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“Cox Business keeps up 
with today’s technology, 

they have impeccable 
service, they respond to 

our needs and they  
are very competitive in 

their pricing.”

Deborah Stout, CEO
Stout Management Company

The solutions you 
need to move your 
business forward. 

Cox Business InternetSM 
• Download speeds up to 15 Mbps
• Static IP address available to   
   businesses of all sizes
• Anti-Spam/Anti-Virus protection

Cox Business Phone 
• Business-grade voice lines
• Domestic and international long  
   distance and toll-free services
• Customized feature packages  

Cox Business Video
• Multiple packages to choose from
• Pay only for the channels you need
• Easy-to-use, interactive, on-screen  
   program guide

Add Business Phone  
for only  

$1999*
per month

Plus FREE installation!
With a 2-year service agreement.

Discover what businesses throughout  
Las Vegas are talking about. 

702-939-1148
or visit coxbusiness.com

http://coxbusiness.com
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call: 702.248.4200

www.bankofnevada.com

It’s Simple:
Big Bank capabilities.  

Small Bank personal attention.  

Single Point of Contact.
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 The Obama administration is engaged in a pitched battle with the U.S. Chamber of Commerce, 
and the stakes couldn’t be higher: the hearts and minds of the American people, and the future of 
our country.  
 The Chamber supported the bank bailout and the stimulus package, and went along with the 
nominees proposed by the new administration.  However, the Democrats then proposed legislation 
that included a massive health care bill, a cap-and-trade proposal to reduce carbon emissions and a 
bill creating a new agency designed to protect consumers. Although the Chamber agreed in prin-
ciple with each of these initiatives, it did express concerns with some of their provisions.  
 That’s when the gloves came off and the White House started an all-out attack.  Declaring that 
the Chamber did not really speak for America’s businesses, it tried to drive a wedge between the 
Chamber and its membership.  Its public relations machine went into overdrive, emphasizing that 
the Chamber spends millions of dollars to advance its agenda (presumably for some self-serving 
purpose).
 What are the extremist views held by the Chamber? Let’s examine some of its objections to 
Washington’s legislative agenda.  While it supports the idea of healthcare reform, the Chamber 
points out that the bill being proposed by Sen. Reid and his supporters will increase the costs for 
everyone who buys health insurance.  It creates a whole new set of taxes, including penalties for em-
ployers who don’t provide health insurance or who offer a plan deemed “unaffordable” by the gov-
ernment.  Worst of all, it will cost so much to maintain that it will ruin what’s left of the economy.  
 The climate change bill currently being pushed through Congress is being touted as the solution 
to global warming. The Chamber is willing (as many experts are not) to agree that carbon emissions 
need to be reduced.  However, it proposes that any legislation must “promote new technologies, 
emphasize efficiency, ensure affordable energy and help create American jobs.” Does that sound 
radical to you? Meanwhile, the cap-and-trade bill proposed by Congress is an invitation to graft and 
corruption, and will create new and expensive layers of regulators and bureaucrats.
 As for the legislation to create a Consumer Financial Protection Agency, the Chamber points 
out that seven federal agencies are currently tasked with consumer protection. A new agency would 
only create another set of confusing and conflicting regulations, and it’s unclear how many business 
segments would fall under its jurisdiction.  
 The Chamber of Commerce is not ashamed of its lobbying efforts, and you’ll understand why 
when you learn about its current campaign, called “American Free Enterprise – Dream Big.”  Its 
ambitious goal is to create 20 million jobs during the next decade.  Its website declares, “While 
government efforts to stimulate the economy are considered useful in the short term, we as Ameri-
cans believe it’s the free enterprise system that will grow our economy and create jobs over the long 
term.” Yes, businesses create jobs, not the federal government, which is a secret the government 
doesn’t want people to learn.
 This is the heart of the conflict – not arguments over legislative details, but a basic disagreement 
about which economic system the country will follow in the future: free enterprise or socialism.  
That is what the Obama administration is really opposing in its fight with the Chamber.  It comes 
down to this: will the American people continue to support the system that has made the United 
States the greatest country in the world, or will they be fooled into abandoning it in favor of a social-
ist agenda? I know which side I’m supporting in this battle.  

For more information on the Chamber’s American Free Enterprise campaign, go to:
http://www.freeenterpriseamerica.com/
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Non-Profits
Nevada’s businesses give back to non-profits.

 By Jessica Santina

1                                        January 2009

 The first Boys & Girls Club in Las Ve-
gas opened its doors in 1961 in the base-
ment of the Silver Nugget.  Since then, 
the clubs have helped countless children 
grow into active, engaged and successful 
adults.  Each of the programs the club 
offers has been tested and proven all 
over the nation.  They are designed to 
address today’s most pressing youth is-
sues and teach young people the skills 
they need to be successful in all aspects 
of their lives.  Louis Harris & Associ-
ates conducted a survey on the Boys & 
Girls Club and determined that over half 
of those adults that participated in club 
events as children attributed the Boys & 
Girls Club to saving their lives.  Eighty 
percent said they learned right and wrong 
from a member of the club’s staff.
	 Most locations are open weekdays 
from seven in the morning to seven 
in the evening and provide homework 
help and tutoring throughout the school 
year.  Nearly a third of the club’s mem-
bers that participate in the homework 
assistance and tutoring program on 
their schools’ honor rolls.  Most impor-
tantly, those children have a safe place 
they can stay while their parents need 
to be at work. 

n today’s world, it is an unfortu-
nate reality that children are often 
left to fend for themselves.  Sadly, 
this can cause many to turn to the 

streets and harmful activities.  Espe-
cially in today’s economy, many parents 
must leave their children at home to be 
at work.  It’s important for those chil-
dren to know that they have a place to 
go where people care for them.  That is 
where the Boys & Girls Clubs of Las 
Vegas fills a vital role.
 The Boys and Girls Clubs of Las 
Vegas’ mission is to enable all young 
people, especially those who need 
them most, to reach their full poten-
tial as productive, caring, responsible 
citizens.  They are able to achieve that 
goal by understanding the interests of 
young people throughout Southern Ne-
vada and enabling them to use their in-
terest to reach their full potential.  The 
club offers diverse program activities 
in five separate areas: character and 
leadership development, education and 
career development, the arts, sports 
fitness and recreation and health and 
life skills.  The organization provides 
a safe environment for children to have 
fun while they learn and grow.

Boys & Girls Clubs of Las Vegas
“The Positive Place for Kids”

 The Boys & Girls Clubs of Las Vegas 
has eight clubs throughout the Valley and 
offers many opportunities for the com-
munity to get involved, whether through 
volunteering time and resources to donat-
ing to the clubs.  In times such as these, 
it is more important than ever to ensure 
that Nevada’s youth are safe, active and 
on their way to becoming contributing 
adults.  Contact the Boys & Girls Clubs 
to learn more about ways to help with this 
important endeavor.

Boys & Girls Clubs of Las Vegas
2850 S. Lindell Rd.
P.O. Box 26689
Las Vegas, NV 89126

702.367.2582
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s we prepare to close the book on 2009, we Nevadans find our-
selves in a long, dark tunnel. Our unemployment rate is over 13 
percent; only Michigan’s is worse. We have the highest deficits, 
and have experienced the greatest fall in personal income. Ne-
vada’s foreclosure rates are the highest, and its homeowners the 

most under water. Moody’s Ratings calls Nevada’s recession the worst of 
any state.
 Meanwhile, our government is the smallest, and our tax burden the low-
est. While historically these have been competitive strengths in drawing 
and sustaining businesses, they also mean that our main sources of revenue 
are gaming and sales tax, which are running dry, with no immediate re-
placements on the horizon. 
 However, for all the problems Nevada has faced this year, there is a light at 
the end of the tunnel.  Most experts agree that 2010 will show improvement 
over 2009.  In today’s world, improvement is the best we can hope for.

Cover Story

A

economic forecast 2010
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Behind the Numbers

 To understand just how dark the tun-
nel Nevada finds itself in is, we must look 
to the numbers.  As Bill Anderson, chief 
economist of the Nevada Department of 
Employment, Training & Rehabilitation 
(DETR), explains, three primary driving 
forces were behind the Great Recession: 
1) difficulties in the residential real estate 

and construction markets; 2) problems in 
the national and global credit markets, re-
sulting in a very sluggish commercial de-
velopment sector; and 3) weak consumer 
discretionary spending. 
 “When you think about it, construction, 
development and spending drive Nevada’s 
economy,” says Anderson. “So those forces 
have hit at the core of Nevada’s economy, and 
we’ve suffered more than other states.”

 It’s certainly been devastating for the 
76,500 people who lost jobs between Sep-
tember 2008 and September 2009, two-
thirds of whom worked in the construc-
tion and leisure/hospitality industries. 
Those areas hardest hit, says Anderson, 
are the bedroom communities – Lyon and 
Nye Counties in particular. Those are fol-
lowed, of course, by the Las Vegas and 
Reno metro areas. Thanks to the mainstay 
of rural Nevada, mining, those areas have 
maintained relative economic health.
 The hit to gaming has severely wound-
ed the metro areas – especially Las Vegas, 
where the average daily visitor volume 
and amount of money gambled in August 
2009 were each down 10 percent from the 
March 2007 peak, and hotel occupancy 
rates were lower than they’ve been in any 
August since 1984.
 “We expected that Nevada’s economy 
would continue to decline through cal-
endar year 2009 and that improvement 
would not be evident until 2010. However, 
the current pace of decline is somewhat 
higher than we had anticipated,” says Janet 
Rogers, economist for the Division of Bud-
get and Planning. “Indeed, year-to-date 
fiscal year 2010 collections for the state’s 
two largest General Fund revenue sources, 
gaming percentage fees and sales and use 
taxes, are not especially encouraging,” 
Rogers says of projections for next year.
 There has been a modicum of good 
news, however. The White House Recov-
ery Office reports that the economic re-
covery act funding has thus far resulted 
in more than 5,600 new or saved jobs in 
Nevada. More than $600 million in fed-
eral recovery dollars is yet to come to the 
state. And Elliott Parker, an internation-
al and comparative economist and pro-
fessor of economics at the University of 
Nevada, Reno, says that it appears we’ve 
hit bottom.
 “The U.S. Gross Domestic Product rose 
in the third quarter, signaling the official 
end to the recession. Most economists do 
not expect a double dip,” says Parker. 
 “Certainly there’s an increasing level 
of stability. We’re not sliding like we were 
in the first or second quarters of 2009,” 

Cover Story | Economic Forecast 2010

Strength is
just one of our
strengths.
With roots that go back 120 years and an innovative spirit that has
helped our clients through good times and bad, Northern Trust has a
track record few can match. And we’re not the only ones who think so.

• Named best-in-class in performance by BusinessWeek (4/6/09).
• Named one of America’s Most Admired Companies by
Fortune magazine (3/16/09) and one of America’s Best
Companies by Barron’s (5/12/08).

• 20 consecutive years of growth in common equity.
• Top-tier credit quality, outstanding capital strength

and strong, liquid balance sheet.

For more information, call Reed Radosevich at 702-304-6800or visit
northerntrust.com/strength.

Wealth & Investment Management | Trust & Estate Services | Private Banking | Family Office Services

Northern Trust banks are members FDIC. © 2009 Northern Trust Corporation.

Barron’s is a registered trademark of Dow Jones LP
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 As an executive, Nguyen understands the 
importance of planning and leading by exam-
ple.  In June, he and his staff formalized their 
corporate giving policy by developing a strat-
egy and a plan for getting everyone involved 
in the process of donating time and resources.  
 Because volunteer labor is often as im-
portant as cash donations, the University of 
Phoenix not only raises funds and collects 
needed items, but also encourages its 142 
employees to donate their time.  One mea-
sure of the university’s dedication is that 
each employee is paid for time off to devote 
to volunteer work.  In addition, the more than 
10,000 Nevada students of the university are 
encouraged to get involved.
 “Its amazing how much we can improve 
our community when we get everyone in-
volved,” said Nguyen, who, along with his 
six directors, serves on numerous boards of 
charitable organizations.  “We’re proud of 
the difference we’re making in our state, and 
our team is proud to be associated with an 
organization that is part of the solution,” he 
continued.
 A recent poll conducted by GlobeScan 
found that a company’s reputation, and its 
traditions and values, were the two primary 
reasons for engaging in corporate citizenship 
activities.  But, according the Nguyen, the 
primary reason for giving back is that “it’s 
simply that it’s the right thing to do. “

Dozens of non-profit organiza-
tions throughout the state are 
struggling to meet the needs 
of thousands of clients.  With 

missions ranging from feeding the homeless 
to finding cures for diseases, the common 
denominator seems to be that the need is al-
ways greater than the available resources.  
 While most of these charitable organiza-
tions traditionally rely on for profit business-
es as their primary source of funding, they 
are finding the economy has severely handi-
capped their ability to generate the needed 
support. 
 According to a recent study by Boston 
College, 38 percent of companies cut their 
cash donations this year while those com-
panies hit hardest by the recession spent 59 
percent less on philanthropy.
 “This is the time for companies to step 
up and be even more aggressive with their 
corporate giving. ” stated Charlie Nguyen, 
director of the Southern Nevada campus of 
the University of Phoenix.  Nguyen, who has 
worked hard to create a company culture of 
giving, demonstrates his commitment to the 
community through the creation of various 
programs within the university.  
 “Giving back to the community is a 
privilege and an obligation,” said Nguyen.  
“Standing on the sidelines when we witness 
so much need in the communities we serve 
has never been an option for the University 
of Phoenix.  We believe in building a com-
munity, not only through education, but also 
through partnerships with local non profit 
groups.”702.638.7279

“We make a living by what we get, but we make a life by what we give.”
Norman MacEwan

Volunteers from the University of 

Phoenix support a number of community 

organizations, including Three Square 

pictured above.

Make Charitable 
Giving a Part of 
Your Company’s 
Culture

Charlie Nguyen, Director - Southern Nevada Campus
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says Jeremy Aguero, principal analyst 
for Applied Analysis, an economic fiscal 
policy research firm based in Las Vegas. 
“In some ways we’re encouraged by flat, 
which is hard for us.”

Bringing Back Tourists

 Between 1997 and 2007, the leisure 
and hospitality industry in Nevada added 
77,300 jobs, according to statistics from 
the DETR. But since then, 30,000 jobs 
have been eliminated. This month’s open-
ing of the CityCenter project in Las Ve-
gas, which is slated to bring 5,000 more 
rooms to The Strip, should help tourism, 
but perhaps not room tax revenues. And 
the negatives may outweigh the positives; 
August 2009 marked the 18th consecutive 
month of gaming decline.
 “People are traveling less, and even those 
who are traveling are economizing,” says 
Ellen Oppenheim, president and CEO of 
the Reno-Sparks Convention and Visitors 

Authority. “The an-
ecdotal information I 
have is that our visitors 
enjoyed [this summer’s 
free events], took ad-
vantage of core activi-
ties and spent a lot less 
on merchandise, meals 
and entertainment.” 
 Northern Nevada 
conventions have also 
been on the decline, 
with participating 
companies purchasing 
smaller booth spaces, and sending fewer 
representatives to man booths and fewer 
attendees to see them. 
 Rossi Ralenkotter, president and CEO 
of the Las Vegas Convention and Visi-
tors Authority, says that visitor volume 
in Las Vegas was down 4.7 percent for 
the first nine months of 2009, as com-
pared to the same time last year, and 
the number of convention visitors is off 

roughly 27 percent. 
 In 2009, Las Vegas became home to 
the first ever launch event for the Sports 
Illustrated swimsuit issue, and held the 
first non-Canadian NHL awards banquet, 
both of which helped bring visitors. Addi-
tionally, Las Vegas was host to the great-
est number of Tradeshow Week 200’s 
largest conventions in North America 
for the 15th consecutive year in 2008, in-
creasing its number of those shows from 
45, in 2007, to 49.
 “Room occupancy is nearly 83 percent, 
with more than 25 [percentage] points 
above the national average. We’re looking 
forward to closing the year strong with a 
number of events. December will bring 
the opening of the CityCenter, which we 
expect to provide a boost of between 2 and 
5 percent to visitation in 2010,” Ralenkot-
ter says.
 The plan going forward, says Ralenkot-
ter, is to continue building on the wildly 
successful “What Happens Here Stays 
Here” campaign, while working to attract 
more new special events. 
 Meanwhile, the RSCVA’s recent re-
search into people’s perceptions of the 
Reno-Tahoe area has led to the decision to 
focus its marketing efforts on two groups: 
those who have never visited, and those 
who need reintroduction after being away 
for three or more years. 
 “Our research tells us that people find 
us exciting, a good value and easy to get 
to,” says Oppenheim. “They find us re-
freshing, off-beat, authentic, judgment-
free and offering a wide range of engag-

“I think 2010 could be the year of
the buy, where people look back and 

say, ‘Remember when I could
have bought it for that in 2010?’

It could be a pivotal year.”
      - Kevin Higgins

http://itechlasvegas.com
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50-70 percent through 2009. “There was 
very little activity, because people were 
concerned if they purchased something, it 
would be further devalued tomorrow,” he 
says. “Once we were past the first quarter, 
people slowly came out to watch things 
happening. Now there seems to be a bit of 
a ‘feel good’ about the stock market. Now 
we just wait and see.” Higgins agrees 
that much hinges on lending. His hope 
is that the system is allowed to operate, 
and that banks are willing to foreclose 
and move on. This, he says, will open 
the door to buyers. 
 “Everyone’s waiting to see what they’ll 
do with those properties. If lenders can 
come to grips with that, and if there’s an 
effort to sell those properties off, I think 
there will be buyers out there for them,” 
says Higgins. “I think 2010 could be the 
year of the buy, where people look back 
and say, ‘Remember when I could have 
bought it for that in 2010?’ It could be a 
pivotal year.”

A Check on
Consumer Spending

 Nineteen percent of Nevada’s jobs and 
one-third of its General Fund budget are 
dependent on retail and its sales tax rev-
enues. So all residents need a profitable 
holiday season. Unfortunately, projec-
tions aren’t favorable. 
 “There hasn’t been a point this year 
that we’ve shifted above 2008 numbers,” 
says Mary Lau, president of the Retail 
Association of Nevada (RAN). 
 In fact, 2008 holiday sales totaled just 
$3.9 billion, the lowest since December 
2003. Although national Gallup poll con-
ducted in October 2009 found that con-
sumers expect to spend $740 per person 
this holiday season – up 16 percent over 
last year’s numbers – Jeremy Aguero says 
national numbers are likely to be elevated 
compared to Nevada, where an unemploy-
ment rate that’s 3.5 points higher than the 
national average will dampen spending.

ing and interesting things to do. Our new 
marketing campaign is intended to update 
our image and motivate those people to 
come to the region, and we’ll begin roll-
ing that out in early 2010.”
 Winter also brings good news to Reno, 
with the Safari Club International Con-
vention in January and the United States 
Bowling Congress Championships in 
February.

The Real Deal in Real Estate

 According to numbers from the DETR, 
year-over-year home prices are leveling 
out, and month-over-month prices are 
actually growing in some areas. Resale 
activity is up by more than 50 percent 
over last year. But non-conventional 
mortgages will still be resetting well into 
2010, which could mean further foreclo-
sures and stressed household budgets. 
 “Housing prices may be dramatically 
lower than they used to be,” says Parker, 
“but with the price decline ending, some 
confidence will return to financial mar-
kets. Banks are likely to be willing to 
lend again, to those with good credit.”
 The problem, though, is that lenders 
are still wary of housing prices falling 
further, which may stall things – espe-
cially in commercial real estate. 
 Borrowing start-up costs is difficult 
since there seems to be no end in sight to 
the recession. In fact, Thomas F. Cargill, 
professor of economics at the University 
of Nevada, Reno, sees the commercial 
real estate issue as toxic. At a recent 
international conference sponsored by 
Harvard Law, Cargill realized his fears 
are echoed by many delegates from 
around the country.
 “Businesses aren’t receiving a lot more 
demand for their products, so bankrupt-
cies are up. They can’t get credit, so a 
lot of mortgages will be defaulted on,” 
says Cargill. “You’re not talking to an 
optimist, here.”
 Kevin Higgins, senior vice president 
with Voit Real Estate Services in Las 
Vegas , says that in some cases, commer-
cial properties were devalued as much as 

| O |: 702.248.8004  | F |: 702.248.8495

keeps  it  simple”“

4170 S.DECATUR BLVD. SUITE C-1
LAS VEGAS,NEVADA 89103

ENGINEERING | CMAR SERVICES | CONSTRUCTION | DESIGN-BUILD 
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 “Certain areas are growing, but it’s not 
growing that supersedes last year,” says 
Lau. She explains that most growth is on-
line and at discount venues. But discount 
stores, like Walmart, are double discount-
ing, so while more sales may be gener-
ated, overall dollar figures will be less.
 With spending down and new business 
taxes implemented this year, many retailers 
have cut jobs, and if they are doing any sea-
sonal hiring, it’s for fewer people. 
 “Another thing that’s happening for the 
holidays is that retailers, especially small 
ones, can’t afford the inventory they once 
did,” adds Lau.  “Lenders have had financial 
difficulties, so small retailers are using their 
personal credit cards to buy inventory. So 
say a consumer is looking for a new toy, and 
they wait to see if it goes on sale. Well, they 
risk not having it available.”
 The new consumer mindset is realism, 
Lau says. “Before they might have bought 
the most expensive name brands, but now 
they’re shopping sales and discount stores.”
 Gift cards are also changing shopping 
dynamics. While they used to be the go-to 
gift for the person who had everything, now 
they’re intended for recipients to shop after-
Christmas sales. So retailers have more dif-
ficulty predicting what people will buy. 
 While RAN is hopeful of modest im-
provement in 2010, upheaval in Washington, 
such as the furor over health care and fear 
over impending new taxes, will keep con-
sumers in cautious mode, hesitant to spend.

Keep on Truckin’ 

 The transportation industry is feeling an 
interesting mix of growth and decline. Take, 
for example, the Regional Transportation 
Commission of Washoe County. 
 “On the challenging side is our public 
transportation system, which has to do 
with a reduction in sales tax from the past 
couple of years,” explains CFO Tom Tael-
our. In fact, sales taxes drive roughly three-
quarters of RTC’s public transit, with fares 
comprising the remainder.
 “In the last three years, [mass transit] 
went from being up 5.5 percent to flat in 
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“ City National 
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change lives.”
Non-profi ts have important 

missions, but like any 
business they must be run 
eff ectively. A few years ago 
we went through a very 
thoughtful process to fi nd 
the best banking relation-
ship for us, and selected 
City National. One thing that 
 really stood out was their commit-
ment to personal service.

We have a pretty complicated business, 
and needed a bank that could help us 
manage our cash fl ow more eff ectively. 
City National has been very, helpful.

City National is � e way up® for 
our organization.

To hear Nicole’s complete story visit 
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organization also operates a thrift store, 
runs a vehicle donation program and 
hosts some of the most popular special 
events in all of Las Vegas, including the 
annual Las Vegas Great Santa Run and 
the Magical Forest. The Magical For-
est at Opportunity Village draws more 
than 100,000 people each year and was 
named one of HDTV’s “Top Holiday 
Destinations.” 
 The Magical Forest, the most antici-
pated event around the holidays, offers 
nightly entertainment, decorated trees 
and displays, photos with Santa and rides 
on the carousel. The event runs through 
January 2, and opens nightly at 5:30 pm 
and all the proceeds benefit the clients 
and programs of Opportunity Village.
 The Las Vegas Great Santa Run is one of 
the largest Santa gatherings and brings Las 
Vegas resident’s together to compete with 
many around the world. Kurt Busch, who 
is a proud sponsor this year, will be join-
ing a group of celebrities, such as Mayor 
Oscar Goodman, Siegfried and Roy, Robin 
Leach and Zowie Bowie at Town Square in 
support of Opportunity Village.
 Donations are always welcome and 
support important programs and servic-
es for people with intellectual disabili-
ties. Opportunity Village also accepts 
deferred gifts, real estate, appreciated 
securities, vehicles and memorials. Con-
tributions will ensure the future of this 
non-profit and leave a lasting legacy for 
years to come.

elebrating 55 years as Nevada’s 
largest private non-profit com-
munity, Opportunity Village 
continues to improve the lives 

of people with intellectual disabilities. 
As they serve more than 3,000 people 
a year, Opportunity Village offers indi-
viduals vocational training, job place-
ment, rehabilitation programs, and so-
cial recreation to improve the daily lives 
of those who are disabled.
 The services that Opportunity Village 
offers are free to any Las Vegas resident 
who may need them and are almost en-
tirely self-funded. They operate three em-
ployment training center campuses where 
individuals are able to develop their work 
skills, competency and confidence to-
wards working independently. There are 
multiple assessments and training op-
portunities for disabled individuals that 
include programs in various fields such 
as janitorial, landscaping, culinary, retail, 
warehouse, and office environments.
 Opportunity Village also offers busi-
ness solutions that include a full service 
mailhouse, fulfillment services, assem-
bly and packaging, buttons, and docu-
ment shredding. By utilizing Opportuni-
ty Village, Nevada’s largest employer of 
disabled adults, people with severe dis-
abilities have the opportunity to enhance 
their lives and the lives of the families 
who love them. 
 Known to the Las Vegas community 
as more than just a charity, the non-profit 

Opportunity Village
Serving Southern Nevada’s Most Vulnerable

 The organization has paid over $2.5 
million in wages to disabled individuals, 
who are seen by many in the community 
as unemployable. Currently, each month 
over 150 people with disabilities move to 
Southern Nevada with their families. Op-
portunity Village strives to encourage their 
beneficiaries to become independent.
 Opportunity Village has helped South-
ern Nevada’s most vulnerable citizens 
integrate into society. Disabled individu-
als are able to receive a paycheck as well 
as a feeling of achievement through the 
services provided at Opportunity Vil-
lage. For further details or to inquire 
about fundraisers, contact Opportunity 
Village.

Opportunity Village - Headquarters
6300 West Oakey Blvd. 
Las Vegas, NV 89146

www.opportunityvillage.org

702.259.3700
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2007, and then last year we were at nega-
tive 16 percent,” Taelour says. “This year 
we’ve projected a negative 10 percent, 
which is optimistic. We’ve also had to cut 
about 20 percent of our service.” He points 
to the failure of the 2008 ballot measure 
RTC-2, which would have brought addi-
tional funding. 
 Meanwhile, there’s good news. Vot-
ers passed RTC-5, which indexes Washoe 
County fuel taxes and will provide sub-
stantial funding to improve roads. “Over 
the course of three years, this community 
will have had about $250 million in new 
road projects, and an estimated 3,000 new 
jobs created,” says Taelour. Approximately 
$26 million in stimulus money will also 
help with the RTC’s new Meadowood in-
terchange and various energy efficient cap-
ital projects, which together should gener-
ate approximately 1,700 new jobs. 
 In Clark County, mass transit is down 
10 percent, says RTC of Southern Nevada 
General Manager Jacob Snow. Southern 
Nevada received $39 million in stimulus 

funding for highway projects, and $34 mil-
lion for transit projects. The latter funded 
the Centennial Hills Transit Center and 
Park and Ride lot, the Central City Termi-
nal and the Boulder Highway Rapid Tran-
sit Line.  
 Stimulus funds have been the RTC of 
Southern Nevada’s only new monies. The 
capital improvement program has been 
cut, bringing the roughly $180 million in 
planned projects closer to $80 million.
 Yet Snow points to one bright spot. “We 
know that traffic is down by double dig-
its coming into our airport, but our rapid 
transit on The Strip, The Deuce, is up. It’s 
counter-intuitive, but it’s up significantly, 
by about 3,000 riders per day. We think it’s 
because people are more value-conscious 
now and are simply making more trips by 
bus.” 
 As for air travel, Rosemary Vassiliadis, 
deputy director for McCarran Interna-
tional Airport, says that unlike other major 
airports, which serve locals and business 
customers, Las Vegas’ tourism and con-

vention industries comprise more than 80 
percent of their passenger counts. Yet while 
2009 has had nowhere near the watermark 
2007 numbers, passenger numbers have 
increased over 2008. 
 With so many events taking place in Las 
Vegas over the next few months, things 
keep looking up . Plus, British Airways 
has announced a daily direct flight from 
London, which may create buzz among 
other airlines looking to add routes. Inter-
national bookings, Vassiliadis adds, have 
remained steady throughout this recession. 
“We’re actually attracting more Europeans 
than ever before,” she says. 

What’s Growing?

 Experts unilaterally agree that tourism 
and construction aren’t going to grow sub-
stantially in the near future, so the push 
to diversify Nevada’s economy is in high 
gear. But there are a few segments of the 
economy showing signs of life, and offer-
ing promise to prognosticators. 
 “The education and health services 
sectors are holding up,” says Anderson. 
“Unfortunately, in terms of numbers, they 
only account for less than 100,000 jobs, 
so it’s not big in terms of employment.” 
Mining, he adds, is another small point of 
stability.
 A recent Moody’s report finds that states 
investing in high-tech industries and green 
energy will be in an enviable position, 
and economic development authorities in 
Nevada are already working on it. “With 
both abundant sunshine and geothermal 
resources, the state is well-positioned to 
take a lead in the development and pro-
duction of renewable energy,” says Rogers, 
citing the governor’s interest in expanding 
recycling programs and using trash as a 
renewable energy source. Adding to the 
high-tech industry, the Whittemore Peter-
son Institute for Neuro-Immune Disease 
in Northern Nevada, and the Cleveland 
Clinic Lou Ruvo Center for Brain Health 
in Southern Nevada, may be magnets for a 
growing bio-research cluster.
 Jeremy Aguero believes that Nevada 
needs to invest further in drawing baby 
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In Brief
According to a job-cut report by 
Challenger, Gray & Christmas, Inc., 
the number of planned job cuts 
announced by U.S. employees fell by 
16% in October.  This is the lowest 
job-cut total since March of 2008.

boomers. “A lot of people underestimate 
the importance of the senior population.  
In a 2003 Census report, Northern Nevada 
was the number one destination for retiree 
migration. We need to maintain that posi-
tioning. At the end of the day, they’re per-
fect consumers; they consume goods and 
not jobs, which works out fairly well for 
us.”

Gazing Into The Crystal Ball 

 The consensus among the experts inter-
viewed is that, while we won’t see a dra-
matic increase in our economy, we will see 
wiser spending and a return to a sustain-
able economy.
 “I think it’s safe to assume that the de-
terioration in the economy will moderate 
in the months ahead, but we won’t be re-
turning to the boom-like conditions we ex-
perienced earlier,” says Anderson. “Once 
we embark on recovery, our performance 
will be modest, but arguably more sustain-
able.”

 “There are now fundamental changes in 
people’s spending behavior. Saving is go-
ing up, which doesn’t portend good news 
for Nevada,” says Cargill. “I don’t see the 
bottom falling out, but I see high unem-
ployment. And I don’t hold out much hope 
for the stimulus.” He believes returns from 
the federal recovery act will be limited in 
terms of job growth, and that the concern 
over health care changes will affect small 
businesses, a primary driver of job growth. 
 Anderson suggests that unemployment 
will top out at 14.4 percent, explaining that 
even though Nevada had far more money 
in its unemployment insurance trust fund 
than most other states prior to the reces-
sion, we were also among the hardest hit, 
depleting the fund rapidly. 
 The state has also depleted its Rainy Day 
Fund, says Rogers. Nevada has established 
a credit line through the Local Government 
Pooled Investment Fund (A.B. 562) in or-
der to meet the required 5 percent reserve 
in the governor’s recommended budget; as 
yet, no money has been drawn from it.

 “Our ability to get federal funding is 
limited by the fact that we don’t spend the 
money making the match, and we often 
don’t meet their conditions,” said Parker. 
“While the Feds could bail out General 
Motors, they’re unlikely to find much po-
litical support for bailing out the Las Vegas 
Strip.” Parker also stresses the importance 
of good long-range choices in electing the 
next legislature and governor.  
 For the most part, most of the industries 
in Nevada remain in a dark tunnel.  How-
ever, we are beginning to see that there is 
indeed a way out and a light at the end.

http://hutchlegal.com
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 The first Boys & Girls Club in Las Ve-
gas opened its doors in 1961 in the base-
ment of the Silver Nugget.  Since then, 
the clubs have helped countless children 
grow into active, engaged and successful 
adults.  Each of the programs the club 
offers has been tested and proven all 
over the nation.  They are designed to 
address today’s most pressing youth is-
sues and teach young people the skills 
they need to be successful in all aspects 
of their lives.  Louis Harris & Associ-
ates conducted a survey on the Boys & 
Girls Club and determined that over half 
of those adults that participated in club 
events as children attributed the Boys & 
Girls Club to saving their lives.  Eighty 
percent said they learned right and wrong 
from a member of the club’s staff.
	 Most locations are open weekdays 
from seven in the morning to seven 
in the evening and provide homework 
help and tutoring throughout the school 
year.  Nearly a third of the club’s mem-
bers that participate in the homework 
assistance and tutoring program on 
their schools’ honor rolls.  Most impor-
tantly, those children have a safe place 
they can stay while their parents need 
to be at work. 

n today’s world, it is an unfortu-
nate reality that children are often 
left to fend for themselves.  Sadly, 
this can cause many to turn to the 

streets and harmful activities.  Espe-
cially in today’s economy, many parents 
must leave their children at home to be 
at work.  It’s important for those chil-
dren to know that they have a place to 
go where people care for them.  That is 
where the Boys & Girls Clubs of Las 
Vegas fills a vital role.
 The Boys and Girls Clubs of Las 
Vegas’ mission is to enable all young 
people, especially those who need 
them most, to reach their full poten-
tial as productive, caring, responsible 
citizens.  They are able to achieve that 
goal by understanding the interests of 
young people throughout Southern Ne-
vada and enabling them to use their in-
terest to reach their full potential.  The 
club offers diverse program activities 
in five separate areas: character and 
leadership development, education and 
career development, the arts, sports 
fitness and recreation and health and 
life skills.  The organization provides 
a safe environment for children to have 
fun while they learn and grow.

Boys & Girls Clubs of Las Vegas
“The Positive Place for Kids”

 The Boys & Girls Clubs of Las Vegas 
has eight clubs throughout the Valley and 
offers many opportunities for the com-
munity to get involved, whether through 
volunteering time and resources to donat-
ing to the clubs.  In times such as these, 
it is more important than ever to ensure 
that Nevada’s youth are safe, active and 
on their way to becoming contributing 
adults.  Contact the Boys & Girls Clubs 
to learn more about ways to help with this 
important endeavor.

Boys & Girls Clubs of Las Vegas
2850 S. Lindell Rd.
P.O. Box 26689
Las Vegas, NV 89126

702.367.2582
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By Linda Fine Conaboy

Feature Story

as the constant drumbeat of negative talk about the 
dismal state of the national and world economy 
made you fearful about coming to terms with your 
own state of affairs? Without a doubt, navigating 
these tricky waters takes a bit of doing now, espe-

cially when you may be contemplating retirement.
 For sure, retirement is a place without clear borders, although 
83 percent of adults ages 65 and older describe themselves as re-
tired, reports the Pew Research Center. This statistic most defi-
nitely does not exclude busy executives with retirement on their 
minds, but leaving the workplace with a clear conscience may 
not be easy. According to a survey conducted by the Small Busi-
ness Administration, only a quarter of businesses with less than 
$200 million in sales have a formal exit or succession plan. 

H

When You’re
Ready
to Retire
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 Where does that leave the heads of the 
companies who are contemplating an exo-
dus from the work force? What about leav-
ing the business to their heirs? If there is 
no next-of-kin or if family members are not 
interested in assuming the reins of the busi-
ness, what next? How does an executive 
with a lucrative business move on to the 
next stage after years of successfully call-
ing the shots? The answers in most cases 
are not easy and must be carefully studied.

Plan an Exit Strategy Early
 James Newman, a partner in the law 
firm Holland & Hart, said ideally, the 
owner of a business is always planning 
an exit strategy. “It’s something people 
are planning for and working towards 
as a process instead of having to react to 
a set of circumstances,” he said. New-
man lists three types of exit strategies: 
Simply selling the business; taking the 

company public, which creates liquid-
ity for stockholders; securing a strate-
gic partner who has additional strengths 
that allow a company to move from one 
point to the next perhaps not previously 
considered by the original owner; or 
merging with another company.
 Newman added, “It may sound odd, 
but when you plan your exit, it’s also 
important to know what kind of deal or 
deal terms you don’t want. This way,” 
he said, “if someone presents you with 
something you can’t live with, you can 
simply move on.”
 Howard Olsen, 64, the president of 
M3 Planning, a company involved in 
developing strategic plans for busi-
nesses, wholeheartedly concurs with 
Newman, but to Newman’s list of exit 
strategies, he adds these: Transfer 
ownership to a family member; sell to 
employees or other owners; liquidate. 
 “If you plan your business like you’re 
going to get out of it, you’re building 
its value,” Olsen said. “That’s going to 
be your nest egg to carry you over [in 
retirement]. But most people don’t do 
that.”
 Olsen should know. At 64, and nudg-
ing retirement age, he followed his own 
advice and started the exit process al-
most from the inception of his busi-
ness; however, complete retirement is 
not what he wants. Since he has the 
luxury of having heirs who are actively 
engaged in and excited by the family 
business, a scenario not enjoyed by 
many executives looking to leave their 
marketplace, Olsen plans to lend his 
expertise well past retirement age.
 “We’re all created for a purpose,” he 
said. “When you lose purpose, therein 
goes the joy and fulfillment in life. I’m 
using what I’ve been trained to do now 
and I’ll use it into retirement.” Olsen 
said in his case, when the time comes 
for partial retirement he won’t work 
the long hours it took to establish his 
business, but he will have a presence 
there. “I feel there’s so much an execu-
tive can give back, so much knowledge 
he or she has to impart, why retire?”

http://www.yesco.com
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 A smooth exit requires the help of 
experts. Nevertheless, many owners 
don’t have the luxury of succession. 
What then? Not only is the process of 
departing a business an emotional one 
for many, but it can be fraught with le-
gal questions out of the realm of the 
key players in the sale. This is why all 
of our experts resoundingly echoed the 
same advice − engage the experts: 

• A certified public accountant with
 estate planning experience. 
• An estate attorney. 
• A financial planner or money manager. 
• Perhaps a life insurance specialist.  
• A valuation expert, sometimes
 called a business broker.

 A business broker may be broadly 
defined as a person or firm acting as 
an intermediary between sellers and 
buyers and can range from a real es-
tate broker to a full-fledged investment 
banker, albeit with huge differences 
between the two.
 “They cost money,” Newman said. 
“You need to do a cost-benefit analysis 
and remember, the fee comes right off 
the top of the transaction.” However, 
Newman said, seeking the services of a 
broker will at the very least help you to 
determine if an offer is a good one for 
your business. “It’s important to make 
sure the broker is experienced, qualified 
and properly licensed. There are differ-
ent levels of licensing,” he cautioned.
 In addition, a business broker can 
bring multiple offers to the table and 
can help screen or qualify potential 
buyers. “A lot of business brokers know 
who the players are; they have databas-
es full of names and have better means 
to bring buyers to you.”
 Robert A. Martin, regional president 
at BNY Mellon compared the services 
of a business broker to a beauty con-
test. “A business broker can find mul-
tiple people who are interested in the 
business and can sometimes conduct a 
bidding war, thereby maximizing the 
value of the business,” he said. 

 Both Martin and Newman stressed 
the need to maintain an open line of 
communication with the experts, in 
this case the business broker. “Always 
talk to your advisors,” Newman says. 
“They can tell you if the deal would be 
tax advantaged for your company − of-
ten what is tax friendly to the buyer is 
tax adverse to the seller.”
 On the subject of the possible need 
for employing the services of a busi-

ness broker, Reed Radosevich, Nevada 
president of Northern Trust, a provider 
of financial solutions for affluent peo-
ple, added that on average, a business 
will sell for four to six times its annual 
cash flow. However, he cautioned, this 
number can vary considerably based on 
a number of factors: the speed at which 
the business is growing; the type of in-

Continues on page 42
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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

http://www.hollandhart.com
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of the developers that have historically 
been here in Las Vegas have kind of had 
to shift gears to much more of an asset 
management role and preservation of 
what you created during the boom times 
that we were in. But with respect to new 
development activity, it is not out there 
on the horizon. It is nowhere in sight. 

Did you see this 
coming?
Martin: As far as seeing it coming, I 
was very worried back in early 2006. 
Looking back at the conditions then, it 
couldn’t really get any better. I remem-
ber looking back then we had a piece 
of industrial land that was appraised at 
$23 a square foot. Just a little over ten 
years ago we bought our first piece of 
land, which was a better located prop-
erty, which was $2.60 a square foot. To 
see land prices increase almost ten-fold 
like that in ten years’ time, that cannot 
be sustained. 
Garcia: That’s absolutely right.  I think 
it was about 2003 when it occurred.  In 
that time frame, you could see that land 
prices had jumped.  It went from some-
thing like $300,000 to a million.  You 
go, well okay, this is not logical. There’s 
no way that’s sustainable. Then the ques-
tion was when was the collapse going to 
occur?  Well I thought it was going to 
happen sooner.  I was amazed that the 
run-up went as long as it did.  But the 
higher it ran up, the worse it was going to 
be. But there was no way you could fore-
see both the depth of the fall or the ex-
tended length of time that we’re dealing 
with, and the fact that it has spread to ev-
ery sector of the economy. I think that’s 
the ramifications. So I didn’t see that, but 
clearly the problems were there.
Ramous: I think I saw the residential. If 
anybody said they saw it [to this extent], 
I think they’re lying because they would 
have sold everything, or they would have 
really paired it down 24 to 36 months 
ago. I personally sold my house about 
two and a half years ago knowing that 

ommercial development in Ne-
vada is among the state’s hard-
est hit industies.  The industry 
has been feeling the sting of 
the current economy and will 

continue to feel it even while other indus-
tries see a turn-around in their business-
es.  Recently, executives representing the 
commercial development industry met at 
the law offices of Holland & Hart in Las 
Vegas to discuss the issues facing com-
mercial development.
 Connie Brennan, publisher of Nevada 
Business Magazine, served as moderator 
for the event.  These monthly meetings 
are designed to bring leaders together to 
discuss issues pertinent to their organi-
zation.  Following is a condensed ver-
sion of the roundtable discussion.

In what ways has the 
economy affected 
commercial 
developers?
Ralph Murphy: A number of regional 
and national firms have closed their de-
velopment offices in this market, as well 
as in the Southwest. I was a victim of 
that, so I started my own company a few 
months ago and I’ve been pursuing a 

number of development and consulting 
opportunities.
John Ramous: We are one of the region-
al companies that actually is surviving.  
Although it has been a struggle, we have 
close to eight million square feet in the 
marketplace that spans the entire Valley. 
I think that there is still a bit of opti-
mism through these tough times; we’re 
actually seeing signs of life or a little bit 
of light at the end of the tunnel. With our 
various tenant bases, we see the whole 
spectrum.
George Garcia: Clearly everything is 
down, there’s no doubt about that.  I 
think we’re seeing an enormous loss of 
intellectual talent and capital exiting 
the Valley. Chances are we’ll never see 
them come back.  We’re going to have 
to go back out and start recruiting again 
at some point. We still have activity, but 
it’s totally different. There are some 
real projects out there, but the banks 
are making it very difficult for anybody 
and everybody, particularly small com-
panies, to find capital and that’s going 
to hurt everybody. In the end, the credit 
crisis seems to be a huge issue with all 
the clients we talk to.
Rod Martin: The radar screen is turned 
off. There is nothing out on the horizon 
for the foreseeable future. I think many 

C
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things couldn’t possibly get even higher. 
Murphy:  We are talking about a mar-
ket here that got way overheated and so 
we could all feel it coming.  We weren’t 
sure what the impact was going to be.  
What wasn’t anticipated was the general 
meltdown of the entire national econo-
my which has doubled the impact here. 
There was going to clearly be an adjust-
ment here, but it is deeper because of the 
larger problem. There are a lot of markets 
around the country that aren’t experienc-
ing anything. There’s clearly a reduction 
in demand, but they’re not hurt because 
they didn’t get overheated in the first 
place. So we’re just the special case.

How big of an issue 
is dealing with the 
municipalities in 
this economy?
Martin:  I think it remains an issue.  
What I saw during the boom times was 
that the municipalities recognized they 
needed to do a lot of things for the long-
term growth of the Valley.  They put that 
onto the backs of the development com-
munity under the concept of growth pay-
ing for growth, which I certainly can’t 
argue with that concept.  But, now that 
those remain on the back of developers, 
it is very challenging today on a lot of 
other facets to put a project together.  
Again, I’m not speaking of new develop-
ment, because there isn’t any new devel-
opment, but even with respect to tenant 
improvements.  It’s kind of the chickens 
are coming home to roost now when you 
look at a lot of the things that have been 
imposed over the years from the build-
ing departments, the cities, the utilities 
companies and so forth that make it that 
much more challenging to put a project 
together today.
Ramous:  Not so much on the utilities 
side, but in general the municipalities, 
because I think we’re walking a deli-
cate line.  I’m already starting to sense 
obvious shortfalls. Each of the munici-

palities is starting to really be evident 
in our day-to-day business that we are 
struggling with. Forget about the new 
developments; now you’ve got to basi-
cally keep what you have operating. I’m 
already starting to get its inspectors call-
ing and saying, “you’ve got to do this.” It 
is going to further depress what limited 
activity there is going on in the market-
place and that’s a big concern right now 
that I have.
Garcia:  Yeah, that is essentially code 
enforcement. What we’re seeing is sub-
stantial rationing of code enforcement 
because people are concerned about 
their jobs. At the same time what they’re 
doing is creating revenue flows by bill-
ing. So it’s revenue enhancement and job 
security, but at the same time it’s adding 
additional stress to those that are trying 
to survive.
Martin:  As frustrating as that is, and 
it truly is frustrating, in many instances 
many of us believe that it’s probably un-
warranted or a little bit over the top, it’s 
still not really making a difference one 
way or another.  They could eliminate 
all fees and we still wouldn’t be develop-
ing anything. When we’re talking about 
new development activity, those types of 
matters certainly are thorns in our side, 
but that’s not what is restricting the con-
tinuing development here in town.
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that are hopefully going to help that, but 
it’s the relationship many times.  If you 
don’t have it or it’s not deep rooted, you 
don’t have control.
Martin:  I think you need to bifurcate 
the difference between new construction 
loans and existing borrowers and exist-
ing loans. On the new construction loan 
front, when there’s no business to be had, 
it really doesn’t matter whether the banks 
are playing ball or not. I don’t think they 
are playing ball, despite the fact that they 
say they’ve got money to loan, because 
the terms under which they’re willing 
to loan really don’t make any sense for 
a developer.  Taking that a step further, 
maybe it’s a good thing because maybe 
a developer shouldn’t be building now.  I 
don’t think, with the lack of tenant de-
mand and business activity that we see, 
we don’t need to put anymore product on 
the market if we’re going to recover from 
this. I think the greater question becomes 
what they’re doing with their existing 
borrowers, and that is the land loans 
that they have out, that’s the construc-
tion loans that they have out. As loans 
are getting classified and they have to set 
aside greater reserves for those loans, it 
makes it very difficult on those bankers 
to continue to work things out with even 
their good borrowers. And unfortunately, 
sometimes you become a victim of who 
you chose to do your business with and 
the health of that individual bank. From 
Las Vegas’ perspective overall, our com-
munity banks got caught up in the busi-
ness of the decade and that was making 
land loans, making construction loans, 
acquisition and development loans, and 
that music stopped so darn quickly, and 
now there’s really nowhere to turn.

What’s the outlook 
for commercial real 
estate in Nevada?
Murphy:  Commercial real estate valua-
tions are going to continue to be hit, so 
it’s going to be a difficult year next year. 
But general business demand is holding.  

Do you see banks 
more willing to work 
with developers?
Ramous:  My feeling is that if you have 
a deeper relationship with the banks, 
that’s what is going to help you through.  
Again, whether it’s developers or whoev-
er, if they have a merchant development 
mentality and they go for whatever bank 

will give them money for that project, 
there’s no relationship, it was just purely 
dollars.  That’s where we’re seeing the 
challenges.  It’s going to be tougher and 
tougher for those guys to hold onto the 
property.  That’s not always the case.  I 
see some very legitimate developers that 
also have been in major trouble.  It’s not 
only projects under construction but even 
performing loans are having an issue.  
There are certain mechanisms in place 
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5475 S. Decatur Blvd.  (between Hacienda and Russell)
87,000 sq-ft. upscale office/showroom & warehouse space
Elevator & common lobby | Decatur frontage | Covered parking | Common loading dock | Hi-tech security
32-ft. clear height warehouse | Full-color digital reader board | Custom build out | 480v/3 phase power

6280, 6380, 6555 & 6625 S. Valley View Blvd.  (between I-215 and Russell) 
554,000 sq-ft. office/showroom & warehouse space 
Divisible to 900 sq-ft. | Common loading docks with FREE use of forklift
208v/3 phase power | Zoned M-1 | 18’ clear height warehouse | Covered parking

702.320.4400
www.hellercompanies.com

Prime Locations. Now Leasing.Prime Locations. Now Leasing.
Excellent access to I-15, I -215, McCarran Airport and “The Strip” 
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And for most of the country, they’re not 
anticipating a further erosion of local 
economies. One of the concerns I left with 
was, fast forward a year or 18 months, the 
national economy will be back, we’ll be 
past the recession and into recovery, and 
we’ll be out here in the west going wait 
a second, what about us? Because we’re 
still going to be struggling.
Ramous:  And we talked about that.  It’s 
like comparisons with different mar-
kets. I mean, Vegas, hopefully will see 
prosperity as people gain consumer con-
fidence, they start to spend money and 
they want to come to Vegas. Some of 
the other markets may not see necessar-
ily that prosperity as quickly. We suffer 
from the non-diversification, but we do 
benefit from the consumer confidence.
Murphy:  I think we can predict that the 
local tourism numbers will begin to go 
up again because there is a general sense 
of confidence nationally.  So that will be 
the first indication that things are start-
ing to improve.

Do you expect to 
see any significant 
activity in the near 
future?
Martin:  You are going to start seeing 
some new homes cropping up, but not 
many. I think that you’re seeing the na-
tional homebuilders and the local home-
builders starting to wade into the market 
and buy the finished lots. There is going 
to be some homebuilding, but not only 
is it not going to be to the degree that 
it was for the last decade and a half, it’s 
going to be very, very nominal. So it is 
not really, in my mind, going to move the 
needle much, if at all.
Murphy:  Enough to keep their core team 
together.
Garcia:  They are just sustaining them-
selves. But they are definitely getting 
back into acquiring finished lots. But if 
you look at the amount of finished lots, 
then you look at what were mapped, 
you’re not even going to start pouring 

into the pipeline because there’s enough 
sitting in that pipeline today to draw it 
down.  It is going to take a long time to 
draw it down. And basically, I don’t think 
we’ll start any work up on the engineer’s 
side. Because when those maps expire, 
they’ve got four years instead of two.  
But a lot of those are two years into it 
now or beyond, and they’re on their way 
to four and they will never make it. They 
will have to be redone or just let die.

Murphy:  You will see more conventions, 
more tourists and the gaming numbers 
will start to improve. Employment num-
bers will start to improve and there will 
be some increase on the residential side, 
but don’t expect any significant activity 
in terms of new development of industri-
al, commercial, certainly not mixed-use 
projects for years.
Martin:  I don’t think there’s going to be 
a whole lot of change from where we are 
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An exci t ing new neighborhood is  tak ing shape here. With a 
luxur y bout ique hote l  and res taurant  by the acclaimed chef 
Char l ie Palmer — and The Smith Center  for  the Per forming 
Ar t s  — Symphony Park wil l  t ransform downtown Las Vegas 
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©2009   Actual development may vary from developer’s vision.  
No guarantee can be made that development will proceed as described.

C H A R L I E  PA L M E R 
H A S  A  N E W  R E C I P E  F O R
L A S  V E G A S  H O S P I TA L I T Y

http://www.symphonypark.com


26                                        December 2009 www.NevadaBusiness.com

here today. Other than I think fast forward 
a year there’ll be a little bit more opti-
mism.  And I think whereas today I just 
said there’s nothing in the pipeline and the 
radar screen is turned off, at least a year 
from today I think the radar screen will be 
back on looking for opportunities and try-
ing to gauge when is the right time to get 
out in front of the next wave. And again, 
not that we’re going to be there, but I think 
we’re going to be talking about that again.  
But as far as between here and next year, I 
don’t see much change at all.
Ramous:  I don’t want to call it a wave, but 
there is going to be definitely a reset on 
the commercial side. We’re going to see a 
number of very legitimate projects come 
back. I’m seeing very good, well-located 
retail projects that are going to trade at $50 
and $60 a square foot, that are going to be 
repositioned.  That’s going to take time. I 
see legitimate industrial projects that are 
coming very close to coming back.  Those 
are going to have to be repositioned. 

Murphy:  But what will happen is, once 
there’s a signal that the tourism side of 
our economy is going to come back, then 
there’ll be reasons for people to think 
about moving their business to Las Ve-
gas again. And for the first time in a long 
time we can say we are the low-cost al-
ternative again.  We’ve got to make that 
move.  And a lot of us are working pretty 
hard right now to try and convince the 
economic development groups at the city 
and the state level to really get a focused 
message that we’re back, and this is the 
place to do business.
Martin:  I see convention traffic increasing 
next year, and I’m hearing that from ten-
ants of ours that are in that business almost 
universally that 2009 was a very challeng-
ing year.  2010 is looking good. And that’s 
beyond just looking better than it is from 
2009. That is a tremendous positive for the 
direction that the city is going here.
Murphy:  I think there’s a signal that the 
backbone of our local economy is going 

to start to feel an improvement in Janu-
ary. So, keep an eye on what happens in 
the first half of 2010. My suspicion is it 
will be better than people think.
Martin:  I think we’ve got to watch what 
happens at City Center. That’s really go-
ing to be the bell weather. My fear is if 
City Center doesn’t perform or some-
thing terrible happens there it’s going to 
get a lot worse for us. That is why I’m 
certainly pulling for its success. I think 
it’s going to be a pleasant surprise just 
because of the project’s timing.
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According to the U.S. Bureau of Labor 
Statistics, Nevada lost 7,143 jobs in 
October alone and 54,785 jobs since 
the stimulus legislation was signed 
into law.
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Vital Signs | Back Pain

hether a person works in an office, hospital 
or on a construction site, back pain can have a 
major impact on their career. Knowing the true 
source of back pain will ensure support through 

all of life’s heavy lifting.
 There are four main causes of back pain at work: staying still 
too long, repetitive movements, heavy lifting and fatigue.

1. Prolonged sitting or standing is one of the back’s worst enemies. 
A person’s body doesn’t like to stand or sit in one position more 
than about 20 minutes, yet most office workers sit at their desks 
for hours at a time. The solution is simple. Whether sitting in an 
office chair or standing in a line, change positions frequently. Just 
move. Stand or sit, stretch, take a short walk. A person’s joints, as 
well as their back, will respond positively to the change.

2. Repetitive movements can bind the joints. Like jobs that require 
sitting for a long time in an office chair, jobs that require frequent 
repetitive motion can also cause discomfort. Any job that requires 
heavy lifting, overhead lifting or repetitive twisting may lead to a 
future back injury.  Change position as often as possible. 

3. Heavy lifting is one of the top causes of back injuries on the 
job. Remember to use the correct tools at all times to minimize 
stress on the body.

4. Fatigue can be caused by sitting or standing in the same po-
sition for too long, but it can also be caused by outside sources 
and exacerbated at work. If a person begins to feel overworked or 
fatigued, getting some rest and avoiding lifting heavy objects will 
help. When fatigued, the stress on a back is increased and could 
cause an injury.

There are simple remedies to easing or avoiding back pain at work.

Posture
 Mother was right. To look best and put the least amount of stress 
on a back, stand or sit straight up. Many people stand in a swayback 
position and sit with a slouch, which exaggerates a back’s natural 
curves and can lead to fatigue and injury. Good posture relaxes 
muscles and requires minimal effort to balance the body. 

Stress
 The feeling of being stressed out or anxious at work causes 
muscles to tense, leading to possible injury. And the more stress a 
person feels, the lower their tolerance for pain. Try to minimize the 
sources of stress both on the job and at home. When the body be-
gins to feel stressed, try a few deep-breathing exercises, take a walk 
around the block or talk about frustrations with a trusted friend. 

Exercise
 Yoga or pilates classes can be a great remedy for back pain.  The 
classes will strengthen core muscles that support the back as well 
as teach breathing exercises and appropriate stretching. Of course, 
consult a doctor to find out whether certain forms of exercise will 
cause additional stress on the back.

 A person’s back is one of the most important parts of their body. 
When it is healthy and strong, so are they. Make the commitment to 
give it the support it deserves!

Making Small Changes Can
Have a Lifetime of Payoff

Back Pain at Work

W

Aury Nagy, MD, is a Las Vegas-based neurosurgeon with offices in 
Southern Nevada, Kingman and Bullhead City, Arizona.
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ny business that has creditor relationships with 
customers will be faced with the burden to imple-
ment an identity theft prevention program or face 
a $3,500 fine from the Federal Trade Commission 
(FTC).  According to the FTC’s Red Flags Rule, 

which was originally to go into effect Nov. 1, but has been post-
poned until June 1, 2010, businesses must have a written iden-
tity theft protection program in place designed to identify and 
detect the warning signs of identity theft.
 So, how does a company determine if it is subject to the 
Red Flags Rule? Businesses and organizations that meet the 
rules’ definition of “creditors” or “financial institutions” and 
that maintain “covered accounts” are required to have a writ-
ten identity theft prevention program in place.  These terms are 
broad and we expect to see many businesses caught off guard. 
 The term “creditor” is very broadly defined and includes 
those entities which defer payment for goods or services or 
provide goods or services and bill the customer later. These 
broad definitions could include non-profits, homebuilders, tele-
communications companies, government agencies, utilities and 
health care providers. Creditor further includes those organi-
zations that regularly grant loans, make credit decisions and 
arrange for loans or the extension of credit, such as automo-
tive dealers, mortgage brokers, mortgage bankers, real estate 
agents, finance companies and retailers that offer financing or 
help consumers obtain financing from another organization.  
 “Financial institutions” include banks, savings and loans as-
sociations, mutual savings banks, credit unions or institutions 
that maintain deposits or accounts from which the account 

FTC’s Identity Theft Policy “Red Flag Rules”
Will Catch Businesses Off Guard

A

Power of Attorney | Identity Theft

holder is permitted to make withdrawals by negotiable or trans-
ferable instrument. 
 However, “creditors” and “financial institutions” are subject 
to the rules only if they maintain “covered accounts.”  There 
are two categories of “covered accounts.”  The first category 
includes a consumer account offered primarily for personal 
or household purposes that is designed to allow multiple pay-
ments and transactions. The second is “any other account that 
a financial institution or creditor offers or maintains for which 
there is a reasonably foreseeable risk to consumers or to the 
safety and soundness of the financial institution or creditor 
from identity theft.” In order for an organization to determine 
whether or not it fits into one of these categories, it must look 
at what types of accounts it offers, how they are opened and 
how they are accessed. 
 If a company or organization does not maintain “covered 
accounts,” then it does not need to implement an identity theft 
protection program.  However, those entities that fit within the 
definition of “creditors” or “financial institutions” and main-
tain “covered accounts” must create and implement a written 
identity theft program if they have not already done so. 
 Any organization that suspects they may be subject to these 
Red Flag Rules should have an attorney determine if they ap-
ply to that organization, help draft written identity theft pre-
vention programs and help administer the identity theft pre-
vention programs.

Don Martin and Janna Day practice law and are directors at 
Fennemore Craig.
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 For children, even short periods of food 
insecurity can cause long-term health ef-
fects. For employers, workers who experi-
ence hunger as children are not as well pre-
pared physically, mentally, emotionally or 
socially to perform effectively in the work-
force. They tend to earn less so they spend 
less and pay less in taxes. 
 Early food insecurity is also linked to 
a wide range of chronic health and educa-
tional problems. For example, food insecure 
children are more likely to need special edu-
cational services which cost almost twice as 
much as regular educational services. 
 Finally, hungry children have greater 
odds of being hospitalized, leading to higher 
health care costs and greater absenteeism for 
working parents, all of which are costly for 
employers. 
 From an economic standpoint, as well as 
a moral one, it behooves us as a community 
to ensure our neighbors have adequate ac-
cess to food. 

Serving Hope
 The good news is that hunger is a solv-
able problem. In 2008 Three Square deliv-
ered 10.7 million pounds of food – more 
than 8.3 million meals – in its first year of 
operation. They are on track to distribute 
more than 16 million pounds of food in 
2009. Agency partners serve 70,000 people 
each and every month. And yet, it is not 
enough.
 Three Square currently works with more 
than 270 not-for-profit and faith-based 

unger is an often unseen, yet sig-
nificant and pressing problem in 
America today. In Nevada alone, 
one in ten households struggle with 

hunger. Hunger doesn’t just affect the indi-
vidual, it negatively impacts the entire com-
munity. Everyone loses out when our neigh-
bors cannot live and contribute to their full 
potential because their struggle to meet their 
most basic needs is so pressing. 
 To address this issue in Southern Nevada, 
a small group of community and business 
leaders came together in 2006 and formed 
the Three Square Food Bank. Three Square 
is a central location where donated and res-
cued food is collected and distributed, pro-
viding fresh and non-perishable products 
and ready-to-eat meals to not-for-profit and 
faith-based organizations. 

Hunger in Nevada
 Hunger is not synonymous with the home-
less. In fact, one of the fastest growing groups 
of people relying on food banks and emergen-
cy feeding programs is the working poor. 
 Every day at Three Square there is a  
growing need through the increased demand 
for food assistance. As of July 2009, food 
pantries who partner with Three Square had 
already distributed as much food in seven 
months as they did in 2008.
 Researchers have estimated that hunger 
costs Nevada half a billion dollars in direct 
and indirect costs. In particular, childhood 
hunger puts Nevada, and our entire nation, at 
a competitive disadvantage. 

Feeding Southern Nevada
agency partners and 160 grocery and re-
tail partners. Hundreds of volunteers pack 
4,400 bags of weekend food each week 
which are then delivered to more than160 
Clark County School District schools for 
the “BackPacks for Kids” Program. They 
have developed strategic and research part-
nerships with educational entities such as 
the University of Nevada, Las Vegas and 
organized opportunities for collaborative 
discussions with local, state and govern-
ment leaders through events such as our re-
cent Southern Nevada Hunger Symposium.  
 Three Square is bringing the best that 
they as Nevadans have: the best minds, the 
best tools, the best partners and the best 
resources. Together, we will win the battle 
against hunger.

H

sponsored by

Three Square

Three Square Food Bank
4190 N. Pecos Rd.
Las Vegas, NV 89115

702.644.FOOD (3663)
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 Unfortunately, password technology 
used by older machines can be circum-
vented fairly easily, even if employees 
aren’t using their mother’s maiden 
name as their password. If a business 
has multiple locations and employees 
working remotely, it would be worth 
the time to evaluate drive-encryption 
technologies like BitLocker or Bit-
Locker To Go, which can be found in 
the premium or enterprise versions of 
some operating systems. Other securi-
ty innovations that require a password 
for application-level access beyond an 
initial login, such as AppLocker, will 
lock-in access to sensitive information 
even if it is stored on a laptop.
 Researching contemporary security 
practices is a good first step on the path 
toward a secure company-wide infra-

structure, but it is important to educate 
employees and keep them up-to-speed 
on what can be done to protect business 
data. Some important protective mea-
sures employees can utilize are:

• Using a firewall
• Using an anti-malware product from a trusted source,
 and keeping it updated
• Being cognizant of links that aren’t sent from a trusted source.  
 To be safe, the URL should be retyped in the web browser
• Avoiding unfamiliar sites

 As IT invaders become more sophisticated, new threats will 
likely emerge that will force businesses to make adjustments in 
how information is governed. The good news is that, if there are 
already security policies and technologies in place, a business will 
be better equipped to handle the inevitable disruptions. Addressing 
security may not immediately affect your bottom line, but it will 
bring peace of mind, and that can be just as valuable.

 In an unpredictable economy, when 
a company’s revenue chart can closely 
resemble that of a roller coaster, most 
businesses are focused on efficient prac-
tices and establishing strong customer 
relationships. Other tasks, like protecting 
proprietary business data, are often ne-
glected, but should remain top priorities.
 Threats to data are usually placed in 
one of two categories: internal or exter-
nal. Data breaches or the theft of lap-
tops are more commonly known than a 
company losing its information because 
of a system failure. But it is actually the 
latter that can be more troublesome for 
a business.
 Thankfully, for small and medium-
sized businesses (SMB’s), which often 
lack the IT resources of larger compa-
nies, new versions of server and desk-
top operating systems on the market today 
contain substantial improvements for administrators, making secu-
rity oversight easier than ever before.
 According to a number of government agencies, cybercriminals 
are increasingly targeting SMB’s that are lax about their computer 
security.  To combat this trend, newer operating systems often come 
pre-loaded with software that helps keep businesses secure with en-
hanced protection from online threats, spyware and other malicious 
software.  Most of these programs run automatically, which is good 
news for those who have difficulty remembering to regularly update 
their computer security.
 For a small company, the loss of a single laptop will have more of a 
negative impact on business than it would on a Fortune 500 company, 
especially if that laptop’s data wasn’t backed-up. Some of the newest 
operating systems, such as Windows 7, are geared toward businesses 
and contain features that allow for automatic data back-up, ensuring 
important information is stored on the company’s internal network 
and on employee PCs.   
 And with the sale of laptops now outpacing desktops, encryption 
technology is more important than ever before. As workers become 
increasingly more dependent on mobile devices, the ability to en-
crypt any and all forms of mobile technology will become critical to 
maintaining a secure environment.    

Michael Clark is with Microsoft’s Small and Mid-market 
Solutions and Partners group.

Safeguarding Your Work in a Not-So-Safe Environment

Focusing on the fundamentals can help keep your
business data where it belongs – with your business

Protect Your Work
Ensuring a 
secure computer 
environment is more 
important than ever.

Tech.knowledge.me | Michael Clark
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Cary Richardson
Vice President

Business Operations,
Miles Construction

Carson City, NV

Number of Employees: 35
Years in Nevada: 10
Years with Company: 7

What inspired you to get into construction?
My earliest memories are of standing on 
a wooden crate to reach my grandfather’s 
workbench.  It was not a conscious decision to 
get into construction, it is simply who I am.

How would you rate Carson City’s business 
community?
I feel fortunate to be part of the Carson City 
business community.  The majority of us share 
similar philosophies, ethics and business 
practices.  You don’t just work with these 
people, they are a part of your life.  

Aside from your family, what is your greatest 
passion?
I strive to obtain balance in my life.  We live in 
such a beautiful location and I am blessed with 
a loving family and a challenging job.  It is too 
easy to become overly focused on one aspect 
of your life, then the others suffer and often you 
don’t recognize it until it is too late.

If you could meet anyone from history and 
ask them one question, who would it be and 
what question would you ask them?
This is a difficult question, a smart man learns 
from his mistakes, a wise man learns from 
other peoples mistakes.  I would like to ask 
Benjamin Franklin what his biggest mistake was 
and what did he learn from it.

If you could bring a character to life from 
your favorite book, who would it be and why?
Tom Sawyer.  It is important that we appreciate 
the little things in life, live life to its fullest and 
question authority.

What advice would you give to other 
executives moving into this market?
There is opportunity out there, focus on what 
you do best and don’t get too caught up in the 
National/International issues.

What do you anticipate for the future of your 
industry?
I see a difficult road ahead, some companies 
will not make it through the winter.  We will 
begin to feel the benefits of the market 
correcting itself with pent up demand and 
decreased competition.  It will not be a 
booming recovery but a process.

Face To Face | Northern Nevada
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Around The State

Truckee Meadow Regional Planning 
Agency Forms New Committee
The Truckee Meadows Regional Planning Agency has formed 
Washoe Counts 2010 Complete Count Committee.  The committee 
is designed to develop a locally-based outreach and awareness 
campaign for the 2010 Census.  State officials have estimated that 
every Nevadan missed by the Census Bureau in 2010 will equate 
to a loss of $917 per person/per year in federal funding.

Small Business Owners 
Concerned Over Potential
Tax Increase
According to a study conducted by the Small Business 
Research Board in conjunction with IPA, approximately 62% 
of small business owners and managers believe Congress has 
not adequately stimulated the economy.  Additionally, 80% of 
those surveyed stated they were worried Congress will raise 
taxes on small business to help pay for the budget deficit.

Ormat Nevada, Inc. Purchases 
Interests in OPC, LLC
Ormat Technologies, Inc., a subsidiary of Ormat Nevada, Inc., 
has purchased all of the class-B membership interests in OPC, 
LLC, an affiliate of Lehman Brothers, Inc. for $18.45 million.  
A substantial portion of the sale was accounted for as financing 
which will result in a pre-tax gain of approximately $13 
million in the fourth quarter of this year for the company.

Wells Fargo and 
Wachovia to 
Combine
Wells Fargo & Company plans to 
combine with Wachovia.  In March 
of next year, Wachovia’s financial 
centers in Nevada will become 
Wells Fargo banking stores, pending 
regulatory approval. 

http://www.ebizautos.com/careers.cfm
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Haven, a local shelter for abused and neglect-
ed kids, Neighbors identified a great need for 
providing new, clean pajamas to the children 
who come to stay at the shelter. Most of the 
children have never owned a new pair of PJs.
 After she confirmed the needs of the shel-
ter and realized how great the demand really 
was, she quickly created a proposal for her 
leadership class, which was enthusiastically 
adopted as the annual project. With the tal-
ent mobilized, and a partnership with a lo-
cal radio station, DJs for PJs® was officially 
launched in 2003.
 In its first year, the DJs, the Leadership Las 
Vegas Class of 2003 and a host of celebrities 
and committed volunteers collected 3,000 
pairs of pajamas. Since its inception, DJs for 
PJs® has collected and donated 51,518 new 
pajamas to charitable non-profit organiza-
tions. While Child Haven was the sole re-
cipient of the first year’s collected pajamas, 
subsequent years (with greater donations) al-
lowed DJs for PJs® not only to fill Child Ha-
ven’s needs for pajamas, but also the needs of 
eight other local charitable organizations.
 The success of DJs for PJs® depends upon 
continued support from the community to 
thrive. There are many ways to help, and be-
cause DJs for PJs® is a non-profit organiza-
tion, donations reach the children who need 
it most. DJs for PJs® accepts new, unused 
pajamas and cash or check donations in any 
amount. How can you help?
• Visit www.djsforpjs.org to learn more, in-
cluding how to donate new pajamas or a cash 
contribution any time.

Js for PJs® is a non-profit organiza-
tion that collects and provides new 
pairs of pajamas to benefit children 
in need. Originally founded in Las 

Vegas in 2003, the organization has filled a 
tremendous need in Southern Nevada, and 
has grown to fill charitable needs for children 
throughout the region. 
 The DJs for PJs® annual event day is held 
each spring, and includes multiple collection 
sites across the Valley. This event’s success re-
lies heavily on the support of numerous media 
partners and corporate sponsors. Event day 
brings out local DJs, dressed in their pajamas, 
who broadcast all day long from the designat-
ed drop-off locations. In addition, celebrities 
and elected officials stop by to lend their sup-
port, and, from early in the morning until after 
dusk, concerned citizens, civic and business 
group representatives, firemen and policemen, 
school kids and parents, all drop by to donate 
new pajamas to this worthy effort.
 While the pajamas collected on event day 
are distributed to charities immediately fol-
lowing the event, the cash donations are held 
in trust and are used incrementally through-
out the year to fill additional charity requests 
for pajamas, allowing DJs for PJs® to help 
year-round. In addition to event day, DJs for 
PJs® accepts donations of new pajamas and 
cash throughout the year.
 Darcy Neighbors, founder and CEO of 
CIM Marketing Partners, conceived the DJs 
for PJs® idea while serving as an active mem-
ber of the Leadership Las Vegas Class of 
2003. During a leadership class visit to Child 

Providing New PJs for Children in Need
• Donate new pajamas on event day. Just 
take them to one of the collection sites on 
event day. April 9, 2010, is the next DJs for 
PJs® annual event day.
• Organize a pajama and donations col-
lection at your place of business, church or 
neighborhood gathering spot. DJs for PJs® 
will supply you with a collection box for on-
site donations and promotional materials, in-
cluding flyers and posters.
• Volunteer to help with the event. Fill out 
the contact form on the website and some-
one will contact you to discuss volunteer 
opportunities.
 Event sponsorships are always encour-
aged. Varying promotional levels are avail-
able from year to year. Local businesses as 
well as national corporations can benefit 
from the exposure this event can provide.
 Cash donations are also accepted, with all 
checks made payable to DJs for PJs®. Checks 
should be mailed to:

D
DJs for PJs®

DJs for PJs®, c/o CIM Marketing Partners
8367 W. Flamingo Rd., Suite 101
Las Vegas, NV 89147-4150

702.944.2464

sponsored by
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YES!
 When times are tough it helps to know you’ve got someone 
looking out for you – someone like Sen. Harry Reid. Reid has 
been a champion for Nevada throughout his career, and has passed 
important legislation to create and protect jobs, spur clean energy 
development and cut taxes for our state’s families and businesses.
  Sen. Reid led passage of the American Recovery and Reinvest-
ment Act (ARRA), pro-business legislation that has created or 
saved tens of thousands of jobs already and is bringing home more 
than $1.5 billion for Nevada. This legislation has kept teachers in 
classrooms, construction workers on the job and dealers on the 
casino floor. In fact, Harrah’s executives said the debt cancellation 
provision Sen. Reid personally inserted into the legislation pro-
tected 31,000 Nevada jobs. But it wasn’t as simple as just putting 
it in the bill.  He had to fight to keep it there when members of the 
House and even the Administration wanted to take it out.  That’s 
something only the Majority Leader of the Senate can do.
 ARRA also brought hundreds of millions of dollars in invest-
ment in renewable energy and energy efficiency projects, includ-
ing $144 million for geothermal projects and $138 million to 
implement smart electrical grid technologies.  That means jobs all 
across the state are headed our way.
  Sen. Reid knows that Nevada families and business – and small 
firms in particular – have been hard hit by this economic reces-
sion. That’s why he made sure small businesses would be able to 
use their losses during 2008-09 to recoup taxes paid in the last five 
years, a measure that will help spur the growth that will help pull 
Nevada and this nation out of the current economic slump.
  Harry Reid led passage of the 21st Century G.I. Bill of Rights, 
providing veterans with the educational opportunities they de-
serve, and has been a advocate for Nevada’s military bases. He 
also championed the passage and extension of the Homebuyer Tax 
Credit, which is spurring home sales in Nevada’s struggling real 
estate market.
  And his work to pass comprehensive health insurance reform 
will save small businesses money.  If we maintain the status quo, 
small firms could see premiums rise 15% in the coming year – 
double the rate of last year’s increase.
 Sen. Reid’s efforts on behalf of Nevada businesses and families 
aren’t new – he has long been an advocate for the policies that 
secure a better future for our great state. And that brings us to the 
number one reason to support Sen. Reid’s reelection in 2010: he 
delivers for Nevada like no one else could.

 In 1983, Nevadans sent Harry Reid, who they thought was 
a true moderate Democrat from Searchlight, Nevada to Wash-
ington, D.C. but over the course of the last 27 years – especial-
ly the last three years during his tenure as the Senate Majority 
Leader – he has put the needs of the Democratic Party ahead 
of what’s best for Nevada.  Nowhere is that more evident than 
his track record on creating jobs for Nevadans. 
 Earlier this year, in an effort to address the economic un-
ease in our country, Congress took up an economic stimulus 
bill.  When the process began, President Obama was hoping 
for a bipartisan bill that could gain around 80 votes in the 
Senate.  Once Senator Reid decided that “economic stimulus” 
meant doling taxpayer money out for congressional pet proj-
ects, it was quickly realized that the president would never get 
the broad bipartisan support that he wanted for his economic 
recovery package.  
 Now, 10 months since this legislation was signed into law, 
Senator Reid finally realized that the so-called economic 
stimulus never “created or saved” the 34,000 jobs in Nevada 
that he promised.  So in a desperate attempt to save face, Sen-
ator Reid took full credit for a debt cancellation amendment 
into the stimulus that he claimed saved over 31,000 jobs for 
Harrah’s.  
 But according to a recent article in the Las Vegas Review 
Journal, it was revealed that Senator Reid was not straight-
forward with Nevadans, as the legislation was actually cham-
pioned by Senator Ensign and Reid grossly exaggerated the 
number of jobs saved from this amendment.  University of 
Nevada, Las Vegas political science professor David Damore 
went so far to say that if Senator Reid continues to make incor-
rect assertions, then more problems will lay ahead for him.
 The truth is since Harry Reid became the Senate Major-
ity Leader, Nevada’s unemployment rate has gone from 4.4 
to 13.3 percent.  Furthermore when it comes to our economic 
issues in Nevada, Senator Reid has consistently tried to take 
credit for saving jobs while avoiding any responsibility for the 
state’s rising unemployment rate.
 Our economic situation is quite grim.  Next November, our 
state will have an opportunity to choose between a fresh new 
leader who is committed to getting our state back on track or 
they can opt for more failed economic policies from Harry 
Reid.

Should Senator Harry Reid be Re-Elected?

Crossfire | State Sen. Steven Horsford vs. Nancy Ernaut

NO!

State Sen. Steven Horsford is Majority Leader Nancy Ernaut is Nevada Republican Party Chairwoman



ing and regulating charter schools is expen-
sive — but we know that claim is false.
 Not only does state law provide that ad-
ditional funds go to the government bodies 
that charter and oversee charter schools, 
but the experience of Arizona emphatically 
disproves the Nevada bureaucracy’s talking 
points. With a staff of just seven, Arizona 
oversees more than 450 charter schools edu-
cating over 93,000 students — about 9 per-
cent of that state’s student population. 
 Delaying the expansion of Nevada’s char-
ter-school program is not only expensive, but 
harmful for students as well. The explosion 
of charter schools in Arizona — the second-
fastest-growing state in the nation — helped 
keep capital-outlay and debt expenditures 
down. That’s because charter schools, un-
like traditional public schools, must pay for 
everything using the per-pupil funds they re-
ceive. To earn funds, charter schools have to 
attract and retain students. Traditional pub-
lic schools, to pay back massive bonds, only 
have to tax people.
 According to figures from the National 
Center for Education Statistics, in FY 2006 
Nevada’s capital outlays per pupil were 62 
percent higher than Arizona’s. Debt-per-pupil 
for Nevada was also 77 percent higher than 
the national average and 190 percent larger 
than for Arizona. If Nevada were as efficient 
as Arizona, we’d save $320 million a year on 
capital expenses for public education.
 But charter schools aren’t merely bet-
ter fiscal stewards than traditional public 
schools — they’re also better educators. 

ublic education is expensive — 
about 150 percent more expensive 
than it was 50 years ago. Pub-
lic education is also ineffective, 
especially for low-income and 

minority students. An ineffective but expen-
sive public education not only means that 
resources are being wasted, but that young 
minds are being wasted as well. 
 In Nevada, and across the nation, large 
achievement gaps exist between the rich and 
the poor and between white and minority 
students. A 2009 report by McKinsey and 
Company estimates that eliminating these 
achievement gaps would increase the U.S. 
GDP by $1.3 trillion to $2.3 trillion. 
 Though the public education establish-
ment is steadfastly stubborn in its refusal 
to make fundamental changes — such as 
adopting vouchers and tax credits, which, re-
search shows, provide tremendous benefits to 
minority and low-income students — there 
is another option that is gaining wide biparti-
san support: charter schools.
 Charter schools are privately run public 
schools. They control their own budgets and 
curricula and can hire and fire their employ-
ees. Many states allow charter schools the 
freedom to negotiate their own teacher con-
tracts — freeing them from restrictive union 
contracts. Today, over 4,500 charter schools 
in 41 states educate 1.4 million students.
 Charter schools are growing almost ev-
erywhere — except Nevada. About 1 percent 
of Nevada’s students attend just 29 charter 
schools. Nevada’s charter-school program 
has stalled due to hostility from the state and 
local bureaucrats. They claim that sponsor-

Charter schools are more likely to actually 
educate low-income and minority students. 
When apples-to-apples comparisons with 
traditional public schools are made, charter 
students win — hands down.
 Caroline Hoxby, of Stanford University 
and the National Bureau of Economic Re-
search, found that students randomly select-
ed to attend charter schools in Chicago and 
New York City outperformed students who 
desired to attend but were not selected. The 
longer low-income students in New York 
City attended charter schools, the more their 
achievement gap vis-à-vis wealthy students 
declined. Low-income students attending 
charter schools from kindergarten through 
12th grade eliminated 86 percent of their 
math achievement gap and 66 percent of 
their English gap.
 Research by Marcus Winters at the Man-
hattan Institute found that competition from 
charter schools made traditional public 
schools perform better. According to Dr. Win-
ters, “For every 1 percent of a public school’s 
students who leave for a charter, reading pro-
ficiency among those who remain increases 
by about 0.02 standard deviations.” While 
modest, Dr. Winters considers this a signifi-
cant result, given the allegation that charter 
schools negatively impact public schools. 
 Charter schools use resources more ef-
ficiently, save tax dollars, increase student 
achievement and improve the quality of tra-
ditional public schools — so what is holding 
the Silver State back? 
 Nevada needs more charter schools now.

Patrick R. Gibbons is an education policy analyst at the Nevada Policy Research Institute.

Nevada Behind the Curve
on Charter Schools

P

Free Market Watch | Commentary
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Silver State Continues to Miss Real
Educational Opportunities
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hey can design skyscrapers to 
withstand earthquakes, devise 
highways through mountains 
and make water flow uphill.

 Yet for all the modern-day magic en-
gineers can conjure, nothing they dream 
up could insulate them from the economic 
storm stubbornly hovering over Nevada 
and its development community.
 “What we have done is got lean and 
mean,” says Michael Holloway of Pogge-
meyer Engineers.  “We’ve cut our ex-
penses.  We have to make money in ev-
ery aspect of our work now.  Our rose 
colored glasses are less tinted than they 
used to be.”
 As reality sets in, many engineers are 
weathering the recession and even starting 

to look forward through green and sustain-
able design. Once a niche within the engi-
neering field, sustainability continues to 
move into the mainstream through growing 

Making Green 
by Going 
“Green”

T

Brent Wright
CEO and Chief Engineer,
Wright Engineers

Building Nevada

ENGINEERS
By Adam Candee
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public and political awareness of the effort, 
falling materials and labor costs in construc-
tion, and heightened desire for cost savings 
through improved energy efficiency.
 “The economic downturn has put more 
emphasis on green,” said Ken Welden, Di-
rector of Engineering for Martin & Mar-
tin Civil Engineers. “People are looking at 
improving what they have, trying to make 
them more efficient.”
 They have to in a Nevada economy that 
refuses to come out of hibernation. The 
Southern Nevada Index of Leading Eco-
nomic Indicators fell again in October, 
even while the U.S. Leading Economic 
Index began to trend upward.
 In surveying Nevada engineers from 
a variety of disciplines, most said busi-
ness is down sharply in the past year. This 
shows up largely in the dearth of private 
work, from small office buildings to enor-
mous Strip projects, which fed the market 
during the state’s salad days.
 “Significant is an understatement,” said 
Brent Wright, CEO and Chief Engineer of 

Wright Engineers. “I would guess work is 
down for most engineers and any design 
professionals more than 50 percent. That’s 
just a reflection of what’s going on.”
 That’s coming from an experienced engi-
neer positioned to take on a variety of work. 
Wright and Daniel Bartlett founded their 
firm in Las Vegas in 1998 and the company 
provides engineering services across a range 
of disciplines, including sustainable design.
 “There’s very, very fierce competition be-
cause there’s more demand than supply (of 
work,)” Wright said.
 Welden concurred, noting that some 
public projects which used to draw just a 
handful of bids from a Request for Proposal 
(RFP) look like chum in the water in this 
climate.
 “Now you’re getting 40 or 50 companies 
going after them,” Welden said. “The com-
petition is just crazy.”
 That number looks even more daunt-
ing when you consider just 24 commercial 
building permits were pulled in August 
2009 in Southern Nevada. What’s left for 

engineers comes mainly from public proj-
ects that still have funding from tax dol-
lars, as well as retrofits and rehabilitations 
of existing buildings for either aesthetic or 
sustainable purposes.  It’s a situation that 
implores creativity from a group of profes-
sionals known for just such thinking.
 Engineers cited any number of ways 
they are surviving, from back-to-business 
basics like leaning on client relationships 
developed in better times, bidding on proj-
ects they wouldn’t have considered before 
and adjusting to the developing market 
shift to sustainable design and Leadership 
in Energy and Environmental, or LEED, 
certification.
 “The business model hasn’t switched, just 
the client type and the type of projects,” said 
Mike McGettigan, Managing Engineer for 
Langan Engineering. “You just don’t have 
big mega-casino projects coming down the 
pipe every single day.”
 Holloway notes that they have shifted to 
more government projects.  “We have seen a 
little bit of a bright spot,” he says.  “Recently, 

Building Nevada | Engineers

Get Connected:  
Join NAIOP Today!
As the leading organization for developers, owners and related 
professionals in office, industrial and mixed-use real estate, NAIOP 
Southern Nevada offers various opportunities for its more than 
700 members to learn, connect and engage in issues impacting 
the industry. Traditionally known as the organization for office and 
industrial development, the new NAIOP extends beyond these product 
types to include all aspects of commercial real estate. 

NAIOP Southern Nevada provides unparalleled industry networking 
and education opportunities, advocates for effective legislation 
on behalf of our members, and advances responsible, sustainable 
development that creates jobs and benefits the community. Our newly 
updated brand identity represents continued future growth, strength 
and opportunity for the organization. 

We invite you to join us at our next mixer, seminar, breakfast program 
or event to discover how NAIOP can work for you. For a complete 
schedule of events, visit www.naiopnv.org/upcoming_events

Come experience NAIOP…(702) 798-7194 | www.naiopnv.org



green market was 2 percent of non-residen-
tial construction starts in 2005, 10-12 per-
cent in 2008 and will grow to 20-25 percent 
by 2013, according to the United States 
Green Building Council (USGBC), the fed-
eral entity that oversees the LEED certifica-
tion process, as well as the credentialing of 
engineering and other professionals certi-
fied in LEED principles.
 By the USGBC’s definition, LEED cer-
tification means “a building or commu-
nity was designed and built using strategies 
aimed at improving performance across all 
the metrics that matter most: energy savings, 
water efficiency, carbon-dioxide emissions 
reduction, improved indoor environmental 
quality, and stewardship of resources and 
sensitivity to their impacts.”
 LEED certification comes in four levels: 
Certified, Silver, Gold and Platinum. The 
level attained is based on a scoring system 
that awards points for a wide-ranging set 
of criteria, taking local environmental situ-
ations into consideration. Earning LEED 

we’ve seen a fair amount of department of 
defense projects coming out.  There’s just 
not a whole bunch of money out there.  Most 
of the private projects are gone now.  Public 
works projects have dried up also.”
  Engineers are also moving to more sus-
tainable practices with the downturn.  So just 
what is green or sustainable design? For start-
ers, they aren’t necessarily the same thing. 
They are certainly not mutually exclusive, 
engineers say, but they should not be used 
interchangeably either. “Going green” might 
be the most common term thrown around in 
public discussion, but engineers generally re-
fer to sustainable design when talking about 
the work they do today in the field. 
 “Sustainable is more holistic,” McGet-
tigan said.
 Whether for cost savings, marketing or 
corporate responsibility, green and sustain-
able appear to have great momentum both 
in public sentiment and political awareness, 
even if the concepts behind them have been 
in play for many engineers for decades. The 
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points can come from improvements as 
small as installing energy-efficient lighting 
and lighting controls or as big as designing 
heating and cooling systems to use energy 
more efficiently. Many LEED improve-
ments involve the inclusion of “smart” sys-
tems that reduce energy consumption in 
parts of buildings that are not being used, 
primarily heating, cooling and lighting.
 “Our mechanical and electrical, that’s 
part of what makes engineers valuable is 
they can design a system that’s efficient and 
sustainable,” Wright said.
 Through the end of 2008, USGBC shows 
29 LEED-certified facilities in Nevada. 
That list will soon include the highest-pro-
file LEED project in the state, CityCenter.
 The growth potential for engineers really 
shows up in the list of projects registered to 
seek certification, though. At least 168 proj-
ects throughout the state are registered with 
USGBC through December 2008, which ob-
viously doesn’t factor in this year’s uptick.
 “We’re doing more LEED projects than 
we used to,” said Brad Geinzer, Vice Presi-
dent of Engineering for JBA Consulting En-
gineers. “Most of (our clients) know about 
LEED and they’re very into in it. They’re 
interested in the incremental cost associated 
with doing it. If they can obtain LEED certi-
fication for a limited increase in cost, they’re 
more willing to do that. It’s a more market-
able building.”
 The USGBC estimates the total cost of 
obtaining LEED certification at $2,000 per 
project, but that only covers the paperwork. 
The upfront investment in sustainable de-
sign can present a difference in cost, though 
the Nevada engineers surveyed could not at-
tach an average cost or percentage increase 
per project. The Natural Resources Defense 
Council estimates a 2 percent average in-
crease in upfront costs.
 Proponents of sustainable design contend 
that upfront costs are recouped in lower en-
ergy bills and increased long-term value of 
green buildings when they are sold or rent-
ed. While sustainable implies a larger scope, 
the biggest benefit driving its popularity is 
energy efficiency. The international consult-
ing firm McKinsey & Company released a 
report this year estimating that a compre-

http://www.nevadabusiness.com
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hensive strategy of energy efficiency ex-
ecuted fully in the United States could save 
more than $1 trillion in gross energy savings 
by 2020.
 The caveat in the McKinsey report, how-
ever, is the initial cost: more than $520 billion 
in upfront investment would be required in 
the McKinsey scenario, which extends well 
beyond just the sustainable design field.
 McGettigan said some local clients still 
are not sure they will recover their upfront 
costs within the time horizon they need.
 “There’s people that don’t see the cost sav-
ings, even now,” McGettigan said. “There 
are still some people who haven’t drank the 
Kool-Aid.”
 Potential clients consider a range of op-
tions: do they want to go all the way for 
LEED certification or implement some 
green cost-cutting measures and LEED ele-
ments without the seal of approval?
 “Everyone’s interested in it. The thing the 
private clients have to weigh more than the 
public clients is, ‘Is this economically viable 
for me?’” Wright said.
 If the end product is the right side of the 
sustainable design equation, then the left side 
is engineers certified in LEED principles. 
USGBC oversees the national certification 
process, which requires engineers to pass a 
comprehensive exam to become an LEED 
Accredited Professional (LEED AP). The 
new LEED 3.0 system requires engineers 
to show a significant amount of time logged 
working on a LEED-accredited project be-
fore they are allowed to take the exam, and 
they are then required to take ongoing educa-
tion classes to stay up on the latest develop-
ments in green and sustainable design.
 Local firms see the value in having their 
engineers become LEED AP certified. 
McGettigan said more than 20 percent of 
the 500 employees of Langan throughout 
the county have LEED AP credentials.
 “That’s the commitment we made to it 
and we’re still getting people certified,” 
McGettigan said. “That’s how seriously 
we’re taking it.”
 Geinzer, a LEED AP, has dozens of certi-
fied professionals on staff. He sees value for 
his company, as well as clients benefitting 
from that certification.

 “You had to promote yourself as being 
energy efficient and sustainable to compete 
in the market,” Geinzer said. “It’s very pop-
ular. It’s a popular marketing effort. If you’re 
sustainable and you’re green, your business 
is viewed differently.”
 “We look at it as not only being important 
for marketing but also for what the trend is 
out there,” says Holloway.  “We have 18 ac-
credited professionals and we are the civil 
[engineer] on the new City of Las Vegas 
City Hall which will be, at a minimum, Sil-
ver certified,” he adds.
 Wright warns, though, that passing a test 
cannot substitute for real-world experience.
 “Just because a person is a LEED AP 
doesn’t mean they know what they’re do-
ing,” Wright said. “It’s a good qualification 
and it’s necessary these days, but you still 
need the experience to have the practical ap-
plication necessary to do a successful LEED 
project.”
 The local, state and federal governments 
are spurring the sustainable design effort as 
well, albeit with varying results.
 With increasing frequency, municipali-
ties throughout the state require in RFPs 
that bids not only include LEED-certifiable 
elements, but give projects enough of them 
to seek certification. Only the City of Las 
Vegas requires that all new buildings be 
built to LEED standards, while the City of 
Henderson established a goal for new capi-
tal improvement projects to be LEED Silver 
certifiable.  Clark County passed a resolu-
tion in 2007 that sets a goal of designing 
all new buildings over 20,000 square feet to 
meet LEED certification standards of Silver 
or higher.
 In Northern Nevada, the City of Reno and 
Washoe County both make it a goal to build 
to LEED-certifiable standards.
 “LEED principles help reduce overall life 
cycle costs, and create a more healthy and 
productive workplace,” said Dave Solaro, 
an architect with Washoe County’s public 
works department.
 In any emerging field, sometimes it takes 
one step forward and two steps back to get 
anywhere. Such was the case for the Ne-
vada State Legislature in 2005 with Assem-
bly Bill 3, which provided up to 50 percent 

http://milesconst.com
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property tax abatements for new or existing 
buildings meeting LEED standards, as well 
as sales tax breaks. The bill passed with 
nearly unanimous support from the Demo-
cratic-controlled Assembly and Republican-
controlled Senate before being signed into 
law by Governor Jim Gibbons, showing the 
broad backing for the green and sustainable 
movement among politicians.
 The design of the law made it so popular 
that by the 2007 Legislature, the state real-
ized it might lose as much as $900 million in 
sales and property taxes. It passed Assembly 
Bill 621 in that session to undo some of the 
unintended harmful effects of AB3. For a 
time, the tax incentives spurred green and 
sustainable development throughout Ne-
vada, though that period also coincided with 
the tail end of the growth boom in the state.
 The current climate is ripening to set sus-
tainable design into place on its own as costs 
decrease and familiarity among architects, 
engineers and contractors increase.
 “I think it’s here now,” Welden said. “I 
think it’s here to stay. In five or 10 years, it’s 
not even going to be a discussion. They’re 
just going to do it.”
 As the Nevada economy continues to kick 
its feet in search of the bottom of the pool, 
sustainable design and LEED elements are 
taking hold as the norm as the market moves 
toward it, Geinzer said.
 “Now, it’s starting to becoming more of 
a standard. If you don’t do it, why didn’t 
you?”

According to an Angus Reid Public 
Opinion poll of a national sample of 
American adults, 39% feel the quality 
of health care will worsen if the 
reform bill is passed.  Additionally, 
only 15% of those surveyed think 
healthcare prices will go down if the 
bill passes.
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Self-Assessment
for Exit Planning

dustry and the involvement of patents 
or intellectual capital, to list just a few. 

The Sale is Complete.
Now What?

 Typically, according to Radosevich, 
you’re not going to receive as much 
income from a diversified investment 
portfolio invested from the proceeds 
of a sale as you were making as an ac-
tive principal in the business. “You can 
figure that you’ll make about half of 
your salary,” he said. In addition, Ra-
dosevich cautioned, the fees for the 
sale of the business and the taxes both 
need to be paid out of the proceeds of 
the sale, an often overlooked, but im-
portant detail. 
 This is where a financial planner or 
investment advisor can be invaluable 
to a business person with retirement in 
mind. According to Radosevich, “Once 
an owner has an estimate of what their 
business is worth or can be sold for, 
they need to consider whether the net 
proceeds can sustain their existing life-
style indefinitely.”
 When determining how much the 
nest egg or net proceeds needs to be 
to live comfortably, Radosevich listed 
these important facts to consider:

• Average historical inflation is 3.1
 percent, which means that a loaf of 
 bread that costs $3.39 today will cost 
 $6.24 in 2029.
• Average historical return for
 government bonds is 5.5 percent; the 
 stock market is 10.4 percent.
• Investing is a long-term proposition.

 “One needs to also consider that the 
retired owner will have more free time 
and therefore have different living ex-
penses,” Radosevich said. “Can they 
afford to buy a vacation home? Can 
they buy a boat or fancy car? Can they 
travel extensively?” 

Continued from page 19

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.

Feature Story | Retirement

Rate your exit planning activities. Remember to be honest because the beneficiary of good planning 
is you. Score each of the following between 1 to 5: (1) indicates a serious problem; (2) indicates an 
area needing major improvement; (3) is acceptable but could use improvement; (4) only needs mini-
mal attention; (5) solid effort, well done.

•  I have determined when I want to exit my business or I know how to determine the appropriate time.
• I have a written exit or succession plan.
• I understand there are two major considerations in exit planning; personal interests in regards
 to management activities and financial interests as an owner.
• I have assembled a group of professionals to assist me in the process.
• I know the current value of my business.
• I have determined what the value needs to be at the point of transfer to achieve my financial goals.
• If I have decided to transfer the business rather than sell it, appropriate successors have
 been identified.
• I have a plan in place to appropriately train and equip my successors.
• I have identified a board of advisors and written a “management letter” for my spouse in the
 event of my untimely demise.
• I have determined my purpose in life beyond the business in anticipation of having a fulfilled
 life in retirement.
• I include my spouse in exit planning and purpose planning.

Developed and provided by Howard Olsen, M3 Planning

http://excellacom.com
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Diversification and
Risk Tolerance

 “Investing your profit from the sale 
of your business depends upon what 
your goals are,” BNY Mellon’s Martin 
said. “If you need the money for living 
expenses, you cannot afford to be ag-
gressive. Fundamentally, the older you 
get, the more bonds you need in your 
portfolio. But it really depends on the 
individual. Income demands less vola-
tility; growth demands more volatility.
 “Seems simple,” he said. “But the 
psychology of the marketplace makes 
our reaction to it counterintuitive to 
our emotions. If you take emotion out 
of managing money, it’s not really that 
difficult.”
 Whatever your love for or aversion 
to the marketplace, your tolerance for 
risk can be ameliorated by a carefully 
executed plan for the diversification of 
your available funds.

 By not placing your eggs all in one 
basket or “diversifying” is what many 
financial advisors consider a relatively 
safe approach to building your financ-
es. This way if one avenue fails, you’re 
not back to square one – there are other 
plans where you can fall back.
 In most cases, the sale of a busi-
ness represents an individual’s life 
work and includes the bulk of their net 
worth, said Radosevich. “They need to 
be relatively prudent in how they invest 
the proceeds of the sale and ensure that 
they aren’t taking risk. They should be 
consulting with a wealth advisor be-
fore, during and after the sale to ensure 
that they have a realistic picture of the 
lifestyle they will be able to live.”
 In conclusion, Radosevich said a busi-
ness owner who is about to retire must have 
a good idea of future income needs. “Are 
they going to consider lifestyle adjustments? 
Are they taking inflation into account? How 
about future business ventures; do they have 
enough capital to fund them?”

 Finally, his advice to those about 
to make a life-altering move, such as 
the sale of a business that represents 
a life’s work, is to talk to a business 
broker or investment banker until the 
ramifications and rewards of the move 
are completely understood − from the 
beginning to the end. Plan to live on 
the proceeds prudently while investing 
wisely, he said.
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In Brief
CityCenter now has a total of six LEED 
Gold ratings from the U.S. Green 
Building Council.  This completes 
the certification process for all 
CityCenter components and makes 
the 18-million-square-foot center 
one of the world’s largest sustainable 
communities.
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Reno-Sparks 
 The overall vacancy rate dropped from 
21.2 percent to 21.1 percent, which is not 
statistically significant since it is less than 
a half of one percent difference. The good 
news is that it did not jump up significant-
ly.  Because of the rapid deterioration of 
the local economy, most of the surplus of-
fice space was given back to the market in 
the first quarter of 2009.
 Reno did continue to see the trend of 
tenants in older buildings move into nicer 
and newer buildings in Meadowood and 
the South Reno Corridor.  This will put 
pressure on landlords of older buildings. 
If rents drop much more, owners will 
not be able to cover operating expenses. 
Blame cannot be placed on tenants for up-
grading to class A buildings for the same 
or lower rents, not to mention safer neigh-
borhoods.
 Banks are just beginning to make con-
tact with the need to sell foreclosed office 
buildings.  Most office building buyers in 
the last three years that took out mortgages 
in the 75 percent loan-to-value range are 
probably upside down.  With many small 
businesses closing up or downsizing, expect 
to see more buildings sold out of foreclo-
sure in the next twelve to eighteen months.
 So where is the market heading?  With 
office occupancy being a lagging indica-
tor, and unemployment in Northern Ne-
vada rising, expect to see a slight up-tick 
in vacancy between now and next summer.  
Expect to see vacancy start falling a year 
from now.  Rents won’t fall much further, 
as to do so would force most landlords to 
lose their buildings to their lenders. Con-
struction will cease except for the occa-
sional build-to-suit.  Land sales will be 
very slow with little demand for ground up 
building.

Commercial RE Report | Office

Office Summary
Third Quarter 2009

Southern Nevada Analysis and statistics compiled by 

Applied Analysis, Northern Nevada Analysis and statistics

compiled by Colliers International Reno
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Las Vegas 
 The Las Vegas Valley office market report-
ed its fourth consecutive quarter of negative net 
absorption, suggesting the amount of space be-
ing vacated continues to outpace move-ins.  
 Office market inventory expanded by 
214,600 square feet during the past quarter, 
reaching 49.5 million square feet.  Additions 
to the market were concentrated in the south 
and southwest sub-markets, with 55 percent of 
completions sourced to owner-user buildings 
and the remainder in speculative developments 
seeking tenants.  Despite the positive absorp-
tion sourced to the occupancies of two owner-
users in the third quarter, market-wide net ab-
sorption was negative with 154,600 square feet.  
During the first nine months of 2009, net move 
outs totaled 1.8 million square feet, which will 
almost assure a negative performance for the 
entirety of the year, a scenario that has not oc-
curred in recent history.
 The latest supply and demand movement 
resulted in a record-high vacancy rate of 22.7 
percent as vacant space reached 11.2 million 
square feet.  Current availability remains ahead 
of the 22 percent reported in the preceding 
quarter (Q2 2009) and the 17 percent posted 
one year ago (Q3 2008).
 With weakening demand for office product, 
excess supply levels and only a handful of proj-
ects actively under construction, it is likely the 
market will see development activity essential-
ly cease by mid-2010.  In the near term, pricing 
adjustments will continue to prevail as busi-
ness contraction continues and lender-involved 
transactions set the bar.
 Assuming market demand returns to nor-
malized levels, approximately three and a half 
years of excess, effective inventory remains on 
the books.  This timeline combined with the 
period at which market demand turns positive 
could result in elevated vacancies for a period 
of five years or more. 
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The national recession continues, 
though some signs of recovery give 
heart that things are on the move. 
For one, the U.S. Index of Leading 
Indicators, a six-month-ahead fore-

cast, has been on the upswing over the past 
five months, suggesting that spring 2010 may 
see the end of the national recession.
 On the other hand, the Southern Nevada In-
dex of Leading Indicators, constructed similarly 
to the national index, but using Nevada data, 
shows no shift in economic fortunes. The index 
continues a downward drift, giving no signal 
of an end to the severe recession affecting 
the Silver State. The severity of the recession 
shows in the 13.1, 13.9 and 13.5 unemploy-
ment rates, for Washoe County (Reno), Clark 
County (Las Vegas), and Nevada, respectively. 
Keep in mind that these rates count part-time 
workers as full-time employment; and, as a re-
sult, these rates overestimate the strength of 
the labor market.
 As the recession has increased in intensity, 
more layoffs have occurred and hours of work 
are reduced, resulting in less take-home pay 
and subsequent spending. But less spending 
cascades into further spending losses. We 
look to a recovery of the natural economy to 
bring the cycle of contraction to a halt.
 Severe recessions bring hardship--lost jobs, 
depleted savings, sold assets, lost homes, few-
er hours of work. Not a pretty picture, especially 
following a long period of growth and prosper-
ity that year after year left Southern Nevada on 
top of lists of regional growth centers.
 Prospects have changed. Having lived on 
growth--we overbuilt, over-lent, and over-bor-
rowed--now we pay for our mistakes.   
 In the recovery ahead, travel and tourism 
indicators will surely recover earlier than con-
struction activity.   Having overbuilt housing, 
commercial real estate, and hotel rooms, con-
struction opportunities have shrunk greatly.  
This factor alone gives reason for a return 
to more modest growth once the recession 
comes to an end.  The Silver State has enjoyed 
a period of great prosperity--the baseline for 
future business growth will likely be lower and 
more challenging.

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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S&P 500

Real Short-Term Rates

Treasury Yield Spread



“Our law firm expects to grow 
over the next year.  We expect 

more clients, more work and 
more lawyers at Hutchison & 

Steffen.”

Mark Hutchison • Partner, Hutchison & Steffen, LLC

“Prudential Americana Group 
is positioned to be successful 
in today’s environment without 
a positive change next year. I 
welcome all positive change; I 
just refuse to build a company 
that is depending on any for its 
success. We know our business 
and we are putting our expertise 
to work for our clients.”

Mark Stark • CEO, Prudential Americana Group

“The way we practice and 
build will include smarter 
clean energy approaches and 
repositioning our products and 
services. Our company, and 
others embracing the Green 
era, will be in a better place 
next year.”

Annette Bubank • Director of Business Development, Distinct Energy
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“Thanks to our latest marketing 
campaign, we’ve catapulted 
our message of diversifying 

Las Vegas to a national level.  
Due to our business-friendly 

environment, the Nevada 
Development Authority has been 

continuously bringing in new 
companies from all over the 

country, gearing us up for a great 
2010 and beyond.”

Do you think your business will be in a
better position this time next year?

The Last Word People

“Our organization is positioned 
to recruit and expand quality 
companies and jobs within the 
Greater Reno-Tahoe region.  What 
will help facilitate our economic 
diversification efforts is economic 
recovery and getting credit and 
financing flowing again, so 
companies aren’t hesitant to act on 
their relocation or expansion.”

Chuck Alvey • President and CEO, Economic Development Authority of Western Nevada

Somer Hollingsworth • President and CEO, Nevada Development Authority

“Bank of George will reflect the 
economic health of our customer 

base which is small to medium 
size businesses and professionals.  

I believe that this group of 
intelligent and dedicated folks 

will be stronger next year, maybe 
only to a slight degree, but the 

bank will also see more positive 
conditions because of that.”

Diane Fearon • President and CEO, Bank of George
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KL 111009

The premier forecasting and networking event of the year.

Tickets on sale now  • www.previewlasvegas.com or call 702.641.5822

n  Engage with nearly 2,000 business professionals
n  Evolve your business tactics and strategies
n  Emerge with vital economic insight to power your success

Bank of Nevada • Datanamics Inc. • Freeman • Humana, Inc. • In Business Las Vegas
KNUU Radio • Korn/Ferry International • Nevada Public Radio/KNPR • Nevada State Bank
Orgill/Singer & Associates • Sky High Marketing • Southwest Gas Corporation • UnitedHealthcare

Gold Sponsors (as of 11/10)

Platinum Sponsors (as of 11/10)

 Thursday, January 28, 2010
Thomas & Mack Center - Cox Pavilion

Steve Levitt
Economist and Bestselling 

Author, Freakonomics
and Super Freakonomics 

Jim Murren
Chairman of the Board and 

CEO, MGM MIRAGE

Punam Mathur
Vice President, Human 

Resources
NV Energy

Jeremy Aguero
Principal Analyst,
Applied Analysis

Rossi Ralenkotter
President/CEO,

Las Vegas Convention and 
Visitors Authority (LVCVA)

Sponsorship opportunities and exhibit space available. Call 702.586.3827 for details.

Explore more than 120 exciting exhibits open before, during and after the Preview program.
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http://strosehospitals.org
http://saintmarysreno.org

