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*Offer valid until 9/30/09 to new commercial subscribers of Cox Business VoiceManagerSM and Cox Business InternetSM in Las Vegas Cox-wired, serviceable locations. Minimum 2-year service agreement required for free installation capped 
at $500. Offer includes 50% off Traditional VoiceManager service for the fi rst 3 months when bundled with Cox Business Internet service at minimum speed of 2.0Mbps/384Kbps. Regular rates apply after fi rst 3 months. Long distance is 
not included. Telephone modem equipment may be required. Modem uses electrical power to operate and has backup battery power provided by Cox if electricity is interrupted. Telephone service, including access to e911 service, will 
not be available during an extended power outage or if modem is moved or inoperable. Cox cannot guarantee uninterrupted or error-free Internet service or the speed of your service. Additional costs for installation, construction, inside 
wiring and equipment may apply. Offer does not include usage, applicable taxes, surcharges or fees. Discounts are not valid in combination with or in addition to other promotions, and cannot be applied to any other Cox account. Rates 
and bandwidth options vary and are subject to change. All programming and prices are subject to change. Programming may vary by location. Services not available in all areas. Other restrictions may apply. ©2009 CoxCom, Inc., d/b/a Cox 
Communications Las Vegas, Inc. All rights reserved. 

 Call 702-939-1148 or visit coxbusiness.com

Fast, effi cient, reliable 

communications from 

Cox Business can help you 

accelerate your company’s 

success. And our special 

offer puts your savings into 

high gear. Switch to Cox 

and get your voice, data 

and video communications 

working at a fantastic rate. 
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Get Cox Business Phone
for only 

$1050*
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plus FREE installation!

With a 2-year service agreement when 
subscribing to Cox Business Internet.sm
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 It sounds like just another piece of “feel-good” legislation, but don’t let the name fool 
you. The Local Law Enforcement Hate Crimes Prevention Act (Senate Bill 909) is not 
as innocent as the name suggests. If passed, it would present a very real constitutional 
problem, as well as allowing even more federal intrusion into our lives.
 Another name for this legislation is The Matthew Shepard Hate Crimes Prevention 
Act, named after the gay Wyoming college student who was beaten to death in 1998. 
Shepard’s murder brought national attention to the issue of so-called “hate crime” leg-
islation, with gay rights activists claiming that homosexuals needed more legal protec-
tion. Their support of liberal Democrats in the last election suggests that the Democrat-
majority Congress will bow to their wishes.
 The current definition of a “hate crime” includes crimes motivated by a victim’s 
actual or perceived race, color, religion, national origin, gender or disability. Those con-
victed of hate crimes have an additional 10 years behind bars added to their sentence. 
S.B. 909 would add the words “sexual orientation” and “gender identity” to the list. 
 When the legislation was first introduced in the House of Representatives, amend-
ments were proposed that would add pregnant women, unborn children, veterans and 
senior citizens to the list of those protected by the bill. Other amendments sought to 
exclude such “sexual orientation” categories as pedophiles who prey on children. The 
real intention of those promoting this bill became clear when all these amendments 
were voted down. The progressive, pro-gay steamroller rolled on through the House 
and made its way to the Senate.
 What’s wrong with this bill? First of all, there’s the small matter of constitutionality. 
The 14th Amendment guarantees equal protection under the law for all citizens. By 
creating a separate punishment system that only applies to certain victims, the original 
hate crime legislation passed in the 1990s violates the Constitution, and this bill just 
makes it worse. If a 90 year-old straight woman is murdered by a burglar, her attacker 
should get the same sentence as a thief who kills a 30 year-old gay person -- not 10 
years less. One victim’s case shouldn’t get preferential treatment over the others.
 In addition, S.B. 909 gives our federal tax dollars to local and state agencies to assist 
in prosecuting hate crimes. This will encourage prosecutors to look for reasons to turn 
any violation into a “hate crime” so they can receive federal money. Was a gay person’s 
car hijacked? Hate crime! Was a transgender person mugged in the park? Hate crime! 
As we all know, federal dollars always have strings attached. This just gives the feds 
another way to influence local politics and violate states’ rights. 
 Finally, the bill declares that, “nothing in this Act shall be construed to prohibit the 
exercise of constitutionally-protected free speech.” Maybe not yet. But the “politically 
correct police” have more power now than ever before, and this bill increases that pow-
er to a dangerous level. If child molesters receive preferential treatment under the law, 
and I speak out against them, will someone come knocking on my door in the middle of 
the night? If my church teaches that marriage is between a man and woman, will it lose 
its tax-exempt status? Don’t think it couldn’t happen. This bill is just the first salvo in a 
carefully orchestrated war against traditional values. It’s time for us to hold the line.
 As we go to press, S.B. 909 is still being considered. If it has not passed by the time 
you read this, please encourage your Senator to vote against it. The only thing this 
“prevention act” prevents is equal justice under the law.

Hate Crime Prevention Act
Preventing Equal Justice
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s businesses continue to trim their sails in response to 
the poor economy, the coming months can be a perfect 
time to increase efficiency by going green (or greener), 

according to green business advocates. “I look at these times as an 
opportunity to make shifts if you’re operating at a lower level,” ex-
plains Kimberly Phipps-Nichol, president and designer at Blue Wa-
ter Studio in Reno. “It’s time to look at a strategic plan and to at 
least ask questions.” With fewer employees and a slower operational 
pace, many managers may have the luxury of stepping back from 
day-to-day pressures in order to explore the advantages of sustain-
ability from a long range point of view. “There’s a huge opportunity 
for business to take advantage of efficiencies, which can be a game 
changer,” says Steve Rypka, president and green living consultant of 
Las Vegas-based Green Dream Enterprises. 

 Although most ancient civilizations practiced sustainable living, 
the world’s leading industrialized nations have put the environment 
on the back burner some years ago in their zeal to expand their 
economies. In recent years, however, recognition of climate changes, 
pollution and population growth has pushed environmental issues 
from the plans of an innovative minority to the mainstream of best 
business practices. “It’s really taking action,” says Rob Dorinson, 
president of Evergreen Recycling.  “It really boils down to sustain-
ability.  ‘Green’ is the Madision Ave. word for that.  But really, it’s 
living in a way that is sustainable and looking ahead,” he adds.
 “The magic of what is going on here is that people and companies 
are now realizing that everything they do has an impact,” said Chris 
Klehm, LEED Faculty, a principal with Energy and Environmental 
Solutions.  “We have many decisions to make in short term and long 

A
How To Keep Your Company Energy Efficient

Cover Story

Keeping it

By Jeanne Lauf Walpole
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the lower cost of energy through the use of 
green lighting, heating and air conditioning. 
“Just by re-lamping our office we knocked 20 
percent off our power bill,” says Craig Galati, 
president of the architectural firm, Lucchessi 
Galati, in Las Vegas. Energy savings in new 
green construction usually ranges from 30 to 
40 percent, he adds.

Feeling good

 Aside from the efficiency point of view, 
however, is the increasing desire by business 
to do the “right” thing for society and the 
environment. As major institutions crumble 
under the weight of scandal and greed all 
around the world, many business leaders 
feel the need for social responsibility, which 
can be satisfied through sustainable business 
practices. Matt Heaton, general manager of 
Evergreen Recycling in Las Vegas, explains 
that his business sells itself. Customers not 
only enjoy savings of 15 to 20 percent by 
having materials recycled rather than land 

mentality, according to John Sagebiel, envi-
ronmental affairs manager for the University 
of Nevada, Reno. Sagebiel is also a board 
member of the Nevada Chapter of the U.S. 
Green Building Council. 
 Despite the fact that sustainable practic-
es were thought by some to be bad for the 
bottom line, in actuality it has been shown 
that they are very compatible with profits. 
“A business exists to make a profit and ulti-
mately that’s what sustainability is all about,” 
Rypka says. “Greening actually is aimed at 
creating a sustainable society.”
 “We call it the triple bottom line,” said 
Klehm.  “We look at a balance between peo-
ple, planet and profit and we realize that the 
three are inextricably linked.  By balancing 
the three we discover that we are able to cre-
ate very strategic, integrated long term solu-
tions. If it hurts, you’re doing it wrong,” he 
adds.  
 Although some benefits of greening may 
take longer than others to be fully realized, 
some can be enjoyed immediately, such as 

term planning and in every day manage-
ment that have an impact on the econom-
ic benefits of the company and the envi-
ronment of the company,” he continues.

Cost is less important

 Until recently, opposition to going green 
focused on the initial costs, but as industries 
dedicated to selling sustainability matured 
with the development of improved products, 
materials and construction practices, falling 
prices have caused costs to be less of an is-
sue. 
 “Green has been shown to be extremely 
cost effective,” Rypka says. Of equal impor-
tance is the ability of business leaders to look 
past next quarter’s profits to assess the long 
term benefits of going green. “People have 
looked at it from the cost side in the past. I 
ask them to look at if from the investment 
side,” Phipps-Nichol says. In order to realize 
the full impact of sustainable business prac-
tices, it’s essential to get past the first-cost 

Quote

Cover Story | Keeping It Green
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filled, but they can also have positive feel-
ings about the process. “You’re doing the 
right thing. Our method of landfilling creates 
greenhouse gas. Our air quality is directly 
impacted,” he says.
 Galati also emphasizes the importance of 
cleaning up the environment. “It’s not just 
about reducing energy, but about creating a 
better environment,” he explains. The better 
environment refers to not only the world in 
general, but also to the immediate physical 
surroundings of the business itself. Green 
buildings are healthier and more pleasant 
places to work, which gives rise to greater 
productivity and higher retention of employ-
ees. Going green isn’t just about “saving” the 
planet, but also about improving your own 
backyard.
 As going green becomes ever more main-
stream, its value has entered the marketing 
arena. “People need to be able to cut to the 
chase on this because green has become a 
marketing tool now,” Galati explains. Mar-
keting extends to potential employees, who 
will likely be more favorably impressed by a 
green business environment and to custom-
ers and clients who will think more highly of 
a socially responsible business. “People are 
starting to make purchasing decisions on the 
commitment of the company,” Phipps-Nichol 
says. Sagebiel says the expansive green pro-
gram at UNR is an important recruiting tool 
for attracting the best and brightest students. 
“It helps them decide where to go to college,” 
he says. 

LEED took the lead

 The green building movement took off a 
few years ago in large part because of the 
federal ENERGY STAR program, which 
gives recognition to energy-efficient con-
struction, and to the LEED (Leadership in 
Energy and Environmental Design) program, 
that certifies projects as being sustainable 
construction. Developed and administered 
by the U.S. Green Building Council, LEED 
promotes construction that benefits the envi-
ronment and the well-being of the occupants 
of buildings and surrounding space. Builders 
use products, technologies and practices to 

earn points toward certified, silver, gold and 
platinum levels. The rated categories include 
the site, water efficiency, energy and atmo-
sphere, materials and resources and indoor 
environmental quality. Describing LEED 
as low hanging fruit, however, Galati says 
greening should be pushing past it to higher 
levels. “LEED is just a measuring system 
which shouldn’t limit us,” he says. “We need 
to look at buildings holistically.”

 For business owners who may be over-
whelmed by the pressure of going green, 
the entire process may be confusing and 
even frightening if they are unfamiliar with 
products, vendors, materials and even regu-
lations. “They need to work with tried and 
true professionals and not just jump in,” 
Phipps-Nichol advises. “It’s important to 

Cover Story | Keeping It Green

Evergreen Recycling Plant • Las Vegas

Continues on page 54
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Feature Story

Blogging
Webinars

ry Creek Garden Co., a Reno-based nursery special-
izing in native Northern Nevada flora, started blog-
ging on its company Web site in June at the prompting 

of its webmaster. The blog’s daily postings, each with a photo, 
“primarily convey garden experiences,” said Nancy Strickland, 
the manager. Sample blog headlines are “Time to Harvest the 
Peas and Greens” and “The Day the Sun Stands Still.” 
 Like this garden center, Nevada businesses are employing ways 
to communicate with wide audiences, sometimes interactively, on-
line. These methods include blogging and hosting webinars.

Blogging

 Marnie Settle, president of Summit Creative, a Las Vegas-
based marketing, branding and design firm, blogs on her com-

pany’s Web site and on her personal site, both of which are 
linked to one another. In her company blog she provides mar-
keting tips, ideas and information. Topics have included eco-
friendly packaging and company freebies.
 “I like it because it’s timely and allows anyone to publish 
their thoughts or opinions.,” she said.
 A blog, the contraction of “weblog,” is a type of web site 
usually maintained by one or more people, with routine entries 
displayed in reverse chronological order. Entries feature com-
mentary, information, event notices, advice and other material 
such as photos, graphics or video.  Blogging is the process of 
maintaining or adding content to a blog.
 “It’s a communication tool to connect and have conversations 
with stakeholders. That’s how it’s different from other marketing 
tools,” said Judy Strauss, associate professor of marketing at the 
University of Nevada, Reno, and co-author of Radically Transpar-

D

By Doresa Banning

Tools for Online Communications
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to ongoing promotions, marketing ventures 
and ultimately to the company website,” he 
said.
 For Twelve Horses, an online marketing 
and messaging company headquartered in 
Reno, corporate blogging communicates its 
brand, products, services, successes, insights 
and experiences, said David LaPlante, chief 
executive officer. It acknowledges other 
outstanding companies and individuals 
doing remarkable work. Most importantly, 
LaPlante said, blogging allows the company 
“to be part of the community, have a voice 
and join the conversation.”  Twelve Horses 
has 12 staff members, including LaPlante, 
who post to the corporate blog and 20 who 
blog on personal sites. 

Pros and Cons

 Blogging helps build individual and com-
pany brands—their identity, story, mission 
and goals, Settle said. Blog content can get 
people thinking positively about and provide 
feedback on a brand. 

ent, a book about monitoring and managing 
reputations online. “It’s about giving and 
sharing, not just about writing. You give, 
make it valuable and get back information.”

Why A Blog?

 In addition to relaying information, com-
panies blog to outside audiences to seek 
the public’s ideas; test new company con-
cepts, products or plans; and show they’re 
technology savvy, Strauss said. Blogging 
to an internal audience is a way to inform 
employees about company news and/or pro-
motions.  Some businesses have a skeleton 
informational blog ready, which quickly 
can be deployed externally in the case of a 
crisis and then updated with information, 
statements, video and more.
 “Blogging is a great tool for getting your 
company message and visibility out there to 
the public,” added Max Aceituno, CEO of 
MaximoMedia. “If your blog is interesting 
and updated, not only will it help promote 
the company, but it will help drive traffic 

 “A two-way, sustained conversation via 
blogging is a cost-effective, persistent feed-
back mechanism of whether your brand 
resonates or not,” LaPlante said.
 A critical component of a company 
or individual’s brand is trust, he added. 
Through blogging people can express their 
own and/or their company’s personality 
and build credibility, which allows read-
ers of the blog to get to know them, decide 
whether or not they like them and develop 
trust for them. 
 Because anyone can respond to a busi-
ness’ blog, it fosters company transpar-
ency and authenticity, Settle said. Web 
users may comment, positively or nega-
tively, on a certain product or service, for 
example, and the company then can re-
spond. Dishonesty is found out quickly in 
the blogosphere. For instance, if a person 
is blogging as though they’re the compa-
ny CEO, it most likely will be discovered 
and revealed.
 “What’s occurring in this marketplace 
by way of the social media is covers are be-
ing pulled off, rugs are being pulled back, 
skeletons are coming out,” LaPlante said.
 When companies blog on their own site, 
they host the conversation so they know 
who’s talking about them and what they’re 
saying, and then can answer to comments, 
Strauss said.
 “The more transparent, open and au-
thentic you are on the blog, the more your 
followers and customers will trust you,” 
she added.
 The main disadvantage to blogging is 
the time it takes to regularly think of and 
write new, creative posts, Strauss said. 
Blogs ideally should be updated a couple 
of times a week, once at the least, experts 
say. 
 “The point is to get a following and get 
people to come and make it a conversation, 
so more often is better, but that doesn’t pay 
off for everybody. You have to have some-
thing to say,” Strauss said.  
 Companies need to decide, she added, if 
blogging is the best communication mode 
for them. Other social media avenues—
Facebook, Twitter and others—may better 
suit their goals and priorities. 

Get the right fit.
No need to feel puzzled 
about finding the right 
telecommunications 
and network provider. 

Excella brings businesses 
phone service, high-speed DSL, 
high-bandwidth data, phone 
systems and more – with the 
speed and efficiency that 
only a local company can. 

Call us today.
702.888.2000
excellacom.com

communicate globally. connect locally.

http://excellacom.com
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 A trend toward blog-powered web sites 
is taking place, Settle said. Blog technology 
allows people to easily create a Web site and 
change content on their home page. Also, 
because it involves more text and fewer 
graphics, and is designed for easy viewing 
and reading, blog-powered sites are more 
user friendly on smartphones.
 “I think more companies should move to 
the blog-based web site,” Archer said. “If 
people really understood blog technology, 
more and more people would shift to it be-
cause of its ease of use and affordable.”
 Blogging is here to stay, and the number 
of companies blogging is expected to grow. 
An estimated 96.6 million U.S. internet us-
ers will read a blog at least once per month 
in 2009, according to data from eMarketer, 
an internet market research company. That 
number is projected to jump to 128.2 mil-
lion (58 percent of all U.S. users) by 2013.
 “Companies not blogging could poten-
tially lose out on some marketing opportu-
nities,” Settle said.

Invest the Time

 Only blog if you’re sure you can meet 
the blogging community’s expectations, 
LaPlante said. For instance, if your brand is 
controversial, be prepared to deal with the 
controversy online. Be sure you can maintain 
blogging’s quick pace. Otherwise, a company 
may seem uncaring and unresponsive.
 “If you don’t have the time and resources 
available to do it right, I would suggest wait-
ing to create and maintain a blog until you 
do,” says Aceituno
 “This world is much more like an improv 
environment where it’s less important what 
you think than how you respond to what the 
audience thinks,” LaPlante added.
 Before starting a company blog, deter-
mine its purpose, goal, tone, audience and 
distinctive offering, and ensure these match 
the image for your brand, Strauss advised. 
When setting up the blog, consider methods 
to optimize your ranking on Google search 
engine results. 
 Have one or more people dedicated to 
writing and posting content to the blog, Set-
tle suggested. If nobody in-house can do it, 
hire an outside person who’s technologically 
knowledgeable and experienced to train or 
do it for you. 
 When looking for an in-house blogger, 
find one or more individuals in your compa-
ny who are motivated, enjoy social network-
ing, care and “live and breathe the brand,” 
LaPlante recommended. 
 The blogger should determine where their 
personal and company brands intersect and 
use that as a guide for many of their blog top-
ics, LaPlante suggested. Don’t be afraid to 
share personal information and details.
 “Like in life, business and the real world, 
the online world rewards interestingness,” he 
added. “Interesting people and people who 
live content-rich lives fare a little better.”
 Change your view of competitors and how 
you interact with them, Strauss encouraged. 
Link to and share with them, then likely 
they’ll link to you.
 If you’re hesitant about any aspect of blog-
ging, try it only internally first, Strauss sug-
gested. Once you feel comfortable with it, 
make it accessible to all Web users. 

The Technology

 Blog technology is inexpensive, flex-
ible and easier to use than traditional, 
hard-coded web sites, said Dave Archer, 
chief executive officer of Nevada’s Cen-
ter for Entrepreneurship and Technol-
ogy (NCET), a nonprofit organization 
dedicated to helping Nevadans start and 
grow businesses, and connecting them to 
resources. Blog publishing tools, such as 
WordPress and Blogger, are free. Setup 
can be a bit challenging, he said, but once 
a blog is established, it’s easy to navigate 
and use.
 “Literally I can put something new on 
the Web site in two to three minutes,” said 
Archer, who maintains more than one 
blog for NCET and updates them several 
times a day. “The more often we can send 
updates, the more valuable we are.”
 Additional free applications, such as 
Windows Live Writer, used in conjunction 
with a publishing tool, make it easier to 
compose blog posts, Archer added. Continues on page 56

http://www.llbradford.com
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Holland & Hart is proud to serve clients such as the M
Resort because we, like them, constantly strive to provide
innovative solutions for our clients.

Holland & Hart is the largest law firm based in the Mountain
West with nearly 450 attorneys in 15 offices across seven
states and Washington, D.C.

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

Tim Lukas, tlukas@hollandhart.com, 775-327-3000
5441 Kietzke Lane, Second Floor, Reno, NV 89511

Fear is not a part of Anthony A.Marnell, III’s vocabulary.
When it comes to making decisions, his single-minded
focus is relentless—he goes “all in.” Las Vegas insiders
call him “a visionary,” “the next-generation Vegas player,”
and “a new Vegas mogul.” With the opening of his M
Resort on March 1, 2009, Anthony is already living up to
these titles.

Anthony was on the verge of a professional baseball
career as the catcher for the Las Vegas Stars, the AAA
team for the San Diego Padres, when a shoulder injury
sidelined that dream. But Anthony didn’t let that stop him.
He surprised everyone by starting a software company,
TRIRIGA, which helps companies manage large real estate
holdings and rental portfolios. Although Anthony continues
to provide his strategic vision to TRIRIGA as Chairman, it’s
the M Resort that has captured his imagination most
recently. Teaming up with his father, architecture and con-
struction genius Tony Marnell, on the $1.8 billion project,
Anthony continues the family’s longstanding commitment
to innovation. With its non-reflective floor-to-ceiling win-
dows, open-air environment, and breathtaking piazza
waterfall, they have created a resort destination like no
other. Visit www.theMresort.com to learn more.

ALL INNOVAT ION

www.hollandhart.com
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How does the 
technical knowledge 
of customers affect 
the industry?
Ben Dubler: The whole concept of the 
voiceover IP, SIP and all of that goes 
back to the customers needing to be edu-
cated.  They are doing their own research 
and looking at the different solutions 
and they feel that they must buy the lat-
est and greatest in features.  Most of our 
customer base can actually access every 
one of these features with their Legacy 
PBX, with their older phone systems.  So 
it just comes down to education.  If cus-
tomers would talk to me and say, “Hey, 
this is what I’m looking to do, I’d like to 
accomplish this,” I can actually accom-
plish 99 percent of what they want to do 
with their current phone system.
Schorr: There are four key words that 
drives consumers today.  I think they be-
come confused with the overall technol-
ogies because they don’t understand the 
nomenclature.  Here’s four words they 
continue to use, bigger, better, faster and 
cheaper.  They’ll move to wherever they 
think is bigger, better, faster and cheaper.  
At the same time, it’s a different world 
today.  It’s no longer web 1.0, it’s now 

ecently, executives representing 
the telecommunications sector 
in Nevada met at the law offices 
of Holland & Hart, LLP in Las 
Vegas to discuss issues facing 

telecommunication in the Silver State.  The 
telecommunications industry is struggling 
through the same economic difficulties as 
most companies but also faces challenges 
within a highly competitive market.  Con-
nie Brennan, publisher of Nevada Business 
Magazine, served as moderator for this 
monthly event that brings leaders together 
to discuss issues pertinent to their profes-
sions.  Following is a condensed version of 
the roundtable discussion.

Editors Note: Due to the complex na-
ture of telecommunications, the editors 
have provided an index of the different 
acronyms used in the industry, and in 
this feature. Please see page 18.

How 
competitive is the 
telecommunications 
industry?
Steve Schorr: The competitive mar-
ketplace is substantial.  The CLEC 
competitive community in Nevada, 

especially Southern Nevada, has been 
very competitive.  The problem has 
been that the turnover of companies has 
been dramatic, and I think that creates 
a certain amount of distrust on the part 
of the consumers.  The issue remains 
building the customer base while re-
maining who and what you are.  I think 
the marketplace itself is very competi-
tive and that benefits the customers.  
The belief all along has been if you 
open up the marketplace to competing 
companies, then the marketplace itself 
will determine successes and failures.
Mike Ballard: It is very competitive.  
We operate in both Reno and Las Ve-
gas and it appears to be more competi-
tive in Southern Nevada than it is in 
Northern Nevada.
Colin Sturtevant: What we are seeing 
right now is when customers get to a 
decision point they say, “I want it now, 
implemented yesterday and you just go 
make it work with what I have”.  Be-
cause margins have eroded over time 
and we are more competitive, the first 
thing that’s gone is training programs, 
and education.  We probably don’t even 
compensate our salespeople properly 
to spend the time in advance and really 
drive the process.  We have three, four, 
five, six competitors on any deal.

R
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web 2.0 and that involves a whole bunch 
of other scenarios which we’ve never 
thought about before.  Web 2.0 is re-
ally the social networking of the world.  
That’s changing the way people look at 
what happens in the telecommunications 
they utilize.  There’s a phrase that has 
now been coined called “Generation C”. 
“Generation C” is the connected gen-
eration and that’s not driven by age but 
more by what they do and how they do it.  
I think “Generation C” sees the things 
that we all provide in this room as the 
key to their success in life and their con-
nection to the world.  It’s no longer a big-
ger world, it’s their world.
Clark Peterson: There’s really some-
thing important to understand, people 
don’t understand voice over IP.  If cus-
tomers have low band width and they 
look at voice over IP as a broadband con-
nection, in other words, DSL or a cable 
with non-broadband width, that’s going 
to be an issue no matter what service 
you’re on.  Voice over IP is a language 
that allows you to share voice and data 
on the same pipe.  SIP is a DSL connec-
tion, cable modem or could be a dedicat-
ed T1.  That’s really what’s critical and 
what people don’t understand is how big 
their connection is, and is it sufficient for 
their needs versus are they connecting to 
a host provider?  How are they sharing 
voice and data service?  That band width 
is always going to be a key part of the 
equation.
Cheri Hickman: That all comes in with 
the education, too.  People going on the 
internet, finding solutions that they think 
might be a solution for them.
Ballard: Three years ago, people said 
T1 was more than enough for what their 
needs were.  But, bandwidth consump-
tion is growing at 35 percent a year.  So, if 
one meg was good enough this year, two 
megs isn’t good enough two years from 
now.  The challenge is getting the right 
connectivity. People don’t understand 
how much more they’re consuming when 
they’re laying on those hosted systems or 
even legacy systems.  If people are using 
salesforce.com or LoopNet or web.exe or 

some of these online solutions, then they 
need a lot more bandwidth.
Schorr: The problem is two megs is not 
even considered applicable today.  And, 
the pipe that all the providers have to 
make sure is available is getting larger 
because the consumer demands a bigger 
pipe.  They want more and more.
Kim Salinas: For less money.

Do you see a 
shortage of true 
professionals, 
whether technicians 
or sales people, in 
this industry?
Salinas: Absolutely.
Schorr: The number one problem in the 
industry right now is finding skilled in-
dividuals and it goes as far as customer 
care individuals to the technical indi-

viduals involved.  There is a huge short-
age and it’s a competitive market.  
Jonathan Snyder: You think about what 
a field technician has to know now.  My 
field technicians have to know how to 
configure homes that have internal wir-
ing and it’s not as easy as just putting in 
a modem.  It’s the level of sophistica-
tion where a customer says, “I want all 
my computers hooked up. Why can’t I 
get my computers hooked up?  You’re 
the broadband carrier, why can’t you 
do that?”  And they’re entitled to ask.  
If someone calls up and says, “I’m ex-
periencing latency.” A Tier 1 technical 
person or a Tier 1 customer service per-
son needs to understand what latency is 
versus jitter.  You have to either pick it 
up or you have to get trained for it and 
it’s expensive to do that.  Getting that 
level of talented people is hard.
Toni Thorburn: Not only that, there is 
an issue with legacy knowledge versus 
current knowledge. Current knowledge 
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is great, but it has 
to integrate back 
into that legacy 
knowledge.  Unless 
you’re like me and 
have been in the 
business for a long 
time, the legacy 
knowledge is not 
there.  The new 
people coming out 
of the computer 
training classes, 
or even starting up 
as a new telecom 
technician, they 
don’t have that el-
gacy knowledge to 
be able to bridge the gap with some of 
our customers.  It can become an issue 
and it can cause problems.
Schorr: It’s a minimum of 90 days for 
a technician to be trained.  And that’s 
them having the knowledge to get hired 
initially.  We don’t want to hire anybody 
that doesn’t have knowledge.  Once you 
hire them, plan on 90 days just to bring 
them up to a Tech 1.
Thorburn: We call that a show up and 
smile.  Just show and smile and call the 
office, we’ll get you through it.

How intensely is 
telecommunications 
scrutinized by 
government 
agencies?
Schorr: I always fear what the Federal 
Communications Commission does.  
They are so very powerful in the de-
cision making that they have.  I don’t 
know if they understand truly how the 
lack of regulation has pushed this in-
dustry forward.  The more you regu-
late, the more you’re going to control.  
Neither the Keyons nor the Velocities 
of the world nor any of those compa-
nies would be here today if there had 
been the strict regulation that was there 
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prior to ’96.  Ninety-six changed the 
world.  If they go back to that, you’re 
going to shut it all down.  This idea 
that you have to regulate the Internet is 
a very dangerous proposition.  I think 
what will happen if they go to that di-
rection, is your going to see companies 
go away.  You’re going to see growth 
being stifled.  The things that we look 
forward to tomorrow won’t be there.  
There’s no way to know what the indus-
try is going to look like five years from 
now because it’s moving that quickly.  
If you regulate it and over-regulate it, 
you’ll stop it.
Salinas: I agree.
Hickman: I agree.
Peterson: This industry was built by 
people who were pioneers and who are 
really entrepreneurs in the business.  
There’s a lot of great energy out there 
growing.  Really when you see the gov-
ernment get involved, it becomes more 
of a ball and chain and a bottleneck for 
these great entities to come through.
Lynn Folkersen: Look what’s happened 
since ’96.  Where were we before that 
and where have we come since ’96 and 
since the competition was introduced?  
Mandated at the time, but since it was 
introduced we’ve come a long way.
Ed Kinsella: There’s another big hole 
because they were there first and the 
government comes in, regulates and 
says you have to sell to the XO’s of the 
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“This industry was built by 

people who are pioneers and who 

are really entrepreneurs in the 

business.  There’s a lot of great 

energy out there growing.”

Byte: Basic unit of measurement of infor-
mation storage in computer science.

Competitive Local Exchange Carrier (CLEC): 
A telecommunications provider company 
that competes with other already estab-
lished carriers, generally the ILEC.

Digital Subscriber Line (DSL): A technol-
ogy that uses existing telephone lines and 
advanced modulation schemes to provide 
high-speed telecommunications to busi-
nesses and homes.

Hosting: The business of housing, serving and 
maintaining files for one or more web sites.

Incumbent Local Exchange Carrier (ILEC): 
A local telephone company in the United 
States that was in existence before the Tele-
communications Act of 1996.

Legacy Network: A network that uses ear-
lier technologies.

Local Area Network (LAN): A network 
linking two or more computers and periph-
eral devices in a specific geographic area.

Meg: Refers to megabyte, which is one 
million bytes.

Session Initiation Protocol (SIP): A stan-
dard protocol for initiating an interactive user 
session that involves multimedia elements.

Voice Over Internet Protocol (VoIP): The 
transmission of voice traffic over a WAN or 
the internet using the IP signaling standard 
(also known as IP telephony).

Wide Area Network (WAN): A network of 
linked computers covering a multi-site, na-
tional or even global area.  This can be used 
to link computers at different office sites, even 
hundreds of miles apart, so they can share in-
formation and peripherals, such as a printer.

Te l e c o m m u n i c a t i o ns

DEFINITIONS
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world.  Isn’t that kind of hypocritical?  
If you build your own network, now you 
don’t have to sell it back to them.  And 
then, you make the decision what to do 
or not.  These guys built this technol-
ogy, but now the government comes in 
and says you know what? Now you have 
to sell it to him.
Ballard: But basically, they had a mo-
nopoly to build the infrastructure.  They 
had the government sanctions where 
they were the only ones.  Look at the 
1996 Telcom Act, it allowed for com-
petitors to come in, but they’ve been 
weaning the competitors off of that.  
You’re charged a lot more for Embarq 
today than you were two years ago.
Folkersen: I’d love to have ’96 pricing 
back.  I would.
Ballard: But people are building their 
own networks like you have.
Kinsella: Maybe the true incentive is to 
do that, build your own.  Not to tell some-
body you’ve got to have a price for me.

Folkersen: That’s right.  That’s valu-
able because it seems like the weak 
link that we encounter with our cus-
tomers is that access piece.  Whoever 
has access to the customer, controls the 
piece.

Industry Focus | Telecommunications

Snyder: That depends on what side of 
the coin you’re on and if you’re fortu-
nate enough to have a franchise you 
paid for in the 1970’s and been able to 
generate a lot of cash for having a very 
prime position. In order for competition 
to truly be there and for the government 
to really level the playing field, the capi-
tal has to be there.
Ballard: Exactly.
Snyder: So we’ve got challenges that 
sometimes we want to see more regula-
tion on the big boys because that’s the 
only thing we have because they have so 
much capital.  That’s the down side to 
being a startup because we aren’t well 
capitalized to do the things we want to 
do, but we want the playing field to be 
level to do it.  But, I don’t believe there 
should be regulations.  I’m not for it.
Ballard: One of the things that relates 
and has really been affecting Southern 
Nevada more than anything has been, 
because of the cost of capital and be-
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cause we’re a fast growing community, 
our local market was a challenge to 
Sprint and they spun off all the local 
markets and became just a wireless and 
a long distance company.  And then Em-
barq goes two years and sells to Century 
Tel.  The question is: What does that do 
to our local incumbent phone company 
and the changes that are occurring be-
cause of the capital needs and the regu-
lations that changed?

How does the 
broadband 
stimulus program 
affect Nevada’s 
telecommunications 
companies?
Snyder: If they’re handing out money so 
we can extend our network and do the 

capital efficiently, I think that’s a good 
thing.  We’ll see how they administer it 
and how they hand it out and how that’s 
going to all play out.  Within the Ameri-
can Reinvestment Act, there is $7.3 bil-
lion that’s been allocated to telecom 
serving vulnerable populations, rural 
populations.  So there are areas in town 
that maybe Cox couldn’t build-out with-
out stimulus money but they’d be able 
to do it in vulnerable areas.  That would 
help us send our footprint into the more 
rural sparsely populated areas, such as 
Pahrump and other areas outsite of Las 
Vegas, that don’t have broadband.
Schorr: I think our biggest fear as a 
company is that the money will be used 
for the wrong purposes.  There are rural 
communities of Nevada that are severely 
underserved or non-served.  I think the 
stimulus dollars should go specifically 
to make sure those communities are 
served.  In the metro Southern Nevada/
Las Vegas area, there are a great number 
of competitors and I don’t think those 
dollars should be expended to build more 
competition.  That’s the wrong place to 
spend it.
Petersen:  There will be some benefit.  
Let’s hope it gets put to good use.  I think 
we’re all very fearful, and I think we’ll be 
right, that the majority of it will become 
a money grab because of the timeline the 
government has given themselves to dis-
tribute it so quickly.  It’s very unlikely 
that it will be done in a very efficient way 
and to the proper places.

Clark County had the highest 
foreclosure rate in the nation with 
one in 13 households receiving a 
filing in the first half of the year, 
according to RealtyTrac, Inc.
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Around The State

Nevada’s Employment 
Bucks National Trend

According to the SurePayroll Hiring index, small business hir-
ing is up 0.7 percent in the second quarter nationally.  Year-to-date 

nationally, small business hiring is up by 1.5 percent, however, salaries 
have dropped 4.3 percent.  Alternatively in the Silver State, hiring is down 1.6 

percent with a 1.6 percent increase for salaries year-to date.

Hospitals are quitting smoking
Statewide, Nevada’s hospitals are going tobacco 
and smoke free.  In Southern Nevada, all three St. 
Rose Dominican Hospitals are now tobacco and 
smoke free.  In Northern Nevada, Renown Health, 
Saint Mary’s and Northern Nevada Medical Center 
are working together to make all of their facilities 
completely smoke and tobacco free.  According to the 
American Cancer Society, the use of tobacco products is 
linked to 440,000 preventable deaths a year.

NV Energy files for approval of the One Nevada 
transmission line and renewable projects
NV Energy recently filed an Integrated Resource Plan for the Southern Nevada terri-
tory with the Public Utilities Commission of Nevada (PUCN).  Specifically, NV En-
ergy is seeking approval for the construction of the One Nevada Line (ON Line) 500 
kV transmission line with an in-service date of 2012, new energy efficiency and con-
servation programs, the expansion of existing programs and various other renewable 
energy projects.
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Record Number of Home Sold
According to the Greater Las Vegas Association of Real-
tors, more existing homes were sold in Southern Nevada 
during June than during any other month on record.  The 

previous record month was June 2004 with a total of 
4,414 total sales.  June 2009 saw 4,702 sales.  

Of the sales, 61.7 percent of all single-
family and 57.2 percent of all condos 
and townhomes sold within 60 days of 
the listing.

http://www.armstrongteasdale.com
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n the 2009 Legislature, there was con-
siderable discussion regarding a host of 
major policy changes.  From the most 
major revisions to workers compensa-
tion since privatization to mandating 

autism insurance coverage for private pay-
ing businesses to revamping the energy of-
fice and promoting “green” jobs initiatives, 
the potential of the 2009 Legislative Session 
was surprising in its scope and breadth.  
 However, after the economic forum meet-
ing on May 1, 2009, which determined that 
the state needed nearly a billion dollars to 
just reach the Governor’s proposed budget, 
many of the sweeping policy discussions 
fell from the table by the June 1st Sine Die.  
Focus turned in earnest following the eco-
nomic forum to the revenue and spending 
components of the state budget.  Many of the 

Legislative Re-Cap

I

Inside Politics | Legislative Re-Cap

various taxes and spending went into effect 
on July 1, 2009 and are sure to be discussed 
much in the remainder of this biennium.
 One of the major discussions of the recent 
session was initiative petitions, and the role 
of the legislature.  There were various bills 
which attempted to provide the playing field 
by which the proponents may offer petitions, 
such as where signatures are gathered to 
the methodology for determining the single 
subject of the matter.  Additionally, there 
were two bills that would have determined 
the fate of the Nevada Clean Indoor Air Act 
(NCIAA) and the Keep Our Doctors In Ne-
vada (KODIN) initiatives; Senate Bill 372 
and Assembly Bill 495 respectively. 
 There was a significant amount of public-
ity regarding both these bills and their effect 
on the initiative process.

 The Assembly passed AB 495 on a largely 
party line vote.   The Senate took no action on 
the matter, leaving in place for now the voter 
enacted measure.
 Additionally, the Senate passed the modifi-
cation to the NCIAA.  The Assembly Judicia-
ry Committee heard hours of testimony, and 
disagreed that the time had come to modify 
the voter initiative.
 The Legislature also took up a domestic 
partner benefits issue and a bill to prohibit 
discrimination based upon sexual iden-
tity in public accommodations.  While both 
eventually passed to become law, it was 
only over a widely reported veto by Gover-
nor Gibbons.
 In response to the economic recession and 
severe declines in state revenue, the Legisla-
ture also passed a program of taxes such as 
raising the sales tax, business license fees and 
increasing the Modified Business Tax on busi-
ness payrolls over $250,000.  In the end, the 
Legislature raised revenue of just under $800 
million to fill the budget shortfall not reme-
died by the federal stimulus money.  Addition-
ally, while state employees originally faced 
potential pay cuts of upwards of 6 percent in 
the Governor’s proposed budget, the Legis-
lature opted to create a furlough program for 
employees and effectively cutting state payroll 
per person approximately 4 percent.
 A major push to modify construction de-
fect lawsuits passed through the Senate, but 
died without a hearing in the Assembly.  Ad-
ditionally, the Legislature passed through a 
sweeping overhaul of the state’s energy policy 
in order to promote “green” energy sources 
and attempt to curb greenhouse gas emis-
sions.  A bill to address Nevada’s foreclosure 
problem also passed through the houses to 
become law.  The bill mandates that lenders 
offer mediation to homeowners in order to 
modify the mortgage on the home.

Jesse Wadhams is an associate with 
Jones Vargas.

Budget woes front and center
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 Worms - A worm is a small piece 
of software that uses computer net-
works and security holes to replicate 
itself. A copy of the worm scans the 
network for another machine that 
has a specific security hole. It copies 
itself to the new machine using the 
security hole, and then starts repli-
cating from there.
 Resident Viruses - This type of 
virus is permanent and dwells in the 
RAM memory. From there it can 
overcome and interrupt all of the 
operations executed by the system: 
corrupting files and programs that 
are opened, closed, copied or re-
named. 
 Direct Action Viruses - The pri-
mary purpose of this virus is to 
replicate and take action when it is 

executed. When a specific condition is met, the virus will go 
into action and infect files in the directory or folder that it is 
in and in directories that are specified in the AUTOEXEC.
BAT file PATH. This batch file is always located in the root 
directory of the hard disk and carries out certain operations 
when the computer is booted.
 Overwrite Virus - Viruses of this kind are characterized 
by the fact that it deletes the information contained in the 
files that it infects, rendering them partially or totally useless 
once they have been infected. The only way to clean a file 
infected by an overwrite virus is to delete the file completely, 
thus losing the original content.
 Boot Virus - This type of virus affects the boot sector of a 
floppy or hard disk. This is a crucial part of a disk, in which 
information on the disk itself is stored together with a pro-
gram that makes it possible to boot (start) the computer from 
the disk. 

 If you suspect that you may have a virus running on your 
computer or network, do not delay in getting the issue re-
solved! The longer a virus runs, the more damage they can 
cause to your computer and sometimes even the files or pro-
grams on the computer.

 Strange as it may sound, the com-
puter virus is something of an in-
formation age marvel. On one hand, 
viruses’ show us how vulnerable we 
are -- a properly engineered virus can 
have a devastating effect, disrupt-
ing productivity and doing billions 
of dollars in damages. On the other 
hand, they show us how sophisticat-
ed and interconnected human beings 
have become. 
 For example, experts estimate that 
the Mydoom worm infected approxi-
mately a quarter-million computers 
in a single day in January 2004. Back 
in March 1999, the Melissa virus 
was so powerful that it forced Mi-
crosoft and a number of other very 
large companies to completely turn 
off their e-mail systems until the vi-
rus could be contained. The ILOVEYOU virus in 2000 had a 
similarly devastating effect. In January 2007, a worm called 
Storm appeared -- by October, experts believed up to 50 mil-
lion computers were infected with the virus. This year Conf-
liker C Worm has attacked from 9 to 15 million computers 
around the world. That’s pretty impressive when you consider 
that many viruses are incredibly simple.
 There are many different forms of electronic infections that 
plague computers. The most common are: 
 Viruses - A virus is a small piece of software that piggy-
backs on real programs. For example, a virus might attach it-
self to a program such as a spreadsheet program. Each time 
the spreadsheet program runs, the virus runs, too, and it has 
the chance to reproduce (by attaching to other programs) and 
wreak havoc. 
E-mail Viruses - An e-mail virus travels as an attachment to 
e-mail messages, and usually replicates itself by automatically 
mailing itself to dozens of people in the victim’s e-mail ad-
dress book. Some e-mail viruses don’t even require a double-
click, they launch when you view the infected message in the 
preview window of your e-mail software. 
 Trojan Horses - A Trojan horse is simply a computer pro-
gram. The program claims to do one thing (it may claim to 
be a game) but instead does damage when you run it (it may 
erase your hard disk). Trojan horses have no way to replicate 
automatically. 

Bob Teixeira is the president of Sierra Nevada IT 
Services

Computer Viruses

What they look like and how to prevent them

Tech.knowledge.me | Computer Viruses
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s the Obama Administration has highlighted in recent 
weeks, the American healthcare system is badly in need 
of reform. Unfortunately, the President’s plan for health-
care would create more problems than it would resolve. 
Healthcare reform should take a different approach 

that emphasizes one of America’s great traditional strengths — the 
power of market choice.
 The President is pushing the idea of a “public option” for health 
insurance, under which government-subsidized entities would “com-
pete” with private insurance providers. But this scheme raises an 
obvious question: If the administration truly desires the benefits of 
competition, why isn’t it seeking to end existing restrictions block-
ing private insurance providers from competing with each other? 
 Currently, each state makes it illegal for residents to purchase in-
surance plans from out-of-state companies. States thus compel their 
citizens to patronize only members of the states’ own government-
protected and politically active insurance-company oligopolies. 
 Lifting these barriers would expose state-protected monopolies 
to greater competition, forcing insurance providers to offer better 
options at higher quality and lower cost. Indeed, the simple fact that 
insurance providers operating across state lines would be able to 
pool risk across a larger client base would allow them to reduce 
premiums.
 The reason state governments have prohibited individuals from 
purchasing out-of-state insurance is that each state imposes a unique 
set of politicized mandates on the types of coverage state residents 
must purchase if they are to buy health insurance at all. In many 
cases, individuals are required to purchase coverage they would 
never need — imposing higher costs on individuals and making 
healthcare less accessible. New Jersey, for example, requires that all 
health-insurance consumers purchase coverage for in-vitro fertiliza-
tion, contraceptives, chiropodists and coverage for all children until 
they reach age 25. As a result of these costly mandates that many 
individuals will never need, the cost of a standard insurance plan 
for a 25-year-old male is about $5,580 per year, according to the 
National Center for Policy Analysis. In Kentucky, with less onerous 
mandates, the standard plan would be about $980.
 If a true market existed, an individual would be able to shop for 
a plan that would offer coverage for specific conditions that run in 
his or her family, or that would otherwise cater to individual needs. 
A single male has little need for coverage of gynecological condi-
tions, for instance, while most Caucasians are not at significant risk 
for sickle cell anemia. In this way, most states require individuals to 
purchase coverage they will never need from the state’s monopoly 
providers, needlessly ramping up the cost of healthcare.
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Real solutions for healthcare reform
 Another important reform would change the tax structure sur-
rounding healthcare benefits. As long as health insurance is tied 
to the job and not to the individual, there will always be a sizable 
uninsured population as individuals move from one job to another. 
That tax structure should change to give the individual power over 
his own healthcare decisions. Rather than allow only the employer 
to purchase health insurance with pre-tax dollars, the individual 
should be able to claim a tax exemption on the cost of any private 
insurance plan that he purchases on his own. If such a change in the 
tax code were implemented, private health coverage tailored to the 
unique needs of the individual would become much more acces-
sible, as businesses transformed job-related healthcare benefits into 
higher wages instead.
 A package of reforms along these lines would be far superior to 
the “public option” plan proffered by President Obama. The pri-
mary problem with the “public option” is that it would eventually 
restrict, and not expand, choices available to consumers. There is 
significant fear that it would drive private insurance providers out of 
the market and eventually devolve into a government-health-insur-
ance monopoly similar to what exists in the United Kingdom.  
 As with Medicaid and Medicare, a government bureaucracy 
would determine what the reimbursement rates would be to health-
care providers for specific procedures and would have the power to 
force healthcare providers to accept those rates. Where the govern-
ment under-reimburses healthcare providers for medical procedures, 
those costs must be cross-subsidized by higher charges providers 
pass on to private-insurance patients. Any massive expansion of the 
government’s role in providing health insurance, therefore, would 
almost inevitably drive private insurers out of the market — placing 
all the burden of those subsidies on taxpayers.
 Clearly, any bureaucratically controlled, taxpayer-funded na-
tional monopoly on health insurance would be unlikely to provide 
healthcare options that would affordably cater to the unique needs 
of individuals. 
 Instead, such a plan would impose a top-down, one-size-fits-all 
solution on all consumers. The government — the very incarnation 
of systemic corruption — would, even more than today, arbitrarily 
dictate the level of coverage, spend our money with wild inefficiency 
and drive the deterioration of American healthcare quality to even 
more alarming depths. 
 True reform should make healthcare both personal and portable 
— not arbitrary and monopolistic.

Geoffrey Lawrence is a fiscal policy analyst at the Nevada 
Policy Research Institute.
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Penny Perez
President

Malco Contracting, Inc.
Las Vegas, NV

Number of Employees: 30
Years in Nevada: Native
Years with Company: 26

Best Business Advice:
Take adequate time to make decisions.   Be 
prepared to walk away from questionable 
opportunities even when pressure, i.e., 
economic, personal, or principled may try to 
persuade otherwise.   Trust your intuition!

How do you retain your best and
brightest employees?
I always try to involve employees in the process.  
We work together as a team.  There is no 
hierarchy – chain of command, but no hierarchy.

What is the most important thing you learned 
from your parents?
My parents are both incredibly hard workers.  
They instilled in me a strong work ethic and 
encouraged me to never give up on pursuing 
my dreams.

What three values do you hope to pass on to 
your employees?
Be gracious, take responsibility – be 
accountable and never give up.

Presently, in my line of work:
It’s all about value right now.  Companies must 
streamline processes and revise and revamp 
their operations to achieve increased efficiency.    
You can’t just drop pricing without picking up 
operations, the end result could be devastating.

Who is a surprising source of wisdom
in your life?
Life in general is a surprising source of wisdom.  
Every day is a new day.  You really never know 
what’s around the next corner and that keeps 
things interesting.

If you could have had another career, what 
would it have been?
A dancer.  I was a competitive gymnast in 
grade and middle school.  Once in high school 
I began taking professional dance lessons.  I 
enjoyed dancing immensely because a dancer 
has the freedom of self expression without 
uttering a word.

Little known fact about yourself?
I’m a Parrot Head aka Jimmy Buffet fan.

Face To Face | Southern Nevada
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he federal stimulus monies coming 
to Nevada will be, for the state’s 
utilities, not so much a handout as 
a hand up.
  Like their counterparts around 

the nation that have seen growth grind to a 
halt over the last year, Nevada’s utilities that 
successfully vie for a share of the funds will 
be using them primarily for smart grid and 
transmission projects, as well as job train-
ing and education. The monies, in the form 
of grants, loans and loan guarantees, should 
also enable utilities to obtain cheaper financ-
ing in the months to come, a crucial consid-
eration given the economy.

 Still, when evaluating the forces impact-
ing the state’s utilities, says Jo Ann Kelly, 
chairman of the Public Utilities Commis-
sion (PUC) of Nevada, it remains “hard to 
single out the economy because there are a 
couple of other factors at work. As you can 
well imagine, the majority of retail sales that 
are generated are during the summer, it’s an 
air-conditioning load. That has been affected 
not only, I’m sure, by the economy but also 
by a generally cooler summer.” 

Powering for 
the future

T

Jo Ann Kelly
Chairman for the State of Nevada 

Public Utilities Commission

Building Nevada

UTILITIES
By Howard Riell
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 Another dynamic affecting the utilities, 
Kelly notes, is that Nevadans’ usage patterns 
have changed. “The conservation message is 
taking hold and people are altering their pat-
terns enough that it will make a difference.” 
She remains hopeful that the millions of 
dollars being spent “to encourage people to 
weatherize their homes, get rid of that second 
refrigerator, use more energy-efficient appli-
ances and things of that nature” are paying 
off. Indeed, Kelly points out, “There has 
probably been a 1% to 2% reduction in sales 
in the southern half of the state, and a little 
more than a 2% reduction in the northern 
part.”

Kick-Started and Moving

 The purpose of the stimulus package “was 
to get the economy kick-started and moving 
rapidly,” says Tony Sanchez, corporate se-
nior vice president of public policy for NV 
Energy. “When Congress passed that bill, 
it went to the agencies that had to issue re-
quests for proposals (RFPs). Those are start-
ing to come out more and more now because 
the agencies have had three months to get 
everything together. They’ve got the money 
[coming], now they’ve got the rules on how 
they are going to access proposals for it, and 
we are exploring everyone that comes out.”
 Utilities will use stimulus monies to fi-
nance a variety of projects, mostly clean-en-
ergy or smart grid initiatives. “The money is 
distributed by the administration,” explains 
John Summers, a spokesman for Nevada 
Sen. Harry Reid. “When it comes to money 
specifically for utilities or development of 
renewable energy, most of that is going to 
come from competitive grants. There is a 
deadline for submission for each, and then 
the utilities compete.” There is also, he 
adds, “some money for programs that goes 
to the governor and the state distributes ac-
cordingly.”
 Tory Mazzola, Communications Director 
for U.S. Senator John Ensign, points out that 
of $4.5 billion in stimulus money, $3.2 bil-
lion “is for investment grants, so there is a 
big pot of money out there for utilities. They 
will be the largest recipients of this money.”

 “A lot of U.S. cities and counties will re-
ceive federal stimulus dollars that will be used 
for renewable energy and energy conserva-
tion projects,” says Jason Geddes, Ph.D., En-
vironmental Services Administrator for the 
City of Reno. “Part of the goal is to leverage 
local funds, so a lot of us have secured rebates 
through NV Energy and are using them as 
the matching funds.” Reno has been awarded 
$2.1 million for energy efficiency projects 

as part of a community block grant, Geddes 
says. “It was authorized back in March. We 
are waiting for the money to arrive.”
 Among the energy projects for which 
NV Energy will be submitting RFPs are a 
so-called smart grid project, which Sanchez 
says will allow customers to “control their 
energy usage. It would give them informa-
tion in real time, and really lets them control 
their energy usage, and ergo the energy bill.” 

Building Nevada | Utilities
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“an overall benefit not only to Southwest Gas 
and its ratepayers, but to the entire industry.”
 Southwest’s Energy Efficient Technology 
(EET) Department is involved in several ini-
tiatives having to do with alternative energy, 
Sondeno says. It is, for example, involved 
in a pair of solar projects in its Arizona ju-
risdiction. “We are a three state utility. We 
do things that benefit all of our rate payers 
across the three states.”
 EET is also focusing on green initiatives, 
trying, according to Sondeno, to become in-
volved “in many of these green-type projects 
-- projects that utilize natural gas in its most 
efficient manner, combined with things like 
solar and other renewables.” The group has 
had discussions with Desert Research Insti-
tute, among others, “so yes, we are involved 
in a number of things.”
 “Southern Nevada particularly, but North-
ern Nevada as well, has very abundant days 
of almost cloudless sky that can be utilized 
for solar thermal energy and more,” says 
PUC’s Kelly. “We have almost 500 MW of 
geothermal projects under contract in our 
state, almost all in the north, because that’s 
where it’s located.”
 One of the issues with renewable resourc-
es, Sondeno concedes, is that “they tend to 
work only when the wind blows or the sun 
is out. What we want to do is show that by 
utilizing these renewable technologies with 
natural gas as a backup, you can have equip-
ment that will provide heating and cooling 
consistently so that you don’t have to have an 
entire conventional system lying in reserve as 
a backup.”

About Drought

 While Nevada is still in the midst of a 
drought, everyone is stepping up to reduce 
water usage.  According to the Southern Ne-
vada Water Authority (SNWA), water con-
sumption was 20 billion gallons less in 2008 
than in 2002.  That is despite 400,000 more 
people moving to the area and substantially 
more tourists.
 This impressive drop in water usage is due 
to SNWA’s aggressive conservation cam-
paign as well as the community’s increased 
awareness of going green.

 Also in NV Energy’s plans for the im-
mediate future is the One Nevada transmis-
sion line, or ON Line, a 235-mile connection 
from Ely to Las Vegas that would connect the 
North and the South for the first time since 
Nevada Power, Sierra Pacific Power and Si-
erra Pacific Resources merged in July 1999. 
If and when it happens, the ON Line will 
let the South access the North’s geothermal 
renewable energy, and let the North share in 
the South’s abundant solar energy. 
 In addition, Las Vegas stands to gain ac-
cess to the large wind project upon the Ne-
vada/Idaho border called the China Moun-
tain project, a 200-megawatt wind-energy 
initiative that will use state-of-the-art, large-
scale wind turbines to produce electricity 
for delivery to a nearby NV Energy 345 kV 
transmission line.

Southwest Alternatives

    Southwest Gas plans to go after about 
$2 million in stimulus money together 
with some partners – one is the Pro-
pane Education and Research Coun-
cil -- with an eye toward research and 
development on gas heat pumps and 
combined heat-and-power systems, 
according to Senior Vice President 

and Chief Knowledge and Tech-
nology Officer Dudley 

Sondeno. The work 
they have planned 
would provide 
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 “You have to remember that a good por-
tion of the outlay when it comes to smart grid 
is on the meter side, the customer side of the 
system,” notes Kelly. “In general, Nevada, 
because of all the growth we’ve had in the 
last few decades, has pretty modern meters 
in contrast with some of the older cities, par-
ticularly in the East and Midwest.”
 Over the past decade, Sanchez recounts, 
NV Energy has all but led the nation in the 
growth of its customer base, rising at an aver-
age of 4 to 5 percent annually. Over the last 
12 months, however, that growth has slowed 
to about 1%. “But at the same time that has 
provided an opportunity for us to take a deep 
breath and reassess our ongoing plans.” In 
fact, the utility will soon present the com-
mission with its Integrated Resource Plan, its 
vision of the next 20 years.
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 According to Kristen Howey, spokesper-
son for SNWA, the outcome for Southern 
Nevada is manageable.  “It’s looking pretty 
good,” she said, “They’re anticipating about 
90% of the annual average of water going 
into Lake Powell.  On the flip-side, right now, 
Lake Mead is only about 43% full.”
 As far as SNWA is concerned, they won’t 
be getting any of the stimulus money and 
will continue to face the challenges of meet-
ing the needs of Southern Nevada’s water 
demands as they always have..
 The water situation in Northern Nevada 
“is good for this year,” promises Jeffrey Tis-
sier, CFO of the Truckee Meadows Water 
Authority (TMWA) in Reno, which serves 
the greater Reno/Sparks area and portions 
of Washoe County. “If we have another dry 
winter we are going to have to dip into our 
drought reserves a little early next year.”
 “Nevada is the driest state in the union,” 
adds Kelly. “I can tell you that with any gen-
eration facility that is built” water usage is a de-
termining factor in both its size and location.
 TMWA usually dumps water from Don-
ner and Independence Lakes at the beginning 
of the fall to make room for winter runoff. 
There is also an aquifer storage and recovery 
project through which water is stored under-
ground. In all, the state’s carefully conceived 
drought plan is designed to handle nine years 
of dry weather.
 TMWA is currently in the construction 
phase of the Mogul Siphon Bypass Project, 
which was developed to eliminate depen-
dence on the old infrastructure that brought 
raw water to Chalk Bluff, the region’s pri-
mary water-treatment plant.

Cautiously Optimistic

 The PUC in June allowed NV Energy to 
raise revenues of $221 million based on its 
recent capital investments. Commissioner 
Rebecca Wagner, who voted in favor of the 
order, found herself walking a fine line to 
protect ratepayers while helping the utility 
maintain a strong position financially in or-
der to avoid having its credit ratings down-
graded, which would almost certainly render 
locating future financing for new projects 
much more difficult. 
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 Armed with stimulus dollars, the remain-
der of this year and 2010 represent more than 
anything else “an opportunity” for the state,” 
says Sanchez. “The number-one mantra of our 
company is to utilize more energy efficiency 
measures to serve our customers better. An-
other is to utilize renewable energy and third 
is to utilize the most efficient fossil fuel gen-
eration; for example, natural gas lines.”
 It is in the area of energy efficiency, San-
chez notes, Nevadans are going to see an im-
mediate benefit. “There is going to be a lot 
of training of the workforce fostered through 
[Senate Majority Leader Senator Steven] 
Horsford’s legislation,” he says. “Those folks 
are going to be doing weatherization projects 
and home energy audits. They are going to 
be out there in what is being called the Green 
Collar environment, so you are going to see 
a lot more energy efficiency, which is a good 
thing. Every watt that we don’t have to gen-
erate means we don’t have to build another 
power plant. It goes to protecting the envi-
ronment, but it is also the most cost-effective 
way to serve our customers.”

 Reno’s Geddes sees utilities, if not thriv-
ing, at least “cruising along.” They were built 
on the strength of the residential market and 
when that held up, they held up. But they 
don’t seem to be drifting backwards.” 
 A second round of stimulus funding would 
be “a gift from heaven,” he adds. “Part of ac-
cessing this money is [utilities’] ability to 
come up with energy plans and conservation 
strategies for the long-term on how we can all 
lower the power bills. Another round of fund-
ing to help expand what they’ve done would 
be very helpful. In these economic times we 
don’t have the money to do a lot.”

Let Us Help You!

Contact the Governor’s Office for Consumer Health Assistance
today to receive additional information or to set up
an appointment to speak with our representative

702.486.3587
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Are you a small business owner with 2 to 50 employees?
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In Brief
The Clark County Water Reclamation 
District in Nevada has awarded an 
additional $6.8 million contract 
to Insituform for sewer pipe 
rehabilitiation.  In total, the company 
has been awarded over $24 million 
from Clark County this year.



 One of the quickest and easiest ways 
for a business to go green is to simply 
sign up for a recycling program, which 
saves money, simplifies waste handling 
and gives customers the opportunity to 
be socially and environmentally respon-
sible. With millions of tons of valuable 
commodities being buried in pollution-
creating landfills every year, recycling is 
becoming an increasingly attractive alter-
native to just burning and burying waste. 
The advantage of recycling is twofold:  it 
eliminates or drastically reduces air and 
ground water pollutants from waste and 
also enables materials to be used again. 
“We throw too much away,” Heaton says. 
We’ve invested in these materials just 
to throw them away.” He criticizes the 
practice of planned obsolescence which 
causes us to use products for a short pe-
riod of time and then toss them away, only 
to buy something else. “I think it’s been 
proven that planned obsolescence is un-
sustainable,” he says.
 Dorinson adds that recycling can save 
money as well as the environment.  “We 
have customers that immediately save 35 
percent and the longer they do it, the more 
they save,” he says.
 Evergreen Recycling processes com-
mercial/industrial materials such as card-
board, carpet pad, metals, paper, plastics, 
shrink film and pallets, with only about 
10 percent of it ending up in a landfill and 
the remaining 90 percent being recycled. 
Thousands of tons of materials have been 
processed in its state-of-the-art material 
recovery facility since it opened in 2007. 
Shipping materials all over the world for 
re-fabrication and re-use, the company 
constantly seeks markets for its recycled 
waste. “Our business approach has always 
been to recycle as much as possible,” 
Heaton explains.

The future is education

 A large part of the future success of going 
green rests on educating people about how 
and why to do it. UNR has embraced the 
role of educator with its multi-faceted cam-

know what you’re doing and to do research 
and homework.” A wealth of information 
is available on Internet sites devoted to the 
subject along with practical help from com-
panies such as NV Energy who will help 
customers kick off a green program by ana-
lyzing their present energy use and provid-
ing suggestions on how to decrease it. 

 Although many green projects are all en-
compassing, such as a total retrofit of exist-
ing construction or a completely new design-
build project, going green does not need to 
be that daunting a task. It can start by simply 
turning the lights off when not needed or 
cutting down on the amount of paper that is 
used. “Just reduce your consumption of mate-
rial goods right away,” Galati suggests. “Stop 
buying bottled water,” Phipps-Nichol says. 
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pus sustainability program that encompasses 
both academic and non-academic programs. 
Students formally study greening in class-
rooms, but also practice and observe it all 
over campus with programs that include re-
cycling, saving water, using alternative trans-
portation and reducing energy consumption. 
The university is dedicated to being as sus-
tainable as possible, with students leaving 
school as ambassadors for a green society. 
“The broader issue is educating people about 
their individual actions,” Sagebiel says.
 With buildings in the U.S. gobbling up 30 
percent of the country’s total energy budget, 
pressure on business to do its part to reduce 
this consumption is here to stay.  Even though 
going green helps profits in the long run, 
green advocates hope that business leaders 
take action, at least in part, because of their 
sense of social responsibility. “The worst 
possible thing is to be green just to make a 
profit. Green washing means just using it as 
a marketing tool,” Rypka says. Galati is very 
optimistic about the future of greening, how-
ever, saying that it has finally become com-
pletely mainstream. “The tide has turned in 
this country. We’ve reached a point where 
we’re making things better,” he says.
 “The key is really to align all your green, 
environmental and social goals with your 
business goals and tie all those together.  
Then it won’t cost any more money.  The big-
gest thing we can do is create more aware-
ness of how people can integrate this into 
their lives more effectively,” said Klehm.
 “We’re all playing a part in this,” Dorin-
son adds.
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Mel Elias 
President, � e Coff ee Bean & Tea Leaf

“ City National 
cares about 
our success.”
The success of any good com-

pany is having an effective 
capital structure in place. City 
National understands that. They 
provided us with the necessary 
credit services to build our infra-
structure and grow our business.     

The one thing I don’t lose sleep about 
is wondering if City National Bank 
is going to continue to be there to 
support us. We share the same core 
values, we believe in the same things. 
It’s about people and human interac-
tion. We’re not just a transaction for 
City National – we matter, and they 
care about us. 

City National is The way up® for 
our business.

To hear Mel’s complete story visit 
cnb.com/thewayup.
For a relationship you can trust, call 
Larry Charlton at (702) 952-4431.

©2009 City National Bank

Member FDICNevada’s Premier Private and Business Banksm

In Brief
This month, the University of 
Nevada, Las Vegas will host the 
National Clean Energy Summit 
2.0.  The national discussion on 
renewable energy is expected to 
provide input for energy proposals.  
This will be a continuation of the 
discussion created during last year’s 
summit, also held in Las Vegas.

http://cnb.com/thewayup
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Continued from page 13

Webinars
 Webinars are seminars or conferences 
held on the internet. They can be one way 
with a speaker talking to an audience and 
limited interaction, or they can be collabora-
tive with speaker-audience interface. 
 Typically, webinar attendees call a desig-
nated phone number to hear the presentation 
and log on to a specific Web site to simul-
taneously view the presented information. In 
some cases, webinars are conducted entirely 
over the internet.
 To conduct a webinar, an online confer-
encing/meeting service is needed. Several 
exist (WebEx, GoToMeeting and Acrobat 
Connect Pro are some), each with different 
features. Companies can pay the service per 
use or subscribe for unlimited use for about 
$50 monthly. 

Using The Tool

 Alice Heiman, the president and chief 
sales officer of Alice Heiman LLC, a Reno-
based firm that helps companies increase 
their sales, puts on at least one webinar each 
month, archiving them afterwards on her 
company web site for people to view subse-
quently. Typically 60 to 90 minutes long, her 
webinars all relate to sales and include topics 
such as networking, closing a deal and work-
ing a trade show. She prefers interactive ver-
sus one-way webinars—audiences for those 
generally are 15 people or less.
 Heiman uses webinars, she said, to pro-
vide her sales content at a low cost to people 
she can’t reach because they aren’t local or 
can’t afford her one-on-one services.
 Used externally, webinars are a way com-
panies can educate, sell, demonstrate a prod-
uct, provide a sampling of their service (such 
as research snippets) and train customers on 
using their product. 
 Webinars have applications within com-
panies, too, such as holding meetings. Twelve 
Horses has used them for in-house training 
on topics such as e-mail marketing and web 
site design, LaPlante said. Webinars also have 
allowed the company to involve telecommut-
ing employees in its corporate culture.

Feature Story | Blogging & Webinars

 Facebook (www.facebook.com): a free, social networking website in 
which users can join networks organized by city, workplace, school or region 
to connect and interact with others. Users also can update their personal pro-
files, and add friends and send them messages. A February 2009 Compete.com 
study ranked Facebook as the most used social network by worldwide monthly 
active users.
 Twitter (www.twitter.com): a free, social networking and micro-blogging 
service that enables users to send and read others’ updates or “tweets,” text 
posts of up to 140 characters. Tweets are displayed on the author’s profile page 
and delivered to “followers” who’ve subscribed to them. Users can send and 
receive tweets via the Twitter site or other applications, such as cell phones. In 
February, Compete.com ranked Twitter as the third most used social network 
(after MySpace).
 LinkedIn (www.linkedin.com): a business-oriented, social networking site 
used primarily for professional networking. Registered users can maintain a 
profile and a list of contact details of people they know and trust in business 
(connections). Connections can be used to get introduced to someone you’d 
like to meet through a trusted contact, and to find jobs, people and business 

opportunities recommended by someone. Em-
ployers can list jobs and search for potential 

candidates. Job seekers can find contacts 
to introduce them to hiring managers.

Social Networking Tools
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 Online seminars and conferences elimi-
nate travel and the associated time and 
costs involved. Other advantages are speed, 
efficiency and economy of scale, LaPlante 
said. Presenters can deliver, and audience 
members can participate in webinars from 
anywhere.
 “Webinars are a way to engage people 
in disparate geographic locations and time 
zones through a scalable, much more cost ef-
fective means,” LaPlante said.
 Companies can charge for their online 
seminars. The typical fee is about $79 for a 
75-minute or $99 for a 90-minute webinar, 
Heiman said.
 A drawback to webinars is the lack of in-
person interaction and the related ability to 
gauge the audience’s reactions via body lan-
guage and eye contact and adjust the presen-
tation accordingly, LaPlante said.

Finding the right tools

 Decide on your purpose for performing 
webinars. Then find other webinars with 
a similar goal and participate in those for 
ideas, Heiman said.  
 When choosing a web service, opt for a 
10-day, free trial to determine if it will meet 
your needs, she added. Don’t purchase until 
you find the one that works best for you.
 Always practice your webinar before 
delivering it in real time, LaPlante recom-
mended. One way to do so is to hold internal 
company meetings as webinars. 
 Use “shorter, fast-paced, hard-hitting, 
interesting, story-based content” and more 
photos than text to keep people’s attention, 
he added. 
 The future of webinars is unclear. Webi-
nars delivered to outside audiences are a fad-
ing trend, Settle said, soon to be replaced by 
video and real-time information because us-
ers want to tune in at their convenience rath-
er than on a given date and time. LaPlante, 
however, believes Webinars are a permanent 
tool but will evolve. 
 “As the business world continues to con-
nect and conduct its business online, video en-
hancement will make those meetings far more 
interactive and stimulating,” he said.

702.260.6650  
“Your O�ce Needs in a Squeeze”

• Low Cost Office Supplies and Toner  
• HP/Xerox Dealer • Next Day Delivery

Medical 
O�ce 

Supplies

www.tangerinelv.com

http://www.tangerinelv.com
http://falcpa.com
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Selling a business to company partners

 If an owner’s children are uninterested in taking over owner-
ship of the business, another consideration is transferring owner-
ship to either a business partner or to an employee or group of 
employees.  Particularly if it is important that the business con-
tinue after the owner is gone, selling to an insider may provide 
a ready buyer who already understands the company and may 
be more committed to continuing the business than an outside 
buyer.
 If an owner holds an interest in a multi-owner company, the 
partners are likely to want to continue the business when they die 
or decide to retire.  Buy-sell agreements – an agreement between 
owners that establishes terms for the buying of each other’s share 
of the business in the event of death, disability or retirement – 

Selling To Partners

can simplify this process and ensure the funding is in place to 
make the transfer.   A buy-sell agreement offers the benefits of; 
providing a ready market, determining a set price and provides 
for continuity of the business.  Business owners typically fund a 
buy-sell agreement with life insurance. Alternatively, the surviv-
ing partner can buy the deceased partner’s share of the company 
on financed terms.

Selling shares through an
Employee Stock Ownership Plan (ESOP)

 Sale of closely-held stock to an ESOP continues to be a popular 
exit strategy for many business owners, offering potential liquidity, 
flexibility and tax efficiency.  ESOP’s also provide much greater 
flexibility in terms than a sale to management or an outside buyer 

Profit & Loss | Business Planning

Employees or an outside buyer

Give us 20 minutes of your time 
and we will show you  
how we are saving other  
companies 20-30% on their 
communications budgets.

Sparkplug offers voice and data 
connectivity at a savings you 
need to consider in this chal-
lenging business climate.

877-477-PLUG (7584)  |  visit www.sparkplug.net  |  sales@sparkplug.net

© 2009 Sparkplug, Inc. All rights reserved. The information herein is subject to change without notice. Sparkplug,  
Sparkplug Communications, and the Sparkplug Communications logo are trademarks of Sparkplug, Inc

In this economy you need to trim 
costs where you can. We can help...

WWW.SPARKPLUG.NET

IP Trunks: Unlimited local and 
long distance available.

Wireless Internet: Multiple  
speed options priced to save 
money and produce robust  
speeds of 8Mb, 10Mb and 15Mb.

T-1 Internet: Traditional wired 
services 35% less than the  
phone company. 

Hosted VoIP: Feature rich  
enterprise level features for one 
inexpensive fixed monthly price. 
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would provide.  With an ESOP, an owner can elect to sell the entire 
business at once, or structure the sale to take place over a number 
of years.  The sale can be structured as a cash or an installment 
sale and owners can also defer income tax on the sale through the 
use of specific tax rules.  Although the rules for establishing an 
ESOP are complex, the rewards can be great.

Selling your business to an outside buyer

 If the best option is to sell the business to an outside buyer, 
an owner will need to prepare the business for sale and find an 
interested buyer, both of which can take time.  While owners 
can choose to retain ownership of the business until their death, 
selling a business during the owner’s lifetime gives them more 
control over the process, and can help to make sure their family 
is taken care of.  Because family-owned businesses are not pub-
licly traded, their exact value can be difficult to determine. 
 Regardless of whether an owner chooses to sell the business 
during their lifetime or at death, there should be a formal ap-
praisal in the planning process.  It is important to consult with 
a business broker or investment banker along with an attorney 
and accountant to ensure that there are plans well in advance to 
maximize the sales price of the business.  The deal team will be 
instrumental in finding potential buyers, performing legal and 
financial pre-sale due diligence and crafting purchase contracts. 

Pursuing Private Equity

 The business may make for a good target for a private equity 
firm if it has solid earnings and growth prospects, a unique niche 
and a strong management team that will stay involved. A potential 
benefit of a sale to a private equity firm is that it may provide an 
opportunity for the owner to continue running the company even 
after selling ownership interest.  Typically, private equity firms 
request that management stay involved with the company for 3 to 
5 years.  Since private equity firms often sell the companies they 
buy to larger firms in the future, there may be an opportunity to 
participate in the upside profits on a portion of the equity.  If an 
owner doesn’t feel comfortable taking direction from someone, 
selling to a private equity firm is not a good fit.

Planning to provide peace of mind

 A family business reflects family’s values, hard work and pro-
vides an owner and his/her family with income and security.  By 
taking the time now to prepare an exit strategy and a wealth trans-
fer plan, an owner can protect his/her business and family, and 
give themselves peace of mind.  Owners should be sure to consult 
trusted advisors, including estate attorneys and accountants about 
all of the options available.

Reed Radosevich is the Nevada President of Northern Trust
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When other network support companies put you on 
hold, Itech Las Vegas puts you first. Our world-class 
customer service and unique partnership approach 
are a step above the rest, with proactive, personalized 
network solutions that minimize downtime and 
maximize productivity.

Itech Las Vegas is ready with the support and expertise 
to keep you focused on running your business.

Call us today to learn more: (702) 943-0111
NETWORK SOLUTIONS • DISASTER RECOVERY

www.iTechLasVegas.com

http://www.iTechLasVegas.com


Southern Nevada Analysis and statistics compiled by 

Applied Analysis, Northern Nevada Analysis and statistics

compiled by Colliers International Reno

INDUSTRIAL
TOTAL MARKET

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

INDUSTRIAL/LIgHT INDUSTIAL/MANUfAcTURINg

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

71,253,090

10,313,893

14.5%

32,000

-1,000,859

$0.33

0

0

36,488,091

7,613,700

20.9%

0

-481,542

$0.31

0

0

34,496,113

2,666,911

7.7%

32,000

-528,127

$0.57

32,000

0

268,886

33,282

12.4%

0

8,810

$0.85

0

0

102,487,345

10,798,614

10.5%

104,030

-1,445,241

$0.74

807,914

5,522,897

65,681,369

6,424,951

9.8%

0

-857,636

$0.66

557,000

4,658,715

22,890,535

2,239,878

9.8%

104,030

-318,468

$0.78

225,864

643,541

13,915,441

2,133,785

15.3%

0

-269,137

$0.96

25,050

220,641

Las Vegas Reno

Next Month: OFFICE
ABREVIATION KEY

MGFS:

SF/MO:

NNN:

Modified Gross Full-Service

Square Foot Per Month

Net Net Net

1s
t q

ua
rt

er
 2

00
9

60                                        August 2009 www.NevadaBusiness.com

Reno-Sparks 
 The overall velocity of the industrial real 
estate market continued to slow in the first 
quarter of 2009. The market experienced an-
other significant increase in the direct vacancy 
rate, an increase in the sublease vacancy rate, 
negative net absorption, and the announcement 
of more industrial tenants leaving the market. 
Reno/Sparks continues to experience weaken-
ing demand, market contraction, downward 
pressure on market rents and values, and an 
oversupply of almost every industrial product 
type.
 Net absorption registered a negative 
1,000,859 square feet this past quarter. Despite 
seventeen completed lease transactions totaling 
566,582 square feet and five sale transactions 
totaling 119,989 square feet, the first quarter 
of 2009 continued a trend of strong market 
contraction which started in the fourth quar-
ter of 2008 (negative net absorption of 904,683 
square feet). One bright-spot in the market is 
an increase in activity from third-party logis-
tics providers. It would seem that, in a down 
economy, companies consider outsourcing 
their warehousing, trucking, and overall distri-
bution functions to reduce operating costs.  
 Market leasing activity is expected to re-
main significant, but that the resulting market 
impact will be flat or negative. Industrial ten-
ants will continue to take advantage of favor-
able leasing conditions to either trade-up into 
like-sized spaces or contract into smaller spac-
es. A continued stream of industrial properties 
are projected to be sold as more properties be-
come available. Overall vacancy may increase 
slightly, but the large jumps from new specula-
tive construction completions are over for the 
time being. Construction starts will remain flat 
until market fundamentals change.

Las Vegas 
 The Las Vegas Valley industrial market re-
mained relatively flat, reaching 102.5 million 
square feet by the end of the first quarter of 2009.  
Inventory levels grew modestly as one project 
completed construction (104,000 square feet), 
resulting in an expansion of 3.8 million square 
feet over the preceding 12-months.  This is the 
lowest new inventory level reported in a similar 
period since the first quarter of 2005 and well 
below the five-year annual average of 4.8 mil-
lion square feet.
 From a demand perspective, the industrial 
sector reported negative net absorption of 1.4 
million square feet, which contributed to nearly 
10.8 million square feet of vacant space.  These 
market forces have pushed market-average 
pricing to $0.74 per square foot, a 3.9-percent 
decline from the prior year and the lowest aver-
age asking rent since the third quarter of 2006.
 The disparity between supply and demand 
resulted in a rising vacancy rate that reached 
10.5 percent by the close of the first quarter.  
During the preceding quarter, the market re-
ported vacancies of 9.0 percent, well above the 
7.6 percent average rate reported in Q1 2008.  
At the close of the first quarter, approximately 
810,000 square feet of space was under con-
struction, suggesting limited new supply will 
come to market during the balance of 2009.
 As the current economic recession lags on, 
we can expect the discussion of expansion and 
relocation plans to move to a point beyond 
2009.  While vacancies rise during this cycle, 
expect asking rents to diminish further as prop-
erty owners react to market forces, competi-
tively filling space with tenant-favorable leases. 
This poses an opportunity for well capitalized 
operators and those willing to expand in or into 
a down market.

Commercial RE Report | Industrial

Industrial Summary
First Quarter 2009
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he data continue to tell the story 
of an economic recession, or more 
stated differently—“No Toto, we are 
not in Kansas.”  In short, Nevada no 
longer enjoys the benefits of growth 
and its citizens finds themselves 

grappling with the economic hardships of the 
worst recession since the 1930s.
 Looking at year-ago percentage changes, one 
sees a clear pattern—negative signs for almost 
all variables. Only a zero percentage change 
for gasoline sales for Washoe County broke the 
string of declining trends.  Also, we find the un-
employment rate for Nevada, Clark County (Las 
Vegas), and Washoe County (Reno) continu-
ing to trend upward, a case in which a positive 
change is bad.
 The recent changes, measured as month-to-
month, offer some encouragement, however.  
That is, the changes for the indicators as a whole 
are less dramatic—offering hope of an end in the 
decline and perhaps some glimpses of improve-
ment ahead.  For example, air passengers and 
visitor volume are up for Reno and down slightly 
for Las Vegas, less than what we see over the 
longer-time horizon.  These month-to-month 
comparisons are not seasonally adjusted.  Still, 
we see better performance for the months of the 
second quarter than during the turbulent first 
quarter.
 Construction continues to decline.  Funding 
and projects have become scarce, to be sure.  It 
looks like federal government construction fund-
ing from the stimulus package will be needed 
to keep this important Nevada economic sector 
from falling further.  It seems clear that construc-
tion will be slimming down with this recession 
and will remain so for so time as growth pros-
pects seem more measured for the future.
 Prospects for the Silver State remain tied to 
one of the weaker sectors of the national econ-
omy—consumer spending on discretionary travel 
and tourism.  Other big-ticket items show simi-
lar stress in this recession.  Housing starts and 
auto and truck sales are down 45.8 and 30.4 
percent, respectively.  Recent movements have 
shown positive signs, however.  To be sure, some 
rise in housing starts is expected given the build-
ing cycle in northern climates.  And, following the 
rescue package for GM and Chrysler, attractive 
prices have brought those with cash and read-
ily available financing into showrooms and have 
brought some help to this beleaguered industry.
 For Nevada’s economy, such direct means of 
support are not available.  In the end, however, 
a product or service that passes the test of the 
market, that is, people are willing to spend for it, 
offers the best hope for Nevada’s prosperity.

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.

*Reflects the Reno-Sparks MSA which includes Washoe and Storey Counties

R. Keith Schwer
UNLV Center for Business and Economic Research
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“I wanted to be a singer and 
songwriter a la James Taylor.”

Tim Quillin • President & CEO, Q Ad/Pr

“When I was a kid, I wanted to 
be a grown-up.  Now that I’m 
grown-up, I wish I were a kid.”

Jeff Grace • President, NetEffect

“I wanted to be a Veterinarian 
until I saw a cat get surgery.”

Emmet Scott • Owner, Entrepreneur Advisors
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“I actually wanted to be a doctor, 
I think because it was clear 

exactly what they did. For sure, 
the helping people part appealed 

to me.”

What did you want to be when you were a kid?

The Last Word People

“I wanted to be a lawyer.”

W. Michael Beardslee • President, IT Strategies International Corp.

Tara Young • Owner/Managing Partner, Law Office of Tara Young, P.C.

“I wanted to be an astronaut.”

William (Bill) J. Rosado • President, ManagedPAY
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702.860.0949
www.PolishedconcreteNevada.com

Removing Tile Thinset, Carpet Glue, VCT, or Epoxy Paint
using a specialty grinding equipment.

construction in Las Vegas.  In addition, we also offer
concrete staining and other decorative concrete finishes,

and coating removal. 

Our focus

commercial & residential 

is to bring polished concrete floors to the forefront of 

License#65300
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It takes a lot to build a healthy business, and the right tools 

make all the difference. With a 24-hour telephone advice 

nurse, health education and wellness programs, a large 

provider network and more, Health Plan of Nevada has 

everything you need at prices that fit any budget.  

Talk with your broker, or call us at 702-821-2200  

or 800-873-0004 today.

good health takes a good planSM21NVHPN09352


