	to	
both	leisure	and	business	travelers.”	
	 Similarly,	the	RSCVA’s	2010-2011	op-
erating	 budget	 has	 decreased	 about	 28	
percent	since	fiscal	year	2008-2009,	with	
2011-2012’s	 budget	 expected	 to	 be	 flat.	
The	RSCVA’s	funding	comes	from	room	
taxes,	operation	of	RSCVA-owned	and/or	
operated	 properties	 (Reno-Sparks	 Con-
vention	 Center,	 Reno	 Livestock	 Events	
Center,	Reno	Events	Center	and	 the	Na-
tional	 Bowling	 Stadium),	 investment	 in-
come	and	marketing	revenue	(visitor	cen-
ters/services)	and	revenue	from	RSCVA-
owned	Wildcreek	Golf	Course.	
	 “The	 challenge	 is	 using	 those	 funds	
you	 have	 wisely	 and	 prioritizing	 your	
needs,”	Kelley	said.	“Our	job	is	to	get	the	
job	 done	 regardless	 of	 the	 resources	we	
have.”
	 Because	the	state	doesn’t	fund	the	three	
major	 tourism-promoting	 organizations,	
its	 budget	 deficit	 and	 cuts	 to	 industries,	
services	and	programs	likely	won’t	affect	
tourism	directly,	the	experts	said.
	 “The	 governor	 offered	 a	 budget	 that	
while	it	doesn’t	solve	all	of	our	problems,	
it	 significantly	 protects	 the	 burden	 on	
our	tourism	industry	and	on	visitors	that	
come	 into	 Las	Vegas,”	Aguero	 said.	 “If	
anything,	the	governor’s	budget	will	have	
a	tendency	to	help	tourism	overall.”
	 Other	 challenges	 are	 continuous,	
Friedman	 said.	 They	 include	 dialing	 in	
on	the	right	marketing	messages	to	attract	
the	 proper	 visitors	 and	 determining	 the	
best	media	 for	 those	messages.	Keeping	
up	with	the	latest	technological	develop-
ments	and	trends	is	another	one.

Travel Trends

	 More	Nevada	 visitors	 are	 researching	
travel	plans	and	using	travel	agencies	on-
line.	For	example,	last	summer	25	percent	
of	the	visitors	who	traveled	across	High-
way	50	as	a	result	of	NCOT’s	“Loneliest	
Road	 in	 America”	 campaign,	 re-ener-
gized	 from	 decades	 ago,	 had	 accessed	
information	from	NCOT’s	web	site.

	 “The	 Internet	 is	 a	 great	 technology	
for	revitalizing	old	campaign	strategies,”	
Friedman	said.
	 Online	advertising,	which	particularly	
lends	 itself	well	 to	 visually	 showing	 off	
Nevada’s	varied	places	and	landscapes,	is	
working.	Between	Dec.	1	and	Jan.	2,	a	33-
day	 period,	 727,000	 people	who	 viewed	
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6 states.
75 stores.
13,000 employee-owners.
And counting.
At WinCo, the employees own the
business. Together, they share in
WinCo’s success. As a result, each
employee-owner buys in to a culture of
teamwork that supports the bottom line.

Back Row: Tim Little, Linda Chandler, and Tina
Elliott. Middle Row: Lori Neves, Laura Spelatz,
Jonathan Collins, Jorje Millan, and Nicole Frane;
Front Row: Junior Hernandez and Tammie Romero.
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Holland & Hart is proud to serve clients such as WinCo Foods because
our attorneys, like WinCo’s employees, share in a culture of partnership,
teamwork, and community success.

Holland & Hart is the largest law firm based in the Mountain West with more
than 400 attorneys in 15 offices across seven states and Washington, D.C.
Visit www.hollandhart.com to learn more about Holland & Hart.

Contact: Greg Gilbert, gsgilbert@hollandhart.com, 702-669-4620
3800 Howard Hughes Pkwy, 10th Floor, Las Vegas, NV 89169

Tim Lukas, tlukas@hollandhart.com, 775-327-3000
5441 Kietzke Lane, Second Floor, Reno, NV 89511
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Berna Rhodes-Ford:	 I	 was	 an	 in-house	
attorney	 at	 a	 corporation	 and	 having	
come	 from	 a	 law	 firm	 you	 always	want	
to	 see	 some	 diversity	 in	 the	 people	 that	
you	work	with.	Whenever	I	would	hire	a	
minority	law	firm	as	my	general	counsel,	
he	 would	 say,	 “Let’s	 make	 sure	 they’re	
qualified”.	I	never	got	that	from	a	major-
ity	firm.	So,	in	order	for	me	to	excel	at	my	
company	I	had	to	give	the	business	to	the	
majority	 firms,	 because	 when	 I	 brought	
a	minority	firm,	 if	 they	messed	up,	even	
though	all	the	firms	mess	up,	I’m	on	the	
hook	because	I	selected	a	minority	firm,	
even	 though	 they	were	 just	 as	 qualified.	
Everybody	messes	up,	but	some	mistakes	
get	overlooked	and	some	don’t.	
James Lopez:	 A	 lot	 of	 people	 are	 talk-
ing	 about	 the	manifestation	 of	 discrimi-
nation.	 Discrimination	 is	 out	 there,	 and	
we’re	dealing	with	it	by	being	very	care-
ful	 when	 we	 hire	 or	 work	 with	 another	
minority	company.
Vivian Wright-Bolton:	I	always	push	my	
AV	techs	that	are	females	into	job	situa-
tions,	and	I	always	get	that	second	glance.	
My	women	work	 twice	 as	 hard	 and	 de-
liver	twice	the	performance	as	their	male	
counterparts	do.	So	that’s	the	sexism.	We	
deal	with	that	on	a	daily	basis,	especially	
in	 the	 AV	world.	 It’s	 an	 old	 boys’	 club,	
mostly	White	and	there	are	very	few	mi-
norities	that	participate.	

Is the level of 
discrimination the 
same or worse as it 
was ten years ago?
				
Joe Hernandez:	It’s	better	because	of	the	
understanding	 of	 cultures,	 the	 country’s	
diversity,	and	the	media.	However,	I	don’t	
know	that	people	are	really	aware	that	they	
feel	uncomfortable	around	minorities	be-
cause	of	 their	misconceptions.	When	you	
understand	other	people’s	cultures,	you	re-
alize	that	the	only	difference	between	any	
of	us	is	just	the	color	of	our	skin	and	if	you	
cut	us	open,	we’re	all	the	same	inside.	We	
have	the	same	kinds	of	goals.	We	want	to	
be	successful,	provide	for	our	families,	and	

inority-owned	 businesses	
in	Nevada	face	a	number	
of	unique	challenges.		Re-
cently,	 executives	 from	
minority-owned	 busi-

nesses	 met	 at	 the	 Las	 Vegas	 offices	 of	
Holland	&	Hart	to	discuss	these	challeng-
es	and	whether	or	not	being	a	minority-
owned	business	 today	presents	 the	same	
hurdles	it	may	have	in	the	past.
	 Connie	Brennan,	publisher	of	Nevada 
Business Magazine,	served	as	moderator	
for	the	event.	These	monthly	meetings	are	
designed	to	bring	leaders	together	to	dis-
cuss	 issues	 pertinent	 to	 their	 industries.	
Following	 is	 a	 condensed	version	 of	 the	
roundtable	discussion.

Is discrimination an 
issue for Minority-
Owned Businesses?
Bonnie Chu:	 I	 feel	discrimination	 is	 re-
versed.	 Everybody	 gets	 their	 hair	 and	
nails	 done,	 but	 I	 can’t	 get	 the	 Asian-
Americans	 or	 African-Americans	 to	
come	to	my	salons	because	it’s	conceptu-
al	Euphoria.	Therefore,	we	don’t	do	Asian	
nails,	even	though	we	have	350	stylists.	I	
feel	that	kind	of	discrimination	within	the	
minority	group.	

Shaundell Newsome:	 It	 is	very	difficult	
for	me	to	get	a	contract	with	an	African	
American	person	 in	a	seat	of	power.	 It’s	
actually	 easier	 for	 me	 to	 get	 a	 contract	
from	a	White	or	Hispanic	than	it	is	from	
our	 people.	 Some	 of	 us	 have	 a	 different	
type	of	confidence	about	who	we	are.	Be-
ing	proud	means	being	proud	of	your	her-
itage	and	where	you	came	from.	There’s	a	
big	difference	between	pride	and	power.	
We’re	not	saying	we	want	power,	we	want	
the	same	opportunities.	If	I	stepped	on	the	
football	field,	 the	 rules	are	all	 the	same.	
This	is	out	of	bounds,	this	is	a	penalty.	If	
that	was	the	same	way	in	business,	there	
would	be	a	lot	more	people	reaching	high-
er	numbers.	
Ernest Fountain:	 I	 don’t	 have	 a	 prob-
lem	with	 racism	because	our	capitalistic	
system	breeds	racism.	Everything	in	our	
system	 is	 based	 on	 competition.	 White	
America	 is	 competing	 on	 a	 daily	 basis	
to	 maintain	 power	 in	 the	 system.	 They	
don’t	call	all	of	us	at	the	table	and	share	
their	strategy.	It’s	a	free	enterprise	system	
based	on	competition,	not	on	equality.	
Chu:	 There’s	 a	 difference	 between	 pre-
conception	 and	 discrimination.	 I	 don’t	
discriminate	 because	 you	 are	 Hispanic	
or	because	you’re	African	American	and	
I	don’t	think	people	discriminate	against	
me	because	I’m	Asian.

M
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make	sure	that	we	are	accepted.	We	want	
to	be	the	type	of	person	that	gives	some-
thing	back,	not	just	a	taker.
Fountain:	 Discrimination	 is	 just	 more	
sophisticated	than	it	was	in	the	old	days.	
When	 my	 father	 was	 a	 young	 man,	 he	
would	go	 into	a	bank	 looking	for	a	 loan	
and	 they	would	 tell	him,	“William,	why	
would	you	come	down	here	embarrassing	
yourself.	You	know	we	don’t	make	loans	
to	Negroes.”	So	 it’s	now	against	 the	 law	
to	decline	a	person	for	a	loan	or	employ-
ment	 because	 of	 race,	 creed,	 color,	 sex.	
Now,	 it’s	 done	 differently.	 If	Mr.	 Lopez	
was	looking	for	a	job	they	would	tell	him	
“Thank	you	very	much	for	coming	in.	I’m	
going	to	give	your	application	full	consid-
eration.”	 Because	 of	 their	 preconceived	
notions	about	Mexicans	they	say	to	them-
selves,	“This	is	a	$160,000	job;	I	am	not	
going	 to	give	 it	 to	him.”	They	don’t	 say	
that	to	him	though.	
Lopez:	 I	 don’t	 think	 it’s	 the	 discrimina-
tion	of	 the	 60’s	 that	we’re	 talking	 about	
here	where	people	beat	you	over	the	head	
and	said,	“You’re	not	white,	so	we’re	not	
going	to	give	you	any	work.”	It’s	the	dis-
crimination	of	the	90’s	and	the	new	mil-
lennium	where	they	just	don’t	say	that	and	
they	just	do	the	action.

What programs 
are there to combat 
discrimination?
Rhodes-Ford:	 There	 are	 companies	 that	
have	 specific	 criteria.	 About	 15	 to	 20	
years	 ago	 they	 would	 outsource	 legal	
services	and	ask	for	minorities	to	get	the	
work.	The	firms	would	put	my	name	on	it,	
but	I	wouldn’t	get	the	experience.	I	wasn’t	
going	to	advance	as	a	legal	professional	or	
become	a	partner	without	the	experience.	
So	now	they	ask	to	see	a	minority	work-
ing	 actively	 on	 the	 case	 and	 whenever	
possible	 taking	a	 lead	 role.	 It’s	not	until	
the	 companies	 start	 demanding	 minor-
ity	representation	that	they	get	it.	From	a	
legal	perspective,	that’s	access	to	capital.	
I	know	a	 lot	of	companies	now	have	di-
versity	initiatives.	It’s	more	than	just	com-

embrace	 diversity.”	A	 lot	 of	 times	 those	
initiatives	are	just	for	the	feel	good	of	the	
corporate	 level	people,	not	 really	for	 the	
external	use.
Fountain:	The	nature	of	capitalism	itself	
tells	me	that	diversity	is	just	a	strategy,	to	
make	us	think	that	if	I	follow	this	protocol	
I	 can	 get	 opportunities.	 I	 can	 guarantee	
most	of	us	don’t	get	opportunities	through	
the	diversity	process.	That’s	the	problem	
I’ve	 got.	 It’s	 based	 on	 competitive	 strat-
egy.	What	we	can	do	is	create	more	mi-
nority	 banks	 and	 do	 the	 same	 things	 as	
banks	do	for	White	people.
Wright-Bolton:	 I	 am	 a	 trifecta	 minor-
ity.	 I	am	a	woman,	Latina,	 I’m	also	gay.	
I’ve	 learned	 that	 the	 gay	 politics	 aren’t	
for	equality.	So	we	do	it	with	our	money.	
We	 spend	 our	 gay	 dollars	 in	 companies	
that	 endorse	 our	 equality	 measures	 and	
so	forth.	That	has	to	come.	Those	initia-
tives	have	to	come	from	our	communities.	
Those	 are	 the	 lessons	 learned	 from	 that	
type	of	history.

Why do minority-
owned companies 
not support other 
minority-owned 
companies? 
		
Fountain:	 The	 Commerce	 Department	
reported	that	in	2007	there	were	1.6	mil-
lion	Asian	businesses	that	generated	$543	
billion	 in	 total	 revenue,	2.3	million	His-
panic	businesses	that	generated	$343	bil-
lion,	 and	 1.9	 million	 African	 American	

plaining	about	 the	 fact	 that	we	don’t	get	
it.	We	have	to	do	our	part	and	do	what	we	
have	to	do	to	get	the	business.	
Hernandez:	 I	 agree.	 Because	 when	 we	
started	 working	 with	MGM	 it	 was	 as	 a	
subcontractor.	 I	 said,	 “We	don’t	want	 to	
be	a	 token	minority	 that	you	 just	pay	 to	
say	we’re	part	of	this	process.”	Eventual-
ly,	because	of	our	tenacity	to	really	learn	
and	grow	 the	business,	we	got	 a	 reputa-
tion	as	being	one	of	the	suppliers	for	this	
particular	 type	 of	 administration.	When	
it	 comes	 to	 diversity,	 companies	 have	
beautiful	 internal	 diversity.	 They	 hire	
diverse	people,	have	diversity	fairs,	train-
ing	courses,	but	they	don’t	externalize	it.	
They	don’t	say	“let’s	take	these	tents	of	di-
versity	and	utilize	them	by	hiring	minori-
ties	to	do	external	work	because	we	truly	

http://www.mdlgroup.com
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businesses	that	generated	$135	billion	in	
total	revenue,	even	though	Black	consum-
ers	spent	$900	billion.	That	substantiates	
that	 we	 are	 deliberately	 not	 doing	 busi-
ness	with	one	another.	
Lopez:	 It’s	 so	 systematic	 that	 it’s	 how	
we’re	 responding	 to	 discrimination.	 It’s	
the	 same	 idea	 as	 socialization.	 It’s	 not	
because	we	 don’t	 think	 they	 can	 do	 the	
work,	 it’s	because	we’re	 taught	 that	 they	
can’t	do	the	work.	If	you’re	a	minority	and	
you	mess	up	a	 job,	you’ve	given	a	black	
eye	to	the	whole	community.	

How do we level
the field?
Rhodes-Ford:	We	have	to	create	network-
ing	groups	and	refer	businesses.		We’ll	get	
to	 know	 each	 other	 and	 over	 time	we’ll	
trust	each	other’s	work.	We	have	to	take	
it	upon	ourselves	to	have	deeper	relation-
ships	with	people,	that’s	one	solution.
Chu:	Discrimination	or	reverse	discrimi-

nation	is	always	going	to	be	there.	That’s	
a	fact	of	life.	Sometimes	I	do	it	unknow-
ingly,	but	when	I	first	see	you,	I	wouldn’t	
think	you’re	Hispanic	or	you’re	gay.	The	
first	 thing	we	need	 to	do	 is	 remove	our-

selves	 from	 the	 thought	 that	we	 are	mi-
nority	 and	 make	 ourselves	 mainstream,	
just	like	Caucasians.	Why	am	I	different	
from	a	Caucasian?	If	we	remove	ourselves	
from	that,	maybe	we’ll	make	a	difference.	
Newsome:	A	 lot	 of	 us	 have.	 I	 can	walk	
into	 a	 country	 club	 and	 play	 golf	 and	
drink	wine	with	the	best	of	them.	I	don’t	
think	 it’s	 us	 that	 we’re	 really	 talking	
about.	We’re	 talking	 about	 those	 people	
that	can’t	do	that.
Chu:	 So	what	 if	 they’re	 not	 going	 to	 do	
business	 with	 us,	 we’re	 just	 going	 to	 go	
where	 people	 understand.	 When	 I	 first	
came	to	this	country,	my	parents	said	“Be-
cause	you	are	a	foreigner,	you	need	to	work	
twice	as	hard	 to	be	 recognized.	 If	 some-
body	 takes	 an	 hour	 to	 read	 a	 book,	 you	
have	to	take	two	hours.”	We	need	to	look	
more	 inward.	 It’s	 a	 different	 approach.	
That’s	how	my	culture	would	teach	me.
Hernandez:	 I	know	we	all	have	to	work	
harder.	 I’ve	 been	 in	 several	 social	 situ-
ations	 with	 my	 business	 partner	 and	
when	 we	 look	 around	 the	 room	 people	
are	looking	at	us	because	we’re	the	only	
two	people	of	color.	When	I	walk	into	a	
room	of	people,	I’m	not	Hispanic	he’s	not	
Black	and	she’s	not	gay,	everybody	is	just	
everybody.	We’re	 in	 that	 position,	we’ve	
accepted	that,	but	you	can	work	as	hard	as	
you	want,	and	assimilate	yourself	into	the	
culture,	but	 it	doesn’t	matter,	you’re	 still	
the	minority.	It’s	not	us	that	feel	that	way;	
it’s	the	people	that	are	not	minorities.
Wright-Bolton:	 Confidence	 also	 matters.	
When	 you	 come	 into	 a	 room	 and	 you’re	
very	matter-of-fact	and	say	this	is	a	non-is-
sue	for	me	everybody	will	say	“just	follow	
their	lead,”	and	they	accept	it	as	a	norm	af-
ter	a	while.	When	you	are	coming	in	a	room	
initially	you	know	that	you	have	to	come	in	
very	poised	and	very	confident	with	your	
pitch	and	just	overcome	it,	whatever	 it	 is.	
It’s	there.	It’s	always	the	big	elephant	in	the	
room.	We	have	all	worked	twice	as	hard	to	
get	half	the	respect	and	half	the	credibility	
of	our	Anglo	counterparts.	It	is	about	that	
confidence,	about	how	you	use	your	pres-
ence	in	the	room	and	how	you	carry	your	
business.	I	think	we	have	to	have	the	initia-
tives	that	aren’t	just	the	diversions.

Industry Focus | Minority-Owned Businesses
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Will we ever get to 
the point where we 
don’t see color 
anymore?
	
Fountain:	I	don’t	think	we’re	going	to	get	to	
that	point,	period.	I	believe	in	the	Book	of	Rev-
elation.	It	doesn’t	say	anything	in	there	about	
everyone	loving	one	another	and	holding	hands	
before	Jesus	returns.		Nobody	can	convince	me	
that	it’s	going	to	happen,	especially	because	of	
the	nature	of	our	competitive	system.	
Chu:	 I	 think	there’s	a	 trend,	 though,	which	
is	very	encouraging.	If	you	look	at	the	inter-
racial	marriages	they	don’t	see	it.
Fountain:	When	I	was	going	to	school	here	
in	Las	Vegas,	I	did	not	see	discrimination.	I	
had	White	and	Hispanic	friends	who	I	hung	
out	with.	Then	when	we	got	about	19	years	
old	 it	 all	 changed.	Everyone	 assumes	 their	
rightful	place	in	the	infrastructure	or	power	
in	the	system.
Rhodes-Ford:	The	interracial	marriages	and	
the	cultures	are	blending	a	lot	more	now.	The	
west	coast	is	very	different.	My	kids	really	
do	not	see	race.	When	we	mention	issues	of	
race,	our	kids	go,	“Mom,	dad,	what	are	you	
talking	about?”	They	don’t	get	it.			
Newsome:	 One	 simple	 thing	 my	 mother	
taught	us	was	to	understand	each	culture	and	
this	is	why	some	of	us	don’t	see	it.	The	more	
cultures	I	understand,	the	better	off	I	am.	My	
daughter	 didn’t	 think	 about	 race	 until	 she	
was	at	school	and	said	she	wanted	to	cele-
brate	Madam	CJ	Walker.	They	told	her	she	
wasn’t	 diverse	 enough.	 That’s	when	 you’re	
reminded	of	color.	
Wright-Bolton:	 I	have	four	children	as	well	
and	they	don’t	see	discrimination	the	way	we	
see	it.	My	two	oldest	consider	themselves	La-
tino,	they	consider	themselves	Cuban-Ameri-
can,	and	obviously,	they’re	very	patriotic.	
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NV Energy Grants 
$250,000 to UNR’s 
College of Engineering
The	 University	 of	 Nevada,	 Reno	
(UNR)	 College	 of	 Engineering	 has	
received	a	gift	of	$250,000	from	NV	
Energy	 to	 support	 its	 renewable	 en-
ergy	program		The	gift	is	the	first	of	
two	 in	 support	 of	 the	 program	 over	
the	 next	 two	 years,	 which	 will	 total	
$500,000.		In	total,	NV	Energy	has	do-

nated	 $1.25	 million	 for	 the	 University’s	
renewable	energy	program.		UNR	plans	to	

use	 $50,000	 on	 workforce	 development	 ef-
forts,	 the	 development	 of	 new	 online	 courses	

and	support	for	the	Renewable	Energy	Center.		The	
remaining	$200,000	will	be	used	to	create	a	new	fac-

ulty	position	for	researching	renewable	energy	and	devel-
oping	new	applications	for	the	power	grid.

Public Utilities 
Commission Celebrates 
100 Years
The	Public	Utilities	Commission	of	Nevada	
(PUCN)	 has	 now	 been	 regulating	 utilities	
in	Nevada	 for	 100	 years.	 	 The	PUCN	has	
played	a	role	in	everything	from	regulating	
railroads	 during	 the	 Commission’s	 begin-
nings	 in	 1911	 to	 overseeing	 Nevada’s	 set	
aside	program	during	 the	gas	shortages	of	
the	 70’s	 and	 now	 through	 the	 approval	 of	
the	State’s	new	One	Nevada	Transmission	
Line	and	implementation	of	Advanced	Ser-
vice	 Delivery	 (smart	 meters).	 	 The	 Com-
mission	 regulates	 77	 utilities	 that	 include	
natural	 gas,	 electric,	 telecommunications,	
water	and	wastewater,	railroads	and	renew-
able	energy.

Largest Photovoltaic Solar Power Installation
Dedicated in Boulder City
Governor	Brian	Sandoval,	along	with	Boulder	City	Mayor	Roger	Tobler,	recently	at-
tended	the	dedication	of	Copper	Mountain	Solar.	Construction	of	the	facility	began	
in	January	of	last	year.		The	380-acre	desert	site	has		nearly	775,000	thin-film	photo-
voltaic	solar	panels,	making	it	the	largest	such	site	in	the	U.S.		The	facility	is	currently	
generating	enough	emission-free	electricity	to	power	14,000	average	homes.

Around The State

Northern Nevada Organizations
Plan to Merge
The	Reno-Sparks	Chamber	of	Commerce	(RSCC),	the	Northern	Nevada	
Chamber	of	Commerce	(NNCC)	and	the	Economic	Development	Authority	
of	Western	Nevada	(EDAWN)	has	announced	an	agreement	to	pursue	
combining	the	three	business	organizations.		The	final	outcome	would	create	a	
cohesive,	streamlined	organization	that	serves	businesses	in	Northern	Nevada.		
Currently,	each	organization	is	talking	to	its	members	as	well	as	community	
business	and	civic	leaders	to	identify	programs	and	events	that	are	most	
important	to	help	determine	the	best	course	of	action.		A	temporary	transition	
committee	has	been	organized	to	help	facilitate	the	process.
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M. Donald Kowitz
President & CEO

Saint Mary’s Health Plans
Reno

Number of Employees: 225
Years in Nevada: 18
Years with Company: 14

How did you get into your profession? 
After graduating from Michigan State, I joined 
Arthur Andersen as a CPA, performing audits 
in Detroit and Madrid, Spain.  Among my 
clients was a forerunner in managed care, 
Independence Health Plan.  Eventually, 
Independence offered me a CFO position, 
which I accepted.

What business advice would you give 
someone just starting in your industry?
For anyone starting a career in the field of 
insurance - or any industry - establishing a 
clear and reasoned set of ethics and values 
will facilitate decision making.  You will be 
tested in many ways, and a strong personal 
code will help you maintain your integrity.

What is the biggest challenge your industry 
is facing?
Cost pressures. There are many 
misperceptions about health care costs.  
Helping members and employers understand 
pricing is a real challenge.

What is the best perk of your career?
My staff. They’re energetic, motivated and 
dedicated.  They’re also fun.  It’s enjoyable to 
go to the office every day.

What do you wish you would have learned 
at the beginning of your career?
That people solve problems in many 
different ways. 

What was the toughest lesson you’ve 
learned in your career?
The value of patience and perseverance.  
Sometimes the effort you expend doesn’t 
create the outcome you expect, so you 
must keep trying.

What is a little known fact about yourself?
I sang with the chorus of the Detroit 
Symphony Orchestra under the direction of 
world-famous conductors.  I also owned a 
chain of tuxedo rental stores.

If you were President, what problem or 
concern would you address first?
Unemployment.  I don’t have any silver 
bullet, but encouraging small business 
growth and improving their access to credit 
is important. 

Face To Face | Reno
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Ask The Expert | Working with Alternative Energy

t	seems	as	though	everywhere	you	turn	these	days,	people	are	
talking	about	green	energy	and	going	green.		Given	the	alarm-
ing	figures	being	cited	on	an	increasingly	regular	basis	regard-
ing	the	rapid	depletion	of	the	world’s	identifiable	fossil	based	
fuel	sources,	coupled	with	mounting	evidence	that	alternative	

methods	of	energy	generation	are	indeed	better	for	our	global	envi-
ronment,	the	popularity	of	this	trend	is	certainly	understandable.		But	
what	does	it	mean	for	you	as	a	business	owner	here	in	Nevada?		Are	
there	 identifiable	 opportunities	 for	Nevada	businesses	 generally	 to	
work	with	this	seemingly	new	breed	of	local	business?	
	 First,	it	might	be	helpful	to	start	with	a	general	overview	of	what	
exactly	constitutes	green	energy,	or	clean	energy,	as	it	is	also	known.		
Typically	 speaking,	 these	 terms	 refer	 to	 energy	 that	 is	 generated	
through	renewable	sources	such	as	solar,	wind	and	biomass	(which	is	
an	energy	source	comprised	of	materials	from	living	or	recently	liv-
ing	organisms,	such	as	wood,	waste,	(hydrogen)	gas	and	alcohol	fuels),	
just	to	name	a	few.		Therefore,	green	energy	companies	would	be	in	
the	business	of	generating,	transmitting,	or	otherwise	working	to	sup-
ply	clean	energy	to	end	users.		The	matrix	of	identifiable	green	energy	
companies	can	be	extremely	broad,	as	there	are	many	elements	to	the	
production,	transmission	and	supply	of	clean	energy.	
	 Some	examples	of	goods	and	business	services	that	a	new	start-up	
green	energy	company	might	need	are:
•	 Day-to-day	business	operational	services	such	as	digital	printing	

and	copy	services,	packing	and	shipping	services,	warehousing,	
leasing	and	property	management,	and	vehicle	services.

•	 Professional	services	such	as	legal,	accounting	and	insurance.
•	 Technology	services	 such	as	computer	hardware	and	software,	

office	phones,	cell	phones	and	PDAs,	website	development	and	
maintenance,	and	IT	consulting	generally.

•	 Sales	and	marketing	services	such	as	preparation	of	marketing	
and	advertising	materials,	public	relations,	event	or	trade	show	
participation	assistance	and	travel	service	assistance.

•	 Wage	and	benefit	services	such	as	assistance	with	payroll	prepara-
tion,	benefits	and	workers	compensation.

	 As	with	any	emerging	industry,	the	key	to	developing	a	success-
ful	business	is	through	educating	the	potential	customer	base.		Often	
times,	start-up	companies	can	initially	be	rather	small	in	scale,	so	it	

might	 be	worthwhile	 to	 consider	 offering	 significant	 discounts	 on	
the	services	being	provided	at	first,	with	a	sliding	scale	for	increases	
once	certain	benchmarks	are	met.		Another	creative	way	to	align	your	
business	with	an	emerging	clean	energy	company	would	be	to	spon-
sor	a	marketing	event	designed	to	educate	the	public	about	the	clean	
energy	goods	and/or	services	that	the	new	company	would	be	provid-
ing.		This	sponsorship	could	be	as	simple	as	agreeing	to	host	an	open-
house	in	your	businesses	location	or	perhaps	donating	your	compa-
nies’	primary	goods	and/or	services	in	connection	with	the	event.	
	 There	 is	 certainly	 an	 economic	 incentive	 for	 existing	 Nevada	
businesses	to	explore	ways	to	creatively	align	themselves	with	these	
green	energy	companies.		According	to	the	Congressional	Research	
Service,	“Energy	Provisions	in	the	American	Recovery	and	Reinvest-
ment	Act	of	2009	(P.L.	111-5),”	over	$40	billion	of	the	$787	billion	
recovery	plan	is	allocated	for	clean	energy.		Additionally,	new	and	
modified	clean	energy	tax	incentives	under	the	Act	are	estimated	at	
$20	billion	plus.		
	 What	might	be	most	interesting	for	local	businesses	to	learn,	if	
they	haven’t	already,	is	that	Nevada	has	been	ahead	of	the	curve	in	this	
national	trend	focusing	on	clean	energy	development.			Existing	local	
businesses	such	as	American	Patriot	Solar	Community	and	Bom-
bard	Renewable	Energy	(a	division	of	Bombard	Electric,	which	was	
founded	here	in	Nevada	back	in	1982),	have	a	proven	track	record	of	
working	with	local	businesses	within	the	community.		Additionally,	
the	development	of	the	Nevada	Solar	One	project	in	Boulder	City	by	
Acciona	Solar	Power,	which	went	online	in	June	2007,	brought	with	
it	the	creation	of	over	800	construction	jobs	during	building	and	ap-
proximately	30	permanent	operation	jobs.
	 With	the	continued	anticipated	influx	of	both	national	and	interna-
tional	alternative	energy	players	to	the	Nevada	business	scene,	as	well	
as	the	continued	creation	of	home	grown	Nevada	clean	energy	busi-
nesses,	existing	local	businesses	may	be	able	to	revive	their	balance	
sheets	by	providing	complimentary	services	to	these	organizations	and	
their	representatives.		In	order	for	local	business	owners	to	best	posi-
tion	their	companies	to	provide	these	necessary	ancillary	goods	and	
services,	the	first	step	will	be	taking	the	initiative	to	establish	a	work-
ing	relationship	with	these	green	energy	companies	and	learning	more	
about	what	they	do	-	and	how	local	businesses	can	help.

Cashing in on Nevada’s Green Revolution:

I
Doing business with alternative energy companies

Jennifer Hilsabeck
Of Counsel

Lewis & Roca, LLP

http://www.NevadaBusiness.com
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Profit & Loss | Tracking Change

o	plan	and	be	able	to	seize	opportunities	in	the	future	
requires	an	ability	to	predict	what	that	future	will	be.		
The	newest	tool	for	considering	the	future	of	the	state’s	
economy	is	the	result	of	a	collaborative	public-private	
effort	by	the	Office	of	the	Secretary	of	State	and	Ap-

plied	Analysis.		Statistics	that	show	the	number	of	filings	of	new	
entities,	and	total	filings	of	lists	with	my	office	are	now	demonstrat-
ing	a	newly	found	value	as	leading	and	lagging	economic	indicators	
for	Nevada.			These	indicators	were	identified	through	an	analysis	
of	information	that	has	existed	for	some	time,	but	has	only	recently	
been	compiled	in	a	user-friendly,	analyzable	format.
	 With	nearly	300,000	corporate	entities	on	file,	it’s	my	belief	that	
the	massive	amount	of	corporate	filings	data	stored	in	my	office	is	
an	information	resource	that	can	be	put	to	work	for	the	state.			In	
discussing	the	potential	for	using	that	data	with	Jeremy	Aguero	of	
Applied	Analysis,	we	came	upon	the	idea	of	publishing	a	Quarterly	
Economic	and	Business	Activity	Report	 (which	 is	now	available	
online	at	www.nvsos.gov).		In	the	course	of	analyzing	the	data	from	
my	office,	the	experts	at	Applied	Analysis	realized	that	there	are	
significant	and	statistically	credible	leading	and	lagging	economic	
indicators.		Those	indicators	are	the	kind	of	tools	that	economists	
and	the	business	community	can	use	to	forecast	and	plan	for	the	
future.		They	are	not	the	final	word	on	the	economic	future,	but	like	
any	indicators,	they	are	a	valuable	part	of	a	larger	universe	of	infor-
mation	to	be	considered	when	forecasting	the	economic	climate.		
	 In	fact,	 these	new	indicators	may	prove	to	be	among	Nevada’s	
most	reliable	economic	indicators.		New	filings	in	the	Secretary	of	
State’s	office	have	been	identified	by	Applied	Analysis	as	a	“leading	
indicator.”		The	term	“leading”	in	this	case	denotes	a	measurable	
economic	trend	that	occurs	prior	to	the	rest	of	the	economy	exhibit-
ing	that	trend.		A	dramatic	decline	in	new	filings	that	began	in	mid-
2005,	presaged	the	economic	downturn.		It’s	with	20/20	hindsight	
that	we	can	now	see	that	downward	trend.		With	continued	analysis,	
we	can	use	that	hindsight	to	validate	what	the	trending	numbers	tell	
us.		The	message	from	the	current	data	is	that	there’s	a	good	chance	
that	Nevada’s	economy	is	slowly	rebounding.		The	number	of	new	
business	filings	in	the	first	quarter	of	2010	showed	positive	growth	
for	the	first	time	since	2006.
	 The	Total	List	Filings	from	have	been	identified	as	a	“lagging	in-
dicator,”	following	rather	than	leading	the	trend	of	the	general	econ-
omy.		They	play	an	important	role,	providing	information	on	how	
Nevada’s	base	economy	is	performing.	When	annual	filings	decline,	

that	tends	to	indicate	the	base	economy	is	shrinking;	in	turn,	when	
they	remain	steady	or	increase,	the	base	economy	is	stable	or	ex-
panding		Current	trends	point	to	increased	stabilization,	particularly	
compared	to	2009	and	2010.		
	 The	value	of	the	information	and	analysis	in	the	Quarterly	Eco-
nomic	and	Business	Activity	Report	notwithstanding,	there	is	an-
other,	broader	benefit	to	be	considered.		The	application	of	tech-
nology	to	manage	the	data	within	my	office	reflects	a	commitment	
my	staff	and	I	have	made	to	expand	the	ability	of	the	Secretary	of	
State’s	office	 to	serve	Nevadans,	particularly	 the	business	com-
munity.		When	we	considered	the	resources	available,	and	the	re-
lationships	that	existed	through	the	various	responsibilities	of	the	
Secretary	of	State,	we	came	to	the	conclusion	that	the	Secretary	of	
State’s	office	can	be	a	positive	force	in	the	economic	development	
community	in	Nevada	by	acting	as	a	facilitator,	coordinator	and	
originator	of	ideas.
	 The	ability	to	take	on	this	role,	and	do	so	effectively,	is	rooted	in	
embracing	the	latest	technology	available.		The	best	example	is	the	
development	of	the	Nevada	Business	Portal,	which	will	ultimately	
allow	“one-stop	shopping”	transactions	between	businesses	and	all	
levels	of	government	from	state	agencies	down	to	municipalities.		
The	Portal,	which	will	launch	its	first	phase	this	summer,	will	em-
ploy	 service-oriented	architecture	with	a	 single,	web-based	point	
of	entry	for	business	to	government	transactions.		This	“business-
centric”	model	will	be	the	most	advanced	of	its	kind	in	the	entire	
nation,	and	will	not	only	make	doing	business	in	Nevada	easier	and	
more	efficient,	but	will	also	send	a	clear	message	to	potential	new	
businesses	that	Nevada	is	business-friendly	in	a	proactive	way.		Sim-
ilarly,	 our	website	 for	 economic	 development	 information	 brings	
together	economic	development	stakeholders	from	throughout	the	
state	to	provide	specific	local,	regional,	and	state	information	that	is	
pertinent	to	new	and	relocating	businesses.
	 I	believe	we	are	using	our	technology	resources	to	create	an	envi-
ronment	in	which	we	can	transcend	the	traditional	obstacles	in	busi-
ness	to	government	relationships,	and	which	can	ultimately	break	
down	the	specious	dichotomy	of	government	versus	business.		It’s	
the	public	and	private	sector	that,	together,	built	this	country	and	this	
state,	and	it’s	the	two	together	that	will	demonstrate	the	resiliency	
necessary	to	see	Nevada	not	just	through	the	economic	downturn,	
but	into	a	future	of	prosperity.

New Data Shows
Signs of Recovery
Tracking Business Filings
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By Ross Miller, Secretary of State
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Power of Attorney | Policies

rafting	and	implementing	a	social	media	policy	should	
be	a	“to	do”	priority	for	any	modern	business	seeking	to	
protect	its	sensitive	information	and	minimize	risk	and	
liability.
	 	 	 	Today’s	reality	is	anyone	in	your	company	can	be	

an	instant	global	publisher.	Consider	the	numbers;	Facebook	is	the	
world’s	third	largest	“community”	by	population	with	over	400	mil-
lion	users.	Twitter,	and	the	like,	creates	a	vastly	larger	web	of	global	
interconnectivity.		Privacy	and	security	settings	vary	so	significantly	
that	for	all	practical	purposes	any	information	posted	through	social	
media	has	no	guarantee	of	privacy.
	 Disparaging	 and	 derogatory	 comments	 about	 co-workers	 can	
give	rise	to	discrimination,	harassment,	hostile	work	environment	
and	retaliation	claims.		Fraternizing	between	supervisors	and	em-
ployees	on	social	media	sites	can	create	similar	problems	where	the	
supervisor	“friends”	some	employees	but	not	others.		Text	messag-
ing	unwanted	sexual	advances	 to	co-workers	has	become	such	a	
problem	in	recent	years	that	a	new	phrase	“textual	harassment”	has	
been	coined	to	describe	it.		Ranting	about	one’s	“bad	day	at	work”	or	
railing	against	a	particular	supervisor	or	company	policy	can	create	
a	myriad	of	public	relations	headaches	and	negative	media	attention.		
Off-hand	comments	about	research,	development	or	 the	status	of	
projects,	deals	or	business	relationships	can	result	in	compromised	
trade	secrets,	damaged	relationships	and	loss	of	competitive	advan-
tage.		Whether	malicious	or	simply	careless,	posting	sensitive	infor-
mation	can	be	costly.
	 Using	social	media	to	screen	prospective	employees	or	monitor	
current	employee	activity	can	also	subject	an	employer	to	liability.	
Federal	law	protects	employees	from	discrimination	on	the	basis	of	
sex,	race,	disability,	marital	status,	religion	and	national	origin	and	
all	of	those	traits	are	often	posted	in	the	“profile”	section	on	most	
social	media	 sites.	 	Accessing	an	employee’s	password	protected	
social	media	sites	may	violate	federal	and	state	wiretapping	and	pri-
vacy	laws	or	the	Stored	Communications	Act.		Carefully	document-
ing	the	non-discriminatory	basis	for	employment	related	decision	
making	is	particularly	important	when	any	employer	relies,	in	part,	
on	social	media	profiles	for	information.
	 Similarly,	employers	may	not	interfere	with,	restrain	or	coerce	
workers’	organizing	efforts	under	the	National	Labor	Relations	Act	
(NLRA).	 	Monitoring,	 tracking	 and	documenting	 on	 or	 off-duty	

conduct	that	meets	the	fairly	broad	definition	of	“protected	activity”	
under	the	NLRA	can	result	in	federal	investigations,	fines	and	litiga-
tion.		Monitoring	or	investigating	employee	blogs	or	social	network-
ing	sites	discussing	salary,	benefits,	union	representation	or	other	
terms	and	conditions	of	employment	is	not	prohibited,	but	using	that	
information	to	influence	an	employee’s	decision	on	those	issues	may	
violate	the	NLRA.	Employers	must	be	particularly	cautious	in	these	
tricky	areas.
	 Employers	should	reasonably	expect	that	the	scope	of	these	prob-
lems	and	the	law	governing	these	issues	will	continue	to	evolve	in	
the	coming	years.		However,	to	manage	and	mitigate	these	risks	in	
the	meantime,	employers	should	create	a	detailed	social	media	pol-
icy	and	conduct	regular	training	to	ensure	that	policy	is	understood	
and	properly	implemented	at	all	levels.			The	following	are	some	
suggestions	for	the	basic	framework	of	a	social	media	policy.
•	 Advise	all	employees	that	social	media	activities	are	subject	to	

all	company	policies,	including	those	designed	to	protect	com-
pany	information	and	prevent	discrimination	and	harassment.

•	 Prohibit	 employees	 from	 using	 the	 company	 name,	 logo	 and	
trademarks	or	making	any	communication	for	or	on	behalf	of	
the	company,	including	posting	pictures	of	coworkers	or	com-
pany	events	without	prior	authorization.

•	 Prohibit	disclosure	of	any	information	regarding	company	trade	
secrets,	business	relationships,	projects	or	internal	affairs.

•	 Advise	all	employees	that	 information	posted	on	social	media	
sites	may	be	widely	disseminated	and	is	unlikely	to	remain	pri-
vate,	despite	their	privacy	settings	and	that	they	should	conduct	
themselves	accordingly.	

•	 Advise	that	violation	of	company	policies,	including	the	social	
media	policy,	may	be	grounds	for	discipline	up	to	and	includ-
ing	termination.

	 Even	a	good	written	policy	is	only	as	effective	as	the	training	
given	to	implement	that	policy.		Many	employees	simply	may	not	
appreciate	 the	pitfalls	described	above	or	recognize	the	role	 they	
might	play	with	respect	to	creating	liabilities	and	causing	signifi-
cant	business	problems.		Savvy	businesses	are	creating	sensitivity	to	
these	issues	with	specific	written	policies	and	supplemental	training	
to	educate	staff	and	mitigate	these	risks.

Limiting Loss & Liability through 
Effective Social Media Policies
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Whitney J. Selert, Of Counsel, Fisher & Phillips, LLP
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Prevailing wage laws cost taxpayers billions

Free Market Watch | Commentary

n	 the	 2011	Nevada	Legislature,	 lawmakers	 in	 the	major-
ity	are	again	carrying	water	for	organized	trade	unions	—	
from	the	Keynesian	“jobs	fund”	proposal	to	the	mercantil-
ist	“Nevada	Jobs	First”	proposal.
	 	 	Longtime	Nevada	 residents	know	 this	 is	nothing	new.	

It	began	in	the	1930s,	when	legislators	first	adopted	the	state’s	
prevailing	wage	requirements	on	public	works	projects.
	 Prevailing	wage	laws	in	Nevada	are	adapted	from	federal	lan-
guage	contained	 in	 the	Davis-Bacon	Act	of	1931.	The	explicit	
purpose	of	these	laws	is	to	prevent	a	free	market	from	allocat-
ing	individuals	with	valuable	trade	skills	to	areas	where	they	are	
most	needed.	
	 Since	the	law’s	explicit	purpose	is	 to	undermine	this	critical	
role	of	markets	and	artificially	ensure	regional	scarcity	for	skilled	
labor,	it	should	come	as	no	surprise	that	the	law	substantially	in-
creases	labor	costs.	The	only	question	becomes:	“By	how	much?”	
	 That	question	will	be	explored	in	detail	by	a	forthcoming	Ne-
vada	Policy	Research	Institute	policy	study,	which	will	look	at	
the	two	surveys	Nevada	conducts	of	wages	in	the	construction	
industry.
	 One	is	administered	by	the	Nevada	Labor	Commissioner	to	
determine	 prevailing	 wage	 rates.	 That	 survey’s	 methodology	
was	 intentionally	biased	by	 the	 lawmakers	who	designed	 it	 to	
over-represent	 rates	 received	by	union	 labor.	The	result	 is	 that	
“prevailing	wage”	rates	do	not,	as	the	name	indicates,	approxi-
mate	the	wage	rates	that	prevail	in	the	marketplace.	Instead,	pre-
vailing	wage	rates	are	set	 to	 the	rates	 that	 trade	unions	would	
like	to	receive.
	 The	Nevada	Department	of	Employment,	Training	and	Reha-
bilitation	(DETR)	conducts	a	second	survey	that	examines	the	
wage	rates	actually	being	paid	by	employers	in	the	marketplace.	
This	survey	is	conducted	in	conjunction	with	the	U.S.	Depart-
ment	of	Labor	to	produce	the	federal	Occupational	Employment	
Survey,	 which	 simply	 provides	 statistical	 information	 on	 em-
ployment	levels	and	wage	rates	across	different	industries.
	 When	 the	 data	 compiled	 in	 the	DETR	 survey	 is	 compared	
with	the	prevailing	wage	rates	published	by	the	Nevada	Labor	
Commissioner,	 it	 becomes	 instantly	 clear	 that	 wages	 paid	 on	
public	works	projects	in	Nevada	are	far	out	of	line	with	wages	
paid	to	workers	performing	the	same	tasks	on	private	construc-
tion	projects.

	 Accounting	for	the	difference	in	the	value	in	fringe	benefits,	
the	 average	 hourly	 compensation	 on	 public	works	 projects	 in	
Nevada	is	48	percent	higher	than	the	average	compensation	as	
reported	by	DETR.	This	difference	varies	across	counties	and	
job	classifications	and	is	substantially	higher	in	some	cases.	For	
instance,	an	unskilled	laborer	in	Clark	County	receives	a	92	per-
cent	higher	wage	on	public	works	projects	than	on	a	private	sec-
tor	job.
	 A	standard	assumption	is	that	labor	costs	account	for	roughly	
50	 percent	 of	 construction	 project	 expenses.	By	 applying	 this	
knowledge	and	the	wage	difference	of	recent	public	works	proj-
ects,	it	is	possible	to	quantify	the	excess	cost	to	taxpayers	of	pay-
ing	 state-mandated	 prevailing	wages.	 This	 calculation	 reveals	
that	taxpayers	devoted	$1.336	billion	in	unnecessary	labor	costs	
in	just	2008	and	2009.
	 While	this	over-spending	is	a	windfall	to	politically	connected	
trade	unions,	it	necessarily	means	far	less	money	is	available	to	
pay	for	basic	government	services.	This	drives	union-complicit	
lawmakers	 to	whine	 about	 “insufficient	 revenue”	 for	 the	 next	
budget	cycle,	whereupon	they	try	 to	 impose	even	higher	 taxes	
on	Nevada	families	and	businesses.	It	is	a	vicious	circle	in	which	
lawmakers	loot	the	public	and	funnel	the	money	to	unions.
	 These	same	lawmakers	are	now	pretending	to	“create	jobs”	in	
the	construction	industry	through	a	“Nevada	Jobs	Fund”	to	fun-
nel	new	money	to	trade	unions	in	public	works	projects	paying	
prevailing	wage	rates.
	 If	lawmakers	were	really	concerned	with	reducing	unemploy-
ment	 among	 construction	 workers,	 they	 would	 eliminate	 the	
prevailing	wage	requirement	altogether.	This	would	make	labor	
more	affordable	and	allow	contractors	to	hire	more	workers	—	
while	also	ensuring	that	taxpayers	get	value	for	their	money.
	 But	 this	 isn’t	really	about	 jobs.	These	lawmakers	know	that	
a	portion	of	the	union	payoff	will	eventually	flow	back	to	their	
own	coffers,	helping	them	secure	their	grip	on	power.	
	 The	legislature’s	new	job	creation	effort	isn’t	about	jobs.	It’s	
about	campaign	contributions.	And	 it’s	 about	 forcing	 the	very	
taxpayers	at	whom	politicians	publicly	 thumb	 their	nose	 to	fi-
nance	their	reelection.
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Geoffrey Lawrence is deputy director of policy at the Nevada 
Policy Research Institute.

Unions Prevail, While Most
Nevadans Struggle
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uilders	 and	 developers	 state-
wide	 are	 holding	 on	 and	 do-
ing	what	 they	 need	 to	 survive	
along	with	the	rest	of	America.	
While	 some	 see	 promise	 just	

up	 ahead,	 others	 are	 already	 turning	
their	sights	to	2012.
	 In	 the	 meantime,	 savvy	 players	 are	
tightening	their	belts,	keeping	their	eyes	
and	ears	open	for	both	private	and	public	
works	projects,	 looking	to	 the	 lingering	
promise	of	alternative	energy	and,	well,	
trying	to	stay	positive.

	 “Right	 now	 everyone	 realizes	 that	
there	 is	 not	 going	 to	 be	 an	 easy	 or	 a	
quick	turnaround,”	notes	David	Simard,	
President	of	Marnell	Properties,	the	Las	
Vegas	 developer	 whose	 projects	 have	
ranged	 from	 office	 parks	 to	 industrial	
complexes	and	shopping	centers.	“There	
has	 definitely	 been	 a	 shift	 among	 the	
folks	I’m	talking	to	here	in	the	state	as	to	
just	how	they’ve	done	business	planning	

Amateur Night 
is Over
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David Simard
President,
Marnell Properties

Building Nevada

By Howard Riell
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and	 their	 strategies	 in	 the	 past.	 Their	
strategic	 thinking	 moving	 forward	 has	
definitely	changed.”
	 “We	are	seeing	that	things	are	improv-
ing,”	says	Cary	Richardson,	Vice	Presi-
dent	 of	 business	 operations	 for	 Miles	
Construction	 in	 Carson	 City.	 “We’re	
seeing	 projects	 coming	 back	 alive	 that	
were	previously	shelved.	We	have	a	 list	
of	projects	ongoing.”
	 Another	thing	that	Richardson	and	his	
colleagues	 have	 noted	 is	 people	 taking	
advantage	 of	 reduced	 pricing	 in	 antici-
pation	of	the	economic	recovery.	An	ex-
ample	of	 this	has	been	the	$6.5	million	
project	 for	Schluter	Systems,	 the	global	
ceramic	 tile	 components	 and	 accesso-
ries	manufacturer	whose	manufacturing	
for	 the	 U.S.	 is	 done	 in	 Plattsburg,	 NY.	
“We’re	 building	 their	 distribution	 and	
training	center	at	the	Tahoe-Reno	Indus-
trial	Center.	It	 is	gold	certified,	with	all	
kinds	of	unique	green	technologies.”
	 In	addition,	Miles	executives	have	be-
gun	to	see	projects	–	Richardson	prefers	
not	to	identify	them	--	that	were	on	hold	
for	a	couple	of	years	that	are	back.	“The	
ones	that	we’re	seeing	coming	back	are	a	
combination	of	commercial,	light	indus-
trial	and	some	retail,”	Richardson	said.
	 Builders	 and	 developers	 will	 survive	
“by	the	hair	of	their	chinny-chin-chins,”	
according	 to	 Larry	 Monkarsh	 of	 LM	
Construction	 Co.,	 LLC	 in	 Las	 Vegas.	
“Everybody	 is	 experiencing	 the	 bewil-
derment	of	our	new	reality.	We	only	do	
private-sector	work,	we	do	not	chase	the	
government	 work.	 We	 are	 seeing	 new	
projects	 now,	 smaller	 infill	 projects	 in	
specific	areas	that	this	valley	still	needs	
to	 add	 --	 assisted	 living,	 medical,	 fast	
food,	etc.”
	 Many	players	 across	Nevada,	Simard	
reports,	 are	 looking	much	more	 closely	
at	what	they	can	do	internally	to	achieve	
cost	savings.	“They’re	basically	looking	
at	 alternatives	 that	 they	 typically	 have	
not	 explored,	 whether	 it’s	 development	
or	 asset	 selection.	 They’re	 considering	
projects	 they	may	not	have	even	looked	
at	in	the	past.	An	example	would	be	a	de-
veloper	who	may	just	have	focused	on	a	

Class	‘A’	retail	who	may	now	be	looking	
at	 ‘B’	 retail	 because	 now	 it	 pencils	 out	
and	 it	makes	 sense	 for	 them	 as	 they’re	
trying	to	survive.”	There	are,	after	all,	“a	
lot	fewer	businesses	out	there	right	now,”	
Simard	added.
	 Simard	 says	 that	 his	 firm,	 like	many	
others,	has	 ramped	up	 its	marketing	ef-
forts,	a	step	he	considers	critical	in	tough	
times.	 “A	 lot	 of	 times	 the	 first	 thing	 to	
go	 when	 the	 times	 start	 getting	 bad	 is	
marketing,”	 he	 said.	 For	 the	 balance	 of	
2011	 and	 into	 2012,	 he	 projects,	 “we’re	
going	 to	 be	 seeing	 that	 companies	 are	
going	to	be	a	lot	more	aggressive	in	who	

they	market	and	their	overall	marketing	
programs,	because	 there	are	gong	 to	be	
fewer	guys	out	there.	The	phone	isn’t	go-
ing	to	be	ringing	and	there	won’t	be	any-
body	knocking	on	your	door,	so	it	makes	
a	lot	more	sense	to	get	out	there	and	say,	
‘Hey,	we’re	still	around,	we’re	still	doing	
business,	and	we	want	your	business.’”
	 Marnell	 is	 going	 to	 its	 existing	 ten-
ants,	Simard	reveals,	and	saying	to	them,	
“‘Now	that	rates	are	good	and	construc-
tion	costs	have	become	reasonable		have	
you	 looked	 at	 prospects	 spanning	 into	
the	 future?’	 We’ve	 had	 some	 success	
with	that,	as	well.”
	 Builders	 and	 developers	 have	 sur-
vived,	according	to	Boyd	Martin,	Presi-
dent	of	Associated	General	Contractors	
(AGC)	 South,	 by	 making	 “substantial	
cutbacks	in	staffing	and	other	non-essen-
tial	overhead	expenses.		Most	are	work-
ing	harder	than	ever	for	a	lower	return.”
	 AGC	South	is	working	on	mostly	pri-
vate	 sector	 projects,	 though	 Martin	 is	
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quick	to	note	that	“that	is	not	the	norm.		I	
think	most	contractors	are	pursuing	pub-
lic	works	projects	 in	Nevada	as	well	as	
the	surrounding	states.	The	biggest	issue	
holding	back	private	sector	projects	even	
tenant	improvement,	remodel	and	retrofit	
projects,	is	funding,	says	Martin.

Public Works?

	 “A	 lot	 of	 contractors,	 from	 what	 I	
understand,	 are	 still	 relying	 on	 public	
works,”	 says	 Richardson.	 “We	 do	 not.	
We	 do	 have	 several	 projects	 that	we’re	
doing	for	public	entities	as	construction	
managers.	But	that	market	--	chasing	the	
Obama	 bucks	 by	 having	 enough	 acro-
nyms	at	the	end	of	your	name	for	disad-
vantaged,	disabled,	veteran	and	all	 that	
--	 that’s	 a	 pretty	 tough	 one	 right	 now.	
Everybody	 seems	 to	 think	 that’s	 the	
direction	 to	go,	so	for	us	 that	ship’s	al-
ready	sailed.	There	are	too	many	people	
chasing	that.”

	 “I’m	more	familiar	with	Northern	Ne-
vada,	 of	 course,	 but	 I	 think	 Las	Vegas	
recently	joined	our	misery,”	notes	John	
Madole,	 Executive	 Director	 of	 Associ-
ated	General	Contractors	North,	which	
represents	 Northern	 Nevada’s	 top	 gen-
eral	 contractors	 and	 building	 profes-
sionals.	 “It’s	 pretty	 tough.	 There’s	 not	
very	much	work	 and	 there	 are	 a	 lot	 of	
contractors	still.”
	 The	organization	is	currently	promot-
ing	the	Building	Jobs	Coalition,	which	it	
participates	 in,	 together	with	more	 than	
a	dozen	associations	representing	archi-
tects,	 consulting	 engineers,	 labor	 and	
more.	 The	 Coalition	 –	 which	 includes	
Associated	 Builders	 and	 Contractors	
(ABC);	the	Construction	Financial	Man-
agement	Association	Las	Vegas	Chapter	
(CFMA);	the	Nevada	Chapter	American	
Institute	of	Architects	(AIA);	The	North-
ern	Nevada	Building	Trades	Council	and	
other	groups	--	promotes	legislation	that	
would,	 among	 other	 things,	 help	 gener-
ate	some	public	works	projects.	
	 The	 need	 is	 obvious:	 As	 of	 October	
2010,	 the	 group	 says,	 the	 construction	
sector	accounted	for	60,500	jobs	in	Ne-
vada,	 with	 roughly	 six	 out	 of	 every	 10	
construction	 jobs	 having	 been	 elimi-
nated	since	 the	economy	peaked	in	 late	
2006.	 Over	 the	 past	 year,	 the	 industry	
has	shed	20	percent	of	its	workforce,	or	
14,700	 positions,	 not	 including	 tens	 of	
thousands	 of	 additional	 jobs	 lost	 in	 the	
design,	 engineering,	 planning	 and	 sup-
port	businesses	throughout	the	state.	
	 “But	 of	 course,”	 Madole	 is	 quick	 to	
add,	“some	of	those	projects	require	rev-
enue	 to	 support	 public	works	bonds,	 so	
we	would	 just	have	 to	see	how	[legisla-
tors]	 wrestle	 with	 all	 their	 other	 fiscal	
problems.”

	 The	 coalition’s	 answer:	 creating	 a	
$100-million	 revenue	 stream	 to	 enable	
the	state	to	bond	$1	billion	worth	of	con-
struction	work.	“There	are	different	fig-
ures,”	Madole	explains,	“but	somewhere	
between	 15,000	 and	 28,000	 people	
would	return	to	work	as	a	result	of	that.”
	 Madole	says	he	and	his	coalition	col-
leagues	 are	 relying	 on	 both	 public	 and	
private	projects.	“The	problem	with	 the	
private	is	that	most	of	the	banks	are	still	
not	lending.	We’ve	got	empty	warehous-
es	and	stores	from	one	end	of	town	to	the	
other.	Residential	is	in	the	tank	and	over-
built,	so	there	just	isn’t	that	much	private	
work	out	there	right	now.”
	 To	 the	 coalition’s	 way	 of	 thinking,	
public	 projects	 should	 be	 attended	 to	
sooner	rather	than	later.	“Right	now	you	
could	 build	 a	 public	 works	 project	 for	
about	65	cents	on	the	dollar,	so	it	would	
be	a	good	investment	for	the	taxpayers	to	
invest	in	things	we	know	we’ll	need	over	
the	next	few	years	at	a	discount,	and	pay	
them	off	with	the	bonds.”
	 Simard	 says	 the	 new	 industry	 buzz-
word	 has	 become	 ‘private-public	 part-
nerships.’	“I	definitely	think	that	wheth-
er	you’re	 looking	at	 it	 from	the	govern-
ment’s	or	 the	developers’	side,	 it’s	criti-
cal.	I	know	we’re	reaching	out	to	govern-
ment	entities,	and	they	are	reaching	out	
to	 us.	 It’s	 going	 to	 be	much	more	 of	 a	
partnership	moving	forward,”	he	added.
	 What	those	projects	are	going	to	be,	he	
confesses,	he	is	not	sure.	But	it’s	something	
his	 firm	 has	 been	 looking	 at	 along	 with	
many	others	in	the	state	who	are	wonder-
ing	how	 they	can	make	certain	 that	 such	
projects	make	 sense.	 “Whether	 that’s	 the	
government	entity	with	the	land	or	a	new	
hospital	or	fire	station,	what	can	we	do	to-
gether	to	make	this	project	makes	sense?”

Building Nevada | Builders & Developers

John Madole,
Associated General Contractors North

“It’s tough ... There’s not very much 
work and there are a lot of contractors 
still.”
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Alternative Energy

	 “There	 are	 some	 [alternative	 energy	
projects]	 out	 there,”	 Madole	 confirms.	 I	
know	there	are	some	windmills	and	some	
solar,	that	sort	of	thing,	but	I’m	not	so	sure	
that	 the	 alternative	 energy	 is	 quite	 as	 lu-
crative”	as	some	thought.	“I	know	there	is	
some	 geothermal	 going	 on,	 but	 certainly	
not	enough	 to	absorb	all	 the	slack	 in	our	
industry.”

	Madole	 says	 he	 is	 “hoping	 that	
something	will	 begin	 to	 hap-

pen”	 to	 generate	 projects.	
“In	2011	I	don’t	see	a	lot	
emerging;	maybe	some	
small	 things.	 I	 see	 a	
little	 bit	 happening.	
But	it’s	probably	go-
ing	 to	 be	 next	 year	
before	we	 start	 see-
ing	 a	 little	more	 ac-
tivity.”	 He	 remains,	

however,	 less	than	cer-
tain	about	that	prediction.	

“It’s	a	little	scary:	some	of	these	
economic	forecasts	say	they	don’t	
even	 know	 if	 2012	 will	 be	 that	
much	better.”

	 Marnell’s	 management	 believes	
there	 is	 a	huge	potential	 for	 alternative	

energy	 projects	 in	 Nevada.	 “I	 think	 we	
need	to	look	beyond	just	the	actual	land	for	
the	projects	and	focus	on	the	other	aspects	
that	supply	the	alternative	energy,”	Simard	
says.	“Not	just	building	the	safe	solar	farm	
but	asking,	‘Who’s	manufacturing	the	so-
lar	 arrays?	Who’s	 the	 distributor?	Who’s	

doing	the	R&D	for	the	next	generation	of	
solar	arrays?’	Here	 in	Nevada,	obviously,	
solar	 and	 geothermal	 and	 wind	 are	 big	
items	for	alternative	energy.	But	there	is	an	
entire	other	side	of	that	sector,	and	we	need	
to	tap	into	it,	as	well.	I	definitely	think	that	
is	going	to	be	big	moving	forward.”
	 Will	 the	 months	 ahead	 see	 a	 spate	 of	
new	projects?	“I	wish	I	knew	the	answer	to	
that,”	Simard	volunteered.	“I	don’t	know	at	
this	time.	I	know	there	is	a	big	push;	there	
is	 obviously	 a	 huge	 potential	 for	 that,	 but	
what	I’m	reading	is	always,	‘We’re	looking	
at	 putting	 up	 this	 new	 solar	 farm,’	 ‘We’re	
looking	at	putting	up	this	new	wind	farm.’	
That’s	great.	We	haven’t	done	any	of	those	
projects,	but	I’d	like	to	tap	the	folks	who	are	
associated	with	those	projects.	Why	not	get	
the	manufacturing	and	distribution	here	 in	
Nevada,	as	well?”
	 Richardson	 feels	 the	 promise	 of	 alter-
native	 energy	 projects	 was	 “overblown.	
You	had	a	lot	of	people	who	came	in	and	
went	out.	But	 there	are	 some	people	who	
survived,	and	some	technologies	that,	with	
the	 subsidies,	 are	 going	 forward.”	 One	
company	with	which	Miles	is	working	that	
he	says	has	some	legs	 to	 it	 is	called	Ava-
tar,	a	maker	of	bio-digesters.	“They	go	to	
all	these	dairy	farms	that	are	having	a	lot	
of	issues	with	the	amount	of	methane	and	
how	they	treat	the	manure.	They	take	that	
manure	and	they	turn	it	into	methane	gas,	
which	is	then	converted	into	electricity	and	
put	back	into	the	grid.	And	then	what’s	left	
of	the	manure	can	be	utilized	for	fertilizer,”	
Richardson	explains.	The	project	isn’t	sole-
ly	an	alternative	energy	one,	he	concedes,	

“but	the	alternative	energy	is	a	plus.”
	 “I	don’t	know	if	I	would	say	that	there	
has	been	a	 substantial	 shift	 to	alternative	
energy	 projects	 to	 ‘chase	 the	 money,’”	
notes	Martin.	“There	is,	however,	a	definite	
shift	 to	building	green	in	order	to	realize	
cost	savings	over	time	from	an	operation-
al	 standpoint.”	 Martin	 confesses	 that	 he	
doesn’t	know	when	Nevada	will	start	see-
ing	new	projects.	“There	are	many	differ-
ing	opinions.	I	do	strongly	believe	that	un-
til	stable	funding	sources	for	both	private	
and	public	sector	construction	projects	are	
available,	 no	 significant	 progress	 will	 be	
made	in	getting	projects	of	any	kind	off	of	
the	drawing	board.”
	 Monkarsh	 says	 he	 and	 his	 colleagues	
have	yet	to	see	the	alternative	energy	prod-
ucts	 and	 services	 sector	 “developing	 the	
way	 it	 should	 be	 here	 in	Nevada.	 	There	
just	isn’t	the	money	available.”
	 All	said,	the	mood	at	Miles	remains	op-
timistic.	“We	are	busy,”	Richardson	reports.	
“It	is	a	good	sign.	You	can	tell	that	it’s	very	
fragile,	 though.”	 Commodity	 pricing	 re-
mains	 a	 real	 concern,	 as	 steel	 and	copper	
prices	 go	 through	 the	 roof	 “and	 now	 fuel	
pricing	 is	 going	 through	 the	 roof.	 We’re	
very	 concerned	 that	 is	 going	 to	derail	 –	 I	
wouldn’t	 necessarily	 call	 it	 a	 recovery	 –	
whatever	 the	 economy	 currently	 is	 doing.	
We	can’t	be	having	this	commodity	pricing	
and	 fuel	 increases.	 It	will	 take	 these	proj-
ects	 that	 are	 just	 now	going	 forward	with	
aggressive	owners	willing	to	take	the	risk…	
and	it	will	derail	them	and	put	it	back	on	the	
shelf	again,”	Richardson	added.

Site Selection • Development • Brokerage
Leasing • Valuation • Investment Analysis

To contact a CCIM expert in your market, call
702-798-5156 or visit www.ccim.com

Experts in Commercial Investment Real Estate Over 99 percent of the Troubled Asset 
Relief Program (TARP) disbursements 
to banks has been recovered according 
to the U.S. Department of Treasury.  
The Department announced that six 
financial institutions repurchased TARP 
Capital Purchase Program investments, 
delivering a total of $475 million in 
proceeds for taxpayers.
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the	sidelines	see	it	again	as	a	good	time	to	
buy.	 	Another	good	reason	not	 to	release	
everything		is	because	it	could	cause	an-
other	 bubble,	 five	 to	 10	 years	 out,”	 said	
Charlton.		“I	think	they’re	being	very	ju-
dicious	with	it	and	careful	with	how	they	
handle	that	inventory.”
	 Residential	 defaults	 and	 foreclosures	
have	changed.		“The	crazy	loans	that	ev-
erybody	got	 in	 trouble	with	 in	2007	and	
2008,	 those	 are	 done	 and	 gone,”	 said	
Uffelman.	“Now	we’re	dealing	with	peo-
ple	who,	because	of	job	loss	or	salary	re-
duction,	don’t	have	the	money	to	pay	the	
normal	 mortgage.	 We	 have	 individuals	
that,	 because	 value	 of	 property	 is	 so	 far	
below	 what	 they’re	 paying,	 are	 asking,	
‘Why	 am	 I	 [paying]	 $2,000	 a	month	 for	
something	I	can	rent	for	$1,000?’		They’re	
defaulting	on	those	mortgages.		Almost	25	
percent	of	defaults	are	from	that.”

Commercial Real Estate
and Bank Stability 

	 Retail	follows	rooftops,	or,	commercial	
real	 estate	 follows	 residential,	 providing	
the	 centers	 for	 services	 residents	 need.		
Because	 of	 that,	 commercial	 real	 estate	
foreclosures	 and	 defaults	 have	 lagged	
behind	 residential	 as	 real	 estate	 values	
plummeted	 and	 the	 economy	 hit	 the	
downturn.
	 “I	think	there	are	still	some	very	huge	
challenges	for	financial	institutions	in	the	
state	with	the	languishing	economy	here	

and	the	unemployment	rates,	which	we’re	
seeing	some	marginal	 improvements	on.		
The	 problem	 is	 we	 still	 have	 the	 high-
est	mortgage	 foreclosure	 rate	 in	 the	 na-
tion	which	doesn’t	have	a	direct	effect	on	
banks,	per	se,	because	they’re	not	big	resi-
dential	real	estate	lenders,	but	it	is	having	
a	big	effect	on	our	credit	unions	that	hold	
residential	real	estate	for	their	members,”	
said	Burns.	
	 The	 indirect	 impact	 for	 banks	 is	 that	
because	 commercial	 real	 estate	 equates	
with	 strip	 malls	 and	 office	 buildings,	
which	are	supported	by	residential,	state-
chartered	community	banks	with	a	port-

Reed Radosevich,
Northern Trust

“I think that certainly, while not every 
bank is out of the woods, the future 
is vastly improved from where it 
was 12 to 24 months ago.”
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folio	of	commercial	real	estate	are	feeling	
the	devaluation	of	 that	 real	estate.	 	“De-
valuation	 is	 causing	 a	 lot	 of	 challenges	
as	 far	 as	 delinquencies	 and	 charge	 offs	
for	our	state-chartered	 institutions,”	said	
Burns.
	 Hendricks	 has	 seen	 commercial	 real	
estate	 foreclosures	going	on	 for	a	while.		
“That’s	probably	the	last	shoe	to	drop,”	he	
said.	 	 “There	were	 residential	 problems,	
land	 issues,	 retail	 and	 now	we’re	 seeing	
commercial	but,	we	might	be	through	the	
worst	of	that,	too.		Certainly	there	could	
be	 some	 issues,	 but	 we	 see	 that	 maybe	
starting	to	turn	later	this	year.”
	 Commercial	foreclosures	aren’t	as	bad	
as	originally	predicted,	Charlton	said,	but	
he’s	definitely	seeing	buildings,	shopping	
centers	 and	 retail	 stores,	 due	 to	 a	 drop	
in	 revenue,	 impacting	 owners’	 ability	 to	
hang	on	to	the	asset.		Many	loans	that	had	
three	to	five	year	maturities	are	maturing	
on	 buildings	 that	 suddenly	 aren’t	 worth	
what	the	original	loan	was	for.	 	Owners,	

faced	 with	 the	 need	 to	 make	 additional	
payments	 to	 bring	 loan	 collateral	 –	 the	
property	 –	 back	 into	 line	 can’t,	 often	
because	 so	 many	 tenants	 have	 left	 the	
property.	So,	the	bank,	following	regula-
tory	 rules,	 is	 forced	 to	 put	more	 capital	
into	 their	 reserves	 because	 of	 the	 non-
performing	loans,	which	hurts	the	bank’s	
capital	and	can	lead	to	the	bank	failing.
	 There	are	 lists	of	 shuttered	banks	on-
line	that	have	failed	during	the	downturn.		
While	there’s	the	possibility	of	more	bank	
closings	 in	Nevada,	 one	 positive	 indica-
tor,	according	to	Radosevich,	is	that	most	
banks	have	managed	to	raise	new	capital	
and	most	have	written	off	the	bulk	of	non-
performing	loans.	“I	think	that	certainly,	
while	not	every	bank	is	out	of	the	woods,	
the	future	is	vastly	improved	from	where	
it	was	12	to	24	months	ago.”
	 Are	we	going	to	see	more	shuttered	
banks	in	Nevada?		“We’re	working	dili-
gently	to	avoid	it,	but	I	think	we	are	go-
ing	to	see	some,”	said	Burns.	 	

The Business of Banking
	 Banks,	 like	 all	 businesses,	 need	 to	 make	
money.		They	need	to	build	business,	earn	capi-
tal	and	increase	market	share	in	order	to	con-
tinue	making	loans.		Interest-bearing	loans	are	
one	of	the	biggest	sources	of	capital	for	banks.		
	 “Earnings	in	Nevada	institutions	are	slight-
ly	improving	but	still	remain	quite	negative,”	
said	Burns.		“In	Nevada	at	the	end	of	the	year,	
most	 earnings	were	 still	 at	 negative	point	 5	
percent	compared	 to	 the	 rest	of	 the	nation’s	
banks,	 which	 average	 around	 one	 percent.	
Most	of	that	is	driven	by	high	delinquencies,	
which	means	 people	 aren’t	 paying	 on	 their	
loans,	 and	 charge	 off	 costs.	 	 Non-accruals	
and	 charge-offs	 continue	 to	 rise	 in	Nevada,	
right	now	non-accruals	are	up	by	almost	50	
percent	and	charge-offs	are	up	about	30	per-
cent.		Right	now	in	loan	growth,	which	is	how	
banks	make	their	money,	one	year	growth	in	
outstanding	loans	for	Nevada	is	a	negative	10	
percent.	 For	 the	 nation,	which	wasn’t	 doing	
a	whole	lot	better	at	year	end,	it	was	holding	
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	 “I	 think	our	 job	 in	 this	economy	and	at	
this	time	is	educating	our	clients	and	giving	
them	 tools	 to	 deal	with	 the	 new	 economy,	
new	reality,”	Haun	said.		The	education	com-
ponents,	 business	 centers,	website	 and	best	
practices	have	led	some	businesses	to	move	
their	accounts	 to	Nevada	State	Bank.	 	“It’s	
never	easy	to	move	market	share	 in	a	con-
tracting	economy,	and	the	banks	that	are	able	
to	execute	the	best	and	focus	on	client	experi-
ence	and	client	service	will	be	the	most	suc-
cessful,”	Haun	said.	

The Dodd-Frank Act

	 For	Larry	Charlton,	what’s	new	in	bank-
ing	 is	 the	Dodd-Frank	Wall	Street	Reform	
and	 Consumer	 Protection	 Act.	 	 “It’s	 com-
ing	out	with	over	2,000	pages	of	regulations	
we’re	going	to	have	to	contend	with	and	that	
alone	is	causing	a	number	of	potential	issues	
and	problems	and	expense	for	the	financial	
industry.		One	part	of	that	is	the	government	
moving	into	pricing	our	products	and	that’s	
putting	a	cap	on	 the	 interchange	fee.	 	This	
adds	new	regulatory	stuff	on	top	of	banks	at	
a	time	when	frankly	we	don’t	need	the	extra	
expense.”	

	 Among	other	 things,	 the	Act	 is	expected	
to	force	banks	and	other	financial	institutions	
to	create	exit	plans	–	charmingly	called	“fu-
neral	plans”	–	in	order	to	assure	failing	banks	
find	soft	landings	that	don’t	cost	taxpayers	or	
FDIC	insurance	funds.		The	interchange	cap	
limits	 what	 banks	 can	 charge	 retailers	 for	
debit	card	transactions	so	that	rather	than	tak-
ing	a	percentage	of	each	sale,	banks	will	only	
be	able	to	collect	11	cents	per	transaction.		
	 The	 Dodd-Frank	 Act	 is	 scheduled	 to	
go	 into	 effect	 on	 July	 1,	making	 sweeping	
changes	to	banking	and	financial	institutions,	

steady	at	a	little	above	zero	which	means	they	
were	staying	even	instead	of	having	loan	run-
off.		That	means	for	every	hundred	loans	they	
could	possibly	make	they’re	losing	instead	so	
that’s	really	weakening	their	ability	to	gener-
ate	income	which	is	the	number	one	thing	that	
supplements	capital	which	is	what	is	needed	
in	order	to	absorb	loan	losses.	Although	things	
have	leveled	off	a	bit,	it’s	not	in	a	total	nose-
dive,	the	trends	are	still	downward.”	

	 In	our	present	economy,	Nevada	banks	
are	finding	new	ways	to	increase	market	
share,	 build	 business	 and	 raise	 capital.		
Nevada	 State	 Bank	 has	 focused	 on	 de-
veloping	 a	 small	 business	 platform	 and	
opening	 eight	 small	 business	 banking	
centers	 statewide.	 	 It	 also	 launched	 an	
educational	 self-help	 library	 for	 entre-
preneurs	that	offers	a	series	of	webinars	
and	online	tools.

Lary Charlton, 
City National Bank
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proposed	 consumer	 protection	 regulations	
and	probably	a	trickle	down	effect	that	will	
cause	higher	consumer	prices	for	products	at	
banks.
	 “There’s	 a	 lot	 of	 new	 information	 and	
news	 coming	out	 of	DC	 that	 this	 bill	may	
get	delayed	or	changed,	 so	 right	now	 there	
are	 some	 unknown	 elements,”	 said	 Haun.		
“In	 general,	 directionally	 it	 will	 impact	
what	banks	can	charge	consumers	and	how	
they’re	charged,	but	until	 this	 thing	 is	final	
there’s	a	lot	of	unknown	about	what	the	final	
bill	will	look	like.”	
	 Hendricks	commented,	“Because	our	fo-
cus	is	on	business	and		the	professional	com-
munity,	we’re	not	going	to	be	impacted	by	a	
lot	of	the	retail	issues	contained	in	the	Dodd-
Frank	Act,	like	a	bank	that’s	retail-oriented.		
But	overall	for	all	of	us	our	cost	to	comply	is	
going	to	increase.”
	 That’s	 a	 concern	 for	 the	whole	 industry,	
because	it	may	lead	to	higher	operating	costs	
banks	need	to	recoup	and	for	consumers,	it	
may	mean	higher	costs	for	bank	products.		
	 “The	sum	total	of	the	Dodd-Frank	Act	as	
it	affects	commercial	banks	of	all	sizes	is	the	
element	 of	 making	 banking	 more	 costly,”	
Uffelman	said.		“It	adds	a	whole	other	layer	
of	rules	to	deal	with.	 	In	small	community	
banks	the	reality	is,	they	have	to	comply	with	
just	as	many	rules	as	the	big	bank	does	and	
have	fewer	people	to	spread	the	cost	over,	so	
it	is	not	an	inexpensive	act.”
	 One	 of	 the	 largest	 impacts	 the	 Dodd-
Frank	Act	is	apt	to	have	on	Nevada	involves	
out-of-state-chartered	banks.	 	According	 to	
Burns,	 legislation	 enacted	 at	 the	 state	 level	
(NRS	 666.410)	 prohibits	 out-of-state-char-
tered	banks	from	entering	any	Nevada	coun-
ty	with	a	population	of	more	than	100,000	
(meaning	Washoe	 and	Clark),	 a	move	 that	
protected	small,	community	banks.		Section	
613	 of	 the	 new	 legislation	 effectively	 pre-
empts	this	state	law.
	 “I	 think	 this	 is	 of	 some	 concern	 simply	
because	 it	opens	 the	door	 to	anybody	who	
wants	to	come	into	the	market,”	said	Burns.		
“It’s	especially	a	concern	when	our	chartered	
institutions	 are	 in	 a	 weakened	 condition.		
Competition	 is	 good,	 but	 at	 a	 point	where	
most	institutions	are	weak	from	the	crisis	it’s	
a	concern	as	to	what	it	will	do	to	the	overall	

industry	–	will	it	edge	out	Nevada	state-char-
tered	institutions?”	
	 Despite	 Dodd-Frank	 and	 continued	 un-
employment	rates,	because	of	the	improving	
indicators	in	visitors	to	Nevada	and	the	slow-
ing	in	defaulted	loans,	the	banking	industry	
is	looking	forward	to	a	brighter	future.		
	 “I	remain	optimistic	and	the	company	re-
mains	optimistic	about	the	future	of	Nevada,”	
said	Haun.		“This	community,	this	state,	will	

emerge	from	this	downturn	and	when	unem-
ployment	starts	dropping,	people	are	going	to	
return	to	Nevada.		If	you	look	at	job	growth	
over	the	last	10	years,	we’re	still	number	one	
or	two	in	job	creation	in	the	nation,	but	that’s	
hard	to	appreciate	in	the	last	three	years	we’ve	
been	through.		If	you	look	at	the	tax	structure,	
the	business	environment,	 the	housing	costs	
today,	the	long-term	future	of	Nevada	remains	
very	bright,”	he	concluded.

http://northerntrust.com/best
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one	of	NCOT’s	online	ads	went	on	to	visit	
an	online	travel	agency,	the	commission’s	
data	show.	
	 “That’s	the	kind	of	volume	we’re	talking	
about	when	we	talk	about	online	advertis-
ing,”	Friedman	said.	
	 Social	media	 outlets	 also	 remain	 hot-
beds	 for	Nevada	 tourism	marketing	 and	
advertising	 efforts.	 The	 RSCVA,	 which	
hired	 an	 in-house	 social	 media/public	
relations	director	in	April	2010,	employs	
Facebook,	 Twitter,	 YouTube	 and	 Flickr.	
In	a	recent	three-month	period,	Facebook	
followers	 grew	 from	 about	 13,000	 to	
16,000.
	 “We’re	 leveraging	 all	 the	 different	 as-
pects	of	social	media,”	Kelley	said.
	 Along	 with	 using	 social	 media,	 the	
LVCVA	operates	various	web	sites	to	tar-
get	various	travel	segments,	including	vis-
itlasvegas.com,	 vegasmeansbusiness.com	
and	stayandplayhere.com.	

	 “Any	outlet	we	can	take	advantage	of	to	
put	Las	Vegas	in	front	of	travelers	is	an	as-
set	that	we	will	explore,”	Ralenkotter	said.
	 The	NCOT	uses	Google,	Twitter	and	dot	
mobi	sites—nvski.mobi,	nvroads.mobi	and	
others—that	extend	the	commission’s	mar-
keting	campaigns	to	the	mobile	phone.
	 “We’re	 constantly	 re-evaluating	 and	
taking	a	look	at	the	pluses	and	minuses	of	
all	social	media,”	Friedman	said.
	 Another	trend	Kelley	has	spotted	is	fewer	
people	planning	trips	far	in	advance	and,	in-
stead,	booking	closer	to	their	travel	dates.
	 “We’re	 seeing	 people	 taking	 shorter	
trips,	 maybe	 staying	 closer	 to	 home	 and	
making	 those	decisions	 in	a	 shorter	win-
dow,”	he	added.
	 A	new	type	of	travel	consumer	is	emerg-
ing	out	of	the	recession,	Ralenkotter	said.	
This	 person	 is	 more	 conscious	 of	 maxi-
mizing	the	value	of	every	dollar.
	 “Value	 is	 not	 necessarily	 about	 price	
though,”	he	said.	“It’s	about	the	experience	
they	 have	 and	 transparency	 in	what	 they	
are	spending	for	that	experience.”

Continued from page 15 Mapping the Road Ahead

	 From	 a	 recently	 completed	market	 re-
search	project	to	help	direct	its	efforts	to-
ward	 the	new,	emerging-from-a-recession	
consumer,	the	LVCVA	has	identified	three	
critical	 target	markets:	 international,	con-
vention	 and	 business,	 and	 special	 events.	
The	LVCVA	continues	to	evolve	the	brand	
of	Las	Vegas	through	its	“What	Happens	
Here	Stays	Here”	campaign.	It	will	also	in-
troduce	a	new	campaign	in	the	spring	and	
develop	an	 additional	 summer	 campaign.	
The	sales	staff	continues	to	travel	to	meet	
with	potential	clients	and	travel	operators	
to	 market	 the	 value	 and	 advantages	 of	
bringing	business	to	Las	Vegas.	
	 This	 year,	 Las	 Vegas	 will	 host	 sev-
eral	industry	shows,	such	as	the	Incentive	
Travel	Exchange,	the	American	Society	of	
Travel	Agents,	the	National	Tour	Associa-
tion	 and	 the	 International	Association	 of	
Exhibitions	 and	 Events,	 through	 which	
the	LVCVA	can	showcase	the	destination	
directly	to	people	who	can	bring	business	
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and	 visitors	 to	 the	 region.	 However,	 the	
“pinnacle	 of	 the	 industry	 shows,”	 Ralen-
kotter	 said,	will	be	 the	World	Travel	 and	
Tourism	Council’s	Annual	Summit,	taking	
place	 in	May,	 which	will	 bring	 “govern-
ment	travel	ministers,	Fortune	500	CEOs	
and	 the	 travel	 industry	 elite	 from	around	
the	world.”	
	 “The	Summit	will	put	Las	Vegas	on	the	
world	stage	as	 these	dignitaries	gather	 to	
discuss	and	formulate	the	future	of	travel	
and	tourism,”	he	added.
	 The	 LVCVA	 has	 done	 an	 incredible	
job	of	growing	the	meetings	and	conven-
tions	travel	market,	and	not	only	citywide,	
Aguero	 said.	 	 Moving	 forward,	 continu-
ing	to	diversify	Southern	Nevada’s	visitors	
and	 “fortifying	 some	 of	 the	 shares	 from	
international	traffic	will	be	important,”	he	
added.
	 The	RSCVA	is	currently	focused	on	tar-
geting	 Northern	 California	 and	 bringing	
in	convention/group	business,	Kelley	said.	
Building	off	its	“Far	From	Expected”	cam-
paign,	 it’s	 driving	 hard	 into	 certain	mar-
kets	like	education,	science	and	engineer-
ing.	Seven	months	ago,	the	group	hired	a	
new	vice-president	of	sales.
	 Recently,	 the	 organization	 and	 several	
partners	 launched	 a	 “COME	 SEE.	 FLY	
FREE.”	 campaign,	 through	 which	 meet-
ing	planners	who	meet	certain	criteria	can	
visit	Reno-Tahoe	at	no	expense.	
	 “The	results	and	the	leads	have	been	ex-
ceptional,”	Kelley	said.	
	 To	 better	 promote	 the	 area’s	 special	
events,	the	RSCVA	has	recently	evaluated	
its	 printed	 brochures,	 new	 special	 events	
brochure,	getaway	planner	and	list	of	101	
Random	Things	to	do	in	Reno-Tahoe.		
	 The	 NCOT	 is	 currently	 working	 to-
ward	having	 a	 brand	developed,	 one	 that	
promotes	all	of	Nevada.	A	firm	will	be	se-
lected	to	conduct	research	then	develop	a	
brand,	following	which,	in	May,	the	Board	
of	Examiners	will	approve	the	correspond-
ing	contract.
	 “The	 purpose	 is	 to	 make	 sure	 we	 are	
maximizing	 our	 dollars,	 not	 only	 with	
where	 we’re	 placing	 our	 advertising,	 but	
also	with	what	our	message	is,”	Friedman	
said.	“It’s	very	exciting.”	

	 The	commission	has	started	working	on	
its	 spring	 television	 and	 Internet	 advertis-
ing,	 which	 will	 be	 geared	 largely	 toward	
California	and	Nevada,	Friedman	said.	It’s	
working	 with	 its	 international	 offices	 on	
developing	cooperative	programs	with	tour	
operators	and	is	conducting	familiarization	
tours	for	the	media	and	tour	operators.
	 The	organization	continues	 to	 stay	ap-
prised	of	what’s	happening	 economically	
in	California	and	of	developments	in	Chi-

na,	 Brazil	 and	 emerging	 and	 traditional	
markets.	It	continues	to	look	at	what’s	hap-
pening	regarding	visa	waiver	potential	and	
air	opportunities	into	Las	Vegas.
	 In	fiscal	year	2011-2012,	NCOT	will	award	
just	over	$1	million	to	more	than	70	rural	or-
ganizations	to	help	them	advertise	and	market	
various	tourism	venues,	events	and	activities.
	 “Nevada	has	a	great	product,	and	to	be	
able	 to	promote	 all	 of	 it	 really	 is	 a	gift,”	
Friedman	said.

http://hutchlegal.com


56                                        April 2011 www.NevadaBusiness.com

DealTracker
PROJECTS  |  SALES  |  LEASES  |  LOANS

Las Vegas, 89118
Office
Alan Jeskey Builders has completed ten-
ant improvement work for Letizia Mass Me-
dia.  The project consisted of the build-out 
of three additional office spaces and was 
designed by Marc Lemoine Architecture.  
The office is located on Desert Point Dr., be-
tween Arville and Cameron Streets.

Las Vegas, 89109
Retail
The PENTA Building Group has com-
pleted work on the Sugar Factory Ameri-
can Brasserie and Chateau Nightclub and 
Gardens at the Paris Hotel Casino.  PENTA 
served as the general contractor for the 
40,000 SF retail store, ice cream bar, res-
taurant, chocolate lounge and nightclub 
space.  The project was completed in ten 
months and included a new structural 
steel frame.  The project features seven bar 
including an upstairs terrace bar and is lo-
cated at 3645 Las Vegas Blvd. South.

Las Vegas, 89107
Government
Burke Construction Group has begun 
renovations for Western High School’s 
campus on behalf of the Clark County 
School District.  Construction will include 
the demolition of the original school library 
and the existing wood, metal and auto 
shop classrooms.  The 120,000 SF renova-
tion will feature a new library, new web/
video development classrooms, a broad-
cast studio, computer classrooms and new 
auto shop classrooms.  The designer for the 
$4,985,262 project is Tate Snyder Kimsey 
Architects.  The school is located at 4601 
W. Bonanza Rd.

Las Vegas, 89149
Government
JW Zunino Landscape Architecture 
won the bid to complete the Lone Moun-
tain Park, Area 2, Phase 1.  The company 
estimated $8 million to cover a total 
of 21.5 acres.  Construction begins this 
month and will include tennis and bas-
ketball courts, trail extensions and chil-
dren’s play structures.  Construction is 
expected to take 10 months for the park 
located southwest of the 215 Beltway 
and Lone Mountain Rd.

Henderson, 89052
Other
Blue Heron, a Las Vegas homebuilder, 
has broken ground on its fifth community, 
Marquis Seven Hills.  The $55 million new 
community is expected to be one of Hen-
derson’s largest privately funded construc-
tion projects this year.  The community will 
include 33 custom home sites on the Rio 
Secco Golf Course and will feature green 
building technology.  The project is located 
at 1332 Villa Barolo Avenue in Seven Hills.

Las Vegas, 89101
Office
International Association of Firefight-
ers, Local 1285 purchased 4,249 SF from 
Bank of Nevada for $485,000 or $114 
PSF.  The buyer was represented by Jar-
rad Katz and Gina Gamble of NAI Las 
Vegas and the seller was represented by 
Cathy Jones of Sun Commercial Real 
Estate.  The property is located at 502 S. 
9th St.
APN # 139-34-710-057

Las Vegas, 89113
Office
CPC Las Vegas, LLC purchased 1,654 SF 
in the Durango Trails Business Park from 
Nevada State Bank for $198,000 or $120 
PSF.  The buyer and seller were both 
represented by Miriam Campos-Root, 
CCIM of NAI Las Vegas.  The property is 
located at 5135 S. Durango Dr., Suite 3. 
APN # 163-29-616-011
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5458 Louie Lane

Las Vegas, 89118
Office
6290 S. Rainbow, LLC purchased 
5,000 SF from Nevada State Bank for 
$700,000 or $140 PSF.  The buyer was 
represented by Brad Peterson, SIOR 
of CB Richard Ellis and the seller 
was represented by Nick Barber of 
Gatski Commercial.  The property is 
located at 6290 S. Rainbow Blvd.
APN # 163-35-311-006

Henderson, 89074
Retail
Stephanie 249, LLC purchased a 
14,936 SF retail pad building from 
Fischer Family Trust for $1.39 million 
or $93 PSF.  The seller was represent-
ed by Rob Lujan of Gatski Commer-
cial.  The property is located at 249 N. 
Stephanie St.
APN # 178-09-801-006

Las Vegas, 89102
Retail
Brown Kids, Inc. purchased a 2,300 
SF restaurant on 0.59 acres from Phil-
ip Vardi for $900,000 or $391 PSF.  
The buyer was represented by Luis 
Tapia of Nevada Land and the seller 
was represented by David Johnson 
and Phillip Baca of NAI Las Vegas.  
The property is located at 4001 W. Sa-
hara Ave.
APN # 162-07-511-012

Las Vegas, 89117
Retail
Winner Properties, LLC purchased 
the 13,783 SF Sahara & Buffalo Busi-
ness Center from Bank of America 
for $2,065,000 or $150 PSF.  The seller 
was represented by Charles Moore, 
Michael Newman and Marlene Fu-
jita of CB Richard Ellis.  The property 
is located at 7795 W. Sahara Ave.
APN # 163-10-101-022

Las Vegas, 89144
Retail
Del Mar Partners purchased the 
57,229 SF Shoppes at Canyon Pointe 
from General Growth Properties for 
$12 million or $210 PSF.  The seller was 
represented by Charles Moore, Mi-
chael Newman and Marlene Fujita 
of CB Richard Ellis.  The fully leased, 
multi-tenant retail complex is located 
at 10800 W. Charleston Blvd.
APN # 137-36-414-004

Las Vegas, 89146
Retail
Sahara Medical Institute, LLC pur-
chased a 8,363 SF building in the Jock 
Shop Plaza from Castellucci Family 
Trust for $804,375 or $96 PSF.  The 
seller was represented by Gatski 
Commercial’s Rob Lujan and Jason 
Simon and the buyer was represent-
ed by Ana Orellana of Realty One 
Group.  The property is located at 
5781 W. Sahara Ave. 
APN # 163-12-102-007

Henderson, 89011
Industrial
HB2LV, LLC purchased 6,800 SF from 
Bank of Las Vegas for $635,000 or 
$93 PSF.  The buyer was represented 
by Patti Dillon, SIOR of Colliers In-
ternational and the seller was rep-
resented by Logan Schrumpf of Sun 
Commercial.  The property is located 
on approximately 1.2 acres at 951, 959 
and 961 Empire Mesa.
APN # 178-023-111-033

Reno, 89511
Industrial
Louie Lane, LLC purchased 8,960 SF 
from B & H International, LLC for 
$800,000 or $89 PSF.  The buyer was 
represented by Fred Jayet of Stark 
& Associates Commercial Real Es-
tate and the seller was represented 
by Dave Simonsen of NAI Alliance.  
The property is located at 5458 Louie 
Lane.
APN # 025-610-10

Red Report | Deal Tracker

http://www.OutsideGeneralCounsel.com


58                                        April 2011 www.NevadaBusiness.com

Las Vegas, 89118
Office
Pink Jeep Tours Las Vegas, Inc. leased 
6,300 SF from Sanmar Investments, LLC 
for $437,535 on a 64-month lease.  The 
landlord was represented by Pat Marsh, 
SIOR of Colliers International and the 
tenant was represented by Soozi Jones 
Walker, CCIM, SIOR of Commercial Exec-
utives.  The property is located at 6830 W. 
Oquendo Rd., Suite 202.  Reported month-
ly rent is $1.08 PSF.

Las Vegas, 89119
Office
DSI Las Vegas, LLC leased 6,257 SF from 
Robert McNamara (Receiver) for $622,330 
on a five-year lease.  The landlord was rep-
resented by Rob Lujan and Jason Simon 
of Gatski Commercial.  The property is lo-
cated at 2333 Renaissance Dr., Suites A and 
B.  Reported monthly rent is $1.66 PSF.

Las Vegas, 89135
Office
Poker Royalty, LLC leased 6,833 SF from 
SBSS Holdings, LLC for $213,189 on a 
two-year lease.  The tenant was represent-
ed by Brandon Keating of The Equity 
Group and the landlord was represented 
by Chuck Witters, SIOR and Kris Watier, 
SIOR of Lee & Associates.  The property 
is located at 10789 W. Twain Ave., Second 
Floor.  Reported monthly rent is $1.30 PSF.

Las Vegas, 89113
Retail
Las Vegas Fitness, LLC leased 4,210 SF 
from Douglas P. Wilson for $293,922 on 
a 66-month lease.  The tenant was repre-
sented by Nelson Tressler of Grubb & El-
lis | Las Vegas.  The property is located at 
8180 Blue Diamond Rd.  Reported monthly 
rent is $1.05 PSF.

Las Vegas, 89183
Retail
Classic Furniture Gallery leased 9,570 
SF from Silverado Ranch Plaza, LLC for 
$637,362 on a 63-month lease.  The land-
lord was represented by Scot Marker, 
SIOR of Colliers International. The 
property is located at 9893 S. Eastern 
Ave.  Reported monthly rent is $1.06 PSF.

Henderson, 89014
Industrial
Maintenance Supply Headquarters, 
L.P. leased 44,051 SF from Belvans In-
dustrial Associates for $1,056,201 on a 
65-month lease.  The tenant was repre-
sented by Dean Willmore, SIOR of Com-
merce CRG and the landlord was repre-
sented by Greg Pancirov, SIOR and Mi-
chael DeLew of Colliers International.  
The property is located at 880 Wigwam 
Pkwy., Suite 140.  Reported monthly rent 
is $0.36 PSF.

Las Vegas, 89103
Industrial
Detours of Nevada, LLC leased 10,300 
SF from GA3510, LLC for $144,000 on a 
three-year lease.  The tenant and land-
lord were both represented by Ric Rush-
ton of Colliers International.  The prop-
erty is located at 3510 Cavaretta Court.  
Reported monthly rent is $0.39 PSF.

Las Vegas, 89103
Industrial
Otis Elevator Company renewed its 
lease of 9,519 SF from CV PropCo, LLC 
for $126,934 on a one-year lease.  Addi-
tionally, SDQ renewed its lease of 12,000 
SF from CV PropCo, LLC for $477,822 on a 
five-year lease.  The landlord was repre-
sented by Rob Lujan and Jason Simon 
of Gatski Commercial in both transac-
tions.  The properties are located at 4625 
S. Polaris Ave., Suites 110 and 112 and 4555 
Procyon St..  Reported monthly rents are 
$1.11 PSF and $0.66 PSF, respectively.

Las Vegas, 89115
Industrial
Fabulous Sin City Rollergirls leased 
9,600 SF from Global Commercial Hold-
ings for $57,600 on a three-year lease.  
The tenant was represented by Dan 
Doherty, SIOR of Colliers Internation-
al and the landlord was represented by 
Tom Elkington of Commerce Real Es-
tate Solutions.  The property is located 
at 4405 Colton Ave., Suites 101-103.  Re-
ported monthly rent is $0.17 PSF.

Reno, 89521
Industrial
Brightpoint, Inc. purchased 263,924 SF 
from Pfizer, Inc. for $11.5 million or $44 PSF.  
The buyer was represented by Jones Lang 
LaSalle and the seller was represented by 
Paul Perkins, CCIM, SIOR, Dave Simon-
sen, CCIM, SIOR, J. Michael Hoeck, SIOR 
and Dan Oster of NAI Alliance.  The prop-
erty is located at 1025 Sandhill Rd. in Reno.  
APN # 163-032-10

Las Vegas, 89109
Multi-Family
Entrust Administration Trust FBO – 
Mark & Karyssa Henderson purchased 
the 23- unit Park East Court Apartments 
from Ubaldo Properties, LLC for $460,000 
or $20,000 per unit.  The buyer and seller 
were both represented by Patrick Sau-
ter and Devin Lee of NAI Las Vegas.  The 
property is located at 2586 Van Patten St.
APN # 162-101-112-016

Las Vegas, 89113
Vacant Land
Scubbie, LLC purchased 2.1 acres from PF 
1 Buffalo, LLC in the Buffalo/I-215 Busi-
ness Park for $657,139 or $6 PSF.  Addition-
ally, 7000 Teco Avenue, LLC purchased 6.2 
acres in the Buffalo/I-215 Business Park for 
$1.9 million or $7 PSF.  The buyer was repre-
sented by Xavier Wasiak, SIOR and Kara 
Walker, CCIM of Grubb & Ellis | Las Vegas 
in both transactions.  The seller was rep-
resented by Pat Marsh, SIOR of Colliers 
International in both transactions.  The 
properties are located near the intersection 
of Teco Ave. and Pioneer Way.

Las Vegas, 89145
Vacant Land
Nevada H.A.N.D., LLC purchased five 
acres from City National Bank for 
$610,000 or $3 PSF.  The buyer was repre-
sented by Mark Schnippel of Investors 
Group and the seller was represented by 
Michael Stuart of Colliers Internation-
al.  The property is located at Summerlin 
Pkwy. and Durango Dr.
APN # 138-28-401-015

Las Vegas, 89183
Vacant Land
Wild Cougar, LLC purchased five acres 
from City National Bank for $1.2 million 
or $6 PSF.  The buyer was represented by 
Noah Bates of Rowan Real Estate and the 
seller was represented by Michael Stuart 
of Colliers International.  The property is 
located at Las Vegas Blvd. and Bruner. 
APN # 191-04-402-001
APN # 163-34-410-002 and 009
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Las Vegas,
Office
CommCap Advisors has announced the 
closing of a $3,650,000 loan for a corporate 
office center.  The loan is a refinance of ex-
isting debt on a 25-year term with a 25-year 
amortization.  The initial 10 years are on a 
fixed rate with the rate adjusting every five 
years thereafter.  The loan was secured by 
the 22,000 SF, multi-tenant building.

Las Vegas, 89115
Industrial
Framerica Corporation leased 14,040 
SF from Roberts Ranch Venture, LP for 
$67,392 on a 13-month lease.  The land-
lord was represented by Dan Doherty, 
SIOR and Patti Dillon of Colliers In-
ternational.  The property is located at 
4320 N. Lamb Blvd., Suite 100.  Reported 
monthly rent is $0.36 PSF.

Las Vegas, 89118
Industrial
John Deere Landscapes, Inc. leased 
21,546 SF from Hutchinson Robert S et 
al for $509,677 on a five-year lease.  The 
tenant was represented by Tyler Eck-
lund of CB Richard Ellis and the land-
lord was represented by Dan Doherty, 
SIOR and Patti Dillon of Colliers Inter-
national.  The property is located at 4175 
W. Dewey Dr.  Reported monthly rent is 
$0.39 PSF.

Las Vegas, 89118
Industrial
Apex Linen, LLC leased 87,250 SF from 
Val Mar Properties, LLP for $12,147,809 
on a 241-month lease.  The tenant was 
represented by Greg Pancirov, SIOR 
and Michael DeLew of Colliers Interna-
tional and the tenant was represented 
by Mike Gutierrez of Realty Specialists.  
The property is located at 6375 S. Arville 
St.  Reported monthly rent is $0.58 PSF.

Las Vegas, 89118
Industrial
TCL Associates, Inc. dba Stage House 
leased 10,448 SF from E & M Invest-
ments, LLC for $33,440 on a 16-month 
lease.  The tenant was represented by 
Greg Pancirov, SIOR and Michael DeLew 
of Colliers International and the landlord 
was represented by Brian Riffel and Paul 
Sweetland, SIOR of Colliers Internation-
al.  The property is located at 5033 W. Dia-
blo.  Reported monthly rent is $0.20 PSF.

Las Vegas, 89119
Industrial
ABS Science, Inc. leased 10,877 SF from 
BPI Eastern, LLC for $148,797 on a three-
year lease.  The tenant was represented 
by Greg Pancirov, SIOR and Michael 
DeLew of Colliers International and 
the landlord was represented by Dan 
Doherty, SIOR of Colliers International.  
The property is located at 6635 S. Eastern 
Ave., Suite 100.  Reported monthly rent is 
$0.38 PSF.

Las Vegas, 89119
Industrial
Centro De Adoracion Familiar leased 
11,654 SF from Spencer Airport Center, 
Phase IV, LLC for $167,817 on a 39-month 
lease.  The tenant was represented by 
Dan Doherty, SIOR of Colliers Interna-
tional and the landlord was represented 
by Perry Muscelli of Perry Muscelli, 
LLC.  The property is located at 6745 Sur-
rey St.  Reported monthly rent is $0.36 
PSF.

Las Vegas, 89120
Industrial
CenturyLink leased 8,003 SF from Post 
& Pearl Properties, LLC for $1,007,904 
on a 84-month lease.  The tenant was rep-
resented by Pat Marsh, SIOR of Colliers 
International.  The property is located at 
3635 E. Post Rd.  Reported monthly rent is 
$1.50 PSF.

Las Vegas, 89120
Industrial
Diebold, Inc. leased 5,000 SF in the Ar-
rowhead Commerce Center, Building 
11 from Arrowhead 11 & 12, LLC for 

$157,656 on a three-year lease.  The ten-
ant was represented by Geoff Berrios 
of UGL Services – Equis Operations and 
the landlord was represented by Spen-
cer Pinter, SIOR of Colliers International.  
The property is located at 6295 S. Pearl 
St., Suite 600.  Reported monthly rent is 
$0.88 PSF.

LOANS
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Southern Nevada Analysis and statistics compiled by 

Applied Analysis, Northern Nevada Analysis and statistics

compiled by Colliers International Reno
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Reno-Sparks 
	 The	Reno/Sparks	economic	climate	 is	
showing	 mixed	 signs	 of	 improvement,	
perhaps	indicating	that	the	retail	vacancy	
rates	 may	 be	 near	 the	 peak.	 	 The	 area	
had	 a	 positive	 net	 absorption	 during	 the	
fourth	quarter	of	60,265	square	feet	with	
a	net	absorption	of	71,817	square	feet	for	
the	year.		
	 Most	of	the	net	absorption	during	the	
quarter	 can	 be	 attributed	 to	 one	 large	
lease	 from	 Wal-Mart	 which	 occupied	
just	 over	 184,000	 square	 feet	 on	 Glen-
dale	 Avenue	 just	 east	 of	 US	 395.	 	 This	
new	 store	 was	 a	 relocation/expansion	
from	 their	 125,000	 square	 feet	 store	
that	 they	 vacated	 at	 US	 395	 and	 North	
McCarran.	 Without	 that	 one	 lease,	 the	
market	 would	 have	 seen	 net	 absorption	
relatively	flat.		
	 During	the	fourth	quarter,	there	were	33	
businesses	 moving	 into	 shopping	 centers	
consisting	 of	 271,891	 square	 feet	 while	
during	 the	 same	 period,	 33	 businesses	
moved	 out	 consisting	 of	 212,826	 square	
feet.		The	market	will	continue	to	struggle	
to	post	consistently	positive	net	absorption	
until	the	ratio	of	move	ins	to	move	outs	be-
comes	positive.		
	 Some	of	the	new	businesses	that	opened	
during	the	quarter	include	Tires	Plus	in	the	
Sparks	Galleria,	Pier	1	 in	 the	Dal	Monte	
Plaza	and	Auto	Zone	in	the	Canyon	Cen-
ter.		Tenants	moving	out	included	Sak’s	5th	
in	 the	 Legends	 and	 Chevy’s	 in	 Redfield	
Promenade.		
	 The	line	shop	vacancy	rate	is	just	off	the	
record	and	now	stands	at	21.72%.		The	an-
chor	vacancy	rate	is	now	at	a	record	high	
of	15.19%,	with	the	overall	vacancy	rate	at	
17.88%.	 	While	 these	 high	 vacancy	 rates	
are	 causing	 financial	 pressures	 for	 some	
landlords,	 it	 is	 creating	 opportunities	 for	
new	 businesses	 as	 landlords	 aggressively	
compete	 for	 the	 few	 tenants	 looking	 for	
space.

Las Vegas 
	 Retail	vacancies	declined	for	the	third	con-
secutive	quarter,	 as	 second-generation	 space	
in	anchored	retail	centers	was	absorbed	amid	
a	decline	in	average	asking	rents.		The	vacan-
cy	rate	fell	to	10.2	percent	during	the	quarter,	a	
decline	of	0.3	percentage	points	compared	to	
the	previous	quarter	(Q3	2010)	and	the	same	
period	over	the	prior	year	(Q4	2009).		During	
the	 fourth	 quarter,	 average	 asking	 rents	 fell	
to	$1.56	per	square	foot	per	month,	or	down	
15.0	percent	from	the	$1.84	reported	one	year	
ago.		Prices	are	off	28.9	percent	from	the	peak	
reported	in	early	2008	and	at	a	level	not	seen	
since	early	2005.		
	 While	 no	 new	 space	 completed	 con-
struction	 during	 the	 quarter,	 the	 retail	
market	witnessed	a	total	of	165,400	square	
feet	of	positive	net	 absorption	as	more	 re-
tail	 tenants	moved	 into	 space	 than	moved	
out.		During	the	entirety	of	2010,	a	modest	
164,600	square	feet	completed	construction	
while	the	market	witnessed	306,700	square	
feet	of	positive	absorption	during	the	same	
timeframe.	 	With	an	elevated	vacancy	rate	
for	more	than	two	years,	and	nearly	2.5	mil-
lion	square	feet	of	excess	inventory	on	the	
market,	it	is	expected	that	downward	pres-
sure	on	pricing	will	continue.
	 By	 the	 end	 of	 the	 fourth	 quarter	 of	
2010,	 the	 retail	market	 reported	 51.2	mil-
lion	square	feet	of	inventory.		Projects	that	
remain	 actively	 under	 construction	 total	
approximately	 300,000	 square	 feet	 while	
plans	for	4.4	million	square	feet	remain	on	
the	drawing	board.		Planned	space	is	inclu-
sive	of	1.2	million	square	feet	of	space	that	
stopped	or	delayed	development	due	to	the	
current	 economic	 environment	 and	 is	 not	
likely	to	resume	in	the	near	term.
	 The	reported	decline	in	the	vacancy	rate	
is	warmly	welcomed.		However,	it	is	like-
ly	 that	 the	vacant	space,	at	more	 than	5.2	
million	square	feet,	will	take	a	significant	
period	to	draw	down	as	unemployment	re-
mains	elevated.			

Commercial RE Report | Retail

Retail Summary
Fourth Quarter 2010
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he U.S. economy continues an uneven 
recovery from its deepest recession 
since the Great Depression.  The pre-
liminary estimate of real GDP growth for 
fourth quarter 2010 was 3.1 percent at 
an annualized rate—considerably stron-

ger than the 2.5 percent figure posted for the third 
quarter of 2010.  U.S. nonfarm employment rose by 
a meager 36,000 jobs (seasonally adjusted) in Jan-
uary, marking the fourth straight month of increases.  
In addition, real personal consumption spending, re-
tail sales and housing sales continued to rise in De-
cember. Consumer confidence, which had slipped in 
December, picked up slightly in January.
 With U.S. consumption spending rising for the 
ninth straight month, the Nevada economy con-
tinues to show uneven signs of recovery.  For the 
second half of 2010, Nevada visitor volume was up 
2.6 percent over the second half of 2009.  Gaming 
revenues for the second half of 2010 were up 1.5 
percent over the second half of 2009, with Decem-
ber gaming revenue 2.0 percent above November, 
but 2.4 percent below a year earlier.  Even with 
tourism and gaming showing signs of improvement 
in the  second half of 2010, the Nevada unemploy-
ment rate rose to a record high of 14.6 percent in 
December.
 The economic picture for Clark County has been 
more robust than for the state as a whole.  Visitor vol-
ume for the second half of 2010 was up 3.2 percent 
over the second half of 2009.  Gaming revenues for 
the second half of 2010 were up 2.3 percent over 
the second half of 2009, with December gaming rev-
enue 2.5 percent above November, but 2.6 percent 
below a year earlier.  November taxable sales were 
down 1.4 percent from October, but higher than a 
year earlier.  Residential construction permits surged 
upward and Las Vegas employment nudged upward 
in December.  On the less favorable side, the Las 
Vegas unemployment rate rose to 14.9 percent in 
December, nearly matching the record high of 15.0 
percent set in September.
 Washoe County economic activity has been con-
siderably weaker than for the state as a whole.  Visi-
tor volume for the second half of 2010 was 1.8 per-
cent below that for the second half of 2009.  Gam-
ing revenues for the second half of 2010 were 4.5 
percent below those for the second half the 2009, 
with December gaming revenue 1.1 percent above 
November, but 0.7 percent below a year earlier.    
Residential construction permits and employment 
continued to fall in December, and the Reno-Sparks 
unemployment rate rose to a record 13.8 percent.
 With the national recovery picking up steam, the 
Nevada economy shows uneven signs of growth.  
Given the reluctance of businesses to invest and 
hire, the growth of the U.S. economy is likely to re-
main uneven, which will likely mean a continued slow 
and uneven recovery for the Nevada economy.  

Sources: Nevada Department of Taxation; Nevada Department of Employment, Training, and Rehabilitation; UNR Bureau of 
Business and Economic Research; UNLV Center for Business and Economic Research; McCarran International Airport; Reno/Tahoe 
International Airport; Las Vegas Convention and Visitors Authority; Reno-Sparks Convention and Visitors Authority; U.S. Department 
of Commerce; U.S. Bureau of Labor Statistics; U.S. Census Bureau; U.S. Federal Reserve Bank.

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

Professor Stephen P. A. Brown, PhD
UNLV Center for Business and Economic Research
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Business Indicators | Trends

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

Real GDP Growth***

U.S. Dollar

Trade Balance

S and P 500

Real Short-term Rates*

Treasury Yield Spread

Note: NSA = Not Seasonally Adjusted, SA = Seasonally Adjusted
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“I	hope	legislators	will	make	
targeted	and	prudent	investments	in	
the	basic	building	blocks	required	
to	diversify	Nevada’s	economy.		
With	a	focus	on	increasing	
commercializable	research	from	our	
private	and	public	sector	institutions	
and	on	attracting	early	stage	capital,	
legislators	will	stimulate	business	
creation,	knowledge-based	jobs	and	
a	brighter	future	for	Nevada.”

Jim Croce • President and CEO, Nevada Institute for Renewable Energy Commercialization (NIREC)

“I	hope	Nevada	legislators	will	
remember	that	the	freedoms,	
liberties,	and	opportunities	of	
Nevadans	are	best	supported	by	a	
limited	government.		I	hope	that	
Nevada	legislators	will	remember	
that	Nevada’s	most	important	
organization	is	the	family.	I	
hope	that	Nevada	legislators	will	
remember	that	public	service	is	a	
public	trust.”

Mark A. Hutchison • Partner, Hutchison & Steffen

“It	is	my	hope	that	the	legislators	
will	responsibly	and	thoroughly	
examine	all	issues	that	affect	
groups	larger	than	just	their	
constituents.	Several	bills	

concerning	common-interest	
communities	are	being	reviewed	by	
the	legislature,	and	I	look	forward	
to	legislators	enacting	bills	that	

are	fair,	balanced	and	beneficial	to	
HOAs	and	homeowners	alike.”

Robert Rothwell, PhD, DCAL • Board Secretary, Community Associations Institute of Nevada

“I	hope	our	legislators	are	able	to	
create	new	job	legislation	and	add	
no	new	taxes	to	our	businesses	in	

the	76th	Session.	It	is	also	important	
that	our	state	budget	remains	within	
our	means	to	pay	and	not	generate	
more	debt	for	Nevada	along	with	

education	reform.”

Dianna Fyke • Director of Government Affairs, Henderson Chamber of Commerce

“There	seem	to	be	some	actual	
signs	of	bi-partisanship	emerging	

from	this	legislative	session.		
Dare	I	allow	myself	to	hope	that	
statesmanship	and	consensus-

building	could	become	the	twin	
linchpins	of	a	new	model	of	

governance	in	Nevada?		Oh	.	.	.	
sorry,	I	must	have	dozed	off	for	
a	moment.		Nevertheless,	hope	

springs	eternal!”

Carl O. Rowe, CMC • Senior Consultant, Clarity Advisors to Management

What do you hope the legislators
will accomplish this session?

The Last Word People

“Recognize	the	damage	that	will	
be	done	to	the	health	care	delivery	
system	if	solutions	are	not	found	
for	the	proposed	‘across	the	board’	
cuts	in	the	executive	budget.		The	
proposal	will	negatively	affect	
every	segment	of	the	system	–	
public	and	private	–	creating	
unintended	consequences	that	will	
take	years	of	recovery.”

Charles Perry • President & Chief Legislative Liaison, Nevada Health Care Association
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