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OuR CLIENTS HEAR 
THE SAME THING 
EVERY TIME THEY 
VISIT OuR BANK. 

THEIR NAMES. 
"Good morning, Mr. Miller." 
"Hello, Laura. How's business?" 

D on't you feel welcom e 
and more at ease when 
someone addresses you 

by n ame? When conducting 
bu siness, it's both 

courteous and respectfuL 
At Commercial Bank 

of Nevada, it's important 

to u s that each of our clients 

is recognized by name as a 
valuable member of our business. 
Our staff is selected to provide 
friend ly, courteous one-to-one 
service. Our customers appreciate 
it. A good deal of our success 

depends upon it. 

Service is still the 
nanu of the game. 

COMMERCIAL 
BANK of Nevada Member 

FDIC 
EQUAl HOJSNG 

LENDER 

2820 West Charleston Blvd. • 258-9990 

FOLLOW SUCCESS To S U CCESS 
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Nevada Banks Wall Street Shuffle 
B a n k n g 

by Kathleen Foley 

A
decade ago, the average bank
ing customer seemed content 
with standard banking instru

ments which offered FDIC protection of 
principal as well as interest income to 
offset inflation. It was rare for the aver
age family to own annuities, mutual 
funds or stocks. Today, even middle
income earners have such investments, 
and they are increasingly able to pur
chase them at their neighborhood bank 
branch. 

One 1994 banking report stated that 
Americans withdrew $350 billion from 
banks between 1990 and 1994, with the 
biggest area of customer loss being with
drawal of funds from conventional bank 
savings products to mutual funds and 
other investments. As bank interest rates 
declined , people began moving money 
to higher-yield nonbank investments . 
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Banks were forced to develop new strate
gies to attract customers' investment dol
lars. To stem the tide of outflows, many 
banks added annuities, stock brokerage 
services and mutual funds to their prod
uct offerings. Customers of large banks 
may now buy mutual funds or other 
stocks, or manage a self-directed IRA at 
their neighborhood bank branch. They 
can transfer funds between their check
ing account and an investment account to 
buy and sell stocks. According to Wayne 
Wilson, president of U.S . Bancorp 
Securities, "Managing investments is a 
significant source of fee-based income 
for banks. Banks need to become full
service providers in order to keep cus
tomers. If a customer is looking for an 
investment that has the potential to bring 
a higher rate of return, even though it is 
not insured by the FDIC, we' d rather he 

or she did so here than with a broker 
across the street." 

A customer with a substantial amount 
of money to invest has always had the 
option of working with his bank 's trust 
department. The usual procedure is to 
consult an attorney and set up an agree
ment naming the bank as trustee. A port
folio manager then meets with the client 
to tailor a program designed to achieve his 
financial objectives and provide on-going 
financial management. The customer in 
this situation can decide how active to be 
in managing assets, and may opt to let the 
bank's experts make most decisions for 
the trust. The trust department can offer 
specific advice and recommendations 
regarding mutual funds, stocks, treasury 
certificates or municipal bonds. 

For those who want to start an invest
ment program with a small amount of 



money (as little as $50 in some cases) 
and prefer to deal with their bank instead 
of a broker, many other options are now 
avai lable. Many large banks offer what 
might be called a multi-tiered program to 
serve all different kinds of customers, 
from the beginning investor who wants 
to set aside a small amount each month in 
a mutual fund , to the most sophisticated 
and affl uent client who wants to be 
involved in the day-to-day management 
of a large portfolio. Most bank clients 
recognize that the relationship of reward 
to risk is basic to investing: simply stat
ed, the greater the reward you seek, the 
greater the potential risk you may have to 
take. Nevertheless, all literature about 
investments offered through banks con
tains some form of the following dis
claimer: "Investment products are not 
insured by the FDIC or any government 
agency. They are not deposit obligations 
of, or guaranteed by, the bank. They 
involve investment risks, including pos
sible loss of the principal invested." 

Although a bank cannot directly offer 
securities or mutual funds without going 
through an affiliate or third party, 
Nevada banks have made several differ
ent arrangements enabling them to enter 
the investment market. Following is a 
brief survey of some of the options cur
rently being offered to local residents by 
banking institutions. 

Wells Fargo Bank 

W ells Fargo Bank, formerly First 
Interstate Bank, provides an 

example of the giant strides large banks 
have made in breaking down the distinc
tion between banks and investment insti
tutions. Wells Fargo has "investment 
advisors" in several branches, who 
develop a profile of the client based on 
several different factors, including: risk 
tolerance, stage of life, investment goals, 
time frame between investment and 
expected return, and importance of easy 
access to funds. Based on the customer 's 
wants and needs, the advisor may assist 
him in purchasing conventional bank 
investment products or refer him to the 
trust department, but clients wishing to 
invest on their own through Wells Fargo 

"Baby Boorners 

will be reaching 

their peak 

incorne over the 

next ten years, 

which will great

ly increase the 

pool o ·f rnoney 

available. " 

- Harry Hellman 

are put in contact with First Interstate 
Investments, Inc. , (FII) a subsidiary of 
First Interstate Bancorp. 

Steve Papinchak of FII says the bank 
has a strong marketing program under
way to inform customers ·Of options 
available to them, and intends to be "very 
aggressive in the area of investments." 
Investment officers at FII help their 
clients sift through the many options 
available, explain the advantages of tax
deferred investments, and assist them in 
developing a personalized investment 
plan. FII offers mutual funds , annuities, 
tax-exempt municipal bonds, U.S. 
Treasury securities and IRAs. There will 

be a gradual transttton from First 
Interstate to Wells Fargo investment 
products over the next several months, 
according to Papinchak. 

Bank of America 

B ank of America has 85 branches 
statewide, and at 18 branches, cus

tomers may speak directly with an 
investment specialist. The specialist may 
refer the client to BA Investment 
Services, Inc. (BAIS), a wholly
owned subsidiary of Bank-America 
Corporation. Frank Aguilar, senior vice 
president and program manager for 
BAIS , calls his institution one of the 
largest dealers in federal agency securi 
ties, one of the largest underwriters of 
municipal securities on the West Coast,, 
and the only West Coast primary dealer 
in U.S. Treasury securities . . 

"Since BA Investment Services was 
establisheq in October 1994," he reports, 
"we have exceeded predictions for 
growth each and every month. One of the 
reasons for our success is that Bank of 
America offers the convenience of 
one-stop shopping for investments. 
Customers can link their investment 
account to their checking account, and 
may start with as little as $50. But we are 
also a full service broker/dealer and 
sophisticated investors will feel comfort
able with our level of expertise." 
Customers may consult an Invest-B y
Phone™ hotline, or use an 800 number 
to transfer funds or increase a portfolio. 
Aguilar reports Bank of America cus
tomers will even be able to link into the 
Internet in the near future. 

U.S. Bank 

A ccording to Wayne Wilson, presi
dent of U.S. Bancorp Securities, 

"A lot of people who want to help you 
invest your money are new at it them
selves, but U.S . Bancorp has had invest
ment banking services in-house for more 
than 20 years, and full brokerage services 
for over a decade. Every day we transact 
$250 million of investments for our 
customers, or up to $8.5 billion worth 
each month. Investment transactions can 

April/May 1996 • Nevada Business journal 7 



6 CoN RENeE/BREAkouT s 
4 MEETiNg RooMs 

RooM sizEs TO fiT youR NEEds 
CoNfERENcEs/MmiNqs/SEMiNAns/LEcTunEs/ 

TmiNq/INTERViEWs/TRAiNiNq 

Fon RENTAl INfORMATiON CA[: 

HENDERSON CONVENTION CENTER 
200 WATER Smm 

HENdmsoN, NV 89015 
(702} 565,..2m FAX(702} 565,2fn 

Tai Chi 
Classes Now 

Forming! 

- REDVCE STRESS -

- CiET IN SHAPE -

INCREASE CoNFIDENCE

IMPROVE CoNCENTRATION -

3025 Desert Inn Rd., Suite 7 

Las Vegas, Nevada 89121 

. 8 Nevada Business Journal • April/May 1996 

be automatically debited and credited to 
any U.S. Bank account. We specialize in 
fixed-income and money market securi
ties, and our customer base consists of 
major corporations, financial institu
tions, state and local governments, hos
pitals and foundations , as well as indi
vidual investors." U.S . Bancorp operates 
in six states, and USBS, a wholly-owned 
subsidiary company, is a registered 
broker dealer. 

Wilson believes that banks will 
increasingly use what he calls a "consul
tative planning approach" in dealing 
with clients who wish to invest. This 
method emphasizes the customer 's 
needs rather than the investment product, 
and begins with a customer profile, 
including such factors as previous 
investments, goals, time frame and toler
ance to risk. "People are used to giving 
their banker detailed financial informa
tion when they apply for credit," he says. 
"They expect their bank to be interested 
in their background, and they have built 
up a relationship of trust over the years . 
Banks have an obligation to honor that 
trust, and to help people make invest
ment decisions based on the best advice 
possible." · 

Another trend Wilson sees is a transi
tion to fee-based accounts rather than 
transaction-based accounts . Charging a 
percentage of the account as a fee, rather 
than charging for each transaction, 
diminishes the need for a bank to create 
a transaction, and increases the need to 
create value in the account. This encour
ages banks to make savvy investment 
decisions, since clients will be unwilling 
to pay the bank's fees if they do not see 
their net worth increasing. It will also be 
good for banks in the long run, according 
to Wilson, since aging Baby Boomers 
will have fewer transactions as they 
become more conservative and their 
accounts stabilize. He sees Southern 
Nevada's population growth, especially 
of retired people, as a reason for U.S. 
Bank to be "very excited" about Nevada, 
especially since retirees are usually com
fortable dealing with banks, and should 
therefore welcome the concept of invest
ing through their bank . 

Nevada 
State Bank 

N evada State Bank, rather than oper
ating an in-house investment ser

vice, refers clients to a sister institution, 
Zions Investment Services, Inc. Zions 
Bancorporation owns both Nevada State 
Bank and Zions First National Bank in 
Utah, the parent company of Zions 
Investment. Linda Shaver, a personal 
investment officer based in Las Vegas, 
says her company is a stand-alone, full 
service agency, and most of the firm 's 
customers actually come from outside the 
bank. However, NSB customers have the 
convenience of being able to link their 
Zions Investment account with their regli-, 
Jar banking account. Zions has two 
investment advisors in Las Vegas and'one 
in Reno, licensed in securities and insur
ance. They offer account management 
and discount stock brokerage as well• as 
health~ life and disability insurance. 

Arnerican Bank 
of Cornrnerce 

A merican Bank of Commerce, with 
four branches in Southern Nevada 

and another due to open soon, offers cus
todial services for trust customers on a 
fee basis, according to Ron Wytkco, of 
ABC's trust and financial services de
partment. "Other institutions may have 
an interest in marketing a specific fund 
because of a transaction fee or commis
sion," he states. "We offer only the best
performing funds, on a flat fee basis, for 
our trust customers." 

Prirnerit Bank 

P rimerit Bank entered the investment 
arena three years ago by establish

ing an association with a Seattle-based 
third-party dealer, Great Northern Annui
ties. Russ Pinto, senior vice president and 
manager of Primerit's financial manage
ment and trust services division, explains 
that if a Primerit customer wishes to 
invest in a fund or an annuity, he or she is 
referred to a Great Northern representa
tive at one of the 26 Primerit branches. 
Great Northern offers as wide a range of 



H E R E I N 

Over 14,000 people ar e at work min

ing gold ... the gold that contributes to 

our economy and becomes a critical 

part of many of our country's vital tech

nologies ... helping make America one of 

the world 's largest gold producers. 

But before mining ever begins, compa

nies use the best science - including 

information from satellites and com

puters - to plan how the site will be 

N E v A D A 

developed and the land w ill be 

reclaimed ... how wi ldlife and vegeta

tion wil l be reintroduced ... and how 

water and air will be protected each 

step of the way. 

The money to accomplish these impor

tant environmental goals is set aside 

from the beginning. It's more than just 

a Nevada state requirement. It 's part 

of our commitment to the land. 

NOTHING WORKS LIKE 

Sponsored b)' America ' s Gold Producer s FROM AMERICA 
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MOVING TO NEVADA? EXPANDING? 

Investment Equity is Building 
Quality Projects to Accommodate 

Your Business Needs. 
Current Projects in Development 

Fountain View Business Park 
on Decarur I block Sourh of Flamingo • 36,000 sq. ft. Office Park surrounding lush courtyard 

• Spaces starring from I, I 00 sq. ft. & up 

Cameron Business. Park West 
North West Corner Cameron/Nevso • 39,000 sq. ft. office/showroom/warehouse • Spaces starting 

from 2,000 sq. ft. & up • Full office space available @ 1.15 sq. ft. 

Cameron Business Park East 
South East Corner Cameron/Rochelle • 41 ,000 sq. ft. office/showroom/warehouse • Spaces starting 

from 2,000 sq. ft. & up • Full office space available@ 1.15 sq. ft. 

Hannon Business Park 
112 block east of Decatur on Harmon • 47,000 sq. fr. office/showroom/warehouse • Spaces starting 

from 2,000 sq. ft. & up • Full office space available@ 1.15 sq. ft. 

Losee Industrial Bid. 
South of Cheyenne on Losee • 70,000 sq. ft. - 6,000 sq. ft. dock high loading 

• l-1 5 FREEWAY exposure and sign'%e 

• 
~ INVESTMENT EQUITY 

INDUSTRIAL•APARTMENTS•RETAIL•OFFICE 
DEVELOPMENT 

--- For leasing information, please call: - -
Investment Equity Priority One Commercial 

Cyndi Inman- 871-4545 Jullie Collins- 228-7464 
363-4268 

The Marbeya Business Part • 6655 West Sahara • Suite A-102 • Las Vegas, Nevada 89102 

SARE 
AND ASSOCIATES, INC. 

Geotechnical Engineering Consultants 

Las Vegas- Henderson, Nevada 
(702) 564-3331 

John]. Durkin, P.E. 
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• GEOTECHNICAL & GEOLOGICAL E NGINEERING 

• SUBSURFACE INVESTIGATIONS 

• CONSTRUCTION MANAGEMENT & INSPECTION 

• CONSTRUCTION M ATERIALS TESTING 

• ENGINEERING FORENSICS AND 

FAILURE ANALYSES 

Denver, Colorado 
(303) 220-0300 

Joseph A. Cesare, P.E. 

products as a brokerage house, according 
to Pinto, and representatives are licensed 
securities brokers. 

"Primerit has considered securities .. 
dealing for clients, but has not yet ·taken 
the plunge," according to Pinto. His 
division within the bank handles estates, 
trusts and guardianships, as well as ,cash 
management services, such as overnight 
investments for commercial clients. 

Conclusion 

W ith mutual funds now a $3 tril
lion business, it makes sense for 

banks to participate in the investment 
explosion. According to Harry Hellman 
of Dain Bosworth, Inc ., a securities bro
ker, Baby Boomers will reach their peak 
income over the next ten years. This will 
greatly increase the pool of money avail
able to be put into stocks and other 
investment vehicles . In addition, one 
estimate indicates almost half of all 
mutual fund owners earn less than 
$50,000 a year, indicating the product 
has broad-based appeal for the average 
bank customer. Consumers who have 
gradually become accustomed to elec
tronic fund transfers, bank-by-phone, 
and the ubiquitous ATM machine, may 
soon be going on-line for all sorts of 
financial transactions, including man
agement of investment portfolios. The 
transition of the neighborhoo __ = ;,;,;,;. 

from a place to safely sock away
extra dollars for a rainy day, to a 
office offering a myriad of 
options, seems to be one more 
the future of banking. 



The 
Howard 
Hughes 
Corporation 
Profile 

The Howard Hughes Corporation is 
involved exclusively in real estate and is 
one of the most successful regional real 
estate investment and development com
panies in America. The company owns 
approximately 20,000 acres of land 
in Southern Nevada and Southern 
California, and targeted its development 
plans to these areas, with each property 
illustrating the company's dedication to 
high quality real estate development. 

The Howard Hughes Corporation 's 
holdings include: 

• Summertln, the country 's best-sell
ing master-planned community, is cur
rently under development on the north
western rim of the Las Vegas Valley. 

Named after Howard Hughes' grand
mother, the 22,500-acre community inte
grates elements essential to a total com
munity. Summerlin plans include a 
diverse range of residential neighbor
hoods, recreational amenities, office 
parks, major retail centers, cultural and 
civic centers, churches, private and public 
schools, and a community system of parks 
and trails. At its projected 25-year build
out, Summerlin will be home to some 
180,000 residents in 30 distinct villages. 

• The Crossing Business Center, 
located within Summerlin master
planned community is Summerlin 's first 
business employment center. The com
plex will accommodate approximately 
1.2 million-square-feet of business facil
ities on 115-acres when completed. 

• Hughes Center, a 120-acre master
planned mixed-use business center is 
located in a high growth area in central 
Las Vegas. 

At build-out, this business center will 

include 1.5 million to 2.0 million square 
feet of Class A office space complement
ed by a hotel, restaurants and residential 
units. Approximately 750,000 square feet 
have been completed. Recently complet
ed construction includes: The 85,923-
square-foot Hilton Corporate Plaza office 
building; the 164,673-square-foot, five
story 3773 Howard Hughes Parkway 
Class A office building; Fog City Diner, 
which opened in December 1995 ; Nicky 
Blair's Restaurant, scheduled for com
pletion in March 1996; Cozymel 's sched
uled to break ground in the fall of 1996; 
and Lawry 's The Prime Rib, scheduled to 
open fall 1996. 

• Hughes Airport Center, a 390-acre 
master-planned business and industrial 
park is located just south of and adjacent 
to McCarran International Airport. 

This park is being developed for 
research and development, light manu
facturing , warehouse/distribution, low
rise office and build-to-suit users . When 
built out, Hughes Airport Center will 
total4.5 million to 5.0 million square feet 
of buildings with amenities such as 
immediate access to the McCarran 
International Airport corridor and 
Interstate 15, a regional postal facility, 
underground utilities and extensive land
scaping. The center also has been desig
nated as a Foreign Trade Zone. More 
than 2 million square feet of buildings 
are at Hughes Airport Center, including 
three multi -tenant buildings totaling 
187,757 square feet and two industrial 
flex buildings totaling 85,206 square feet 
in addition, Hughes Airport Center main
tains 266-acres of improved land with 
various divisible parcels for build-to-suit 
facilities or parcel sales. 

• Hughes Cheyenne Center is a 209-
acre master-planned industrial park 
located near the North Las Vegas Airport. 

With approximately 80-acres includ
ed in the first phase under development, 
Hughes Cheyenne Center includes all 
utilities, and street and off-site improve
ments. The product mix offers improved 
parcels for sale, build-to-suit purchase or 
lease facilities and multi-tenant buildings 
with divisible space for lease. The facili

ty includes a 155,384-square-foot build
to-suit regional distribution facility for 

Lechter's Inc., a national retailer and a 
52,900-square-foot Federal Express dis
tribution facility at the Hughes Cheyenne 
Center. A Ill ,752-square-foot multi-ten
ant building is under construction. At 
build-out, Hughes Cheyenne Center will 
comprise nearly 4.3 million square feet 
of space. 

• Fashion Show Mall, is a 34-acre, 
840,575-square-foot regional shopping 
center located on the Las Vegas Strip. 

Developed in a joint venture with The 
Hahn Company, this property is one of the 
most elegant and successful shopping cen
ters in Las Vegas. Anchor tenants include 
Neiman Marcus, Saks Fifth Avenue, 
Dillard 's, Macy's and Robinsons-May. 

• Howard Hughes Center, a 70-acre 
institutional-quality master-planned and 
mixed-use development, is located in 
West Los Angeles , Calif. 

Phases I and II, which i_nclude the 
6701 Tower, a 16-story, 313,447-square
foot Class A office building; Northpoint, 
a six-story, l 04,235-square-foot Class A 
office building; and The Spectrum Club, 
a three-story, 36,456-square-foot execu
tive health and fitness facility; have been 
completed at Howard Hughes Center. 
Other planned amenities include restau
rants, parks, two hotels, child care facili
ties and retail services. When completed, 
Howard Hughes Center will include 2.7 
million square feet of flexible, efficient 
mid- and high-rise office space. 

• Playa VIsta, a 1,087-acre mixed-use 
community in West Los Angeles , is 
located on one of the largest and most 
valuable parcels of urban real estate in 
the United States. 

Under development in a joint venture 
with Maguire Thomas Partners, the mas
ter plan includes a full range of housing, 
office, recreational , cultural , employ
ment and commercial opportunities. 
Upon completion, Playa Vista will con
tain: approximately 13,000 residential 
units ; five million square feet of office 
space; 670,000 square feet of specialty 
and neighborhood retail space; 2,400 
hotel rooms; and a variety of civic, cul
tural and other uses. More than 270 acres 
will be dedicated to the restoration of the 

Ballona Wetlands and the protection of 
birds and other wildlife. 
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Industrial 
Development 
by David Hofstede 

r e opening of a new hotel/casino is an event that 

sually makes front page news in Las Vegas. The 

pening of a new industrial property does not 

receive the same coverage. They call them "big boxes" in 

the business; the architectural style i ~. not distinctive or 

colorful , there is no flashy neon sign, no valets out front 

in silly costumes, and' ... let's face it. .. nobody is going to 

take a picture as they drive by in a rental car. 

But the recent increase in the industrial market should 

be cause for excitement because, in the long run , those 

big boxes may be as significant to the Southern Nevada 

economy as the pyramids and castles and steamboats that 

dot the Las Vegas Strip skyline. The city is no longer able 

or willing to flourish on gaming alone, especially now 

that casinos are popping up across the country like 

MacDonald 's; the diversification provided by the compa

nies occupying this new industrial space is a welcome 

insurance policy against any eventual decline in the 

tourism bonanza. 

The numbers speak for themselves. At the end of 

1994, the Las Vegas industrial market boasted a sizable 

1,391 buildings. However, by the year end 1995, there 

were more than 1,500 buildings in the valley. In 1994, the 

total net rentable area in Las Vegas was approximately 36 

million square feet. That number rose in 1995 to nearly 

40 million square feet. By fourth quarter 1994, the indus

trial market enjoyed an extremely low 2.16 percent 

vacancy rate, down from more than eight percent in 

1991. The downward trend continued with a drop to an 

all-time low of 1.86 percent at the end of last year . 



Now that CaiHomia is no longer the 

promised land, and the Nevada 

Development Authority has gotten 

the word out that this is a strong 

communitY. and the population has 

topped one million. people started 

thinking that maYbe Las Vegas was 

more than a place to go gamble." 

"What happened in 1995 was a 
reflection of the maturity of the market, 
especially in the big box product type," 
said Charlie McPhee, senior vice 
president, marketing and leasing, com
mercial and industrial division for the 
Howard Hughes Corporation. "It 's been 
called 'explosive,' but only in relation to 
what has happened here in the past. If 
you look at the overall market, it is a 
measured growth." 

Another factor in the trend has been 
the decline in the real estate industry in 
the early 1990s, according to Steven 0. 
Spaulding, vice president of Security 
Capital Industrial Trust (SCI) . "Nevada 
was probably the least impacted, but the 
market still wasn ' t doing much when 
you compare the amount of activity here 
to northern Nevada and Phoenix. Even if 
a business wanted to move here in 1993, 
they probably couldn ' t. Now the indus
try has started to pick up, and more 
companies are undergoing expansion 
and relocation." 

Spaulding also cites the calamities 
that have plagued Southern California as 
another factor in Nevada's rebound. "In 
the 1990s they had everything . .. severe 
recession , flooding, earthquakes, every
thing but locusts. Now that California is 

no longer the promised land, and the 
Nevada Development Authority has got
ten the word out that this is a strong com
munity, and the population has topped 
one million, people started thinking that 
maybe Las Vegas was more than a place 
to go gamble." · 

As a result, "The challenge of every 
industrial agent in town is to find avail
able space anywhere," said CB Com
mercial senior vice president Kevin 
Higgins. "When space does become 
available, it doesn't last long." SCI 
reports leasing everything it builds before 
construction is finished. "It's great in one 
way, but it 's not healthy for us to have no 
inventory," said Steven Spaulding, "so 
we ' re still trying to keep up." 

Currently, more than 1.7 million 
square feet of industrial space is under 
construction in the valley, compared to 
only 790,000 square feet last year. A CB 
Commercial report projects planned 
development in 1996 at more than 5 mil
lion square feet. "We are anticipating an 
increase of 35 percent or 40 percent in the 
total industrial development of the Las 
Vegas Valley, said CB Commercial vice 
president Dan Doherty, "and are not see
ing any slowdown of absorption activity." 

The Las Vegas Corporate Center, built 

Plaza West 
.. 

by SCI, is big even by big box standards. 
What used to be 112 acres of desert dirt is 
quickly shaping into 20 planned structures 
offering approximately 2 million square 
feet of rentable industrial space. Located 
off Interstate 15 near the juncture of Craig 
Road and Pecos, the center is scheduled to 
be built in three separate phases. In the 
first phase, four buildings with more than 
a half million square feet of space are 
fully leased. Customers include 
JCPenney, Sears Logistic Services, 
LaZBoy and Lora!. 

"We focus on one kind of building 
and one kind only," said Spaulding, who 
was hired three years ago to start SCI's 
operations in Southern Nevada. The 
company, headquartered in Santa Fe, 
N.M., is the largest owner and operator 
of industrial properties in the United 
States, with more than 68 million square 
feet operating, under development or in 
planning in 35 markets. 

SCI has grown only moderately thus 
far in the Las Vegas area, according to 
Spaulding, because of an inability to 
acquire buildings. "Most are too expen
sive, so we ' ve been able to build them 
for considerably less than we can buy 
them." The company's goal now is to 
"build a product that will stay at the fore-
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front of what customers want," 
Spaulding said. That means lots of truck 
docks, and plenty of room to maneu
ver. . . trucks have gotten bigger, and 
some buildings have become obsolete as 
a result. It means a thicker than standard 
concrete floor to handle heavy loads, 
security lighting, lots of skylights to take 
advantage of natural light, the highest
rated sprinkler system, and ample park
ing with direct access to the office areas. 

It also means a park setting with a 
number of buildings, to allow some built
in flexibility so a company can start 
small and grow larger, or start larger and 
get smaller, if that 's what their business 
requires. "We want to make sure the Las 
Vegas Corporate Center is just as viable 
in 2006 as it is in 1996," Spaulding said. 

The Howard Hughes Corporation 
will soon be in a better position to com
pete in the industrial space market, as 
result of its pending merger with The 
Rouse Company, renowned for its cre
ation of the master-planned community 
in Columbia, Md. back in 1964. The ori
gin of the association dates back to May 
of 1995, when Howard Hughes Corp. 
began to look at some recapitalization 
options, to provide liquidity for its 
shareholders. "A decision was made to 
merge with Rouse because they ' re very 
similar to us in lines of business," said 
Mark Brown, Howard Hughes 
Corporation's vice president of corporate 
and government relations. 

"The Rouse Company has an exten
sive commercial and industrial portfolio, 
so they do many of the same things we 
do," Brown continued. "We were very 
comfortable with their corporate culture, 
they have some of the strongest manage
ment in the industry and, from a geo
graphic student standpoint, it was a 
strategic merger because they are based 
on the East Coast. Although they have 
some interests and properties in the West, 
they had no real presence in the Las 
Vegas market, which is the fastest-grow
ing in the country." 

Once the merger is complete, the 
Howard Hughes Corporation will 
become a wholly-owned subsidiary of 
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The Rouse Company, but will retain its 
name and current management. "Before, 
we had owners who were there by an act 
of history, who were concerned with get
ting their money out (of the business), so 
we were very conservative," Brown says. 
"Now, we have owners who understand 
this business, and realize how important it 
is to take advantage of opportunities 
when they arise." 

CB Commercial's Dan Doherty 
believes that because there will be vast 
amounts of space coming on-line in 1996, 
rent prices will drop slightly for large 
warehouse space. However, he says that 
there may still be slight increases in rent 
for free-standing, mid-size and incubator 
projects. The traditional big box has been 
joined in the market by flex properties, 
usually a fancier building with more 
glass and fewer truck docks. Whereas the 
big box may devote only 5 percent of 
its square footage to office space, the 
so-called light industrial projects may 
have a 75 to 25 percent ratio of office 
to warehouse. 

Another trend appears to be the loca
tion of construction in the valley. 
Doherty says that many new companies 
are opting to locate in places like 
Henderson and North Las Vegas . "The 
rent is slightly lower in these areas than 
in the Southwest," he said. SCI, in fact, 
now controls 37 acres in Henderson, and 
is preparing to start construction on two 
buildings there, with two more to follow 
if the space fills up quickly. 

Just as concern over a saturation point 
in resort, commercial and residential 
development is forgotten as fast as it is 
raised, there seems no end to the current 
wave of industrial development in 
Southern Nevada. "I don't see anything 
happening now that 's going to slow this 
growth down," Steven Spaulding predicts. 
If you walked into this town today willing 
to pay any price for a 50,000 square-foot 
space in a quality building, and needed to 
move in tomorrow, I don ' t think you could 
do it, so we're certainly not overbuilt. 
Right now, SCI owns enough land to have 
3 million square feet of big box space. My 
guess is, we'll do more." • 

SCI/Reno Adive 
Distribution Center 

Active throughout Nevada, 

Security Capital Industrial 

Trust has large projects coming on

line in Reno, as well as Las Vegas, 

according to David Morze, vice 

president and market officer for 

Security Capital Industrial in Reno. 

SCI currently has several pro:., 

jects in the works in the Reno Sp~ks 

market. The largest of the Golden 

Valley Industrial Park, will be a 1.1 

million-square-foot center located. at 

the Golden Valley Highway 395 

Interchange, five minutes from 

downtown Reno. Phase I includes 

three buildings currently under con

struction and will house food dis

tributor Rykoff/Sexton and telecom

munications and cable company, 

Anixter, Inc. The third building is a 

176,000 square foot inventory 

development facility. 

"We have an extremely busy 

market," says Morze. "We continue 

to experience strong tenant interest 

in the Reno industrial market." 

Other recent projects in the 

Northern Nevada market include 

Pacific Industrial Park, a 240,000-

square-foot inventory project, locat

ed in Sparks; a 171,000-square-foot 

building for Patagonia, a sportswear 

company relocating to Reno from 

California; and a 112,000-square

foot build-to-suit facility for 

Caterpillar Logistic. 



PROFILES IN SUCCESS 

Jay Moss -A Success Story in Las Vegas 
by Tom Dye 

KAUFMAN & BROAD HOME Corp. 
executive Jay Moss has seen the com
pany ' s home sales in Las Vegas soar 40 
percent in the first two months of 1996, 
and he is confident the trend will continue. 

Moss , who heads the company' s local 
operation, admits that interest rates will 
play an important role in home sales for 
all companies competing in Las Vegas. 

Favorable rates have helped keep Las 
Vegas ' home-sales market strong, Moss 
said. If the Federal Reserve continues to 
hold the line on rates, or even lowers them, 
buyers will continue to take advantage of 
home-buying opportunities in Las Vegas. 

Las Vegas saw home sales dip about 
5.6 percent last year, but Moss said the 
continued expansion of the casino indus
try will stimulate the local economy and 
real estate market. 

Kaufman & Broad sold 216 homes in its 
first year in Las Vegas in 1993 and more 
than doubled this output with 440 sales in 
1994. It sold 416 homes last year. The 
company ranked 16th in number of sales 
in 1993, but rose to ninth last year. 

"I am bullish overall," Moss said. "We 
have new hotels coming on line and, if 
rates stay low, we should have a strong 
year," he said. 

Moss, who operated a marketing com
pany and was a consultant for the Sum
merlin master-planned community in the 
early 1990s said Kaufman & Broad' s en
try into Las Vegas in 1993 was the key to 
its expansion strategy. 

Kaufman & Broad, the number one 
homebuilder in California in terms of 
sales, used its expansion to Nevada as a 
springboard to launch home-building op
erations in Dallas, Phoenix, Denver and 
Albuquerque. It recently purchased the 
largest homebuilder in San Antonio, Tex. , 
Rayco, and will begin operating in that 
city soon. 

Las Vegas played an important role for 

Jay Moss 

the company during a time when 
California' s home sales were suffering 
because of a depressed economy, he said. 

Moss does not see a slowdown in Las 
Vegas growth. "Las Vegas offers tremen
dous opportunities for people and a better 
quality of life than they can find else
where," Moss said. 

Newcomers will continue to be lured to 
Las Vegas by a job market which will 
improve as the economy diversifies and 
more companies locate here, he said. 

"The only big problem I see is with the 
school system," Moss said. "Las Vegas 
is working hard to keep up with growth 
and we are doing a good job building 
new roads." 

The Clark County School District re
cently announced that nine new schools 
will be built, but many fear that this effort 
won' t be enough to keep up with the 
community ' s explosive growth. Some 
blame developers for not taking into ac
count the need for schools. 

"It is the responsibility of all citizens to 
improve the school system," he said. 

Kaufman & Broad, which has devel-

oped six communities in Las Vegas , has 
high hopes for two new projects. 

It is building 212 homes in its Sentosa 
development in Green Valley Ranch. The 
two-and three-bedroom homes will be in 
the $110,000 to $150,000 range. Its Casitas 
homes in the development will have fea
tures designed to appeal to "empty nest
ers," couples whose children have left 
home. The homes will feature a special 
room with a separate entrance for the 
courtyard. The room will be ideal for 
grown children who visit and want their 
privacy, Moss said. 

The homes will have white stucco 
exteriors and red tile roofs . They will 
have an "early California look." 

The 123 homes the company plans to 
build in Rainbow Glen at Lake Mead and 
Rainbow Boulevards will have more of 
the company' s traditional Mediterranean 
look and will be designed for families . 
They will be in the $120,000 to $150,000 
price range. Other developments are 
planned later in the year in Peccole Ranch, 
Silverado and in the east Las Vegas area. 

Moss and wife, Diana, were impressed 
with Las Vegas when he consulted on 
marketing Summer-lin homes in early 
1990s. Moss said he admired local 
government's support of growth. 

Moss says homebuilders face challenges 
in Las Vegas because buyers will continue 
to demand affordable homes and builders 
have a hard time keeping prices down 
because of the rising cost of land and 
materials. Despite these problems, more 
builders will continue to enter the Las 
Vegas market. 

"There will be more competition in Las 
Vegas and this will enable buyers to be
come more selective," he said. It will be 
hard for one company to dominate the 
market and our profit margins will be 
tight. In order to succeed, we (builders) 
will have to keep our pencils sharp." • 
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EXECUTIVE PROFILE 

Putting People First 
Diane B. Torry, President, CEO, U.S. Bank of Nevada 
FoR DIANE TORRY, putting people 
first is a hallmark of her leadership style 
and a key to her success. And, with a clear 
focus on her customers and employees, 
Diane leads U.S. Bank of Nevada with a 
commitment to make banking with her 
company a "people business." 

These are dynamic times in banking. 
Consolidations and mergers plus advance
ments in technology challenge banks to 
continue providing superior service while 
meeting customers ' needs. "It takes a dedi
cated effort, a clear vision, and a focus on 
the customer to successfully lead our com
pany through the changes in our indus
try ," Diane says. ''I'm very goal oriented 
and work with our employee team to 
bring together ideas, build consensus and 
accomplish our goals. 

"The role of the leader is to present a 
vision of those goals and then guide the 
team to accomplish them- all with a view 
to serving the customer." 

Diane was named president and chief 
executive officer of U.S . Bank of Nevada 
in February 1994. At the helm of the 
state ' s third largest commercial bank, she 
is responsible for the leadership and man
agement of the company' s 26 branches, 
consumer lending and commercial bank
ing centers in Las Vegas and Reno. In 
addition, she has the distinction of being 
the first woman to head a commercial 
bank in Nevada. 

"When I began my career in commer
cial banking nearly 20 years ago, it was a 
male-dominated industry," Diane states. 
"I became equally comfortable working 
with men and women in a variety of 
business situations. 

"While it's gratifying to see so many 
women moving into management and lead
ership roles, I would rather think of myself 
as a mentor to other women, helping them 
bring their talents and skills to the business 
environment, than as 'the first woman bank 
president' ," she said . 
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Diane B. Torry 

Prior to joining U.S . Bank in 1992, 
Diane was executive vice president of 
retail banking for Security Pacific Bank 
Nevada. She also has extensive experi
ence in commercial banking and bank 
administration. She began her career in 
1973 as a management trainee with 
Nevada National Bank. 

Her first banking position was in the 
human resources area, but early on she 
felt a strong pull to work closer to the 
customers, and began working in com
mercial lending. Today, with U.S. Bank' s 
commitment to serving business custom
ers, Diane' s background in commercial 
lending helps sharpen her focus on under
standing what big banking customers want 
and need. 

"Banking always has been and always 
will be a people business," Diane states. 
"I have my most rewarding days when I 
can work one-on-one with a customer to 
help them find a creative solution to their 
financial problems. That's what 'customer 
service' is all about." 

What we hear from our business cus
tomers is that they highly value our per
sonal attention, local decision making and 
willingness to become involved with their 

operation," Diane said. "We may be a 
subsidiary of a very big bank, but locally 
we operate more like a community bank." 

U.S. Bank of Nevada is a subsidiary of 
U.S. Ban corp of Portland, Ore., the larg
est bank holding company headquar
tered in the Northwest. With assets of 
approximately $32 billion and subsid
iary banks in six western states, U.S. 
Bank is one of the nation ' s 30 largest 
bank holding companies. 

U.S. Bank has a long history of servin·g 
the communities in which it operates, en
couraging all its employees to become 
actively involved withEonprofit and ser
vice organizations. 

Diane has a long record of service to 
professional and civic organizations. She 
currently serves on the board of directors 
for the Washoe Medical Foundation, the 
Nevada Bankers Association (NBA), the 
Children's Cabinet Foundation, and the 
Nevada Community Reinvestment Corpo
ration (NCRC). She is also involved with 
the Economic Development Authority of 
Western Nevada (EDA WN), Western In
dustrial Nevada (WIN), Financial Women 
International (FWI), and United Way of 
Northern Nevada. In addition, she serves 
on the advisory board for the University of 
Nevada College of Business. 

"I personally believe that each of us has 
a role to play in strengthening the overall 
social and economic fabric of our state," 
Diane says. "The banking industry has a 
long tradition of community leadership, 
and U.S. Bank is committed to continuing 
that tradition through the contribution of 
both human and financial resources." 

Diane received her bachelor of arts in 
political science from Moorhead State 
University and went on to earn her Master's 
in international relations from the 
University of Denver. 

Diane and her husband Michael re
side in Reno, where they have lived 
since 1973. • 



It's not good enough to 

say, "We give great 

customer service" simply 

because this seems to be 

what happens to be 

popular at the moment. 

Saying something doesn't 

make it true, except 

perhaps in your own mind. 

by John R. Graham 

How to outsmart, outmarket, outsell 
and outdistance the competition 

The top company executives and their 
advisors spent the day closeted in a ho
tel room. There were no breaks, not even 
for lunch. The telephone was off-limits. 
Because the intent was so serious, the 
leadership of this highly sales-directed 
firm chose to isolate itself completely 
from any distractions. One participant 
even complained about traffic noise. 

Everyone had been asked to read a 
book, a current business bestseller by 
two management consultants, and then 
evaluate the company against the three 
standards set by the book' s authors 
and determine which format best fits 
their operation. 

As the hours went by , something 
seemed amiss. Slowly the problem took 
shape. The authors of a book were actu
ally determining the destiny of a com
pany they had never seen by dictating the 
management decisions of executives they 
had never met. No one questioned the 
authors ' concepts. No one suggested look
ing at other models. No one asked, "Is 
this what we need?" Even more to the 
point, no one stepped forward with a 
model that met the unique requirements 
of the company. Even worse, the brief 
time given to writing a mission statement 
was spent trying to locate the page in the 
book from which to copy the words. 

Leaving that hotel room late in the af
ternoon was like leaving a group of young
sters who believe that the goal of home
work is coming up with the right answer. 
The answer is all that counts. How to 
arrive at the solution is unimportant, just 
wasted time. These talented executives 
settled for a quick, slick, off-the-shelf 
solution so they could "fix" the business. 

Trying to emulate Cable and Wireless, 
Airborne Express or Dell Computer, how-

ever, is to miss the point. The way to out
smart, outmarket, outsell and outdistance 
the competition can ' t be found in a book, 
particularly a momentary bestseller. A plan 
for successfully outmaneuvering the com
petition will have nine key strategies. 

1. Start learning and never stop. 
There' s far too much mimicking and not· 
enough learning taking place in every 
business. Jack Welch, GE'-s CEO and 
chairman, says, "When the rate of change 
outside exeeeds the rate of change in
side, the end is in sight." In most busi
nesses, the situation may be even worse 
since there is an attempt to solve today's 
problems with solutions that were effec
tive five to 25 years ago. Unless a busi
ness is constantly challenged and stimu
lated by new concepts, solid data and 
penetrating ideas, it is facilitating its own 
demise. Knowing why customers behave 
the way they do is far more important 
than looking for a gimmick for grabbing 
a momentary edge on the competition. 

2. Trust your thinking. Because busi
nesses are inherently sales-oriented, they 
inevitably suffer from feeli ngs of doubt 
and uncertainty. The consulting business 
thrives off of corporate inferiority feel
ings. Executives have an insatiable de
sire for confirmation: "If it 's wrong, 
change it; if it's right, certify it." Mouth
ing the most current business buzzwords 
is important for creating the illusion of 
being politically correct. All of which 
points to the unavoidable conclusion that 
it is necessary to appropriate someone 
else' s ideas because businesspeople don ' t 
trust their own. On the other hand, lead
ership and direction emerge from confi
dence in one' s own thinking. 
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3. Eliminate short-term tactics. As 
daring as it may seem, it is accurate to 
suggest that the more a business talks 
about "customer satisfaction, " the less it 
cares about its customers. This conten
tion is based on the unavoidable fact that 
most businesses are driven by short-term 
goals dictated by shareholder desire, sales 
quotas, survival or, more than likely, all 
three. The customer is part of the equa
tion only to the extent that the customer 
is necessary to reach the objective. 

Companies guided by short-term tactics 
are essentially leaderless even though they 
often appear to be run by strong-willed 
persons. The approach negates positive 
growth, drains energy, di srupts procedures 
and devastates morale. On the other hand, 
longer-term strategies permit solid think
ing, careful planning and provide a vision 
of the future. 

4. Stop looking at the competition. 
There is often a schizophrenic quality to 
the way companies view their competi
tion, ranging from envy to anger and love 
to hate. 

A competitor-driven business is inher-

ently weak and ineffective because it 
makes the fatal mistake of acting as if the 
competitor is the customer. By devoting 
time and energy to following the compe
tition , the competitors become the cus
tomers . Instead of asking what the real 
customers want and how to serve them 
better, it takes its direction from what the 
competitor is doing. 

5. Decide on your own identity. A 
company's identity cannot be found on 
the business bestseller list; it emerges 
from the conviction that internal capa
bilities can deliver for the customer. It's 
not good enough to say, "We give great 
customer service," simply because this 
seems to be what happens to be popular 
at the moment. Saying something 
doesn't make it true, except perhaps in 
your own mind. Rather, a worthy iden
tity is discovered or emerges from what 
makes a business unique. "No matter 
what others may do, this is who we 
are." Businesses with clear identities 
seem to thrive, such as Circuit City, 
Cincinnati Insurance Company and 
Bank of America. 

6. Develop a plan and stay with it. 
This doesn't mean that plan s can't 
change, that they are cast in concrete 
only to become a millstone around the 
company's neck. Mitsubishi has a 250-
year business plan, but updates it every 
90 days . This is both having a plan and 
sticking with it. More often than not, 
annual business plans bear little resem
blance to end-of-the-year results. 

The purpose of a plan is to set direc
tion , provide guideposts for action and 
benchmarks for measuring progress. No 
business can outsmart, outmarket, outsell 
or outdistance the competition without a 
carefully crafted plan of action because it 
will always be tripping over itself and 
dissipating its resources. 

7. Market the company, not just what 
you sell. A regional distr:j_butor of nutri
tional products in the Northeast found 
itself losing sales momentum until i't 
changed its marketing strategy. In place 
of emphasizing its product lines , it be
gan focusing on letting its physician-cus
tomers know about its nutritional exper
tise, as well as its ability to assist 
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customers in selling the product in their 
practices. Along with the new strategy 
came dramatic increases in sales. 

When the primary demand is to do busi
ness with the company, the product or 
service sales follow. Over the longer
term , the company becomes the 
customer's valued resource so that there 
is less dependence on particular prod
ucts or services and the customer has 
more interest in obtaining the most ap
propriate solution available. 

8. Come up with new ideas. While 
trying to find a way to differentiate them
selves from the competition, companies 
tend to ignore the most effective ap
proach. The answer isn't just rolling out 
new products, either. New ways of do
ing business and providing innovative 
services are what hit the target. A large 
regional insurance agency stopped writ
ing policies on so-called Main street busi
nesses because these small accounts were 
unprofitable. A couple of years later, 
however, they took another look at this 
same business. They had developed a 
combination of markets and systems for 
making this book of business a success. 
They even gave it a name so that it had 
its own identity . New ideas send a mes
sage to customers that a company is out 
in front , creative and a leader. 

9. Never get comfortable. There has 
never been a chapter written about it in a 
business school textbook, but the model 
is to be found in the minds of most busi
ness owners and mangers. The goal was 
to get a business up and running smoothly 
so that it would then "run itself." This is 
still the most popular operating model. 
Yet, it is deeply defective because it sug
gests that it is possible to establish a pat
tern or system that is adequate to meet 
both current and future challenges. This 
was possible in the past, but not today. In 
effect, there is no room for comfort. Ev
erything is constantly in flux: goals, cus
tomers , personnel , procedures, products 
and, of course, the marketplace. 

The business context has forever 
changed. There is no longer a predict-

able economic environment that permits 
static thinking. The organization that 
knows how to identify information and 
then to process it appropriately is the 
only one capable of outsmarting , 
outmarketing , outselling and out
distancing the competition. • 

John R. Graham is president of Graham 
Communications, a marketing services 
and sales consulting company based in 
Quincy, Mass. 

We Don't Do It All, 
But We Come 

Powerfully Cl 
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SPEAKING FOR NEVADA 

Healthcare Reform Still Needed 
by United States Senator Richard Bryan (D-Nev.) 

If we learned one thing from the 
healthcare debate of 1994, creating a 
massive new federal bureaucracy to run 
healthcare is clearly not the answer. 
Hundreds of billions of dollars are spent 
on healthcare each year which accounts 
for a huge portion of our country ' s 
overall economy. 
This is not to say that nothing should be 
done about the current state of health
care in the United States. The problems 
that were discussed in the past still exist 
and are growing worse every day. There 
are still thousands of Nevadans who have 
no health insurance. There are those with 
preexisting medical conditions who can
not get coverage. There are business own
ers who are unable to provide healthcare 
coverage for employees. While the prob
lems have remained the same, it is the 
approach to those problems that has 
changed. There is a growing consensus 
to make incremental reforms in the areas 
most problematic. 

A bipartisan bill , the Health Insurance 
Reform Act, introduced by Senators 
Nancy Kassebaum (R-Kan.) and Ted 
Kennedy (D-Mas.) makes incremental 
reforms in healthcare insurance. The bill 
addresses the health insurance market, 
which provides too little protection for 
individuals and families with significant 
health problems and makes it too 
difficult for employers- particularly 
small employers - to obtain adequate 
coverage for employees. The bill 
unanimously passed the Senate Commit
tee on Labor and Human Resources, last 
August and is awaiting action by the full 
Senate. We should make this legislation 
law as quickly as possible. 

One of the most critical features of this 
bill is that it would significantly limit the 
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One of the most critical 
features of the 

Health Insurance 
Reform Act is that 

it would significantly 
limit the practice of 
denying healthcare 

coverage to those with 
a preexisting medical 

condition. 

practice of denying healthcare coverage 
to those with a preexisting medical 
condition. This is an all too common 
practice that has been allowed for too 
long. The bill would prohibit health 
plans from limiting or denying coverage 
for more than 12 months for a medical 
condition that was diagnosed or treated 
during the previous 6 months. Once the 
12-month limit expires, no new preexist
ing condition limit may ever be imposed 
on people maintaining their coverage, 
even if they change jobs or health plans. 

"Job lock" which has resulted in 
millions of Americans being unable to 
change jobs for fear that they will lose 
their healthcare coverage in the process 
would end under this bill. Healthcare 
coverage would become portable 
through the limits placed on preexisting 
condition exclusions and provisions to 
provide credit for prior continuous 
coverage. Workers would no longer be 
locked into jobs or prevented from 

starting their own businesses for fear of 
losing health coverage. 

Small employers and individuals 
would be encouraged to form private, 
voluntary coalitions for purposes of 
purchasing health plans and negotiating 
with providers . By forming these 
groups , the costs of health plans would · , 
be more competitive for small employ
ers and individuals, as compared to 
large employers, by giving them more 
clout in the marketplace: 

With respect to self-insured health • 
plans offered by employers and unions , 
the legislation does not modify or 
supersede the preemption provisions of 
the Employee Retirement Income 
Security Act of 1974 (ERISA) . 

The General Accounting Office, an 
independent investigative arm of 
Congress, estimates that "up to 21 
million Americans a year would benefit 
from federal legislation waiving 
preexisting condition exclusions for 
individuals who have had continuous 
healthcare coverage. In addition, as 
many as 4 million Americans, who at 
some time have been unwilling to leave 
their jobs because of concerns about 
losing coverage would benefit from 
national portability standards." 

Although no major healthcare legisla
tion passed during the last session of 
Congress, the need for reform remains. 
Nevada has the undistinguished honor of 
being the state with the highest rate of 
uninsured residents. Clearly changes 
need to be made including these 
insurance reforms and cost containment. 
Our overall goal should be to ensure that 
all Americans have access to quality 
healthcare. Passing the Kassebaum/ 
Kennedy Bill put us in that direction .• 



WHERE NOT TO SIT 
when it comes to your business 

RETIREMENT PLANS. 

Are you unsure what to do about your company's retirement plan because you own a small business? 

Now Bank of America and BA Investment Services are offering Simplified Employee Pension Plans 

(SEP's) for small business owners. Offer your employees diverse investment choices that only larger 

companies could get in the past. Your employees will benefit from tax savings and minimal costs. 

In fact, employees can direct their own investments, and best of all, there is no IRS reporting and 

only minor paperwork. Visit the branch nearest you today, or call 1-800-388-BANK, ext. 8294 

for more information. Because once 

retirement rolls around, the only 

thing working should be your money. 
m BA Investment Services, Inc. 

A BankAmerica Company 

Mutual funds, other securities and annuities are NOT insured by the FDIC, and are NOT deposits or other 
obligations of, or guaranteed by, Bank of America or any of its affiliates. An investment in mutual funds, other 
securities and annuities is subject to investment risks, including the possible loss of the principal amount invested. 

NOT 
FDIC 
INSURED 

Mutual funds and other securities are offered by BA Investment Services, Inc. (BA!S), a registered broker-dealer member NYSE and S!PC. BAIS is a wholly -owned 

subsidiary of Bank of America NT&SA. Annuities are offered through Bank of America Nevada, a licensed insurance agency. ©1996 BA Investment Services, Inc. 



American Nevada Corporation 

F 
rom the recent partnership with 

Forest City Enterprises as the new 
development manager for the I ,300-

acre Seven Hills master-planned commu
nity in Henderson to the development 
alliance with St. Rose Dominican 
Hospital for a $13 million medical center 
to be located at Lake Mead Drive and 
Green Valley Parkway, American Nevada 
Corporation, the primary developer of 
Green Valley and Green Valley Ranch 
continues to expand and diversify its 
development activity upon a threshold of 
rapid growth. 

Retail and office complexes, neigh
borhood shopping centers , business 
parks, light industrial and entertainment 
centers, medical facilities , American 
Nevada builds it, performs the leasing 
and manages a development portfolio 
that includes over one million square feet 
of new construction to be built over the 
next year-and-a-half. 

As commercial development in Green 
Valley keeps pace with residential growth, 
one of the most recently completed devel
opment projects is the first component of 
the Green Valley Corporate Center, a 90-
acre Class A technicaVresearch and devel
opment office park located at Green 
Valley Parkway and Lake Mead Drive. 
Representing one of the first office pro
jects to be located along the planned 
Southern Beltway, the first phase of this 
master-planned office complex features a 
50,000-square-foot building, home to 
American Nevada's new corporate head
quarters. The second facility, a twin of the 
first , will soon be under construction, sig
naling the start of Phase III for the Green 
Valley Ranch community. 

While commercial opportunities are 
generating interest from local users of 
5,000 square feet to 25 ,000 square feet , 
as well as outside companies requiring 
75,000 square feet or more, American 
Nevada will also soon provide high-end 
fl ex space to the Las Vegas Valley when 
Technology Park at Corporate Center is 
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complete. Currently in the pre-construc
tion phase, the 21-acre research and 
development complex will offer an alter
native office product for new back office 
centers entering the city. Technology 
Park will feature large contiguous office 
space not readily available in the local 
commercial market, in addition to greater 
parking ratios. Furthermore, additional 
Class A office, research and development 
and technological buildings are in the 
planning stage for the Green Valley 
Ranch Business Park. 

As a measure of the success of 
American Nevada's new Green Valley 
Town Center, construction is underway for 

Seven Hills 
Sales and 
Information 
Pavilion 

Green Valley 
Town Center 

a three-story parking structure to accom
modate another 370 cars. Stretching across 
70 acres on Sunset Road between Green 
Valley Parkway and Mountain Vista 
Avenues, Green Valley Town Center pro
vides a central retaiVentertainment desti
nation to a local population that has dou
bled in recent years. 

Featured tenants at Town Center 
include national retailers such as PETCO, 
United Artists, Starbucks, The Olive 
Garden, Crocodile Cafe and Mountasia. 
The newest member to join Town Center 
-Barley 's Casino & Brewing Company 
has surpassed sales predictions and is 
already expanding brewery capacity to 



Green Valley Ranch 

10,000 barrels per year. 
Neighborhood retail construction 

continues to set a fast pace in Las Vegas 
and American Nevada is positioning 
itself with the development of nearly 
400,000 square feet of new shopping 
center space in Green Valley to be 
anchored by major grocery stores. Paseo 
Verde Plaza will soon begin construction 
at the southwestern corner of Lake Mead 
Drive and Valle Verde Drive, while 
Pebble Marketplace will begin grading in 
the near future at the southeastern corner 
of Pebble Road and Green Valley 
Parkway. Both retail projects will 
emphasize a community focus with out
door dining areas and lush landscaping. 

In addition to the creation of master
planned mixed-use communities, Amer
ican Nevada's expertise also extends to 
the development of apartment projects. 
This fall , construction will begin on the 
first phase of Bella Vista Apartments , 260 
luxury apartments spread across 59 build
ings. To be located in Green Valley Ranch 
at Paseo Verde and Green Valley Parkway, 
Bella Vista Apartments represents the first 
of many high-end apartment projects to be 

American Nevada 

Corporation, the primary 

developer of Green 

Valley and Green Valley 

Ranch continues to 

expand and diversify 

its development activity 

upon a threshold of 

rapid growth. 

developed by American Nevada through
out Nevada. 

The continued demand for new hous
ing of all types in the growing metropol
itan area has Green Valley Ranch cele
brating brisk home sales activity. 

A number of new residential neigh
borhoods are currently under develop
ment at Green Valley Ranch. The com
munity offers potential home buyers a 
full range of residential options from 
entry-level single-family homes to luxu
rious executive homes in exclusive gated 
communities. More than 60 model 
homes are open at the master-planned 
community, where pricing begins in the 
lower $1 OO,OOOs. 

American Nevada Corporation is in its 
23rd year of operation and specializes in 
the design and development of master
planned communities. In addition to being 
the developer of Green Valley, American 
Nevada Corporation is a division of 
Greenspun, Inc., which owns and publish
es the Las Vegas Sun, Prime Cable, and 
Hospitality Network, an in-room video 
marketing network serving hotels located 
throughout the United States. • 

Hope. That 's what Easter Seals 
is all about. At some point in their 
lives , 1 in 5 Americans will be 
affected by a disability . We 
provide early screening, sign 
language classes and speech 
therapy to help child ren with 
hearing losses live with inde
pendence, dignity and equal ity. 
But we can 't do it r'fJtt'l~\ 
without your help. ~g 
Support Easter Seals. .U. 
Give ability a chance. ~ 
C 1995 National Easter Seal Society. I 
SEE 'N SAY and associated trademarks ® 
are owned by Mattei, Inc. and used with 
permission. C 1995 Mattei , Inc. 
All Rights Reserved . 
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Nevada 
Briefs 

Ensign Introduces 
Southern Nevada 
Land Bill 

Congressman John Ensign (R-Nev.) 
introduced the Southern Nevada Public 
Lands Management Act which would 
authorize the sale of certain federal lands 
in Southern Nevada. Fifty percent of the 
proceeds from the sales would go to the 
acquisition of environmentally sensitive 
lands in the state of Nevada, 25 percent 
would fund construction of water infra
structure, 20 percent is designated for 
development of parks and public recre
ation facilities in Clark County and the 
remaining 5 percent is for the state educa
tion fund . 

The legislation was written in coordi
nation with Senator Richard Bryan after 
numerous meetings and input from the 
Ensign Public Lands Task Force. 
Participating in the drafting process were 
representatives from Clark County, fed
eral agencies, developers and environ
mental groups. 

FHP 50,000 
Members Strong 

FHP Health Care, a local health mainte
nance organization (HMO), has announced 
the achievement of 50,000 members in the 
state of Nevada. The membership mile-
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stone was reached in just under four years. 
In a recent ceremony, new Senior Plan 

Plus member and Sun City resident Donald 
Cook was honored by FHP Nevada region 
President Lyle Luman as the 50,000th 
member. Cook received an FHP gift basket 
and a $250 donation to the charity of his 
choice. Cook chose the local Ronald 
McDonald House to receive his donation. 

BofA Nevada Provides 
Banking Convenience 
at New Galleria Mall 

Bank of America Nevada announced it 
has installed two Versateller ATMs, a 
night depository and Bank By Phone ser
vices inside tne new Galleria Mall locat
ed in Henderson . 

Additionally, BofA's Bank By Phone 
services inside the mall allows customers 
and non-customers greater access to bank
ing products and services. 

CCSN Spring 
Enrollment Surges 

Spring enrollment at the Community 
College of Southern Nevada's three cam
puses surged by 34 percent to a record 
22,411 students compared to a year ago, 

Enrollment at Nevada's largest institu
tion of higher learning jumped by 5,685 
credit course students from the spring 
1995 total of 16,726. The previous head 
count record at CCSN was 20,741 set last 
fall when enrollment rose by 21 .2 percent. 

CCSN president Dr. Richard Moore 
attributed the dramatic rise to community 
educational demands growing with 
Southern Nevada's population. "CCSN is 
meeting the needs of area students and 

employers with new and expanded facili
ties, an exceptional faculty and strong edu
cational programs," he stated. 

FDIC Rates U.S. Bank 
of Nevada 
"Outstanding" 

U.S. Bank recently announced it has 
been awarded an "outstanding" rating 
for its .. support of the c;ommuni ty 
Reinvestment Act (CRA) by the Federal 
Deposit Insurance Corporation (FDIC). 
Outstanding is the highest of four pos
sible ratings a bank may receive and is 
earned following a comprehensive 
examination of its community reinvest
ment programs by the FDIC. 

Citing the bank's leadership role in 
ascertaining and helping to meet the cred
it needs of its entire community, the FDIC 
issued its findings in a 31-page perfor
mance evaluation, soon to be available in 
all U.S. Bank of Nevada branches. 

Insurance Agencies 
Join Forces 

Three of Nevada 's most respected 
insurance agencies have joined forces, 
creating one of Las Vegas ' largest inde
pendent insurance firms . 

La Porta Insurance Agency, Parus
Leavitt Insurance Agency and Clark
Leavitt Insurance Agency have com
bined operations to form La Porta-Clark
Leavitt Insurance Agency. 

The firm will be associated with the 
nationally-known Leavitt Group, an 
organization of independent insurance 
agencies with home offices in Cedar 
City, Utah. 



Sierra Bank 
Purchases Land for 
Carson City Office 

Sierra Bank of Nevada has purchased 
more than an acre of land for construction 

•of a new branch office in Carson City this 
year. The site is located on the southwest 
corner of U.S. 395, North and Nye Lane. 

Sierra Bank plans a 5,280 square
foot building with drive-through bank
ing lanes . The bank expanded to 
Carson City last September. 

The Fertility Center 
of Las Vegas 
Announces the First 
Delivery of an Infant 

Dr. Bruce Shapiro, medical director of 
The Fertility Center of Las Vegas, 
announced recently the center 's first 
delivery of an infant conceived in Las 
Vegas by intracytoplasmic sperm injec
tion, known as ICSI. 

The new addition to the Las Vegas 
population was born on earlier this year, 
weighing in at 8 pounds even. 

ICSI is the latest technique in the treat
ment of severe male infertility. With this 
new technique, a single sperm is injected 
into a single egg. Couples with sperm 
counts previously insufficient for vitrofer
tilization, can now be treated with a rea
sonable expectation of fertilization and 
conception. With ICSI, any male who 
makes any sperm is a potential candidates. 

Nevada, Gold 
Production Leader 

The Nevada Department of Business 
and Industry's Division of Minerals report
ed that Nevada once again led the nation in 
gold production. Based on information 
collected from the individual mines, over 
6.76 million ounces of gold were produced 
in 1995. That makes the fourth year in a 

.&'>. 

Iilli 
-~ 

SECURITY CAPITAL INDUSTRIAL TRUST 

is pleased to announce 

in Las Vegas 
the second phase of 

LAS VEGAS CORPORATE CENTER 
43 acres in North Las Vegas with four buildings 

totalling 443,000 square feet 

and in Reno 
the first phase of 

J 

GOLDEN VALLEY INDUSTRIAL PARK 
31 acres in Reno with three buildings 

totalling 626,000 square feet 

Security Capital Industrial Trust 
3753 Howard Hughes Parkway 

Las Vegas, NV 89109 
(702) 892-3792 

and 

Security Capital Industrial Trust 
650 Vista Blvd. Ste. 300 

Sparks, NV 89434 
(702) 355-9292 

KEEP THE GREEN LIGHT SHINING 

Thanks to MDA research the future 
looks brighter than ever. 

MDA" 
Muscular Dystrophy Association 

1-800-572-1717 
People help MDA. .. because MOA helps people. 
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row Nevada's mines have collectively 
topped the 6 million ounce mark. 

Silver production surged to a record
breaking 24.6 million ounces. At an aver
age value of $385 per ounce of gold and 
$5 per ounce of silver, Nevada's precious 
metal mines created over $2.7 billion in 
new wealth. 

Sierra Pacific's Pii1on 
Pine Power Plant 
"Tops Out" 

Sierra Pacific Power Co. 's state-of-the
art, clean coal technology electric gener
ating plant was topped out in a tradition
al ceremony that acknowledged the 
completion of the facility 's steel struc
ture at the site of the utility's Tracy 
Generating Station east of Reno. 

The Pinon Pine Power Project, sched
uled to come on line in late 1996, will 
provide 107 megawatts of electricity 
and serve more than 60,000 homes. U.S. 
Department of Energy (DOE) and Sierra 
Pacific officials autographed the last 
steel beam before it was put in place 217 
feet atop the generating plant. The tradi
tional tree, a symbol long used in the 
construction business for celebration 
and good luck, also was put in place on 
the structure . 

Howard Hughes Corp. 
Celebrates Future of 
North Las Vegas 

The Howard Hughes Corporation cele
brated the future of North Las Vegas 
recently with the groundbreaking of the 
first speculative building at the industrial 
park. Currently under construction is a 
Ill ,752-square-foot multi-tenant build
ing slated for completion by mid-1996. 

North Las Vegas Chamber of Commerce 
President, Fred Snyder, said he expects 
the population of North Las Vegas to 
swell to 200,000 in the next decade, and 
that the city will be the most culturally 
and ethnically diverse in the entire val-
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ley. The "virtual city" will be technolog
ically advanced and offer state-of-the-art 
on-line services for residents and busi
nesses . Snyder envisioned North Las 
Vegas as a base for more than 100 of the 
Fortune 500 companies, and attracting an 
influx of light manufacturing and distrib
ution warehouses, as well as information 
technology companies. 

Hughes Cheyenne Center is a 209-acre 
master-planned industrial park under 
development in North Las Vegas. The 
product mix offers improved parcels for 
sale, build-to-suit purchase of lease facil
ities, and multi-tenant buildings with 
divisible space for lease. 

BofA Nevada Offers 
Relationship Pricing; 
Cuts Business Loan Fees 

Bank of America Nevada recently 
announced it is offering relationship pric
ing to small business customers for the 
bank's most popular loans and lines of 
credit. 

Customer 's relationships with the bank 
will be used to help determine the inter
est rates on Advantage Business Credit 
(ABC) loans and lines of credit. 

BofA's ABC product provides unsecured 
credit of $2,500 to $100,000 with terms 
loans or revolving lines of credit, all with the 
convenience of a one-page application. 
Under the new pricing structure creditwor
thiness and approved credit amounts will 
determine the interest rates they pay. 

Nevada's First Lady 
Advocates 
Mammograms 

Sandy Miller, Nevada's first lady, was 
the first woman to receive a mammo
gram at the new Sierra Health Services 
Breast Care Center, which company offi
cials say is one of Nevada's most com
prehensive facilities devoted to detecting 
and treating breast diseases. 

Miller, wife of Nevada Gov. Bob 

Miller, is a longtime advocate of regular 
mammograms and breast self-exams for 
women as a means of combating breast 
disease. To help draw attention to the _ 
issue, she received her annual mammo
gram at the new center. She was also pre
sent at the dedication of the Breast Care 
Center in honor of Mary Frances Banich, 
the late mother of the center's founder and 
medical director, Terence G. Banich, M.D. 

The Sierra Health Services Breast Care 
Center is located in Southwest Medical 
Associates' Surgery Center, at 2450 W. 
Charleston Blvd. 

Las Vegas Executive 
Air Terminal Rises to 
the Occasion . 

Eagleflight Services' new .state-of-the
art facility, the Las Vegas Executive Air 
Terminal, will celebrate its grand opening 
this May. The $8 million fixed-base oper
ation is located at McCarran Inter
national Airport. 

With 15 ,700 total square feet, the 
new terminal will accommodate a 
wide range of aircraft from single
engine aircraft to the largest jets . The 
site will provide ramp space for more 
than 200 aircraft. 

United Title of 
Nevada Buys 
Comstock Title 

United Title of Nevada, which has 
offices in Las Vegas, Henderson, 
Boulder City and Pahrump, announced it 
has purchased the operating assets of 
Comstock Title, giving the company an 
office in Reno. 

United Title of Nevada President Jeff 
Harris said the transaction became effec
tive earlier this year when Comstock 
Title in Reno began operating as United 
Title of Nevada. The purchase gives 
United Title of Nevada a total of 11 
offices throughout the state. • 



THE American 

Business Law 

Journal studied 

these cases dating 

back to 1965, 

when we weren't 

politically correct 

and lawyers 

weren't on TV 

sayng to beep 

them if someone 

hurt your 

feelings . 

by Joe M ullich 

The Sgt. Schultz Approach 
to Giving References 

l f you read magazines 
devoted to personnel issues, 
you ' ll find two pieces of 
advice about job references: 
I .If you're filling a position, 

you should thoroughly check 
an applicant ' s references 
because this is the only way 
to get a good worker. 

2. If someone is checking 
references of your former 
workers, you should lock the 
door, turn out the lights , and 
take the phone off the hook 
until they go away. 
Two-thirds of personnel 

directors won't divulge any 
information about former 
workers. In a newspaper story, 
one personnel director said she 
requires companies seeking the 
barest details about former 
workers - such as the dates of 
their employment- to make 
requests in writing. And when 
the letter comes, she throws it 
out. No kidding. 

You can guess why this is 
happening: fear of lawsuits. 
Lawyers have made companies 
believe a misplaced semi-colon 
in a letter of recommendation 
could bring a gadzillion-dollar 
lawsuit. These days, it seems 
as if a company can't run a 
help-wanted ad without 
someone saying their civil 
rights were violated. 

What if you see the good in 
everyone? Well, there's the 
well-publicized case of a 
nursing home that fired a 
worker after 28 episodes of 
violent behavior and drug 
abuse. (What, only 28?) When 
a company called for a 

reference, the nursing home 
didn ' t mention that this guy ' s 
interpersonal skills were 
somewhat short of Mother 
Teresa' s. The guy was hired 
and killed a coworker. The 
company sued the nursing 
home for giving an inadequate 
reference. · 

What if you keep your trap 
shut? A recent article in 
Management Review says you 
can be sued even if you don ' t 
give a reference. Let's say you 
fire a janitor who spends more 
time cleaning out the cash 
register than the bathroom. 
He goes on a job interview, 
mentions he was fired for 
dishonesty, and doesn ' t get the 
job. The janitor could sue you 
for something called "self
publication." The article said 
some courts "follow this 
strange theory ... so keep that 
in mind." Especially if you end 
up in Ito' s courtroom. 

You'd think suing the 
people who pay your salary is 
the biggest growth industry in 
America. Prepare to be 
shocked - the press may be 
wrong. The American Busi
ness Law Journal studied these 
cases dating back to 1965, 
when we weren ' t politically 
correct and lawyers weren ' t on 
TV saying to beep them if 
someone hurt your feelings. 
During this 30-year span, the 
number of lawsuits remained 
the same. The amount of 
damages actually decreased. 

States across the nation now 
are passing bills protecting 
employers who supply 

references. Good luck. When it 
comes to references, compa
nies have been programmed to 
think like Sgt. Schultz of 
Hogan's Heroes: "I see 
nothing, I hear nothing." One 
study found that most manag
ers put more faith in UFO 
sightings than job references . 
As Public Personnel Manage
ment Magazine pointed out, "If 
given the chance to choose · 
their own referen c,_~s, even 
undesirables such as Nazi 
leader Adolph Hitler, serial 
killer Ted Bundy, and terrorist 
Abu Nidal would be able to 
find three people who would 
provide them with favorable 
references." (I was in the 
cubicle next to him for years 
and he was so quiet.) 

The solution? I like the 
approach of a New Jersey 
businessman I read about in 
Inc. Magazine. He has job 
applicants check his refer
ences. He tells applicants to 
call his clients and ask about 
him. Then he calls the clients 
and sees what they thought of 
the applicant. This is brilliant 
because customer contacts are 
part of every one of his 
employees' jobs. If the 
applicant doesn't call , that says 
all you need to know about 
their lack of follow-through. 
Before you use this approach, 
you should check with your 
own lawyer. After all, the 
applicant's reticence may stem 
from improper potty training 
- in which case you ' re 
probably legally required to 
give them a job. • 
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People on 
the Move 

Daniel Naef has been 
promoted to vice presi
dent of community de
velopment for American 
Nevada Corp. , a 
Greenspun company and 
primary developer of 
Green Valley and Green Daniel Naef 

Valley Ranch. 
Naef joined American Nevada Corp. , 

in 1991 and most recently held the posi
tion of director of financial planning. In 
his new position he will continue as 
financial analyst of American Nevada's 
ex isting and future financial endeavors 
with expanded responsibilities in the 
areas of land sales and contracts. He will 
also play a key role in the company ' s 
acquisition efforts. 

A certified public account, Naef has 
more than 12 years of experience in his 
field . He received a bachelor's degree in 
accounting from California State Uni
versity , Chico, in 1986 and earned his 
CPA designation in 1991. 

Mr. Wayne Condon, president and CEO 
of Heritage Bank of Nevada, recently 
hired Carole Rosen as assistant vice 
president, loan/compliance officer. 

A recent graduate of the National Com
pliance Program in Oklahoma, Rosen su
pervises loan operations, as well as as
sures that all loan approval and compliance 
specifications are correctly met. 

Rosen's career in the banking industry 
has spanned 25 years. Prior to joining 
Heritage Bank, she held positions at 
Sierra Bank, and other banks in Illinois 
and California. Her responsibilities have 
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ranged from teller to op
erations officer to com
pliance officer. 
Heritage Bank of Ne
vada , recently an 
nounced that Richard 

RichardHalog Halog joined Heritage 
Bank as assistant vice 

president, operations. In his new role, 
Halog supervises all operations of the 
bank, including policy and procedures, 
courier service and bank security. 

A 16-year banking veteran, Halog was 
assistant vice president of operations of 
Sierra Bank. He also served as opera
tions officer at Nevada First Bank, as 
well as installment loan clerk and teller 
at Nevada National Bank. 

Heritage Bank of Nevada, is also 
pleased to announce that Mary Ganzel 
recently joined Heritage Bank as vice 
president, lending. 

In her new role, Ganzel is responsible 
for the quality , quantity and composition 
of the bank's portfolio, as well as estab
lishing its basic lending policies. 

Before joining Heritage Bank, Ganzel 
worked for First Interstate as a commer
ciallender anl:l in business development. 
She has also worked at Great Western 
Leasing and Nevada National Bank. 

"Customers like Heritage because of the 
warm, friendly atmosphere," says Ganzel. 

Larry Finstad was re
cently hired by Heritage 
Bank of Nevada as vice 
president, construction 
and real estate lending. 

Larry Fins/ad 

A graduate of the 
National School of Real 
Estate Finance, Finstad 

is responsible for providing construction/ 
real estate loans, as well as assisting with 
all other types of financing. 

Finstad is currently in his 27th year of 
banking. Prior to joining Heritage Bank, 
he was vice president, construction 
lending at Sierra Bank. He was also 
assistant vice president of construction 
lending at Nevada First Bank, and was 
a loan representative at Mission Bay 
Mortgage Company. 

Claus Eggers joins Columbia South
west Division Management Team as 
vice president of the division which man
ages six hospitals and 18 surgery centers 
and outpatient facilities in Nevada and 
Arizona. Sunrise Hospital and Medical 
Center and the new Sunrise Mountain
View Hospital are part of the division 
which is based in Las Vegas. 

Eggers was chief executive officer of 
Valley Hospital and Medical Center for 
the past five years and chief operating 
officer at the 31 0-bed hospital for the 
previous 10 years. He also served as 
associate administrator at Sunrise 
Hospital for I 0 years. 

John E. Scorr. II 

John E. Scott, II, a gov- ' 
ernment official with 23 
years of federal service, 
has been selected as dis
trict director of the L~ 
Vegas District Office of 
the U.S. Small Business 
Administration. 

As district director, Scott will oversee 
the delivery of agency programs that in
volve financial assistance, management 
counseling and business development for 
the state of Nevada. 

As Las Vegas' district director, Scott 
will be responsible for supervising the 
activities of 15 permanent SBA employ
ees and administering a total business 
loan portfolio of 1,241 loans worth more 
than $209 million. He will oversee the 
Nevada Small Business Development 
Center and its six subcenters , in addition 
to coordinating two chapters of the Ser
vice Corps of Retired Executives. 

Martin Stahl has joined Nevada State 
Bank as a branch manger in Henderson, 
where his duties will include supervising 
branch staff, developing new business 
and ensuring customer relations. 

Stahl's banking experience includes 
serving as a personal banker at Founders 
Bank of Arizona and as a branch man
ger, sales manager operations manager, 
assistant manager and manager trainee 
at Chemical Bank in New York City. 

Stahl holds a bachelor's of arts degree 
in education from Broklyn College. 



There's no dream too big, no goal too lofty for Los Vegas. It's the 
fastest growing community in the U. S. and the gateway for 15 
million notional and 2 mill ion international visitors arriving by air. 

It tokes on outstanding airport to match this dynamic growth. 
And, McCarron International has accepted the challenge, 
building a world class facility equaling the growth of a city 
without boundaries. McCarron has the 2nd longest civilian run
way in the country. And, we've just completed on underground 
roadway linking 1-15 to our new 240-ocre international air 
cargo center featuring a 160-ocre foreign trade zone. 

McCarron's strategic geographic location creates on ideal air 

cargo distribution hub for on 11-stote region serving over 
51 million people. Our aggressive expansion and Nevada's 
corporote-~iendly tax structure and willing work force creates 
on unbeatable combination that positions McCarron, and Los 
Vegas, in the right spot at the right time for the coming century. 

For growth and ease of operation, look no further than 
McCarron International Airport. 

Contact Clore O'Brien, 
Director of Morke~ng 
P.O. Box 11 005 
los Vegas, NY 89111 
(702) 261-5702 

International Hub to the Great Southwest 



Rick Beavin 

development. 

FHP Health Care has 
named Rick Beavin di
rector of operations. 
Beavin assumes respon
sibility for FHP's entire 
health care delivery sys
tem in Nevada, including 
contracting and network 

Beavin received a bachelor's degree in 
business from the University of Okla
homa, and a master's of business admin
istration from the University of Southern 
California. He has been employed with 
FHP for three years. 

Comstock Bank has hired Jeanne 
Heppner as a loan officer specializing 
in originating construction and residen
tial mortgage loans. Heppner, who has 
worked in banking since 1977, also spent 
14 years as a self-employed real estate 
broker. She is active in several industry 
and community organizations in Reno, 
including the Children's Music Team at 
the Reno Christian Fellowship, the "adop
tion" program at the National Automo
bile Museum and the VIP Committee for 
Hot August Nights . 

Transcontinental Properties has an
nounced that William D. Foote has de
cided to leave his post as president of Lake 
Las Vegas, the $3.8 billion master-planned 
residential resort community. Ronald R. 
Boeddeker, Transcontinental Properties 
co-chairman, will assume an active, day
to-day role in the project's operation and 
development. Henry Gluck, co-chairman 
of Transcontinental Properties and former 
chairman and chief executive officer of 
Caesars World, will focus on the acceler
ated commitment of Lake Las Vegas to 
the resort-oriented NorthShore. 

Lezlie 
Barnson-DeNardin 

The Howard Hughes 
Corporation names 
Lezlie Barnson
DeNardin as Summerlin 
Community Association 
programs manager. 

As programs manager, 
Barnson-DeNardin will 
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develop, coordinate and implement resi
dent programs, community activities and 
special events. 

Barnson-DeNardin served as executive 
director of the Arthritis Foundation of 
Las Vegas, where she developed the an
nual plan, supervised community pro
grams and fund-raising efforts, developed 
and led the advisory board and volun
teers, and worked with community and 
business leaders. Prior to becoming ex
ecutive director in 1993, Barnson
DeNardin was the foundation ' s develop
ment director. She also worked as a 
community relations assistant at EDS 
Corp. , a provider of information tech
nology services in Dallas. 

Bank of America 
Nevada recognized its 
top residential loan pro
ducers for last year. 
Dominic Ciociola, a 
residential loan officer 

in the bank's Las Vegas Dominic Ciociola 

office, was named the 
bank's top residential loan officer for 
Southern Nevada, booking 92 loans to
taling more than $29 million. 

Ciociola has been with BofA for three 
years and attributes his success to hard 
work, a supportive management team, a 
hard working processing center and top
notch loan programs. Prior to joining 
BofA, Ciociola worked as a mathemat
ics teacher and real estate broker. He is 
also a recent nominee of a prestigious 
BofA corporate award for exceptional 
customer service. 

Bank of America Ne
vada announced that 
George Smith, executive 
vice president and head 
of the bank' s commercial 
lending division, will be 
the president of the bank 

George Smith following Richard Etter's 

retirement on May 1. 
Etter has been the head of the bank for 
the past 13 years and is retiring following 
35 years in the banking business. 

Smith, 38, assumes his new responsi-

bilities with 15 years's experience in the 
industry . He joined BofA Nevada in 
1992. Prior to BofA, Smith worked at 
Mitsui Manufacturers Bank in Los An
geles as team leader in the asset base 
credit department. He also worked for 
Bank of America in Los Angeles in the 
commercial banking division. 

Smith is a graduate of California State 
University in Fullerton, with a bachelor 
and master degrees in finance. He and 
his wife Adela have been married for II 
years and have two children. 

Rob Humphreys was 
named vice president re
cently at Commercial 
Bank of Nevada. Hum
phrey's responsibilities 
include commercial lend
ing and overseeing credit 
quality~ a new position 
for a growing bank. He 

Rob Humphreys 

was formerly with American Bank of 
Commerce as vice president and senior 
commercial lender. Prior to American 
Bank of Commerce, he served as assis
tant vice president at First Interstate Bank. 

Humphreys holds a bachelors degree 
in finance and investments from UNL V, 
and Master's degree in marketing and 
finance from UNL V, and completed post 
graduate work at the Pacific Coast Bank
ing School in Seattle, Wash. 

David M. Moody 

David M. Moody has 
been named senior vice 
president/real estate at 
Commercial Bank of 
Nevada. 

"The high level of 
David Moody 's exper
tise clearly conveys 
Commercial Bank 's 
commitment to residen

tial and commercial construction in the 
Las Vegas market," said John Gaynor, 
president and CEO of the bank 

As a ten-year banking professional , 
Moody has specialized in developing 
and managing real estate departments 
for financial institutions. He is a graduate 
of Southern Utah University. 



James M. Petkas 

Allan Stipe, president of 
the Southwest Division 
of Columbia Health
care Corp., has named 
James M. Petkas to the 
position of chief financial 
officer for the company, 
which manages six hos-
pitals and 18 surgery cen

ters and outpatient facilities in Nevada 
and Arizona. Sunrise Hospital and Medi
cal Center and the new Sunrise 
Mountain View Hospital are part of the 
division which is based in Las Vegas. 

A certified public accountant, Petkas was 
chief financial officer at Sunrise Hospital 
for the past year. Prior, he was chief finan
cial officer at Kendall Regional Medical 
Center in Miami for three years. 

Petkas is a member of the American 
Institute of Certified Public Accountants 
and the Florida Institute of Certified Pub
lic Accountants. 

Steve Arnold has been 
promoted to vice presi
dent of operations for 
Thomas Puckett Adver
tising. He is responsible 
for maintaining a consis
tent and efficient system 
of operations as the 
agency continues to ex-
perience exponential growth. 

Steve Arnold 

Arnold has worked with graphic art com
puters since 1975, and, upon joining Tho
mas Puckett in September 1995, devel
oped the agency ' s internal computer 
network system, which provides the agency 
with its unique consistency and efficiency. 

Herbie Simmons 

Nevada State Bank 
has promoted Herbie 
Simmons to computer 
operations officer, where 
his primary duties will 
include requesting, build
ing and printing selected 
financial reports . 

He will also supervise the bank' s team 
of computer operators, as well as operate 
and maintain a tape unit and a machine 
that sorts and reads documents. • 

SBA LENDING 
It helps your business gro~ 
mall businesses aren't built by perseverance alone. Sun State Bank has the tools 
ou meet your challenges. We offer SBA loan packages that are right for your 

s start-up or expansion. Come to Sun State Bank for fast, efficient and personal 
that gives your small business an edge. Locally owned and operated, we're Sun 

State Bank, your neighborhood community bank. 

t Up to 90% Rnancing 
t Land, buildi~ acquisi~on 
+ Inventory and working capital 
+ Acquisi~on of exis~ng business 
+ New construction, expansion 

Sun 
State 

Bank 

Main Office 
4240 W. Flamingo Road 

Paradise Valley Office 
37 60 Pecos-Mcleod Interconnect 

Sun City/Summerlin Office 
9454 Del Webb Boulevard or remodeling of business facility 

+ Acquisi~on, repair of machinery 

and equipment 702•364•2440 
1S;r Member 
I.DIDEII F.D.I.C. 

Opening Summer 1996 
Green Valley Office 

Sunset & Athenian 

Serving southern Nevada Businesses since 1982 

G 
Western Technologies Inc. 

The Quality People 
Since 1955 

ENGINEERING , CONSULTING & TESTING OF 
ENVIRONMENTAL, GEOTECHNICAL & CONSTRUCTION MATERIALS 

TEL 702-798-8050 
FAX 702-798-7664 

3611 W. TOMPKINS AVE . R.G. STONE JR., P.E. 
LAS VEGAS NV 89103 DIRECTOR 
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M any owners of small and not-so
small companies dream about 
"going public." Indeed, if your 

company is a fast-growing business with 
steady profits, "going public" is an excel
lent way to make those 12-hour work
days, vacationless years, and shoestring 
operations worthwhile. But the process of 
going public is not a simple one and 
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by Jeffrey R. Houle, Esq. 

investors will not necessarily be lining up 
to invest in your business. In any event, it 
is important for business owners who are 
considering taking the company public to 
understand the pros and cons. 

This understanding will also allow 
the business owner to take steps early on 
to position the corporation for the move 
into the public arena. 

Financial Statement 
and Accounting Considerations 

There are many differences between ' 
public and private forms of ownership. 
Unlike private companies, public compa
nies are required to have annual financial 
statements audited by independent, certi
fied pubJic accountants. This can add ~ 
significant cost to a company's operations 

cont. on page 34 
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Four questions to answer 
before going public 
Why do you wMJf to take your 
company public? 
A company must identify a use for the 
proceeds from an offering. Investors want 
to see that the company has a planned use 
for the funds generated in the initial pub
lic offering. There is no sense in diluting 
the ownership interest of a private com
pany's present owners unnecessarily. 

Is your cu"ent management ready 
to operate a public company? 
Management of a private company usu
ally has to answer only to a few 
shareholders. Management of a public 
company, on the other hand, must 
answer to hundreds or even thousands of 
shareholders and must be responsive to 
the questions of stock analysts. There is 
a loss of management flexibility and 
control necessitated by the increased vis
ibility. Not all managers are suited for 
the public arena. Moreover, perquisites 
and perhaps even salaries common to 
private companies are not available to 
officers of public companies. 

Is your company ready 
to "go public"? 
Companies that are in mature industries, 
that have a large share of a small market, 
or that have a narrow range of products 
may not be candidates for the IPO 
market. Investors are looking for growth 
and growth usually comes from an 
expanding market. 

What if the offering 
is not successful? 
Legal, printing and accounting expenses 
alone can range between $300,000 and 
$500,000. Add to that the underwriter's 
commission, and taking a company pub
lic ~an: o~-omt: a cuso'y pruposicion, espe
cially if the offering is not successful. If a 
company is not prepared to abandon what 
would appear to be an unsuccessful offer
ing, it must acknowledge that proceeding 
with the offering under these conditions 
may result in a dilution of the present 
ownership far greater than originally 
anticipated. Further, even if the offering is 
successful, the estimated costs of being 
public can range from $100,000 to 

250,000 per year. Competent advice can 
save you and your company potentially 
thousands of dollars in a failed IPO. 

YOU DON'T NEED TO LEAVE TOWN 

' ' 

I Get A Lo~n From Us ~ ............... . 
When you're looking to buy or build a new facility, or need additional working capital 
for new equipment or inventory, you don't want to wait while someone from out-of
state makes a decision affecting your business. 

At Las Vegas Business Bank we're familiar with the business problems you face. We live 
and work right here in your neighborhood therefore we understand your needs. 
And we're able to approve your loan without going out-of-state, whatever your business. 
And, you'll get the one-on-one personal banking service your business deserves. 

Take a look at our loan products and other business banking services: •·-
• Bus iness C h ec king and Savi ngs • Commerc ia l Rea l Estate Loans 
• Busin ess Mone y Markets • Constructio n Loans 
• "Bus iness Exp ress" (Courier Servi ce) • Revo lv1 ng Lines of Cred it 
• Merchant Cre dit Card Servi ces • Equ ipment Financ ing (Up to 100%) 
• Corporate Bus in ess Cards • SBA 7a and 504 Loa ns 

~------------------------------------------------------------------------------
So call us today or come in and meet one of our business bankers. 

~--We have over 100 years of business banking experience to assist you. 

"Our Name Says It All" 
Las Vegas Business Bank -G:r 

- 388G S. Macyland Packway, Las Vegas ~~ 

A BIG 
BUSINESS 
IMAGE ... 

(702) 794-0070 LENDER 

for a Small Business Price 
When you lease a full service office from The Renaissance Executive Suites, you save big on 

unecessary space, staffing & equipment. 

We provide professional receptionist services, complete fac ilities, and a conference room. 

Individual offices, or multi-office suites available on short or long-term leases. 

Call today and begin your Big Business Image 

Renaissance Executive Suites • 702-798-4088 

2255-A Renaissance Dr. 
Las Vegas, NV 89119 
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tions and inject new discipline in a 
company 's financial bookkeeping. A pri
vate company considering an initial pub
lic offering (IPO), therefore, should make 
sure that its financial statements for at 
least three years are audited or at least 
auditable . In addition, it is important to 
make sure that your current accountants 
are willing to be auditors of a public com
pany. Many accountants and attorneys are 
not comfortable working with a publicly
traded company due to lack of experience 
and/or malpractice concerns. 

New Financial Focus: 
Quarterly Results 

Owners and management of private 
companies are usually accustomed to set
ting their own goals and the pace at 
which those goals are expected to be 
reached, usually on an annual basis. 

Public companies, on the other hand, 
exist in a much different environment and 
are subject to shareholder pressure as 
well as stock analysts ' opinions which 
can have a direct effect on a public com
pany 's stock. As a public company, long
term financial goals still exist but the 
focus will be on quarterly results. This 
can be rude awakening for many new 
public companies. The stock price, for 
example, of companies that fail to meet 
Wall Street analysts ' projections, even by 
a few pennies, may fall dramatically. In 
which case, a public company's officers 
come under fire. 

A word about stock analysts: they are 
one of the most important constituencies 
of the viewing audience for a public com
pany 's financial statements. Among the 
analysts' duties is the comparison of 
financial performances among competi
tors in the same industry. As a conse
quence, in preparing the financial state
ments for an initial public offering, the 
underwriters will insist that a company's 
financial statements be recast to conform 
with the format of comparable public 
companies. As an aside, it is also impor
tant in this regard for private companies 
going public to flatten out expense varia
tions between quarters to make the 
reporting more understandable from the 
perspective of stock analysts and others 
who analyze publicly-traded companies. 
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It is important for 

business owners who are 

considering taking their 

company public to 

understand the pros 

and cons of being a 

publicly-owned company. 

Earnings and IPO Price 
Another major difference between 

private and public companies is on the 
reported earnings/income tax front . 
Private companies usually try to mini
mize net earnings and thus reduce feder
al and state income taxes. This is in stark 
contrast with most public companies, as 
well as private companies positioning 
themselves to go public. Public compa
nies have an incentive to emphasize 
reported earnings so as to maximize 
income because it often directly impacts 
the stock's trading price. Private compa
nies positioning books and financial 
statements for an IPO also become keen
ly aware that the IPO price of a stock is 
generally derived from a multiple of its 
reported earnings. Hence, the higher the 
earnings, the higher the initial offering 
price, which will have a direct impact on 
the value of stock held by the owners of 
the company. 

There are, however, circumstances 
under which private companies that are 
showing no earnings, and even a loss, 
can have a successful IPO based on 
anticipated growth. 

The Prospectus and the MD&A 
A private company considering an 

IPO should also be aware of other dis
closures it will be required to make in 
connection with a public stock offering. 
A centerpiece of any public offering is 
the prospectus which is reviewed by the 
Securities and Exchange Commission 

(SEC), stock analysts and potential 
investors. Many stock analysts and 
lawyers view a certain part of the 
prospectus entitled "Management 's 
Discussion and Analysis of Financial 
Condition and Results of Operations" (or 
MD&A for short) as the most important 
part of this disclosure. The MD&A sec
tion is intended to bring a potential 
investor into the directors ' boardroom of 
a company. This level of disclosure is 
often unfamiliar to the average owner or 
owners of a private company. A private 
company contemplating a public offering 
may want to practice drafting MD&A 
disclosures by using recent fiscal years 
and quarterly results . Such an exercise 
will sharpen the skills of the private com
pany 's management as well as it~ 

accounting staff. Moreover, the exercise 
will demonstrate the time necessary to 
prepare such a disclosure properly. It will 
also make clearer whether you have the 
desire to engage in the level of disclosure 
necessary to become a public company. 

Conclusion 
"Going public" presents a company 

with many opportunities as well as many 
challenges. It can make your company's 
stock a valuable commodity. Your com
pany 's stock can become a "currency" 
that can be used to acquire other compa
nies or incentivize employees and 
management. Financial and accounting 
challenges are also present. Opening up 
your company's financial records and 
making necessary accounting changes 
are often part of the price of going pub
lic. It also means giving up absolute 
control and having to answer to a broad 
audience. The first step in analyzing 
whether the time is ripe for your compa
ny to go public is to review your 
company's goals, its management, the 
numbers, and the business itself. Once a 
decision has been made to go public, use 
a qualified accountant and attorney expe
rienced in securities transactions. They 
will help you find an underwriter (i .e., an 
investment banker) willing to market 
your offering on acceptable terms. • 

Jeffrey R. Houle is an attorney with 
Washington, DC's Elias, Matz, Tieman 
& Herrick L.L.P. 



Late last year, 1 50,000 

taxpayers avoided a tax 

audit without even 

knowing it when the 

Internal Revenue Service 

(IRS) postponed plans to 

conduct line-by-line audits 

as part of its Taxpayer 

Compliance Measurement 

Program (TCMP). 

Avoiding a one-on-one: 
reducing your odds 

for a tax audit 

Don't count on dumb luck this year. 
Before you let your guard down, you 
should know that, according to the Ne
vada Society of CPAs, the decision to 
postpone the TCMP in no way affects 
the IRS ' s standard auditing program. 

While some tax returns are selected at 
random, most returns singled out for au
dit contain either deductions that appear 
to be too high in relationship to the 
person ' s income, or items that are erro
neous, require proof or an explanation, or 
are on the IRS 's list of hot issues. Al
though IRS targets change with the times, 
here are some areas that have commanded 
the IRS ' s attention in recent years. 

High Wages 
Generally , as your income increases, 

so does your chance of being audited. 
Based on audits of 1993 returns (the most 
recent data available) the odds of an au
dit for someone in the $25 ,000 to 
$100,000 income bracket are Jess than I 
in 100. For those making more than 
$100,000, the odds increase to 4 in 100. 

HighDIF 
When your return is filed , IRS com

puters compare it against the national 
Discriminate Information Function 
(DIF) system average. The IRS calcu
lates the DIF score by using a closely 
guarded formula. Returns with the high
est DIF scores are scrutinized by expe-

rienced examining officers who deter
mine which returns provide the best 
chance for collecting additional taxes, 
interest, or penalties . 

Wrong Income Entry 
The IRS electronically matches the fig

ures you report for dividends, interest, 
securities transactions, and other income 
with information supplied by banks, bro
kerage firms and other payers. To avoid 
problems, it ' s best to report your divi
dend and interest income exactly as it 
appears on your 1099 forms and make 
adj ustments on the return if the numbers 
are incorrect. If your brokerage account 
files a I 099 for all your dividends, don ' t 
list separate amounts on your return . By 
the same token, if you receive separate 
1099s, don ' t report your earning in one 
lump sum . 

Self-Employment 
Because the IRS believes most under

reporting of income and abuse of deduc
tions occurs among those who are self
employed, these individuals are audited 
far more freQuently than employees col
lecting a salary. The same holds true for 
taxicab drivers, waiters and waitresses, 
and others who traditionally receive pay
ment in cash. Also, the IRS will some
times conduct tests of certain individuals 
to determine if a taxpayer's reported in
come can support his or her lifestyle. 
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The IRS publishes manuals to famil
iarize its tax auditors with about 100 
different businesses, particularly ones 
which have a high number of self-em
ployed individuals . These guides, 
which are available to the general pub
lic, can help you pinpoint what audi
tors are looking for and how best to 
protect yourself. To learn if a guide is 
available for your business, call the 
IRS Freedom of Information Act Read
ing Room at 1-202-622-5164, or write 
Box 795 , Ben Franklin Station, Wash
ington D.C. 20044. 

Home Offices 
Home office expenses also have been 

targeted by the IRS . Since the rules for 
deducting home office expenses are com
plicated, you might want to consult a tax 
expert, such as a CPA, to determine 
whether you qualify. 

Because the IRS 

believes most under

reporting of income and 

abuse of deductions 

occur among those who 

are self-employeed, these 

individuals are audited far 

more frequently than 

employees collecting 

a salary. 

Unreported Alimony 
Over the years, the IRS has found that 

not all taxpayers report alimony receipts 
as income. As a result, IRS offices now 
match deductions for alimony payments 
by one former spouse with the alimony 
income reported by the other. 

Self Defense Pays Off 
CPAs say the best way to avoid an 

audit is to file a complete and accurate 
tax return. Double-check your math and 
make sure you have used the correct 
forms and schedules. And if you think. 
the IRS may questions a large deduction ' 
or credit, attach an explanation to your 
return when you file it. • 

Prepared by members of the Nevada 
Society of Certified Public Accountants. 

Full 
Serviee 

. We produce a quality product, provide 
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