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When Las Vegas began to boom decades ago, no one 
gave much thought to water efficiency. Wall-to-wallfi
fescue was the default landscaping choice. We were
living in desert denial.

Today, we know better. Water efficiency is more fi
than a good idea; it’s good for business. And 
considering where we live, it just makes sense. At 
The Howard Hughes Corporation, we are doing our
papartrt b byy rereplplacaciningg ununususeded g grarassss w witithh wawateterr-efeffifi cicienentt
landscaping to make sure residential and commercial
developments throughout Summerlin are in tune 
with the desert environment. The result? Our water-
sasavvvvyy bubusisinenesssseses a andnd r resesididenentsts l likikee ththee lolookok, anandd ouourr
cocommmmununitityy asassosociciatatioionsns s savavee ththouousasandndss onon w wataterer a andnd 
maintenance costs.

The Water Conservation Coalition challenges all
of Southern Nevada’s developers and builders
to do the right thing by replacing purely ornamental 
grass areas within their residential and commercial 
properties with water-effi cient landscaping. To helpfi
offset the conversion costs, the Southern Nevada
Water Authority offers a turf removal rebate of $1.50 
per square foot with no limit.

Call 862-3736 to learn how you can save water and 
money while showing that developers and builders 
can be leaders as well.

Tom Warden, Senior Vice President, The Howard Hughes Corporation, An Affiliate of General Growth Properties, Water Conservation Coalition Memberfi

Water Effi ciency Is Everyone’s Business.fi
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adopt. If a government run system is so
great, why do Canadians routinely trav-
el to the U.S. and pay to get medical
care instead of waiting for months to
get “free” care at home? Yes, the health
care system needs reform, but if you
think the government will be able to
solve its problems, go down to your
local Department of Motor Vehicles or
Social Security office and take a look at
how the government runs things. When
its paperwork involving your car, de-
lays, long lines and bureaucracy is ag-
gravating enough, but what if it was pa-
perwork involving a life or death
situation for someone you love? Would
you trust the government paper pushers
to do it right and do it quickly?

The most dangerous aspect of
Obama’s programs is that they encour-
age more entitlements for everyone.
We are breeding a nation of people who
go to the mailbox every week looking
for the government check they are “en-
titled” to, and they are always at the ad-
ministration’s throats demanding more
and more money. 

This country’s greatness was built on
a political system that encouraged each
individual to strive to improve the situa-
tion for himself and his family, and re-
warded him for his efforts. If we destroy
that system, we will drive ourselves
quickly toward Third World status.
That’s the path we will be following if
we buy into Obama’s promises.

C O M M E N T A R Y

Barack Obama’s Promises
What Do They Mean to You?

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

arack Obama is big on
promises. He promises to
take care of Americans
from cradle to grave by

taxing the rich and giving all their “ex-
cess” money to people who think they
don’t have enough. He proposes spend-
ing an additional $10 billion on educa-
tion, $150 billion on alternative energy,
$60 billion on infrastructure, and $65
billion to expand healthcare coverage,
and that’s only a partial list. 

Obama hasn’t presented any reason-
able plans for how to finance these
ideas. Let’s examine some of his pro-
posals and see what effect they would
have. As part of his “Tax Fairness for
the Middle Class” plan, he wants to in-
crease the capital gains tax rate from 15
percent to 25 percent. Democrats love
to declare that raising the capital gains
tax rate is a way to “sock it to the rich”,
but it would actually affect Americans
at all income levels. The Wall Street
Journal reported that in 2005, more
than 75 percent of all tax returns re-
porting capital gains came from house-
holds with incomes under $100,000.

In addition, historical evidence
shows that cutting the capital gains tax
rate raises government revenues and
sparks economic growth, but when the
tax rate increases, investors hold onto
their assets to avoid paying higher
taxes. In a high tax situation, venture
capital dries up, new companies are not
formed, and fewer jobs are created.
Ironically, this hurts poor and minority

communities that need capital to create
new businesses and the jobs they bring. 

Obama would also let most of the
Bush Administration income tax cuts
expire, allowing the top individual in-
come tax rate to return to 39.6 percent.
Does it really make sense to raise in-
come taxes when the economy is as
slow as it is today? The amount of
wages subject to the federal payroll tax
is currently capped at $102,000.
Obama wants to remove this cap, so
that all wages are taxable. 

What about taxing oil companies’
“windfall profits”? Both Obama and
John McCain have been promoting this
idea recently in an effort to gain sup-
port from voters who are outraged by
high gas prices. But raising taxes on oil
companies doesn’t make sense. If we
need more oil production, we should
encourage oil companies to do more
exploration, invest in more drilling
equipment and hire more people. If
they are unable to do that because taxes
have been raised, they will produce less
oil, not more. That’s basic economics.

It also brings up the question of
which industry is next. Maybe software
giants like Microsoft make more money
than the average U.S. company - let’s
tax them more to make things equal.
Where does this end? With the govern-
ment virtually eliminating our competi-
tive, capitalistic society and imposing
their will on all businesses and people. 

Universal health care is another pro-
posal that Obama would like us to

B

COMMENTS 
email: lyle@nbj.com
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Cover Story: Bridging the Gap

BRIDGING 
THE GAP

Managing Workers from Different Generations

between 1946 and 1964, represent
about 41 percent of the workforce.
The oldest boomers are now reaching
retirement age. Although Generation
X starts in 1965, human resources ex-
perts place the ending birth date for
this generation anywhere from 1977
to 1980. Gen Xers, as they are called,

sultants, and others in part-time posi-
tions that enable them to earn a few
extra dollars to supplement retirement
income. 

For the purposes of this article, we
will consider the three younger gener-
ations that constitute the bulk of the
workforce. The Baby Boomers, born

T
he oldest age group, those who
are old enough to remember
World War II, have been called

the “Greatest Generation.” While
most of them have retired, they still
comprise about 6.5 percent of the
workforce – some in higher manage-
ment positions, some acting as con-

Four distinct generations of employees are currently at work in companies

across America, all with very different attitudes, expectations, and manage-

ment styles. Business owners and managers are challenged with learning

how to maximize the potential in each age group, while encouraging them to

work together to achieve common goals.

8 August 2008
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represent about 29 percent of the
working population. The youngest
group, those born anywhere from
1981 to 2001, are called Generation Y.
They comprise about 22 percent of
the workforce.

A Changing Workplace

Two converging trends are trans-
forming the American workplace, ac-
cording to Doug Beckley, CEO of
The Beckley Group, a management
consulting and business training com-
pany based in Las Vegas. “Demo-
graphics are changing the workforce,
as boomers approach retirement age
and younger cadres move into the
workforce,” he noted. In the United
States today, between 8,000 and
10,000 Baby Boomers turn 60 every
day, and they are being replaced by
younger people who will create pro-
found changes in what the employ-
ment pool will look like in the future.
“Gen Y will constitute 45 percent of
the workforce in a few years,” said
Bob Daniel, owner of PrideStaff Las
Vegas, an independent franchise of
the national PrideStaff network.
“They are entrepreneurial and very
tech-savvy. They value 24/7 commu-
nication, and 30 percent of them are
non-white.”

The other trend is that the work-
place itself is changing. Companies
no longer expect people to stay with
them for 40 years and enjoy a com-
pany-paid retirement plan. So-
called “job-hopping” from one em-
ployer to another, which used to be
seen as a negative, has now become
the norm, especially among younger
workers. In fact, staying at one job
for a long period of time may now
be seen as a sign that an employee
lacks ambition.

In order to understand the per-
spective of each generation of em-
ployees, it is necessary to look at

http://fnbnonline.com
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what the American workplace was
like when its members first began
their careers. Boomers started work-
ing in the 1970s, when people still
believed that if they got a good edu-
cation, worked hard, and were loyal,
their employer would provide them
with a job until retirement, and then
take care of them with a pension
plan. “Command-and-control lead-
ership was the norm. [Boomers] did-
n’t make demands. They waited for
their bosses to notice their hard
work and reward them in due
course,” reported Carolyn Martin of
RainmakerThinking, Inc., which has
published several books on the
changing American workplace. 

Gen Y is a generation of latchkey
kids, whose parents were both working
when they were growing up, leaving
them to manage very much on their
own. Martin pointed out that they were
also the first generation to be told they
would not be as well off financially as
their parents. Because they grew up
hearing news reports about govern-
ment corruption and corporate scan-
dals like Enron, “they understood from
day one of their working lives that
large institutions couldn’t be trusted to
make good on long-term promises,”
explained Martin. “So, for short-term
sacrifices, they demanded immediate
gratification. They remain the consum-
mate free agents.”

Members of Gen Y grew up with
technology, and in fact, they can’t re-
member a time before the Internet.
Like their older siblings, they don’t
expect to remain with one company
for long, and they are also very entre-
preneurial. “Although Baby Boomers
were taught to win at all costs, they
raised their children, the Gen Yers, to
believe that competition is overstat-
ed,” said Daniel. “When Gen Yers
were playing sports as children, every-
one got a trophy for participation. This
naturally shaped their thinking”

What Do They Want?

When hiring and retaining employ-
ees, the principal factors to be consid-
ered include compensation (both
wages and benefits) and working con-
ditions. In both these areas, there are
vast differences between what the
generations consider desirable. 

As Beckley pointed out, “All em-
ployees want to be well compensated,
but the difference is the type and
structure of compensation they want.
For example, health insurance is im-
portant to everyone, but it has a high-
er importance among boomers be-
cause of the reality that they need it
more. It is less valued by Gen Y, be-
cause they are still at an age when
people think they’re bulletproof.”

Because boomers come from the
perspective of long-term employ-
ment, they are more likely to value
some type of profit-sharing, or to
ask a potential employer, “How
many years do I have to work before
I’m vested in the firm’s retirement
plan?” On the other hand, members
of Gen X and Gen Y don’t plan to
remain with any one company very
long, so they are more attracted to
higher levels of short-term income. 

Connie Johnson, managing director
of Talent Framework, a human re-
sources consulting firm based in
Reno, noted some of the characteris-
tics of each generation that recruiters
can use to attract them. “While Baby
Boomers want benefits such as insur-
ance and retirement plans, they also
value title, position and authority,”
she said. “They feel they’ve earned
the corner office. Gen Xers are used
to being independent, and they value
freedom and flexibility. Gen Y wants
to have their dream job right now.
They want to start at $40,000 to
$50,000 a year, get plum assignments
and meaningful work without having

http://armstrongteasdale.com
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to wait in line or ‘pay their dues.’”
Employees of all ages appreciate

flexible work hours and work-life bal-
ance, but boomers, because they were
trained at an early age to put the com-
pany first, are much less likely to ask
about work arrangements. “Boomers
are more likely to put in the hours and
grind out the work,” said Beckley.
“Gen Xers crave flexibility in how
and when they work. They may be
able to get more done in less time by
using technology to make themselves
more efficient. If they complete their
work at 3 p.m. because they are more
efficient, they can’t see why they
shouldn’t be able to go home early.”

In Daniel’s opinion, Gen Yers are
not as concerned about wages and
benefits as they are about the work
environment and the social aspect of
interacting with co-workers. He said,

“They’re more likely to tell a poten-
tial employer, ‘I’d like to work for
you, but I need to be off from 2 to 4
every Thursday.’ A boomer would
never say that. If the employer won’t

give them the time off, they’ll find
another company that will. They
value flexibility in work hours, in-
cluding working from home, and they
want to know upfront about vaca-
tions. Those things are more impor-
tant than a benefit program they
might never use.” Generation Y is
also socially conscious, and its mem-
bers value jobs that will have an im-
pact on their community or on causes
such as global warming or saving en-
dangered species.

Managing the Generations

In order to be effective, a manager
must understand how the generations
are different, and how to compensate
for their weaknesses and make the
best use of their strengths. “For
boomers, the most important things

http://hutchlegal.com
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are loyalty, work ethic, commitment
and self-reliance,” said Beckley. “Gen
X and Gen Y value creativity and per-
sonal gratification. They like chal-
lenges, they like to be flexible, and
they like to use technology to be
faster and more efficient. The differ-
ences between older and younger
workers can create a recipe for ten-
sion and potential conflict.”

“Boomers believe in order – there’s
a process for everything. They like a
very structured environment,” said
Daniel. “When they were growing
up, they were taught that you got an
honest day’s pay for an honest day’s
work. If a manager tells you to do
something, you don’t ask why, you
just do it.” Johnson noted that many
boomers are workaholics. “They’ll
brag about working 10 or 12 hours a
day, which younger employees can’t

understand,” she said. “Young people
are likely to think that working long
hours is a sign you’re not getting your
work done quickly enough.”

Independent-minded Gen Xers are

often concerned with building up
marketable skills and experience that
will make them valuable contributors
to any workplace, according to Mar-
tin. She advised managers to tune in
to their obsession with training. “Al-
though they don’t plan to stay with
your company for more than a few
years, by offering good training pro-
grams and flexible work arrange-
ments, you may be able to hook Xers
into a long-term employment rela-
tionship,” she said.

“Gen Y values fairness above all,”
said Daniel. “They don’t subscribe to
the idea that ‘He who has the gold
makes the rules,’ and they don’t be-
lieve in doing what the boss says just
because he’s the boss. They are
achievement-oriented and they ab-
solutely love a challenge. They have
seen the success of all the young peo-

http://www.perini.com
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ple who have become rich by forming
their own companies, and many of
them believe they’ll be millionaires
by the time they’re 35. One of their
great strengths is that they are able to
think outside the box.”

Creating teams of mixed genera-
tions in which everyone contributes
can help people of different ages
learn to work together, said Johnson,
who encourages managers to “create
a reciprocal learning and teaching
environment” that includes mentor-
ing and reverse mentoring. “Younger
workers love being seen as having
unique expertise,” she said. “For ex-
ample, if we are trying to recruit em-
ployees, a younger worker may show
us how to use Facebook or other on-
line services instead of the tradition-
al means of recruiting. Boomers have
what we might call ‘tribal knowl-
edge’ about the company. They know
what’s been done in the past and why
systems were set up a particular way.
They know the company history and
the long-time relationships with es-
tablished clients, and they can pass
on this valuable information to
younger workers.”

Creating workplace teams can be
difficult for managers dealing with
employees who have different con-
cepts of the value of teamwork.
“Boomers believe there’s no such
thing as a team. Everybody is out for
themselves,” said Daniel. Because
Gen Xers are so independent and
goal-oriented, they often prefer to
work on their own. In addition, ac-
cording to Johnson, “Gen Xers are di-
rect and frank. They have not learned
tact and diplomacy,” which can create
problems working closely with oth-
ers. In contrast, experts say Gen Yers
prefer to work together. “Gen Yers
don’t want to leave anyone behind,”
noted Daniel. “They appreciate a
team-oriented environment.”

Once managers understand the

mailto:info@ecowall.com
http://www.swbnevada.com
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differences between the generations
of workers, they need to promote
tolerance and communication, and
facilitate an environment where they
can all work together, according to
Beckley. “A good manager makes

sure the groups understand each
other,” he said. “Get them to talk
with each other and share experi-
ences. Encourage communication
and understanding. Put it on the
agenda of a staff meeting if you have
to - it’s that important. Lack of com-
munication can lead to misunder-
standing and conflict.”

Customized Coaching Styles  

An important part of managing em-
ployees is mentoring them, in order to
transmit knowledge and also to groom
them for advancement within the com-
pany. Not surprisingly, the different
generations see coaching or mentoring
from different perspectives. “Boomers
and Generation X don’t want to be
coached,” said Daniel. “They may see
attempts to supervise them as micro-
management.” However, Gen Xers do

see the value of training, since gaining
skills can add to their “toolbox.” Gen
Yers appreciate coaching and mentor-
ing, according to Daniel. “Remember,
this is the Nintendo generation,” he
said. “Because video games reinforce
success with constant rewards, they
are used to getting immediate feed-
back. They want to be measured con-
stantly and get real-time feedback, not
annual reviews.”

Training Tomorrow’s Leaders

Corporations used to expect em-
ployees to start at the bottom of the
corporate structure and move into po-
sitions of authority over the years.
This system of long-term employ-
ment provided a way for people to re-
ceive on-the-job training in manage-
ment and leadership so they were
prepared to assume higher-level posi-
tions when an opening occurred. In
today’s workplace, the average work-
er changes jobs several times in his
lifetime, and may even move from
one industry to another one that is to-
tally different. This presents a real
problem for management concerned
about succession planning. 

“Managers must groom and cross-
train younger employees to move up

http://mapnv.com


to the next level of management, so
they will be ready to fill the future
needs of the company,” said Beckley.
“This is not being done to the extent it
should be. We’re not taking the time
to think long-term, and that presents a
real concern. It’s a big project many
managers never find the time to do,
especially in public companies where
they need to produce results for share-
holders each quarter.”

Johnson added, “Very large com-
panies have structured leadership
programs, career ladders and formal-
ized mentoring, but small to medi-
um-sized companies don’t have these
resources. Many of them may not be
cross-training their employees.” She
noted that when people job-hop from
company to company, they don’t get
the experience of following through
on long-term projects, from its plan-
ning phase, through implementation,
to assess its impact on the company
and decide what could have been
done better. “Frequent job changes
give you less chance to see the big
picture,” she noted. Johnson also
pointed out that, while younger em-
ployees are concerned with building
a “toolbox of skills” they can take
from one employer to the next, they
often lack people skills, which are
honed from years of face-to-face
contact with others in challenging
situations. 

Beckley advised managers, “Plan-
ning is a critical element in success,
and your long-term strategy should
include succession planning. One
way to ensure you will have enough
future leaders is to create a workplace
that contradicts the notion that long-
term retention is impossible. You
need to create an environment where
people feel and act like they’re part-
ners in the business.”

Kathleen Foley is a freelance writer
based in Southern Nevada.
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We believe in green building 
so strongly that we built our own.

Jefferson Green - Dekker/Perich/Sabatini Corporate Office Building - LEED-CS & CI 
Gold Certified by the US Green Building Council, 2007.

Proven 45% Energy Savings, 30% Water Savings, and 80% Recycled Construction 
Waste.

1. Provide them with challenging and meaningful work.
Gen Y bores easily.

2. Provide proper training.
Young workers thirst for knowledge.

3. Offer flexibility.

4. Help them achieve a work-life balance.

5. Balance positive and negative feedback.
They thrive on recognition and praise.

6. Be fair and direct, and encourage an open-door policy.

7. Provide opportunities for advancement.

Source: PrideStaff national Web site

Seven steps to motivate, encourage 
and retain young talent:
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President/CEO
Gatski Commercial Real Estate Services

Las Vegas

Number of Employees:  70

Years in Nevada: 30

Years with Firm: 15

Type of Business: Commercial Real Estate
Firm

Describe Your Leadership Style:    
Inspirational and compassionate. I like to
lead by example and while I am compas-
sionate, I do hold people accountable. 

Biggest Business Challenge:    
The biggest challenge of my career hap-
pened in 1999, when I made the leap from
being an employee to buying the company.
I’m proud to say that my former employer
is still a client today.

Best Business Advice:  
In my business, people are an owner’s
only commodity and the owner is only
as good as his or her team. Be good to
your people and take care of your team,
treating your team members with re-
spect, compensating them well and rec-
ognizing them.

How do you retain your best and brightest
employees? 
By offering training and opportunities
for growth within the company and by

promoting from within, empowering the
best and brightest to grow.

Who inspired you to get into the business? 
My mother inspired me since I was a
small child to “grow up and be some-
body.” This was ingrained in me grow-
ing up. I never wanted to limit my po-
tential and always wanted to have my
own business.

What is the most important thing you learned
from your parents?
My parents taught me that the most im-
portant characteristic for success in life
and business is integrity, above all else. 

Do you think Las Vegas will recover from the
economic downturn faster than other cities? 
Yes.  As far as I can remember in my 30
years as a Las Vegas resident, we have al-
ways been the last on the list of cities af-
fected by a down turn and first on the list
for recovery.

Frank Gatski

F A C E  T O  F A C E

http://www.lmshellconstruction.com
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Smart entrepreneurs never forget
their own success is intertwined
with a complex network of

other people and organizations. All of
those relationships must be constantly
nurtured. Here are the five most criti-
cal relationships to focus on.
• Customers. They are the bread and
butter of your company. Learn as
much as you can so you can provide
them with the services they need. 
• Employees.  When you find dedicat-
ed and passionate employees, do

everything in your power to hold onto
them – they are the face of your orga-
nization. 
• Vendors. Think of vendors as hon-
orary employees. You never know
when an emergency might arise in
which you could use their help.
• Bankers.  The best way to nurture
this relationship is to make sure you
always have enough money in your

account to make your monthly loan
payments on time. 
• Mentors. Find a successful fellow
entrepreneur whom you respect and
ask him or her to be your mentor. Al-
ways show respect and thankfulness
for his or her help. 

It takes a village to run a company.
Never forget that others are critical to
your success.

Given the volatile economy of
late, a new trend in CEO be-
havior has emerged. Ac-

cording to the 2008 Management Ac-
tion Programs Inc. (MAP) quarterly
survey, many CEOs are refraining
from making bold, sudden business
moves right now. Instead, many are
opting to shift management gears
into a “hunkering down and building
up the business” position. CEOs are
fine-tuning internal operations by
bolstering the quality of company
culture, internal communications and
customer service. These changes
help companies stay on track while
the economy hovers in uncertainty.
Seventy-three percent of the sur-
veyed CEOs said the economy won’t
improve for at least 12 months. Due
to the effects of the slowdown, CEOs
should be more involved with reas-
suring and supporting employees by
updates about company financials,
results and strategies. 

Five Critical Business Relationships
for Entrepreneurs

Top Executives Deal with 
Tough Economy

B U S I N E S S  U P  F R O N T

http://BankOfNevada.com
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A
n unpopular Republican gover-
nor, an increasingly deep eco-
nomic funk, and a national out-

look that nearly all prognosticators
say greatly favors their party. 

Nevada Democrats couldn’t have
come up with a better storyline heading
into the 2008 elections if they’d been
allowed to write the script themselves.

When Silver State voters head to the
polls for the November 4th general
election (primary is August 16th),
they’ll cast votes in 10 state Senate
races and 42 Assembly contests that
will determine the makeup of the 2009
state Legislature.  Also in the balance,
is the direction Nevada public policy
will take over the next couple years
and possibly beyond. That’s particu-
larly true on taxes and fiscal issues, as
concerns over a large state budget
deficit are fueling angst among voters
and pressure on elected officials.

At first glance, it’s hard to blame
Democrats for being optimistic about

their November chances.  Republican
Governor Jim Gibbons is mired in
low approval numbers (21 percent,
according to a mid-June poll), and
though neither he nor the state’s other
constitutional officers are on the bal-
lot this fall, Democrats are confident
Gibbons’ unpopularity will provide a
significant boost to their candidates.

“We’re looking at a very good year
for legislative races,” said Kirsten
Searer, deputy executive director of
the state Democratic Party. “Given the
climate in Nevada, not only are De-
mocrats on an uptick in voter registra-
tion, but the Republican brand has
suffered a terrible blow due to the dis-
mal leadership of our governor.”

Zachary Moyle, executive director
of the state Republican Party, is fully
aware that the political climate – not
just in Nevada, but across the nation –
poses an extra challenge to his party’s
candidates.  But he’s confident in the
strategy Republicans have in place for

BATTLE OF THE LEGISLATORS
Which Party Will Take Over This Election Season?

Feature Story: Battle of the Legislators

campaigning in such an environment.
“The simple explanation is we do it
locally,” Moyle said. “In Nevada, pol-
itics has always been a local issue.
We’ll try as much as possible to take
it back to local issues.”

It would seem Moyle’s party faces a
steep uphill climb this year, given all
of the factors working against it.
However, despite the party’s nation-
wide unpopularity, the reality is that
Nevada Republicans may actually be
pretty well positioned to avoid major
damage, at least in terms of sheer
numbers.  While 2008 is likely to be a
watershed year nationally – a new
president, plus potentially massive
gains by the Democrats in Congress –
a dearth of truly competitive races in
Nevada, thanks to redistricting, means
any legislative gains, by either party,
are likely to be small.

“The beauty of redistricting is that
it really narrows the playing field to
just a few of these districts,” said
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David Damore, an associate professor
of political science at the University
of Nevada, Las Vegas.

There’s another reason Republi-
cans, at least in the Assembly, are un-
likely to suffer significant defeats:
They’ve got very little to lose.  Of the
state’s 42 assemblymen, 27 are De-
mocrats and just 15 are Republicans.
Given those numbers, Republicans
may actually be poised for gains – al-
beit modest – in that chamber.  Even
some Democrats acknowledge their
own party has little room for growth.
“Democrats are clearly going to hold
the majority,” said Democratic con-
sultant Gary Gray.  “But when you get
up to that number, you’re getting into
rarefied air. There are a couple seats
that may be in play.”

The bottom line is that, barring a
political earthquake between now and
November, the 2008 elections are un-
likely to produce a significant change
in the Assembly’s makeup.  The De-
mocrats’ majority is huge today, and it
will be huge tomorrow (though there
is the question of whether they’ll net
the one seat they need to obtain su-
permajority status).

The real action, then, will be in the
state Senate races.  Republicans cling
to a one-seat majority in that cham-
ber, so a shift in just one seat would
alter the balance of power in the Sen-
ate and put both legislative houses
under Democratic control.  And be-
cause no Democratic senators appear
vulnerable this year, Republicans are
unlikely to find any seats to pick up as
a way of offsetting a potential loss.
For Senate Republicans, then, there is
literally no room for error.

With that as the backdrop, most of
Nevada’s political observers come
Election Day will be focused on what
is shaping up to be Ground Zero for
the entire 2008 legislative election
battle: Senate District 6 in Clark

County, where Republican incumbent
Bob Beers will try to stave off a chal-
lenge from likely Democratic foe Al-
lison Copening.  Beers is widely seen
as the most vulnerable Senate incum-
bent, largely because of the district’s
near-even split in partisan registra-
tion. Additionally, some believe
Beers’ high profile and his famously
consistent opposition to tax increases
– attributes that often work to his ad-
vantage – may actually prove detri-
mental in Nevada’s current economic
climate.

“Beers can be a divisive figure,”
said Eric Herzik, a professor and chair
of the Department of Political Science
at the University of Nevada, Reno.
“He’s certainly linked to the anti-tax
policy stance, and whether or not the
state’s economic downturn hurts him
remains to be seen. I think this is an
incredibly tough race to call.”

Democrats, smelling blood, are in-
deed focusing much of their efforts on
Beers.  They’ve also targeted Clark
County Senate District 5, where
Shirley Breeden is the likely chal-
lenger to Republican incumbent Joe
Heck. Searer, who calls Beers a “Gib-
bons apologist,” said the numbers
look good for Democrats in both
races. Since Heck is generally viewed
as the safer of the two incumbents,
and because no other Republican
seats appear vulnerable, a Copening
victory over Beers seems the Democ-
rats’ most likely path to a Senate ma-
jority.

“Certainly, Democrats would like
to put that prize on their wall,”
Damore said.  But Damore, like
Herzik, expects Beers ultimately to
hold on.   Republicans had better hope
he does, as a Beers defeat would be
significant for multiple reasons.  There
is, of course, the psychological impact
it would carry – “a true blow to the
most conservative wing of the Repub-

lican Party,” as Herzik puts it – but
more important is the way it would re-
shape the political landscape heading
into the 2009 Session, where fiscal is-
sues are certain to take center stage.

As Nevada’s current economic
slump has dried up government rev-
enues, Gibbons has come under fire
from many Democrats for refusing to
back down from his no-new-taxes
pledge.  Gibbons was able to survive a
special session in late June without
having to budge (the shortfall was ad-
dressed mostly through spending re-
ductions), but it remains to be seen
whether he’ll be as fortunate next year.

Losing Beers as an ally won’t help.
“[Beers] knows this budget better than
anyone else I can imagine in this state,”
said Robert Uithoven, a Republican
consultant.  “If we were to lose Sena-
tor Beers, it would have a huge impact
on the fiscal affairs of this state.  I think
we would see higher taxes to fund larg-
er, more intrusive government.”

Of course, the balance of power in
the Senate does hinge on the Beers-
Copening race, and should Democrats
capture the Senate, the impact on Sil-
ver State policy could indeed be pro-
found. Uithoven, for one, has little
doubt that a Democratic Party in con-
trol of both legislative houses would
push for tax increases as the solution to
the state’s economic problems.  He
said references to a need to “ensure
predictable revenue” and “fully exam-
ine our financial structure,” as Assem-
bly Speaker Barbara Buckley put it in
a pre-special session address, are an at-
tempt to avoid calling tax hikes by
their name.

“Any time a Democrat has gone out
and promised an overhaul of the tax
code in the state, it has led to massive
tax increases,” Uithoven said.  “We all
know what it means.  Businesses in
this state know what it means.  We’ve
been through this before.”
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While Democrats generally stop
short of outright calling for tax in-
creases, or of citing specific areas
where they think taxes should be
raised, they have been consistent in
arguing Nevada’s current approach
to fiscal affairs isn’t working. “All
our Democratic leaders are saying
right now is that we have a financial
structure in our state that’s not work-
ing, and we have a financial crisis
every few years, so obviously, some-
thing is not working here,” said
Searer, who added that attempts to
address revenue shortfalls should in-
clude an examination of government
spending. “Our leaders haven’t real-
ly put out the solution for 2009 yet.
They’re talking to people about what
is best for the state.  Speaker Buck-
ley is consulting with a wide variety
of experts as to what we should do.”

Still, the consensus among indepen-
dent observers seems to be that in all
likelihood, the Democratic agenda for
2009 will include tax increases of
some kind.  Their success rate in im-
plementing that agenda, however, is
harder to predict.  After all, they’ll
still be going up against a governor
who has remained steadfast in oppos-
ing tax hikes as a way of addressing
revenue shortfalls.

Assuming Gibbons isn’t inclined to
change that position, it would appear
he’d enter the ’09 Session, at least
theoretically, from a position of
strength, even if Democrats do take
over the Senate.  That’s because of a
constitutional provision, authored by
Gibbons himself (while a state legis-
lator in the 1990s), that requires two-
thirds approval of both legislative
houses for any new taxes to take ef-
fect.  Even under their rosiest sce-
nario, Democrats won’t come close to
that large a majority in the Senate.  

To get any tax increases through,
majority or not, Senate Democrats
will need to find enough Republicans
to break ranks in order to meet the

Continued on Page 61

http://www.llbradford.com
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two-thirds requirement, a script for
which there is precedent (the 2003
Session being perhaps the most mem-
orable case).  Republicans might find
it harder to stand with Gibbons if the
Senate is in Democrats’ hands. “It
makes it easier for the Democrats if
they get both [houses],” Damore said.
“It makes their job a little bit easier.
The two-thirds majority [rule] makes
it tough [to raise taxes], but if they can
patch together a bipartisan plan, you
can make the governor sort of an af-
terthought on that.”

Herzik, however, has a warning for
Democrats in the event they do con-
trol both chambers come 2009. “Be
careful what you wish for,” Herzik
said. “If Democrats control both
houses, it’s going to be very hard to
duck behind and blame the governor
for not addressing tax policy.  If De-
mocrats control both, there will be

more pressure to come up with a plan
that would probably include tax in-
creases.”

Such a plan, if presented for what it
is, can be politically risky, Herzik
said. “Changing the tax structure will
become the code words,” he said.
“Nobody wants to get out in front on
new taxes.  They will try to find
phrases that mean tax increases.”

But Democrats may have boxed
themselves in on the tax issue.  Given
their criticism of Gibbons’ opposition
to new taxes, the pressure, Herzik
said, will be on Democrats to offer an
alternative. “If they have the majority
and don’t come forward with some
kind of tax plan and try to blame it all
on the governor,” he said, “sooner or
later the public will say, ‘Wait a
minute: What’s your plan?’”

If Democrats do call for tax in-
creases, said Gray, “I don’t think they

are going to be any of the sorts of
taxes that would affect middle-class
families. If there are any, it will be
some to stabilize taxation, and stabi-
lize the state’s budget.” But Uithoven
sees real trouble ahead for taxpayers,
particularly businesses, if Democrats
get their way.

“Businesses right now need to start
paying very close attention to what
the makeup of the Legislature will
be,” Uithoven said.  “Businesses
today need to be asking candidates
and incumbents if they believe the
course of action in the next Legisla-
tive Session should be raising taxes.
Or do we make government do what
businesses and families do – live
within its means?”

Andy Matthews is vice president for
communications at the Nevada Policy
Research Institute.

®®

Continued From Page 20
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native to creating a family foundation is
to establish a donor advised fund at the
local community chest, such as the
Nevada Community Foundation
(www.nevadacf.org). The community
foundation will hold the gift and gener-
ally make qualifying distributions at
the donor’s direction. The community
foundation will charge a small fee for
administration of the account. Again,
an immediate income tax charitable
contribution deduction is available for
the contribution and start-up expenses
are minimal. 

Charitable Trusts
Donors with lifetime charitable incli-

nations commonly establish charitable
trusts, which are trusts with charitable
beneficiaries. Two of the most common
types of these trusts are charitable re-
mainder trusts and charitable remain-
der lead trusts. While similar in pur-
pose, they are opposite in operation.
The charitable remainder trust pays its
current income to the grantor and pass-
es its assets to the charity at the
grantor’s death. On the other hand, a
charitable lead trust pays its income to
the charity and the property passes to
the trust’s beneficiaries (typically the
donor’s heirs) at the grantor’s death. A
current charitable contribution tax de-
duction is available for the value of the
gift passing to the charity.

What’s right for you?
It’s important to make sure you fol-

low your passion and take the time to
develop a philanthropic plan. It’s a
commitment of time, money and ener-
gy, but a rewarding one, as well.  

Steve Pacitti is an attorney at Kummer
Kaempfer Bonner Renshaw & Ferrario.

There are numerous requirements for
such ventures and both the profit and
non-profit parties should seek compe-
tent specialized legal counsel. For ex-
ample, any income derived by the non-
profit should be “missioncentric” to the
non-profit to avoid adverse tax conse-
quences and possible loss of tax-exempt
status. Likewise, the non-profit partner
will have to have certain control devices
and should not guarantee any debt.

Family Foundations
Another option for an individual or

family is the creation of a family foun-
dation. Family foundations are non-
profit organizations formed and oper-
ated solely for religious, charitable,
scientific, testing for public safety, lit-
erary, or educational purposes, or to
foster amateur sports. The popularity
of family foundations is booming. Es-
timates are that family foundations
have increased almost 40% since the
turn of the century, resulting in nearly
six new family foundations per day,
many established by donors in their
40’s and 50’s. Money contributed by
the foundation generates an immediate
income tax deduction for the donor
and grows tax-free. However, once
money is put into the foundation, it
cannot generally be returned to the
contributor. It must be used for philan-
thropic purposes. However, family
foundations are an excellent way for
philanthropists to actively participate
in their charitable giving.

Not all family foundations are
formed by Gates, Buffetts and Rocke-
fellers. More than one-third of family
foundations hold less than $250,000. 

Donor-advised Funds
A less expensive and intensive alter-

ndividuals and businesses
in the United States have a
long history and tradition of
sharing their good fortunes

by generously donating to charitable
and philanthropic causes.  In 2007,
charitable contributions reached an es-
timated record high of $306.39 billion,
according to Giving USA 2008, the
yearbook on philanthropy by Giving
USA Foundation released in June,
2008. Business icons Bill Gates and
Warren Buffett have made national
headlines for taking an active role in
their foundations and making lifetime
donations of substantial portions of
their wealth for charitable causes. 

Many donors practice “checkbook
philanthropy” and write checks to their
favorite charitable causes. Likewise,
volunteerism in lieu of cash gifts is an
invaluable contribution and often the
lifeblood of many public charities.
However, for donors seeking a more in-
tegrated, fulfilling and active mode of
philanthropy, there are several options
to consider. 

Public-Private Partnerships
Growing in popularity, public-private

partnerships are joint venture entities
typically formed between a single busi-
ness and a non-profit. Business owners
often find that forming this type of
“partnership” enables them to obtain
the support and resources needed for
success while “giving back” to their
community. These partnerships are
popular in the real-estate and health-
care industries. Forming a public-pri-
vate partnership can be established for
a short-term project or a long-term re-
lationship depending on the shared
goals of both entities.  

Charitable Contributions

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

Finding Your Philanthropic Style

I
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Protecting Your Companies Assets

Non-disclosure Agreement 
Another key protection for busi-

nesses are agreements that prohibit
the unauthorized disclosure or use of
the company’s confidential informa-
tion and trade secrets.  All businesses
have valuable company information
that would give competitors an unfair
advantage if they were privy to it – for
example, customer and supplier lists
and price sheets.  This information
can easily be protected with nondis-
closure agreements.     

Intellectual Property Agreements
Equally important are agreements

specifying that all intellectual prop-
erty (software programs, manuals,
prototypes) developed by employees
belong to the company. These agree-
ments ensure that exiting employees
subject to this agreement won’t be
able to take products/services which
they participated in developing to
their next employer, who will mostly
likely be a direct competitor.

Non-solicit Agreement
If a former employee has a good

rapport with your current clients and
can hold out the promise of the same
level of service at the same, or lower
cost, it is entirely possible to lose that
business. Companies can protect
against this frustrating and financially
damaging situation by having em-
ployees execute valid non-solicitation
agreements that prohibits employees

from soliciting clients when the em-
ployee decides to leave the company.   
Other employees are also at risk of
being lured away.  To protect against
this happening, any non-solicit agree-
ment should also include a prohibi-
tion against soliciting other employ-
ees to leave.

Similar to a non-compete, if a non-
solicitation agreement is in place,
sending a polite reminder to the de-
parting employee regarding his oblig-
ations under the agreement will help
to ensure that when he or she walks
out the door, clients, suppliers and
other employees won’t be going with
the employee.      

When All Else Fails
There is no fail-safe measure which

can completely eliminate the risk that
an ex-employee will act in his or her
new employer’s best interest without
consideration for your company’s.

But, as they say, “an ounce of preven-
tion is worth a pound of cure.” These
types of agreements are often enforce-
able in court. If you have valid, properly
executed non-compete, non-disclosure,
non-solicit agreements, and an agree-
ment not to misappropriate the compa-
ny’s intellectual property, then your com-
pany is on track to preventing many
problems faced when employees leave. 

Christian Zinn is an associate with
Lewis and Roca’s Labor and Employ-
ment group.

an your company afford
to have its employees
compete against the com-
pany?  How about ex-em-

ployees recruiting your current em-
ployees and calling your vendors?
What about employees taking the in-
tellectual property they created while
employed – can your company afford
losing that?  

To better protect the company’s in-
vestment against scenarios such as
those above, there are four agree-
ments that every company may want
to consider making part of their stan-
dard hiring packet. Each of these
agreements can be relatively simple,
and will protect your business assets
should the unfortunate situation arise
when a key employee decides to
“look for greener pastures.”

Non-compete Agreement 
These types of agreements restrict

current and former employees from
competing against a former employer
for a period of time after the employ-
ee decides to leave.  The agreements
are enforceable in court, subject to the
requirement that they be reasonable in
scope and duration.  

Upon an employee giving notice, it
is a good idea to send a polite reminder
of his obligations under the non-com-
pete. Usually, this will be all it takes
for he or she, and the new employer, to
carefully consider their actions and po-
tential exposure to liability. 

by Michelle Danks

C

Dangerous Departures

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



LEFT TO RIGHT:

Chuck Alvey, Economic Development Authority of Western Nevada

Monty Miller, Nevada Commission on Economic Development
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Bob Cooper, City of Henderson Economic Development
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R
ecently, a group of Nevada’s
economic development leaders
gathered at Cili Restaurant in

Las Vegas to discuss current chal-
lenges they face, including the state of
the economy, gaming taxes and incen-
tives. Connie Brennan, publisher of
Nevada Business Journal, served as
moderator for NBJ’s monthly event
that brings industry leaders together
to discuss issues pertinent to their
professions. Following is a condensed
version of the roundtable discussion.

Economic Impact

Economic struggles were discussed at
length by the panel. They cited the
high cost of oil and the declining
value of the dollar, lack of resources
for economic development, and di-
minishing land supply in the valley.
All of the participants agreed that
there were so many economic chal-
lenges present in the economy that
choosing just one was a struggle.

Chuck Alvey: The biggest obstacle is
not having the resources needed in
these tough economic times with is-
sues surrounding membership, state
funding, local government funding and
tax challenges. It is important to make
sure that people realize that the way
we build and recover from this is to
have strong economic development. 
Scott Adams: The biggest challenge
over the next unique one-year period is
really the convergence of the economy
and its impact on financial markets.
We have achieved a lot of momentum
in our downtown redevelopment pro-
gram. As a city, we have pretty much
run out of land for business develop-
ment. All of the business parks are
built out so we are looking at vertical
office and business development. The
market is sideways at best. Once we
get out of this mortgage issue, the fi-
nancing markets will start to balance
out again.

Industry Focus: Economic Development

Bob Cooper: Our land prices which
increased a lot from 2004 to 2006,
have come down a little, but we are
still not competitive with areas like
Phoenix when their land prices are 40
to 60 percent lower than the Las
Vegas Valley. Phoenix also has a larg-
er geographic area and more opportu-
nities, so if you are a distribution or
logistics company, that is a challenge
for us. People from the outside look at

all this desert area around us, and say,
“Wow, you have miles and miles of
available land.” They don’t under-
stand the BLM land issues we have,
as well as the planning boundaries we
have to stay within, which then also
creates a false value because of sup-
ply and demand. 
Michael Montandon: Over the last
couple of years, our biggest challenge
has been the big macro economic 

http://www.nnvaniaop.org
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Industry Focus: Economic Development

feature that our job growth was great,
but our job growth and incomes did
not match housing prices. And, of
course, it’s adjusting itself now, which
we knew it would. But it will come
back and we assume it will work out.
But the housing prices cannot absorb
100 percent of the gap by lowering
the jobs. The better jobs have to come
in and absorb part of the differential.
Monte Miller: The thing that’s trou-
bling to our tourism-based economy
is the high cost of oil and the value of
the dollar. The dollar can go back up
and attack inflation. A strong dollar
will attack inflation and subdue the
price of oil. This is the biggest eco-
nomic decline that’s affected us di-
rectly with the price of oil or gas, and
it’s the worst in our tourist corridor
because of that, on room taxes and
other taxes. 

Nevada’s Tax Structure

In regards to the state’s tax structure,
the participants agreed it is indeed fa-
vorable, however Nevada is not left
without competition, particularly
from other Southwestern states.

Adams: We do have this low tax struc-
ture but we’re not the only state in the
U.S. that has a low tax structure. Two
of the most competitive states in eco-
nomic development are Texas and
Florida. And they don’t have an in-
come tax, just like we do. They don’t
have business taxes like we do. They
don’t tax their businesses, and then
they go out and aggressively get them.
Businesses do a matrix analysis of a
location and if it’s a business that can
relocate at its discretion, it could be in
any one of 10 different places. When
you add land costs to labor and
wages, and roll it all into the total, we
lose. The businesses we’re getting are
the ones that absolutely have to be
here and can do business here more
cost effectively than in Southern Cal-
ifornia. 

Miller: We have the best tax environ-
ment for business in the country. Our
main goal is to keep it low, while it’s
being attacked by people who do not
understand taxation and its direct re-
lationship with economic growth. 

Incentives
The debate over whether or not the state
should offer more incentives in their
business recruitment efforts encouraged
the group to share some innovative
ideas. Workforce training, research and
development incentives, and estab-
lished business growth strategies were
discussed. 

Adams: It’s a hard thing to say we
should have more incentives when we
are in the middle of absolutely the
worst budget crisis that this state has
probably ever been in, but I think we
could be more aggressive. 
Cooper: Yes, but strategically. And a
lot of states have figured out how to
specialize, incentivize, training work-
force and all of the things that need to
go with it, instead of just trying to be
vanilla across the board to everybody.
Those days are gone. So part of our
challenge, is to pick the areas and to
be excellent in those areas. Then you
can figure out the incentives that go
along with it. It’s all about business
recruitment. About two-thirds of our
job is how we deal with local busi-

nesses and continued growth because
they are already here. They already
know the labor force, and we spend a
large amount of time assisting them in
the growth. So as we are talking about
our strategic incentives for our state’s
growth, we already have some really
good players that are here and strate-
gic incentives for them. It is not just
business recruitment, because that
will fill up our economic impact to a
certain degree, but also focus on esti-
mated business growth. 
Alvey: Maybe we should be looking at
research and development incentives.
Maybe incentives for businesses that
invest research dollars in the Nevada
system of higher education. All of the
incentives are designed basically at a
break even point. If a company never
comes, they never generate one tax
dollar. But if you give them a little help
making the move upfront and they stay
like most of them do, they are going to
generate long-term benefits.

Sin City Image

This topic prompted some differences
of opinion on just how much that image
has damaged business recruitment ef-
forts to Las Vegas over the years. Most
agreed that while the image has dimin-
ished as gaming has become more
prevalent nationally, there is still a stig-
ma that has to be overcome.

Montandon: We have a business in
North Las Vegas that won’t put North
Las Vegas on their business address. I
think they call it Cheyenne, Nevada. It
is shocking how many businesses we
lose because of the Sin City image –
it’s tough on economic development.  
Miller: It’s getting better, but it’s still
there and it’s very – well, it hurts. It
hurts when you have a company or you
have a customer here, and you hear
that. But the trend is getting better and
we have companies like the Jewelry
Center and the World Market Center –
these are unbelievable investments. 
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Cooper: There’s two sides to that coin.
The international cachet that we are
probably always, you know, the top
five of this or the top five of that. So
there is an international audience who
loves Las Vegas, who sees it as a two
million population and growing, it’s
exciting to them, a lot of business op-
portunities. The international in-
vestors love this community to death.
So there is a different market out there
that sees Las Vegas in a different fash-
ion. On the other hand the national
market outlook of Las Vegas is Sin
City – an adult playground where one
can go for a drunken weekend. The
“What Happens in Vegas, Stays in
Vegas” slogan has really hurt eco-
nomic development. 
Adams: I think the Sin City image is di-
minishing a little domestically because
gaming is so prevalent now throughout
the country. You can go to almost any
major city and there’s either legalized
gaming or Indian reservations near the
city limits. Globally, it’s a huge plus for
investment groups. They love Las
Vegas and want to be here. 
Alvey: Business executives we have
talked to are looking for four things: a
sense of community, outdoor adven-
ture, emerging business climate and
an opportunity to get involved and
make a difference. We are trying to
connect with those people so they re-
alize they can come here and do that. 

Gaming Taxes

These economic development profes-
sionals took on one of the state’s most
debated topics, gaming taxes and
there was a general agreement that
casino companies are in fact paying
their fair share. They went on to elab-
orate why they believe this topic gets
so much time in the spotlight. 

Miller: I think gamers are paying their
fair share. The industry is investing
billions of dollars here. We want to at-
tract investments and job growth that

brings tax revenue growth. If you
have a low tax rate, you get more in-
vestment, more job growth and more
tax revenue growth. I don’t think we
should be raising the room tax by 2
percent when casinos are lowering
rooms from $250 to $150 just to get
people to come.  If we were to mess
with this six-and-three-quarter per-
cent gaming tax today, we would see
how elastic it is. The reason we have
the tens of billions of dollars of in-
vestment on The Strip is they crunch
the numbers and get a good return on
investment.   
Alvey: I would agree that I think they
are paying their fair share. There is a
lot more that we have available be-
cause of that. Gaming is the largest in-
dustry in the state, so people think they
should pay more. The more we diver-
sify our economy, the less the spotlight
will shine on the casino industry.
Montandon: I hear gamers claiming
that they are paying too much, and that
other industries ought to be taxed and I
also hear people saying gaming isn’t
paying their share. I suppose if we are
hearing the same argument from both
sides, it’s probably pretty close to bal-
anced. Look at our economy, every-
thing in the state is paid for by gaming.
Well, it may be a smaller percentage
than other states, but it is more than
any other state’s total government ex-
pense is covered by gaming.
Cooper: Sometimes the use of the

word “gaming” connotates something
potentially negative, but we need to
look at it as a primary industry. The
primary industry is one that takes rev-
enue from outside your community
and deposits it inside your communi-
ty, which then gets re-circulated in the
service and retail industries before it
escapes and goes outside of the com-
munity. If you look at the tourism
component, both individual and busi-
ness, you then start looking at the
trade shows, the corporate retreats
and all of the business activity.
Tourism in Nevada is a business trans-
action and networking center of the
world. More business is probably
conducted in these trade shows than
in all of Chicago. We are a network-
ing business community that receives
this tax benefit from a tourism per-
spective. I don’t like to shoot the
golden goose – without them, we
would be in much more trouble. De-
bating their tax rate is a fringe issue
and doesn’t really get to the core. 
Adams: If you look at the statistics,
specifically of Las Vegas, gaming rev-
enues and tourism are down slightly.
So we really need to think about the
risk of adding another negative to the
current situation. If you just read the
paper, you see that gaming stocks are
not exactly gang busters right now.
Timing is everything, and this may
not be the time to be putting another
straw on the camel’s back.



Steve Graham, Vice President of Destination Development
for RED Development, stands on-site at The Legends at
Sparks Marina, one of the largest commercial projects in
Northern Nevada
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Construction Continues

T
he majority of the state’s activity
can be found in Southern Nevada,
which had $4.4 billion worth of

construction during the first five
months of 2008 – a 21 percent in-
crease over the first five months of
2007, reports McGraw-Hill Construc-
tion. Active commercial developments
are seemingly making-up for the sharp
residential downturn. Many of today’s
projects are being underwritten
through innovative financing that in-
cludes joint-venture partnerships.

“Las Vegas’ long-term economic
outlook is healthier than other cities of
similar size due to our tourism and en-
tertainment based industries as well as
our steady immigration of new resi-
dents attracted by our warm climate
and business friendly environment,”
said John Restrepo, principal of Re-
strepo Consulting Group and 2008
president of the National Association
of Industrial and Office Properties,
Southern Nevada chapter. “Projects
are still being underwritten but lenders
are now returning to financing basics
that focus on location, management,
experience, planning and cash flow.”

Many of the projects still moving
ahead are private undertakings in the
leisure and hospitality industry, which
has $32.7 billion worth of develop-
ment underway between 2008 and
2011, reports the Las Vegas Conven-
tion Visitors Authority. The projects
combine for 32,095 more hotel
rooms, bringing the Southern Neva-
da’s total inventory to 165,042 rooms,
while also adding 3.37 million square
feet of convention space and 3,943

timeshare units. Another $46.3 billion
worth of projects are tentatively
planned for future development.

CityCenter

Southern Nevada’s largest single
project is CityCenter – a $9.2 billion
mixed-use complex on the Las Vegas
Strip between the Bellagio and Monte
Carlo resorts. The MGM Mirage de-
velopment is not only the state’s
biggest undertaking but it’s the largest
privately financed project in U.S. his-
tory. Dubai World last year became a
CityCenter partner by paying $2.96
billion for a 50 percent project stake.
The cash infusion helped spread some
of the company’s financial burden.
Perini Building Co. is the general
contractor; Tishman Construction
Corp. is the construction manager,
and Gensler is the master architect.
The 76-acre, 18.67 million-square-
foot complex of residences, hotels,
casinos and entertainment space is
larger than New York City’s Rocke-
feller Center, SoHo and Times Square
combined. 

The project consists of five distinc-
tive high-rise buildings with 2,650
luxury condominium and hotel/con-
dominium units. It’s anchored by
“Aria” – a 61-story, 4,004-room sky-
scraper designed by Cesar Pelli, ar-
chitect of the Petronas Towers in
Kuala Lumpur, Malaysia, which held
the world’s tallest building title from
1998 to 2004. The 6.5-million square-
foot glass-and-concrete Aria has
300,000 square feet of convention

space, a 150,000 square foot casino
and a 1,800-room Cirque du Soleil
theater that will host an Elvis Presley
inspired production show. It’s flanked
by “The Crystals” – a retail and enter-
tainment mall designed by Daniel
Libeskind, the master-plan architect
for the World Trade Center site. City-
Center will also have two 400-room
high-end, non-gaming hotels includ-
ing Las Vegas’ first Mandarin Orien-
tal. The mammoth undertaking will
employ 7,000 construction trades, and
create 12,000 jobs by its completion
in November 2009.
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PHASE IIIPHASE III

•  Instant office space available 
immediately with flexible  
lease terms 
 – 1069sf 100% office 
 – 1845sf 100% office

•  Ready for improvements:  
1,000sf – 39,000sf

• Office and flex space available

•  Immediate access to I-215  
via Decatur Blvd.

• Moments from I-15 via Russell Rd.

Mike DeLew, Greg Pancirov 
and Kevin Collura

P: 702-735-5700

Located at 
Decatur Blvd.
and Sunset Rd.
in the Southwest 

Submarket
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Cosmopolitan

The $3.9-billion Cosmopolitan Re-
sort & Casino is rising-up across the
street at the northwest corner of Har-
mon Avenue and Las Vegas Boule-
vard, South. It’s being built by 3700
Associates LLC – an investment enti-
ty headed by New York City-based
developer Ian Bruce Eichner. Yet
Deutsche Bank AG foreclosed on the
project earlier this year. Eichner pre-
viously lost two Manhattan buildings
to creditors in the early 1990s, includ-
ing the 75-story CitySpire Center at
150 W. 56th St. and the 45-story
Bertlesmann Building at 1540 Broad-
way Ave. Construction. However, the
building is proceeding uninterrupted
on the 2,998-room, 6.96-million-
square-foot mega-resort. Deutsche
Bank continues to negotiate with po-
tential investors while underwriting
expenses for the project. 

The Cosmopolitan mirrors the edgy
modern architectural style of its neigh-
bor, CityCenter. It rests on 8.5 acres
with near zero lot lines. Perini, once
again, is the general contractor, with
Arquitectonica as design architect and
Friedmutter Group as architect-of-
record. Cosmopolitan, which occupies
some prime Strip-front real estate,
maximizes its space by going down 75
feet to create a five-level, 3,800-vehi-
cle underground parking garage. 

The project consists of two 600-
foot-tall twisting blue glass towers
that rise from a crystalline-shaped
podium with 265,000 square feet of
boutique shops and restaurants as
well as a 150,000-square-foot con-
vention center and an 80,000-square-
foot casino. The 52-story prism-
shaped skyscrapers house 2,998
condo-hotel and hotel units with
Grand Hyatt Corp. as hotel manager.
Cosmopolitan will see 110 subcon-
tractors, 100 superintendents and en-
gineers, and 3,000 tradesmen on-site
during the height of construction ac-
tivity. It will finish in December 2009.

Echelon

Rival gaming operators are pursuing
similar construction plans, many of
which were conceived and underwrit-
ten before the current residential mar-
ket implosion occurred. Boyd Gaming,
for example, is building the $4.8 bil-
lion Echelon at the site of the former
Stardust hotel-casino. The 87-acre
mixed-use development, like CityCen-
ter and Cosmopolitan, uses several
joint-venture partners to help shoulder
the cost. Plans call for five hotel towers
with a combined 5,000 rooms. Mor-
gans Hotel Group, owner of the Hard
Rock, is building the Delano and Mon-
drian hotels with 1,600 rooms. 

The two hotels, designed by archi-
tect Chad Oppenheim, will cost $950
million to construct. Hong Kong-
based Shangri-La Hotels and Resorts

will construct a 353-room hotel, and
Boyd will build two hotels itself –
Hotel Echelon and the Suites at Eche-
lon. The eight-building project, which
has 22 acres reserved for future devel-
opment, will have a 750,000-square-
foot convention center and a 140,000-
square-foot casino. There’s also a
$500 million, 300,000-square-foot
shopping center that is being co-devel-
oped with General Growth Properties,
the firm behind the Fashion Show
Mall. Echelon will additionally have a
4,000-seat and 1,500-seat theater op-
erated by AEG Live and 30 dining and
entertainment venues. Tishman is the
construction manager, with Marnell
Corrao Associates as prime concrete
contractor. Echelon will debut in the
third quarter of 2010.

Encore and Fountainbleu

Billion-dollar mega projects are
commonplace on the Strip. Steve Wynn
is building the $2.1 billion, 60-story
Encore at Wynn Las Vegas. Tutor-Sali-
ba Corp., a unit of Perini, is the general
contractor for the 20-acre, 2,032-room
addition at 3145 Las Vegas Boulevard
South. The curving glass high-rise is
scheduled to open in early 2009. 

Fontainebleau Resorts, LLC, mean-
while, is building the $3 billion, 3,889-
room Fontainebleau Las Vegas at the
northeast corner of Las Vegas and
Rivera Boulevards. It’s situated on the
25-acre former site of the El Rancho
hotel-casino. The 63-story, 725-foot-tall
tower will have a 100,000-square-foot
casino, 60,000-square-foot spa and a
3,200-seat theater. Las Vegas-based
Turnberry West Construction is the gen-
eral contractor, with Bergman Walls &
Associates as architect-of-record. 

Resort Expansions

Caesars Palace is undergoing a $1
billion expansion with a 23-story, 665-
room hotel tower addition and a

Building Nevada: Largest Commercial Projects



August 2008 71

263,000-square-foot convention cen-
ter. Philadelphia-based Keating Build-
ing Corp. and Marnell Corrao are the
joint-venture general contractors. The
project is scheduled to finish in early
2009. Noteworthy Strip developments,
less than $1 billion, include Westgate
Resorts’ $750 million, 50-story time-
share towers at Planet Hollywood con-
sisting of 1,228 units scheduled to fin-
ish later this year; and, a $103 million,
25-story hotel tower at South Pointe
that will add 800 more rooms this sum-
mer. Tutor-Saliba and J.A. Tiberti Con-
struction are the general contractors,
respectively.

M Resort

Marnell, meanwhile, is building the
$1 billion M Resort on the far south
Strip. Developed by Anthony Marnell
III, the project has an 11-story glass
hotel tower with 351 rooms and 39
suites. It, too, has a joint-venture part-
ner to help spread the risk. MGM Mi-
rage is investing $160 million into the
project in the form of a subordinated
convertible note that matures in eight
years. The firm has the right to con-
vert those notes into a 50 percent eq-
uity interest after 18 months if the
debt hasn’t been repaid. M Resort is

M Resort, $1 billion project developed by 
Marnell, is expected to be completed 

in the spring of 2009.

http://www.TheArroyo.com
http://www.nevadasecuritybank.com
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situated on 80 acres at Las Vegas
Boulevard, South, and St. Rose Park-
way. Plans call for a 90,000 square-
foot casino, plus a spa, outdoor pool
area and convention center. It’s ex-
pected to open in the spring of 2009.
A future phase calls for a 1 million
square foot shopping mall to be co-
developed with Taubman Centers, and
open in late 2011.

Beltway Business Park

Another active large scale commer-
cial project developed under joint
venture arrangements include
Thomas & Mack Development Group
and Majestic Realty Co.’s 425-acre
Beltway Business Park along the In-
terstate 215 Beltway between Decatur
and Jones boulevards. Plans call for
55 retail, office and industrial build-
ings, combining for 5.86 million
square feet, with tentative build-out
by 2012. Thomas & Mack/Majestic
won a request-for-proposal solicita-
tion from the Clark County Dept. of
Aviation to develop the land under a
50-year ground lease. The county re-
ceives 50 percent of its rental revenue. 

The Arroyo

EJM Development Co. is developing
The Arroyo under a deal on county
land similar to Beltway Business Park.
The 450-acre, 4.54 million-square-foot
development located along both sides
of the Beltway between Rainbow
Boulevard and Buffalo Drive is sched-
uled for build-out by 2014.

City Crossing

City Crossing, a $2 billion mixed-
use development in Henderson, re-
cently became a victim of the tighten-
ing credit market. In June, the project
filed for bankruptcy to reorganize
$180 million in debt. The 126-acre, 6-
million-square-foot complex by Plise
Development & Construction broke

CityCenter, a 76-acre commercial development,
is scheduled for completion in November 2009.

http://falcpa.com
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ground last year at St. Rose Parkway
and Executive Airport Drive in Hen-
derson. Roughly $30 million in on-
site improvements, including grading,
utilities and roads, are now under con-
struction. Chaparral Contracting, a
Plise subsidiary, is the general con-
tractor. 

Phase one plans call for 175,000
square feet of retail space, an eight-
story, 215,000-square-foot office build-
ing, 184 apartments and a 160-room
boutique hotel. Vertical construction on
the 50-acre first phase was originally
expected to start this summer. That
timeline will likely be extended by six
months or more depending on the capi-
tal market’s response to the bankruptcy.

“We’ve been working to refinance
the existing debt at City Crossing
over the last several months,” said
Mitchell Stipp, Plise’s chief operat-
ing officer. “We are not stopping de-
velopment. We have sufficient capital
to fund this work. We expect to have
the debt reorganized within the next
three to five months.”

Plise will self-finance the project’s
remaining site upgrades from cash re-
serves. It still intends to build the 41-
building City Crossing as originally
envisioned. Plise has been negotiating
with a national firm about becoming a
possible development joint-venture
partner. City Crossing is now expect-
ed to debut by early 2010, and reach
build-out in 2015.

Northern Nevada

Northern Nevada, like its southern
counterpart, is seeing much of its
commercial activity concentrated in
the entertainment sector. The Reno-
Sparks area had $246.6 million worth
of construction for the first five
months of 2008, with $126 million
worth of residential activity and
$119.9 million in commercial work,
reports McGraw-Hill Construction. It
marks a 33 percent decline compared
with the first five months of 2007.

A r c h i t e c t u r e   |   I n t e r i o r  A r c h i t e c t u r e   |   P l a n n i n g   |   E n g i n e e r i n g   |   M a n a g e m e n t

3379 West Oquendo
Las Vegas, NV 89118
702.435.4448  Fax:  702.435.4470
www.pgal.com

McCarran Airport’s 1.8M SF Terminal 3 Building

http://www.pgal.com
http://swusabank.com
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As Southern Nevada’s leading commercial real estate development organization, we are your connection to 
the industry. Ask us about industry trends and current issues facing Southern Nevada. Help us as we continue 
to create facilities for the future of Nevada. Join NAIOP as we continue to grow our organization.

Get Connected. Join NAIOP today!

For membership information: (702) 798-7194   www.naiopnv.org
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Grand Sierra

One of the region’s largest projects
is a $1.8 billion makeover of the 145-
acre, 2,000-room Grand Sierra Resort
and Casino at 2500 E. 2nd St. in Reno.
The $90 million initial phase convert-
ing 11 guestroom floors into hotel-
condominium units will finish this
summer. The multi-phase project will
also add restaurants and night clubs, as
well as enhance the property’s meeting
and exhibition space. Additional work
includes an indoor water park, 500,000
square feet of retail shops, a 70,000-
square-foot luxury spa, and a new
four-level golf driving range.

Legends at Sparks Marina

Another notable project include RED
Development’s $1 billion, 1,000-room
Legends at Sparks Marina at Interstate
80 and Sparks Boulevard, which will
have both a Hilton Garden Inn and a

Marriott Residence Inn. The two hotels
are expected to open in the second
quarter of 2009. Sparks officials expect
the eight building complex to begin
opening in the fall, starting with the 88-
foot-tall, 248,000-square-foot Scheels
sporting goods store on Sept. 27.

Downtown Reno

The $50 million, 10,000-capacity
Sidewinders’ Triple-A baseball stadi-
um at Evans and East 2nd streets will
pour concrete in August. Developed
by SK Baseball and Nevada Land
LLC, the stadium will open at the start
of the 2009 season. Devcon Construc-
tion is the contractor. The project is
using a consortium of developer mem-
bers along with city assistance in order
to move the stadium forward during
an economic downturn. 

Developers are planning an enter-
tainment/shopping zone to connect the
stadium on East Second Street with

the casinos on Virginia Street; the city,
as a result, has agreed to seek an
agreement with the Reno-Sparks Con-
vention & Visitors Authority to lease
the first floor of the National Bowling
Stadium for entertainment and retail
uses. The developers also are assem-
bling properties on their own for the
entertainment district, which would
cover all or part of four blocks. 

Meanwhile, the 1,000-room At-
lantis Casino Resort at 3800 S. Vir-
ginia St. is undergoing a $50 million
expansion. The project consists of
27,000 square feet of additional meet-
ing space, 20,000 square feet of added
casino area, a larger spa and fitness
center, and a $12.5 million pedestrian
skywalk linking the property to the
adjacent 500,000-square-foot Reno-
Sparks Convention Center. It’s ex-
pected to finish later this year.

Tony Illia is a freelance writer based
in Southern Nevada.
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operating during forbidden watering
times. The study will involve six dif-
ferent prototypes of the Watering
Group Assistant. Six hundred valley
participants will gauge the ease of in-
stallation, use of device and overall
water savings.

by Michelle Danks

N E V A D A  B R I E F S

re-setting watering clocks to comply
with mandated acceptable seasonal
watering periods. Throughout the year
the device will automatically adjust ir-
rigation clocks to the correct watering
schedule. This is achieved by sending a
signal that interrupts connected valves

Prominent LA Law Firm 
Cements Its Presence 

In Las Vegas
Christensen, Glaser, Fink, Jacobs,

Weil & Shapiro, LLP opened a Las
Vegas office located at 3763 Howard
Hughes Parkway, Suite 300. The
firm is known for its success in com-
plicated high-risk litigation. It is cur-
rently one of the only law firms in
the U.S. with comprehensive knowl-
edge and experience in the Leader-
ship in Energy and Environmental
Design (LEED) certification process.
In addition, the firm offers services
in areas such as real estate transac-
tions and development, environmen-
tal law, construction law, and corpo-
rate law. Local clients include MGM
MIRAGE, Diamond Resorts Interna-
tional, World Jewelry Center, The
Related Companies and the Trump
Organization.

Sierra Strategies Opens 
Reno Office

Reno-based Fisher Consulting, a po-
litical consulting firm, was sold to Las
Vegas-based Sierra Strategies, a govern-
ment relations and strategic communi-
cations services firm effective July 1.
Owned and operated by former Station
Casinos executive Lesley Pittman, Sier-
ra Strategies offers government rela-
tions, coalition building, lobbying,
grassroots advocacy, crisis management
and media relations. Long time Nevada
lobbyist and Fisher Consulting owner,
Susan L. Fisher is leaving Nevada to
pursue other interests.

SNWA Embarks on a Study 
For New Water Efficient Device

The Southern Nevada Water Author-
ity (SNWA) teamed up with a national
irrigation manufacturer to debut the
Watering Group Assistant. This proto-
type is designed to omit the hassles of

CALL 
OR 

CLICK

http://telesphere.com
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T H E  L A S T  W O R D

Do you feel Nevada’s economy 
will be stronger in the coming year?

Von Heinz, Partner,
Lewis and Roca LLP, Las Vegas

“The economic malaise that grips the
country will impact Europe and Asia
harder than anticipated and, in turn,
make Nevada’s financial recovery even
more challenging. Nevada businesses
whose employees provide the highest
quality work product and most mean-
ingful service will best be positioned to
survive a difficult 2008.”

Dick Bostdorff, Chief Operating 
Officer, Kiley Ranch, Sparks

“Unfortunately, no, it won’t be
stronger. But I believe things won’t get
any worse than they are now. Nevada
has three basic economic drivers: con-
struction, entertainment and retirees.
In order for Nevada’s economy to re-
turn to growth mode, two of the three
drives of our economy must recover.”

Howard Winters, Founder and CEO,
Payroll Solutions Group, Las Vegas

“Like most Americans, I’m an opti-
mist.  But, you have to be a realist.
For the first time in our history, we
face an economic, political, moral
and social crisis from which we may
not recover.  As a city, state and a na-
tion, we have to face the truth, the
party’s over!”

Darcy Neighbors,
Founder and CEO, Consultants 
in Marketing, Inc., Las Vegas

“Absolutely. All the pieces are in place
for a rebound in this state. I know many
of the clients we work with have used
the slowdown to make positive adjust-
ments to their business models. We’re
in a good position to move forward
with growth that is  more dynamic.”

Arlo Stockham, General Manager,
Spring Mountain, Reno

“The troubled real estate market and
negative economic impacts associated
with real estate will continue through
2008 and possibly beyond. The good
news is that the economy is cyclical,
and I believe the economic difficulties
that we are currently experiencing are
necessary to restore economic health
in the long-term.”

Larry Monkarsh, Owner,
LM Construction, Las Vegas

“I feel Southern Nevada’s economy
does better in a downturn. We are di-
versifying, which makes it easier to
stem the tides. The dollar is weak and
inflation is weighing on the consumer,
therefore they vacation close to home
in places such as Las Vegas. I think we
will do just fine.”



TOTAL MARKET Las Vegas Reno

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease sf/mo (nnn)

Under Construction

Planned

WAREHOUSE/DISTRIBUTION

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease sf/mo (nnn)

Under Construction

Planned

LIGHT INDUSTRIAL

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease sf/mo (nnn)

Under Construction

Planned

R&D/FLEX

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease sf/mo (nnn)

Under Construction

Planned

INCUBATOR

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease sf/mo (nnn)

Under Construction

Planned
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6.6%

1,428,170
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5.8%

382,592

93,559

$0.88
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1,040,946

19.0%
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$1.09
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$0.42
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Reno-Sparks
With the first quarter of 2008 now

over, it’s easy to see that 2008 may be
a sluggish year for the Northern
Nevada industrial market. Net ab-
sorption registered a positive 500,000
square feet primarily due to the com-
pletion of the 893,000-square-foot
PetSmart building in the Tahoe Reno
Industrial Center (TRIC), and two
large leases signed at the Union Prop-
erty Capital building. 

At year-end 2007, the overall va-
cancy rate rose from 6.8 percent to
8.9 percent due to 1.4 million square
feet of construction being completed
in TRIC. At the end of the first quar-
ter 2008, vacancy rose yet again from
8.9 percent to 9.8 percent, although
construction was not the reason for
the increase in vacancy. 

The culprit this quarter seems to
be consolidation as companies eval-
uate their business and shrink the
space occupied to accommodate for
the slowing economy. While it ap-
pears that in the short-term our mar-
ket is headed toward an adjustment
period, in the long-term the North-
ern Nevada industrial market is
primed for growth. 

As we move forward into 2008, ex-
pect to see the vacancy rate continue
to increase although not at the rate
we saw in 2007. Rents will hold firm
but rent concessions may increase
such as free or reduced rent for an
initial period.

Southern Nevada analysis and statistics 
compiled by Colliers International and 

Restrepo Consulting Group

Northern Nevada analysis and statistics 
compiled by Colliers International Reno

ABBREVIATION KEY

MGFS: Modified Gross Full-Service 

SF/MO: Square Foot Per Month

NNN: Net Net Net

INDUSTRIAL– 1st Quarter 2008

Next Month: OFFICE

Las Vegas
In the first of quarter 2008, the Las

Vegas Valley’s speculative and non-specu-
lative industrial market saw 2.8 million
square feet of new space enter the market.
This increased the Valley’s inventory from
the previous quarter by 2.8 percent to
102.3 million square feet. Sublease space
represents a small but growing portion of
the Valley’s industrial market, rising from
132,000 square feet to 462,000 square
feet. Of the 462,000 square feet recorded,
411,000 square feet were vacant.

Net absorption fell short of comple-
tions, resulting in an absorption-to-
completion ratio of 56 feet of demand
for every foot of supply. Vacancy in-
creased by one percentage point to 7.5
percent. Average monthly lease also in-
creased, from $0.78 per square foot to
$0.80 NNN.

There were more than 5.5 million
square feet of industrial forward-sup-
ply space recorded at the end of the
first quarter of which 1.6 million
square feet were under construction
and the remaining 3.9 million square
feet were in the planning stages. At the
past four quarters’ average quarterly
absorption, there is enough existing
available space to last approximately
1.8 years. 

Adding all forward-supply into the
mix would represent an absorption pe-
riod of approximately 3.1 years. As-
suming that 50 percent of the planned
space is delayed or cancelled, the peri-
od would be reduced to 2.7 years.

Industrial Market Summary
First Quarter 2008
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ousing, credit, and energy –
three problems facing the Sil-
ver State and the nation – are
exacting a toll. Following the
high-tech stock bubble burst

in 2000, funds became available for spending
in the housing market. This resulted in rapid
price increases untethered to economic fun-
damentals. We ended up with more housing
units than households to occupy them, in
short, a glut of housing in Nevada. Once peo-
ple could no longer find buyers at inflated
prices, the tide turned.

Beginning in 2006, more people wanted to
sell than buy. Moreover, people expected sub-
stantial future price depreciation. Housing
construction slowed to a trickle – spending
and jobs in the residential construction sector
contracted, affecting construction suppliers
and real estate-related activities. The Las
Vegas and Reno housing markets took a hit
and their economies slowed. We know from
past national housing downturns that they
may take years rather than months to cor-
rect. Two years later, we see some signs that
corrections are under way, but we still expe-
rience weakness.

Difficulties in credit markets began
midyear 2007 – a year after housing became
a problem. New, sophisticated financial in-
struments proved difficult to value. Many
were overvalued on firms’ balance sheets,
leaving them with assets to write-off. The Fed
stepped in, offering new borrowing mecha-
nisms for commercial and investment bank-
ing. Today, we find assets waiting on the
sidelines for the storm to pass. In the mean-
time, we find less funds available and credit
standards increasing – further dampening
business and consumer spending.

Oil prices have recently been as high as
$140 a barrel, up 14 times from prices a
decade earlier. Airline travel, a complement to
Nevada tourism, reels from escalating costs.
The cost of travel to Nevada has jumped
sharply and schedules have contracted, re-
sulting in fewer visitors and less spending of
those who come.

Nevada conditions have weakened in light
of housing, credit, and energy problems. Neva-
da gaming revenue has declined each month
in 2008, but May collections dropped precipi-
tously, more than 15 percent. The Las Vegas
Strip, accounting for more than half the state’s
gaming revenue, posted a decline of more
than 16 percent from the same month a year
ago. No doubt, double-digit declines in this key
indicator will have further ramifications, espe-
cially if gasoline prices remain above $4. All in
all, housing, credit, and energy problems have
pushed the Silver State into a recession.

R. Keith Schwer
UNLV Center for Business and 
Economic Research

units previous comments

GROWTHDATA
latestdates year ago recent year ago

(%)(%)

(%) (%)

(%) (%)

(%) (%)

SOURCES: Nevada Department of Taxation; Nevada Department of Employment, Training and Rehabilitation; UNR Bureau of
Business and Economic Research; UNLV Center for Business and Economic Research; McCarran International Airport; Reno/Tahoe
International Airport; Las Vegas Convention and Visitors Authority; Reno-Sparks Convention and Visitors Authority; U.S. 
Department of Commerce, U.S. Bureau of Labor Statistics, U.S. Census Bureau; U.S. Federal Reserve Bank.
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Juliet Companies continues to build upon more than 25 years of 

full-service development experience and success with the power of 

nationally recognized names such as Target, Kohl’s, Ross, Marshall’s, 

PETsMART, and other recognized retailers.

The Power of Success,  
    at the Center of it All. 
There’s a reason it’s called  
      a “retail power center.”

For information, contact John Stewart 702.368.5800 
Power Up! Blue Diamond Crossing 

Lake Mead Crossing
Deer Springs Crossing



YOU HAVE OUR PERMISSION TO CUT IN LINE.

NSB  REMOTE  DEPOSITS

We know our tellers are nice, and they probably like seeing you everyday. 
But we bet you’ve got better things to do than to stand in line at the 
bank. With NSB Remote Deposits you can make deposits right from 
your desktop and have quicker access to cash.

Call a Treasury Management Professional at  (800) 693-7695 to learn 
how Remote Deposits can save your business time and money.

www.nsbank.com/treasurymanagement

Business Banking Solutions
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