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Centel Introduces NAMPS 
The next-generation advanced cellular analog technology, Narrow-band Advanced Mobile 
Phone Service, offers Las Vegas's exploding cellular market with a threefold increase in 
system capacity. 

Through a Glass Lightly 
Fiber-optic technology promises to take the information-carrying capacity of computer 
and communications networks to new limits. 

Cover Feature: Procell Security, Inc.- Growing with Las Vegas 
The history of Procell Security, Inc. may be short, but the Las Vegas communicaTions firm 
is poised for Southern Nevada growth well past the year 2000. 

Ober Homes' Fox Glen is Blooming in the Desert 
With increasing concerns regarding water usage, more businesses and homeowners are. 
looking for ways to conserve wafer. Desert landscaping is one ofrhose alternatives. 

Milgard Windows Opens Las Vegas Manufacturing Plant 
The largesT window manufacTurer in the West has ser up shop to serve rhe Las Vegas 
area's actively growing residential market. 

Winners Announced in SNHBA's 1991 Homer A wards 
Metropolitan Homes walked away with top honors for their Plan A at Capriana at the 
Southern Nevada Home Builders Association eighrh annual Homer Awards. 

McDonald Ranch Heads Toward 1992 Ground breaking 
The 3,21 0-acre master-planned community overlooking the Las Vegas Valley is on track to 
begin initial development in the spring of 1992. 

Speaking for Nevada 
Lt. Governor Sue Wagner discusses the importance of economic diversification for the 
state and elaborates on "Focus 2000", a strategic plan for diversification and development 
aimed at the '90s and beyond. 

Tax Tips: Tax Planning and Divorce 
With the proper planning, the divorce settlemenT can be structured to provide the most 
favorable tax treatment to both parties. 

Business in the '90s: Customer Service- The Great Differentiator 

During times of economic instability and fierce competition, a firm's ability to provide 
exemplary customer service may be the sole determining factor between success or failure. 

Opinion: The US. Government and New Technology- by Senator Phil Gramm 

Supporting innovation is the key to maintaining the United States' position of leadership 
in the highly competitive global marketplace. 

Nevada Briefs: University of Nevada School of Medicine and University Medical Center 
pair up to provide Southern Nevada with quality health care • Randy Dodd named as general 
manager for Mi/gard Windows' new manufacturing facility • Nevada Legislature passes strict 
call-dig legislation • Nevada Business Services receives additional federal job training funds . 

Business Indicators & Analysis: Although Nevada's indicators remain above nation
wide levels, current business conditions in the state are decidedly slower than the lusty 
expansion that ended in 1990. 
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RAINBOW MEDICAL CENTER 
1341 S. Rainbow Blvd., Suite 101, Las Vegas, NV 89102 

DAY OR NIGHT 1255-4200 1· Extended hours 
CALL: . _ • Open Weekends 

• Medicare • Champus • Culinary • SIIS • Other Insurance Accepted 

Comprehensive Personal Medical Care For All Family Members ... Seniors Welcome 
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• X·Ray • Lab • EKG • Allergy Testing on Premises • 

Dr. Anthony L. Pollard & Assoc., American Academy of Family Physicians 

November/December 1991 • Nevada Business journal 



Cenfel inlrocluces NAMPS: 

Cellular Service for the '90s 

Las Vegas is one of the fastest growing and largest portable cellular phone markets per capita in the world. An esti-

mated five percent of the entire population of Las Vegas uses cellular phones -the highest percentage in the cellular 

industry in the United States. Centel Cellular started with five cell sites in Southern Nevada in 1986, and now has 29 

sites in operation, with 17 more planned for the Las Vegas Valley through the end of 1992. The exploding population, 

coupled with the increasing popularity of cellular phones, is challenging the existing cellular technology and is forcing 

the industry to push for an increase in the cellular call handling system. 

Motorola and Centel Cellular recently 
announced that Narrow-band Advanced 
Mobile Phone Service (NAMPS), the 
next-generation advanced cellular analog 
technology which multiplies the number 
of cellular channels as much as threefold, 
is now commercially available and will 
be deployed in the Las Vegas market on 
the Centel system in 1992. 

NAMPS is a digitally enhanced cellu
lar system that combines analog voice 
with digital signalling techniques to in
crease system capacity. The improved ca
pacity and quality over any system cur
rently available on AMPS increases the 
number of possible cellular channels 
from 832 to 2,412. This means system 
operators can accommodate new sub
scribers well into the mid-1990s without 
disrupting either service or quality of ser
vice. Indeed, the additional capacity pro
vided by NAMPS permits operators to 
clear frequencies now, easing the even
tual migration to digital. 

NAMPS provides system operators 
with a cost effective, spectrum efficient 
and low risk solution to expand today 's 
cellular systems. This allows the industry 
time to continue development and testing 
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of the next generation of digital cellular 
subscriber and infrastructure equipment. 

Motorola's Pan American Cellular 
Subscriber Group and Cellular Infra
structure Group worked with Centel Cel
lular to develop a technique that would 
provide additional capacity without com
promising voice quality or consumer ex
pectations with regard to size, weight, 
cost and battery capacity for portable and 
personal cellular telephones. 

Field tests of NAMPS were success
fully completed on Centel's Las Vegas 
system earlier this year. Six months of 
rigorous trials were conducted, demon
strating the system has met its design 
goal of up to three times capacity while 
maintaining voice quality equal to that of 
the current AMPS system. 

The NAMPS technology evolved from 
Motorola's Narrow-band Total Access 
Communications System (NTACS), 
which has been operational in Japan since 
last April and is now serving more than 
20,000 subscribers. Adoption of this 
technology in other non-U.S. markets is 
anticipated before year-end. 

"NAMPS represents the next logical 
step in the evolution of the AMPS system 

now used in cellular telephone systems in 
more than 36 countries throughout the 
world," according to Jack M. Scanlon, 
corporate vice president and general 
manager of Motorola' s Cellular Infra
structure Group. "It is cost effective to 
implement and operate and provides sys
tem capacity improvements without the 
need to add cell sites, therefore reducing 
operating costs as well as saving on capi
tal expansion. In addition, enhanced digi
tal signalling capacity will improve the 
robustness of cellular systems' perfor
mance, by reducing dropped and noisy 
calls and allowing operators to offer short 
messaging and paging-like services on 
cellular," added Scanlon. 

NAMPS is capable of providing digi
tal messaging cellular services such as 
short messaging with acknowledgment 
and callback. The new digital signalling 
of NAMPS allows system operators to 
offer value-added and revenue-generat
ing digital services to subscribers. On 
dual-mode NAMPS-capable telephones, 
subscribers will have the capability tore
ceive short alphanumeric messages such 
as display of the party's calling number 
or notification they have voice mail. 



These subscriber services will be avail
able through a message center being de
veloped by Motorola, which is accessible 
via personal computers or telephone and 
collects messages to be forwarded to cel
lular subscribers. NAMPS' sub-audible 
voice channel digital signalling allows 
noiseless data messaging transmission. 

Once operational, the message center 
can supply additional digital message 
services such as "group page," which al
lows firms with vehicle fleets to send 
messages to each vehicle and Calling 
Line Identification (CLI) , which shows 
the telephone number of the calling party. 
Motorola AMPS/NAMPS dual-mode 
subscriber units are digital message ser
vice-ready upon initial shipment. Digital 
message center capability will be intro
duced the second quarter of 1992. 

As an additional advantage, NAMPS is 
the only advanced technology available 
today that supports the portable or per
sonal telephone user. Portables and per
sonals are the fastest growing segments 
of the four current cellular subscriber 
equipment product categories - mobile, 
transportable, portable and personal. In 
1991, it is estimated that portable and 
personal phones will overtake installed 
mobile phones in overall sales. One of the 
key driving factors for NAMPS was con
cern for portables' and personals' sizes, 
weights, costs and battery drains. These 
are the features consumers compare 
when they are selecting which brand and 
model of phone to purchase. 

New NAMPS-compatible phones, 
which function on the present AMPS sys
tem and the new NAMPS system, have 
been developed and are indistinguishable 
from current models in size, weight and 
power drain. There will be little or no dif
ference in their price. 

"Last month in Chicago, Motorola in
troduced the MicroTAC LiteTM Digital 
Personal Communicator Telephone, the 
world's lightest at 7.7 ounces," said Rob
ert N. Weisshappel, senior vice president 
and general manager of Motorola's Pan 

Linda McLeod, general manager ofCentel Cellular Las Vegas, holds Motorola's new 
NAMPS-compatible MicroTAC Lite™ portable cellular phone (at left ). 

American Cellular Subscriber Group. 
"That phone ships with NAMPS as a 
standard feature," he said. 

NAMPS telephones will be marketed 
initially through Motorola's Direct Sales 
Team and through selected carrier dis
tributors, including Centel. 

"We determined that evolving from 
our current AMPS infrastructure system 
was the best way to deliver the highest 
quality, highest capacity service for 
today's customers while preparing to 
meet the demands of tomorrow's custom
ers with tomorrow's digital technolo
gies," said William J. Laggett, president 
of Centel Cellular Company. "We are 
very proud of the Las Vegas system. Las 
Vegas is growing very rapidly and that 
means we need to continue to enhance 
system capacities. NAMPS has been 
technically proven as a superior solution 
for our current and near-term needs," 
continued Laggett. 

Weisshappel adds , "Each year, more 
people realize the advantages of personal 
communications. Motorola believes that 
the 1990s will be the transition period 
from place-to-place communications to 
person-to-person communications," he 
said. "This will have a profound impact 
on the way we conduct both our personal 
and professional lives." 

Although Linda McLeod is excited 
about the quality high-tech products her 
company offers, she has a surprising ob
servation about her business: "Selling 
cellular equipment is not paramount with 
our company; providing quality service is 
the driving force in this business." 

With this in mind, Centel Cellular has 
recently instituted two features to im
prove customer service. The firm has 
opened its own installation and mainte
nance facility , and it has also developed 
a customer care group, which will offer 
what McLeod calls, "pro-active customer 
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PROFESSIONALS, INC. 
11 Harris ... l 've 
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I'm glad you called Nevada Preferred Professionals. 11 

"The Managed Care Advantage" 

2300 Rancho Drive, Suite 203, Las Vegas, Nevada 89102 

702-384-3366 T FAX 384-9781 

Air Conditioning 
& Heating Services 

702/368-2773 
3860 Schiff Drive • Las Vegas, NV 89103 • State Cont. #23700 
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William J. Laggett, president of Centel 
Cellular Company 

care." The customer care group will take 
the initiative of contacting cellular users 
about their service rather than wait for 
customers to call in. By emphasizing cus
tomer service, McLeod believes Centel 
Cellular will be able to continue as a 
leader in the competitive cellular market. 

Centel Cellular Company is one of the 
nation's leading cellular telecommunica
tions companies. The company has oper
ating control of 45 metropolitan markets 
in 14 states and has minority interest in 
31 metropolitan markets such as Chi
cago, New York, Houston and Kansas 
City with a total market population of 
nearly 17 million. Centel currently serves 
20 Rural Service Areas (RSA) and ulti
mately expects to manage 57 RSAs. 

In addition to its cellular properties, 
Chicago-based Centel Corp., which had 
1990 revenues of $1 .15 billion, provides 
local exchange telephone service in 
seven states through nearly 1.6 million 
access lines. The company also supplies 
electric power to nearly 136,000 custom
ers in two states. 

Motorola is the world's leading de
signer, manufacturer and supplier of cel
lular systems, infrastructure equipment 
and mobile, transportable, portable and 
personal cellular telephones in use 
around the world. The company is also 
the leading provider of electronic equip
ment, systems, components and services 
for worldwide markets. • 



Nevada Federal Credit Union membership offers more advantages 
for the busy executive's personal financial needs . 

..,. Time Savings: We'll come to your office to open 
your accounts ... on your schedule! 

..,. Convenience: We offer a full line of personal 
financial services designed to make your life easier! 
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I'll rough a Glass Lightly 
How a new technology can help you get things done faster 

Looking for a catch-all communications network strategy? If there is one thing we have learned 

about communications and computer technology, it's that there is no such thing as too much 

speed or too much capacity. These are the characteristics that determine what information, and 

how much of it, a network can handle. Now fiber-optic technology promises to take the 

information-carrying capacity of these networks to new limits. 

Fiber optics is one of the key technolo
gies bringing us the next generation of 
communications networks. For users, 
computer and voice communications have 
traditionally traveled in the form of elec
tronic impulses over metal wires, such as 
the familiar coaxial cable, ordinary tele
phone lines, or microwave beams. But, in 
fiber-optic networks, information be
comes pulses of light speeding over tiny 
strands of glass or plastic. A single fiber 
strand not much larger in diameter than a 
human hair can carry as much data as 700-
800 pairs of solid copper telephone wire. 
What's more, developments just around 
the corner are going to improve on this 
figure- pretty dramatically. 

Fiber offers many important advantages 
over metal cabling. The light beams are 
not subject to radio or electromagnetic 
interference, so they can be stacked, sent 
through electronically "noisy" factories, 
and even run alongside existing copper
cable networks with no problem. The sig
nals attenuate-lose strength-more slowly 
over distance; fiber needs only about one
sixth as many repeaters, or signal boost
ers, as a comparable coax system, a fea
ture that adds up to significant savings. 

Most importantly, however, fiber al
lows faster transmission of information 
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by Dr. Brian Penney 

than standard cabling. How much faster? 
Today 's "fast" non-fiber networks boast 
lightning-fast communications speeds. 
Fiber networks operate 10 times faster, 
with huge speed increases on the horizon. 

Why do we need this much speed? We 
need it because today's networks have 
more users who work with increasingly 
complex applications. Voice and video 
applications need the additional capacity 
provided by fiber optics for videocon
ferencing in real-time, for less expensive 
long-haul commercial links, for voice/ 
data integration and for facsimile traffic. 

Fiber-optic technology is also far less 
prone to error than its counterparts. 
Unshielded twisted pair- telephone wir
ing- can support data transmission rates 
up to 10 million bits per second over 
distances up to 3,300 feet, but it is subject 
to interference. Coaxial networking sys
tems are faster, relatively immune to noise 
but need constant adjustment. By con
trast, fiber runs- and runs. What's more, 
fiber is roughly one-seventh the weight 
and one-twentieth the size of coax, mak
ing installation far easier. 

In particular, image applications need 
huge increases in capacity. For example, 
as banks and insurance companies turn to 
facsimile or scanned images of checks 

and insurance policies, the demand for
band-width increases a hundredfold. 

FDDI SfANDARD 
Standards ensure that information trav

eling throughout a network is transmitted, 
received and sent in a form that all the 
users connected to the network can under
stand. The emerging high-speed standard 
for data-oriented fiber-optic networks is 
FDDI (fiber-optic distributed data inter
face). Using FD D I standards, a single net
work segment can be longer and bigger, in 
terms of number of users, than ever. What's 
more, by making it easy to link network 
segments together, FDDI lets us build 
networks that hold and process the vast 
amounts of complex information needed 
for cutting-edge applications. 

With FDDI, demands for more net
working speed will be met, particularly 
where data-intensive graphic imaging is 
used, such as in hospitals and design 
groups. If it has an FDDI network, a 
hospital now can send an image of a CAT 
scan or X-ray between buildings faster 
than you can walk the negative there. 

In fact, it is network "backbone" appli
cations like connecting local area net
works (LANs) across a campus where 
FDDI will shine in the short term. Desk-



top applications will come later. 
Moving to FDDI has its barriers, al

though these are quickly eroding. While 
the fiber itself is relatively inexpensive, 
today it costs anywhere from $5,000 to 
$20,000 to connect a single node, such as 
a workstation to an FDDI network. How
ever, prices are expected to drop at least 
80 percent over the next few years. 

SUPPLIERS eAN HELP 
Users should rely on their suppliers to 

match the price ofFDDI technology with 
its benefits and make a sensible recom
mendation. The supplier's role is to pro
vide the product and carrier service envi
ronment users will work in, and to guide 
them in selecting technologies and ca
pacities that are rooted in standards and 
capable of supporting or growing well in 
excess of what they think they'll need. 
User demand for capacity at many loca
tions is doubling annually- and there's 
always a new technology waiting in the 
wings that soon becomes "indispensable." 

That's why facilities planners are think
ing big and are being encouraged to put in 
fiber starting today. LAN experts caution 
that the cost of rewiring a building usually 
exceeds the cost of an original LAN in
stallation. It could prove dangerously 
shortsighted to try to save a modest amount 
by not using the fiber to start with. User 
needs change, users move around, more 
networks may be needed, and you could 
be faced with a big bill for remedial work. 

LONG-1ERM SENSE 
It's important to remember that today' s 

expensive technology will be cheaper to
morrow, and today's competitive advan
tage is tomorrow's "must-have." Users 
can be counted on to demand more trans
mission capacity, higher transmission 
rates, and effortless communication with 
users on other networks. High-speed, high
quality fiber, and standards like FDDI, 
will help make it happen. • 

Dr Brian Penney is vice president of Enterprise 
Networks Group GandalfTechnologies, Inc. 

You can stay in constant touch with your office, your clients, your suppliers. 
And your competitor can't. That's an advantage. 

It's the advantage Centel Cellular can provide for you and your business. 
Here are some others: 

• Rates that are up to 25% lower than any others in Southern Nevada 
• No charge for ring time, busy signals or no answer 
• Service to the state line, Moapa Valley and Laughlin 
• Interest-free financing for up to 12 months (with approved credit) 
• Free installation at your home or office (with new phone purchase) 

Gain the upper hand. Call or visit today for more information 
on putting the Centel Cellular advantage to work for you .. 

CENTEL . 
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893·8100 

Administration Sales- 4022 S. Industrial Rd.- Las Vegas, Nevada 89103 
Sales- 3420 W Spring Mountain Rd.- Las Vegas, Nevada 89102 

Centel Cellular Sales also located inside Union Premiums. 
Centel Cellular Authorized Agents: 

Allllls Vegas Bizmarts 
All llls Vegas Radio Shacks 
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PROCELL SECURITY; INC. 
Growing with Las Vegas 

THE HISTORY OF PROCELL SE-

CURITY lNC. MAY BE SHORT, 

BUT THE LAS VEGAS COMMU-

NICATIONS FIRM IS POISED FOR 

SOUTHERN NEVADA GROWTH 

WELL PAST THE YEAR 2000. 

by Tom Martin 

photography: Wes IsbutUStudio West 

"Things are possible in Las Vegas that 
are not possible in other regions," accord
ing to Robert Ingram, president of Pro
cell Security. He pointed out that Las 
Vegas has the highest market penetration 
per capita for cellular in the country, and 
while radio paging is stagnant throughout 
the U.S. there is 50 percent growth annu
ally here. And the booming construction 
industry alone is a key element in the two
way radio market. 

"On the other hand, Las Vegas has 
under-utilized monitored security sys
tems," Ingram said of the indicators that 
have inspired new market emphasis and 
the name change of his finn. 
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From left to right: Dr. Patricia Ingram, vice president; Charles Damus, corporate 
counsel; Robert Ingram, president; Dr. JR. Belt, chairman; Dr. Virginia Belt, treasurer; 

The growth of the firm under the cur
rent management can be traced to the 
purchase of Procell by Cal Trust in Sep
tember 1988 to resell cellular and paging 
services. Procell was formed in 1986 by 
Ed Nigro (real estate development, con
struction), Brian Greenspun (newspaper 
publishing, cable television, real estate), 
and Dr. Andrew Welch (medicine, real 
estate). Cal Trust is a family trust formed 
by Virginia and James Belt for the pur
pose of passing assets through to their 
grandchildren via their only daughter, 
Patricia Ingram, wife of Robert Ingram. 
Current officers are Robert Ingram, presi
dent; Dr. Patricia Ingram, vice president; 

Dr. J. R. Belt, chairman; and Dr. Virginia 
Belt, treasurer. At that time, the finn's 
operations were moved to 906 South 
Sixth Street (at Charleston Boulevard) . 

There was other important growth in 
1988. Procell purchased Voice Link, a 
telemessaging service, and entered into a 
agreement to manage all operations of 
Executone of Southern Nevada. Also in 
1988, Procell purchased paging terminal 
equipment from Mobile Communications 
Inc. (M CI) and contracted paging services 
through Metromedia Paging Services. 

In 1990 Procell purchased the two-way 
repeater and three SMR channels from 
Mobile Communications. In late 1990 



Procell's new $1.15 million facility, located near Centel's headquarters and the Meadows Mall, was recently acquired to 
accommodate the company's rapid expansion while offering an easily accessible centra/location for the firm's clients. 

Procell purchased Vegas Answering ser
vice, adding alpha-numeric paging and 
improving 24-hour dispatch capability. 
Ingram said that by the end of 1990 
Procell's sales had quadrupled to more 
than $1.5 million annually, compared to 
$360,000 at the time of purchase. 

In 1991 Procell took more giant steps in 
growth with the purchase of all assets of 
Executone of Southern Nevada in a stock 
swap and the acquisition of alarm moni
toring contracts ofMSS Telecommunica
tions Inc., a deal involving cash, debt 
assumption and Procell shares. In 1991 
sales volume tripled again to the current 
$4.5 million annually, Ingram said. In 
1992 projected revenue is $6 million. 

Procell is now a publicly traded com
pany. Stock is sold over-the-counter 
through Carr Securities in New York City. 

In May of this year Procell purchased 
the former First Interstate Bank Branch at 
3901 Meadows Lane, which included a 
10,000 square-foot building and 1.2 acres 
of land. Ingram said other factors involved 

were proximity to Centel's headquarters 
to the south, freeway access and land 
value. While the building faces Meadows 
Lane, the rectangular piece of property is 
at the southwest comer of Meadows and 
Valley View Boulevard, across the street 
from the Meadows Mall. Ingram said the 
purchase price was $1.15 million. 

In addition to offering more space, 
Procell's new building on Meadows Lane 
and Valley View Boulevard is part of a 
business philosophy. "We like our cur
rent building because it presents a profes
sional image and a central location," said 
Chairman Dr. J.R. Belt, "making it pos
sible for us to present an image of trust and 
central marketing." He pointed out that in 
one place you can get a pager - in neon 
colors if desired - a complete business 
communications system or a complete 
alarm monitoring system. 

Ingram said the focus of the company 
has shifted over the past two years from 
primarily communication systems to se
curity monitoring systems. "In terms of 

market share, we want to be the largest in 
monitoring systems for this area," he said 
of Procell's goals. 

"We liked the name (Procell) when we 
purchased it (in 1988), and since then we 
have just kept adding personnel and ser
vices as we went along,'' he said of his 
firm's progress. "But I still sit right by the 
front door, and our customers can talk 
directly to me without going through lay
ers of management." 

Procell currently has five major areas of 
operation: cellular telephones; paging/ 
voice mail; two-way radio; interconnect; 
security alarms/monitoring and dispatch. 

Currently the cellular operation grosses 
more than $1 million a year, but Ingram 
said it has the lowest profit margin be
cause Procell buys wholesale time from 
Centel and Cellular One. 

The paging/voice mail operation in
cludes local Southern Nevada coverage, 
Nevada-California coverage (Metrome
dia) and national coverage (Cue). Ingram 
said that gross margins are the strongest in 
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Procell's staff 

Connie McGuigan , monitoring manager 

the local system, which is growing by 100 
pagers per month. He predicts that in three 
years this operation alone could account 
for $1.5 million in gross sales. 

The two-way radio operation is not 
being emphasized at this time, Ingram 
said, because of the need for more facili
ties and the need for financing for the 
contemplated purchase of more mobile 
radio channels. 
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Paula Williams , controller 

Procell sells and services NEC and Sie
mens telephone equipment in its inter
connect operation, but Ingram said the 
most profitable area of this operation is 
leasing used PBX telephone equipment. 
Technicians who service interconnect 
equipment also service alarm accounts. 

Ingram said his company is focusing on 
alarm monitoring systems because of 
changing needs in Southern Nevada. 

"Standards in alarm systems have changed 
in Las Vegas," he said. "People want the 
benefits of a complete, monitored secu
rity system, not just something that makes 
a sound if there is an intruder. And I think 
what we offer is an exciting concept." 

And from a business standpoint, excit
ing because security alarms involve four 
different types of marketing: first, home 
alarm sales; second, commercial-indus
trial alarm sales-installation; third, instal
lation of alarms/wiring systems in new 
single-family and multi-family housing; 
and fourth, monitoring dispatch. 

Alarm sales/installation of all types is 
directly tied to monitoring sales, since 
each installation adds to the monitoring 
market. Although current revenues from 
monitoring are $80,000 per month, Ingram 
predicts that his current physical arrange
ment can accommodate $200,000 ofbusi
ness monthly, which would work out to 
$2.4 million annually. 

"I think we are the only company in Las 
Vegas offering 24-hour two-way voice 
alarm monitoring," Ingram said of the big 
difference between Procell and other fmns. 
He points out that when there is an alarm, 
complaint or trouble-shooting call, cli
ents can talk to a person who works for his 
fmn through a panel in the keypad inside 
their home. And they don't have to talk 
back. Different codes on the keypad tell 
the monitor if it is a false alarm, an am
bush or other emergency. If there is no 
response, Procell monitors immediately 
notify public safety officials. The process 
also speeds up notification of false alarms. 

This direct voice response is opposed to 
the business practice of many alarm in
stallation fmns that lease monitoring ser
vices, often causing delays when a client 
needs to talk to the original installer, or for 
repairs, or an actual emergency. "You can 
call for immediate service, and often we 



can trouble-shoot by phone," Ingram said 
of his firm's practices. 

In terms of equipment, Ingram said that 
wireless systems are more suitable for 
existing buildings, although his fll1ll can 
install wiring in older structures, as it does 
in new buildings. He said that security 
systems can include monitors at various 
sites in the home- windows, rooms, doors 
-that can be set up in different stages for 
both safety and security. "Our monitors 
will be able to tell if it is a smoke alarm in 
the kitchen or bedroom, or an intruder at 
a sliding glass door or a bedroom win
dow," Ingram said, "And we can fit our 
installation to your budget." 

Another stage of installation involves 
adaptation for actual use and notification 
for residents when they are away from 
home. Ingram uses two examples that are 
common to many Southern Nevada life
styles : senior citizens living at home and 
latchkey children. 

"Seniors often need help for a variety of 
reasons when everyone else may be away 
from home," Ingram said. He pointed out 
that a security system can be set up so that 
it can be triggered by the senior resident or 
triggered through an appropriate monitor. 
When the alarm is triggered, the senior, 
who may have fallen or is experiencing a 
medical emergency, will get an immedi
ate answer from indoor speakers from one 
of Procell 's monitoring personnel. "If the 

senior can't talk, then we can send help," 
Ingram said. "At the same time, through 
an alpha-numeric pager, another resident 
of the house can be notified so that they 
can assist." 

Keeping track of latchkey children is a 
problem for thousands of working parents 
in Southern Nevada. Ingram said that an 
alarm system can be set up to page the 
parent when the child is not home on time. 
Then the parent can page the child, who 
might have one of those neon colored 
pagers, so that the child and parent can 
communicate later by telephone. 

Through the pagers, residents can also 
be notified if there is fire or intruder 
emergency. Here the resident can call 
Procell ' s monitor, as well as police and 
fire departments in case they have not 
already been notified. "On the other hand, 
we can set up our monitors so that your 
dog can't set off the alarm," Ingram said. 
He also said that timers can be set so that 
the alarm system is not triggered when 
there is normal activity in the house. 
"Sometimes people forget to turn alarms 
off when they are home," he said. 

Of course the primary reason why this 
system can work so efficiently are the 
pagers themselves. "The central alarm 
station is shared by the paging dispatch 
because overall security is our concern. 
For this reason batteries back up equip
ment in the home or office in case power 

Far left: Rod Lande1; 
wireless manager, 
holds one of the new 
neon colored pagers 

Left: Mike Day, 
wire line manager 

and telephone service is cut off," Ingram 
said. Pagers can tell the user there is a 
message with the traditional beeper, a 
vibration or light, then the message is 
stored, Ingram said. Here the equipment 
accounts for the time it might take to get 
to another room, stop a car or break off a 
conversation so that the alpha-numeric 
message can be read. "And we can page 
you anywhere in the United States," 
Ingram said. 

A typical keypad command center for 
home or office includes indicators that 
can show the user where problem zones 
are located, if certain alarm systems are 
triggered, if the external power is out, and 
five different sound tones that tell the user 
what is happening in the system. The 
numerical keypad can be operated manu
ally, or special keys allow automatic re
setting of the entire system or monitors 
with one touch. Special passcodes can be 
used for a variety of purposes, say when 
the maintenance crew comes into the of
fice or there is a night delivery. At home, 
codes can be used by different members 
ofthe family and at different times of the 
day (arming the alarm system when ev
eryone is asleep inside the house). 

Although Ingram is not ready to dis
close future expansion plans, he said 
Procell Security intends to stay on the 
"leading edge" of the Southern Nevada 
telecommunications market. • 
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Ober Homes' Fox Glen is Blooming in the Desert 

With the increasing concerns 

regarding water usage in 

Nevada, more and more 

businesses and homeowners 

are looking for ways to 

conserve water. Desert 

landscaping is one of those 

viable alternatives. 
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"Desert landscaping is the landscaping 
of Las Vegas' future," said Hal Ober, 
CEO and owner of Ober Homes. 

Ober has incorporated drought tolerant 
landscaping throughout the model home 
complex at his new 106-home Fox Glen 
community, in con junction with Nevada's 
current water conservation efforts. 

Located in northwest Las Vegas on 
Maverick Street and Gowan Road near 
Torrey Pines,Fox Glen recently celebrated 
its grand opening. 

Ober, who has been building homes in 
Southern Nevada since 1977, has become 
known as an innovator in land use and 
floorplan design. With Fox Glen, he will 
soon be known as an innovator in desert 
landscaping as well. 

While Ober is not the first homebuilder 
to use desert landscaping, he is the first to 
incorporate a Southwest Arizona style 

with plants native to the Grand Canyon 
state at the Fox Glen models. This style of 
landscaping has been popular with Ari
zonahomebuyers who have been exposed 
to water conservation concerns for years. 

Ober is hoping Fox Glen homebuyers 
will also choose to incorporate desert land
scaping in their exterior yard designs. 

"We want to show homebuyers that 
desert landscaping can be both attractive 
and versatile as well as environmentally 
beneficial. A variety of trees, cactuses, 
and flowering plants and shrubs native to 
the desert are available, and they use 75 
percent less water than normal grass land
scaping," said Ober. 

One of the Fox Glen model homes is 
completely landscaped with desert plants, 
reminiscent of the Arizona desert with 
saguaro cactus, ocotillo and palo verdes. 
The other homes show the various ways 



to mix desert landscaping with the more 
traditional grass landscaping. 

"Because of its climate, the Arizona 
desert has a different kind of look, a dif
ferent kind of beauty, than the Southern 
Nevada desert. That's what we we're 
showing at Fox Glen," said Ober. 

"There's a perception that desert land
scaping doesn' t have a lot of color or 
variety. We're showing that it does. 
Through the use of several varieties of 
desert flowers and flowering cactus, our 
desertscapes have life and color. Many of 
the plants keep re-b looming so there's 
color year-round." 

Several colors and sizes of rocks, in
cluding river rock and sandstone boul
ders, are also used for landscape contour
ing. Additionally, a riverbed was created 
using various types of rocks and boulders 
in the backyard of one model home. 

Besides the water conservation ben
efits of desert landscaping, other advan
tages to homeowners are easy mainte
nance and monetary savings. There 's little 
upkeep compared to the maintenance in
volved with normal grass landscaping, 
and the cost is minimal compared to lawn 
care services and the cost of water. 

Several of the desert plants, including 
the barrel cactus, saguaro cactus, Joshua 
tree and ocotillo, only need natural rain
fall so they don't require any irrigation. 
The rest of the plants have a drip irrigation 
system which provides a tremendous wa
ter savings with its control of the amount 
of water released. 

Using native Arizona plants did present 
a challenge because of the differences in 
the Arizona and Nevada climate. 

"Southern Nevada has more dramatic 
weather conditions as our temperature 
can drop lower compared to the Southern 
Arizona climate. That difference can en
danger some plants," said Bob Bellinger, 
Ober Homes' division president. 

"And with our limited rainfall and hot 
summers, it 's important to use plants that 
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can survive and thrive amid these condi
tions. The combination of plants we're 
using are tolerant of all these conditions.'' 

Fox Glen features four one-story mod
els priced from the $130s to the $150s. 
Ranging from 1,642 square feet to 2,150 
square feet, the homes offer three or four 
bedrooms, many standard quality ameni
ties and large family size lots . 

"Few new subdivisions are offering 
homes of this size for this price on estate
sized lots with a minimum square footage 
of 11 ,000 square feet. There is a definite 
demand for this type of home, and we've 
identified it with Fox Glen," said Ober. 

Fox Glen has indeed found its place in 
Las Vegas' new home market as it has 
already established a healthy sales pace. 
In the few weeks the community has been 
pre-selling prior to grand opening, almost 
20 percent of its homes have been sold. 

The Fox Glen neighborhood is similar 
to the popular Shadow Hills neighbor
hood that Ober developed several years 
ago. That community was the recipient of 
a Homer Award from the Southern Ne
vada Home Builders Association. 

However, Fox Glen's floorplan designs 
have been modernized architecturally and 
enhanced for maximum space usage and 
energy efficiency in order to meet the 
needs oftoday's homebuyers. 

From the designer glass block in the 
master baths to the entry courtyards, the 
quality and craftsmanship found at Fox 
Glen place it among the upscale commu
nities in Southern Nevada. 

Floorplans available at Fox Glen in
clude the 1,642-square-foot Lakewood, 
the 1,785-square-foot Springwood, the 
1,929-square-foot Crestwood, and the 
2, 150-square-foot Oakwood. 

Like other Ober homes, Fox Glen homes 
come with many outstanding quality fea
tures . These include wet bars, gas fire
places with gas logs, ceramic tile foyers 
and fireplace accents, covered rear patios, 
several built-in features such as micro-

waves and toasters, and elegant cultured 
marble bathtub, bathtub wainscot and 
vanity top in the master baths. 

Ober's concern for the environment, 
and his knowledge and insight about the · 
homebuilding industry, isn't limited to 
Ober Homes. He is active in the Southern 
Nevada Home Builders Association. Ober 
is currently president of the organization. 

He is charged with the responsibility of 
guiding the SNHBA into the '90s amid 
concerns of water usage and other envi
ronmental factors, affordable housing and 
new building codes and regulations. Ober 
is prepared for the challenge - he has held 
several SNHBA board po itions, incl d
ing a term as president in 1985. He also 
serves as a member of the evada Envi
ronmental Protection Commission. 

Bellinger is currently on the SNHBA 
board of directors. He has served on the 
board for eight years. 

Now that Fox Glen is up and running, 
Ober and Bellinger have ·turned their at
tentions to several other projects. 

Their next development will be Sum
mer Breeze, which will also incorporate 
desert landscaping in its model home com
plex. This new 11 0-home community is 
located on Lone Mountain Road and 
Decatur Boulevard. Summer Breeze will 
feature four one-story models on family
sized lots with a minimum square footage 
of 6,000 square feet. According to Bel
linger, these homes will be modeled after 
their Desert Breeze community which 
proved to be very popular. 

Though Fox Glen is Ober Homes' first 
community, the company has more than 
three decades of combined homebuilding 
experience behind it with Ober and 
Bellinger. The pair have been together 
since the '70s, and have developed more 
than 30 neighborhoods in the Las Vegas 
area with U.S. Homes, R.A. Homes and 
now Ober Homes. Several of their com
munities have been recognized for out
standing craftsmanship and design. 
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Milgard Windows 
opens Las Vegas 
manufacturing plant 

When Milgard Windows opened their 
newest 26,000-square-foot manufactur
ing facility in Las Vegas this September, 
the company was relatively unknown in 
area homebuilding and architectural 
circles. It was no surprise to Milgard, 
currently the largest window manufac
turer in the Western United States. 

In fact, before opening the Las Vegas 
operation, they wouldn't even sell a win
dow meant for a home in Southern Ne
vada. "In order to stand behind our prod
ucts, we need to be local. We don't sub
scribe to 'long distance' support." says 
Randy Dodd, general manager for Mil
gard's Las Vegas operation. 

That explains why the company has 
eight major manufacturing facilities in 
four western states, as opposed to simply 
shipping the windows from their home 
office in Tacoma, Wash. "We understand 
the Nevada homebuilding industry, be
cause we're part of it." 

Milgard' s focus on service has been 
successful for the window company, and 
according to Dodd, the company is any
thing but unknown throughout the West 
Coast. "You can 'tdrive into a subdivision 
or multifamily development in Washing
ton, Oregon or California without seeing 
our familiar red window stickers." 

With an annualized growth rate in ex
cess of 20 percent even in this past year's 
disappointing housing market, Milgard' s 
market share continues to escalate. "As a 
company, we refused to bow down to a 
slow market. We further improved our 
service, introduced new products, refined 
existing products-and had a banner year." 

According to Dodd, Milgard conducted 
extensive market research and met with 
the area's top developers, homebuilders 

and architects before deciding to open a 
facility in Las Vegas. "We really did our 
homework," Dodd said. "This is an ac
tively growing market, and we're excited 
to be part of it." 

Dodd says local response to Milgard 
products has already been "outstanding," 
due in part to Milgard's signature "Guar
anteed for Life" warranty. Milgard' s guar
antee, which Dodd claims to be the "best 
in the business," also covers Milgard Re
placement Windows. "If they're installed 
correctly, we cover them, too," Dodd said. 

The name "Milgard" is courtesy of the 
company's founder, Gary Milgard, who 
together with his father, started Milgard 
Glass Company nearly 40 years ago. 
Milgard has since spawned Milgard Win
dows and its sister company, Milgard 
Tempering. The company is still privately 
owned by Gary and his brother Jim. 

Short term, Dodd is looking forward to 
a successful first year servicing Southern 

Nevada's homebuilders, architects and 
light commercial developers . Although 
Milgard 's products cover the spectrum of 
aluminum, vinyl and wood windows and 
doors, Dodd anticipates the majority of 
his business this year will be in the area of 
aluminum windows and sliding doors . 

Long term, Dodd says he's looking 
forward to developing Milgard's reputa
tion for quality and service in this new 
market. Dodd also sees a shift in window 
frame materials. "I see builders beginning 
to tum to energy-efficient vinyl and wood 
windows to satisfy increasingly stringent 
energy codes." 

Milgard is a member of the Nevada 
Development Authority, the Building In
dustry Association of Southern Nevada 
and the Las Vegas Chamber of Com
merce. Before moving to Las Vegas to 
head Milgard 's operation, Dodd was sales 
manager for Milgard's largest operation 
in Tacoma, Wash. 
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Winners announced 
in SNHBA's 

1991 Homer Awards 
Metropolitan Homes walked away 

with top honors for their Plan A at Capri
ana at the Southern Nevada Home Build
ers Association (SNHBA) eighth annual 
Homer Awards. 

The a wards banquet was held Saturday, 
November 2 at the Sahara Hotel Space 
Center Grand Ballroom. More than 400 
people attended and Steve Schorr served 
as the master of ceremonies. 

"The judges felt the home had excep
tional livability and the design made maxi
mum use of land area," said Irene Porter, 
executive director of the home builders. 

The home was designed for empty nest
ers and young families and sells for under 
$100,000. Its single-story floor plan mea
sures 1,271 square feet and makes good 
use of windows and high ceilings to pro
vide an open atmosphere, the judges said. 

"This home is really indicative of the 
response by the builders in this commu
nity to provide quality and affordable 
housing for young families," Porter said. 

More than 100 entries were received by 
the Southern Nevada Home Builders As
sociation for this year's competition. 

A multi~media presentation of the fi
nalists' work was shown at the banquet, 
along with live camera coverage of crowd 
and winner reactions. 

1991 HOMER AWARDS 

Best Single Family Detached- 1,300 sq. ft. and 
under ($11 0,000 and under) 
Metropolitan Homes- Plan A Capriana 

Best Single Family Detached- 1,301 to 1,800 sq. ft. 
($11 0,000 and under) 
Pardee Construction- Plan 3 El Paseo at Rancho 
Las Brisas 
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Metropolitan Homes' Plan A Capriana won top honors in the eigth annuai Southern 
Nevada Home Builders Association Homer Awards 

Best Single Family Detached- 1,301to 1,800 sq. ft. 
($11 0,001 and over) 
Pacific Properties- Novella 4 at Terracina 

Best Single Family Detached- 1,801to 2,300 sq. ft. 
($130,000 and under) 
American West Development- Plan 414 The Pearl 
at Sandstone 

Best Single Family Detached- 1,801 to 2,300 sq. ft. 
($130,001 and over) 
Nigro Associates- Plan 1 Greenbriar at Legacy 
Highlands 

Best Single Family Detached- 2,301 sq. ft. and 
over ($160,000 and under) 
Richmond American Homes- 606 at Valiente 
Estates 

Best Single Family Detached- 2,301 sq. ft. and 
over ($160,001 and over) 
Nigro Associates- Plan 3 Tammaron at Legacy 
Highlands 

Best Single Family Attached - 1,601 sq. ft. and over 
($120,001 and over) 
CaiPacific-Schulman Group- Plan 4 Se'Villa 

Best Model Home, Water Efficient, Landscape Design 

Nigro Assoc. - Plan 1 Greenbriar at Legacy Highlnds 

Best Multi-Family for Rent Development 
Pacific Properties- Club Pacific at Flamingo 

Best Single Product Community 
Stanton Construction- La Mancha Estates Edition 

Best Model Home Interior Decoration- Selling 
$120,000 and under 
Pacific Properties- Carino 2 at Terracina 

Best Model Home Interior Decoration- Selling 
$120,001to $160,000 
Richmond America Homes- 606 at Valiente Estates 

Best Model Home Interior Decoration- Selling 
$160,001 and over 
R/S Development- Plan 1 03 The Bristol at 
Belaire Estates 

Best Advertising Campaign 
Pacific Properties- Villaggio 

Best Merchandising Campaign for a Project 
R/S Development- Belaire Estates 

Home of the Year 
Metropolitian Homes- Plan A Capriana 



McDonald Ranch progressing toward 1992 groundbreaking 

MacDonald Ranch, a 3,21 0-acre mas
ter-planned community in Henderson that 
will include three luxury resorts, three 
golf courses and approximately 8,500 
home sites, is on track to begin it's initial 
development in the Spring of 1992. 

Richard C. MacDonald, manager of 
MacDonald Ranch, said that the engi
neering studies on the development' s first 
two villages, The Foothills and Sunridge, 
have been completed and submitted for 
approval to the City of Henderson. 

MacDonald Ranch consists of four 
master-planned villages. The project's 
estimated construction cost is $1.32 bil
lion. To date, $4.5 million has been spent. 

The tentative map for The Foothills at 

MacDonald Ranch, the project's luxury 
community, was submitted in early Sep
tember. Further development awaits fmal 
approvals from Henderson and allocation 
of water for the first two villages. 

A fiscal impact study on the project has 
shown that the first two villages are ex
pected to bring an estimated $7 million 
annually in gross revenues to Henderson. 

Located near Lake Mead Drive and 
U.S . 93/95, MacDonald Ranch is bor
dered on the south by the McCollough 
Mountains and will incorporate a variety 
of the location's natural features into its 
landscaping, including the desert foot
hills, ravine. Elevations will range from 
2,180 feet to 3,300 feet. 

Take a Look 

In addition to each of the villages hav
ing designated park sites, more than 400 
acres of open space within MacDonald 
Ranch will remain in its natural desert 
state. Jogging and horseback riding trails 
will encircle the development. 

Production home prices will range from 
$110,000 to $600,000. Custom home lots 
will start at $120,000 with the more exclu
sive sites reaching $1 million. 

Three Palm Springs-style resort/casi
nos of 350 to 500 rooms and suites are 
planned for the project along with three 
18-hole championship golf courses. 

The MacDonald family has been in
volved in real estate developments in Ne
vada and Hawaii for over 25 years. • 

Into Milgard Windows. 

While we may be new in town, we're sure not new 
to the window business. In fact, we're the largest 
window manufacturer in the West. 

And now, we're building windows right here in 
Las Vegas. 

For over 30 years builders and homeowners alike 
have demanded quality Milgard windows. And they 
keep coming back, confident that if anything ever 

goes wrong with a Milgard product we'll 
fix it for free . For as long as the original 
homeowner owns it. Guaranteed. 
You can't make a guarantee like 

that without the window to back it up. 

Our bright red logo also stands for something else. 
A promise that your Milgard window order will be 
delivered on time and in full. 

Every day counts when you're building homes. So 
we won't slow you down. 

If you'd like to learn more about our extensive 
selection of Aluminum, Vinyl and Wood window 
products, give us a call. We're just around the corner. 

Milgard Windows 
Call Randy Dodd, General Manager 
453-1234 
40 N. Mojave Rd., Las Vegas, Nevada 89116 
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SPEAKING FOR NEVADA 

Focus 2000: Commitment for a 
healthy economic future 

With two years of the new decade 

under its belt, Nevada finds itself in 

a state of change. Not surprisingly, 

the unprecedented growth experi

enced during the last ten years has 

placed new demands upon our local 

and state governments, and the 

condition of the national economy is 

beginning to affect the way we do 

business here in the Silver State. 

by Lt. Governor Sue Wagner 

The proliferation of gaming through
out the United States is giving new 
importance to the need for diversifying 
our economy. Currently, three states 
have approved riverboat gambling and 
similar legislation is pending in three 
additional states. Today there are fewer 
than 10 vessels involved in riverboat 
gambling, but by 1995, some 90 vessels 
are projected to be in operation. Video 
gaming systems, which have been 
approved by four states, are expected to 
receive the nod in 10 additional states 
within the next few years. And the 
picture for the general casino market 
doesn't look any better. 

Today there are 325 casinos in 
operation. By 1995 that number will 
double and the vast majority of that 
growth will occur outside the state of 
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Nevada. The effects of this proliferation 
of gaming on the state's economy 
cannot be entirely known. But one thing 
is clear: the gaming industry, which is 
the state's largest employer and biggest 
contributor to the general fund, is facing 
its greatest challenge. Certainly, Nevada 
can no longer rely on a single industry 
to provide a healthy economic base. We 
have to help non-gaming businesses 
flourish and prosper. 

This is not to suggest that we can or 
should ignore the needs of our gaming 
and tourism industries. As chair of the 
state's commissions on economic 
development and tourism, I am most 
heartened by the quality of profes
sionalism and high level of achieve
ment experienced within Nevada's 
tourism industry. In spite of the 
challenges to gaming, I think states 
such as South Dakota and Iowa have a 
long way to go before they can seri
ously compete with Nevada. And, in 
spite of the obvious need to diversify 

our economy and reduce our depen
dence upon a single industry, we would 
be short-sighted to overlook the 
importance gaming and tourism will 
continue to have for our future. 

In 1990, more than 30 million visitors 
traveled to Nevada and spent more than 
$9 billion. Nearly two-thirds of all jobs 
in Nevada are related directly or 
indirectly to gaming and tourism. 

Since 1983, the Nevada Commission 
on Economic Development, has been 
charged with seeking ways to diversify 
and expand the Nevada economy. It was 
through the creation of a statewide 
strategic plan for economic diversifica
tion and development released in 1985 
that Nevada's 12 economic develop
ment authorities were created to 
promote their communities and provide 
relocation assistance to companies 
seeking to do business in Nevada. 
The plan covered a broad range of 
strategies to attract new industry to the 
state. It called for an increase in 
vocational education opportunities and 
the creation of the state's Washington 
D.C. and international representative 
offices. It recommended programs for 
tax deferrals, venture capital funds and 
business assistance programs, all of 
which are now part of the state's overall 
efforts towards economic development 
and diversification. 

But that plan is now six years old, and 
since 1985 the economy, internation
ally, nationally and locally, has taken a 
new direction. The basic philosophies 
which drove economic developers in 
1985 no longer apply. As computers 
make information more accessible and 
the workplace, itself, becomes more 
complex, the site selection process has 
undergone great changes. No longer is 
"physical infrastructure" a primary 
concern of site selectors. The infrastruc-
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ture of the 1990s and beyond is one of 
community development, accommodat
ing human needs, in addition to those 
dealing with the physical world. The 
competition for attracting new busi
nesses is fierce. 

While Nevada has much to offer, 
we are far from the cutting edge when 
it comes to economic development. 
Our neighbors to the north, south and 
east are vying for the same type of 
industry that we hope to attract. They 
are putting big dollars into marketing 
plans that will promote the benefits of 
doing business within their states. The 
figures bear this out. In Arizona $1.2 
million has been budgeted for market
ing the state's economic development 
programs on a national scale. In Utah, 
the figure is $1.4 million. In Idaho 
they are spending $1.3 million for 
a'omesric markering. Yer, nere in 
Nevada the legislature has allocated 
only $400,000 for domestic marketing 
programs in economic development. 
That means, if we are going to be 
competitors in economic development, 
the state of Nevada is going to have to 
provide a marketing program that is 
smarter and better than those of our 
neighboring states. 

Clearly, the old ways no longer apply. 
Nevada's plan for economic diversifica
tion and development must be brought 
up to date to reflect the changes that 
exist within the marketplace. Strategies 
for development must address the new 
ways of doing business, as well as 
reflect the particular needs of our state. 

To set a plan for economic develop
ment that will affect all aspects of our 
society is a very personal process. It 
entails the values held by the residents 
of the community and involves the way 
we set priorities. Such a process must 
take into consideration how the commu-

nity would like to see itself develop -
politically, educationally, fiscally and 
socially. That is why the Nevada 
Commission on Economic Develop
ment is embarking upon a strategic 
planning process that is directed toward 
the whole community and is based 
within the grassroots . 

It is a process that begins from 
the bottom up, collecting information 
from the general public, moving on to 
surveying the "stakeholders"- a 
term used for community leaders, and 
then breaking down to regional focus 
groups that will provide in-depth 
review of baseline and survey informa
tion. These regional focus groups 
will identify the state's priorities and 
suggest strategies for the implementa
tion of the overall plan. 

A management committee will then 
take tnat information for tne purpose of 
creating "Focus 2000," a strategic plan 
for economic diversification and 
development aimed at the '90s and 
beyond. Key to the creation of Focus 
2000 is the ongoing monitoring and 
review process which will oversee and 
provide continual updates , ensuring that 
Focus 2000 doesn't become just another 
study to collect dust on the shelf. 

The exciting thing about this whole 
process is that it is a pro-active strategy 
for meeting the economic needs of our 
state. Nevada is not waiting for a failing 
economy before it makes a move. 
Rather, we are taking a progressive and 
aggressive role in planning for our 
future as a major player in the western 
marketplace. Focus 2000 will serve as 
living testimony to the commitment we 
have made for a healthy economic 
future, the results of which will be felt 
not only within this decade, but for 
years to come. 

• 
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With proper planning, the 

divorce settlement can be 

structured to provide the most 

favorable tax treatment to both 

parties, in order to minimize 

income taxes and maximize 

post-divorce assets and income. 
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by Richard Chulick 

Tax Planning 
and Divorce 

One area of tax planning that requires 
careful consideration is the impact of di
vorce. If a settlement is already in place, 
the possible benefits of tax planning may 
be lost. Among other topics, the tax code 
addresses the subjects of alimony and 
property settlements. 

ALIMONY 

Alimony is included in the income of 
the payee spouse and is deductible from 
the income of the payor spouse. The de
duction for alimony creates an opportu
nity to shift income from the higher-tax
bracket individual to a lower-tax-bracket 
individual, assuming both parties are in 
different tax brackets. For example, Adam 
and Beth divorce, and Adam agrees to 
provide Beth $15,000 a year for ten years. 
Adam is in the 31 percent tax bracket, and 
Beth is in the 15 percent bracket. The tax 
savings from treating the payment as ali
mony are $2,400 each year. This is com
puted by multiplying the 15 percent 
bracket difference by the $15,000 shift of 
income. Of course, the payee spouse now 
is responsible for paying income tax of 
$2,250 ($15,000 x 15 percent) if the pay
ment is treated as alimony. Working for 
the benefit of most parties, the savings 
could be shared by increasing the pay
ment to the payee and treating it as ali-

mony. As Beth's tax bracket converges 
on Adam's, the tax savings will diminish. 

If treating a payment as alimony is the 
desired result, the payment must be in 
cash and: 

• The payment must be received by (or 
on behalf of) a spouse under a divorce or 
separation instrument; 

• The divorce or separation instrument 
should designate the payment as being 
includable in gross income and allowable 
as a deduction; 

• The payee spouse and the payor 
spouse must not be members of the same 
household at the time payment is made; 

• And, payments should cease at the 
death of the payor spouse. 

Alimony is not required to be paid over 
a set term of years; however, there is a 
possibility for recapture of alimony de
ductions for post-1986 agreements if the 
payments meet the definition of being 
front-loaded. The recomputation of the 
alimony deduction in year three for the 
first and second years after separation is 
intended to prevent a property settlement 
from being disguised a alimony. If ali
mony payments are constant for the first 
three years, recapture is not a problem. If 
alimony payments decrease significantly 
during the first three years (i.e., on aver
age more than $10,000 per year) the front
loaded test may apply. If so, the amount of 



alimony subject to recapture is added to 
the income of the payor spouse in the third 
year and deducted from the income of the 
payee spouse in the third year. Proper 
structuring of alimony payments is re
quired to prevent such recapture. 

PROPERTY SETTLEMENTS 
In general, property transfers between 

spouses or between former spouses inci
dent to divorce are not taxed. Instead, the 
transfers are treated as gifts with the trans
feree-spouse receiving the basis, holding 
period, depreciation, etc. from the trans
feror-spouse. The transferee then recog
nizes gain or loss at the time he or she 
disposes of the property. 

Property settlements should be care
fully reviewed to ensure they are equi
table to both parties. Although the fair 
market value of property may be equally 
di~tritmt~d to spouses~ the basis in the 
property will determine the gain or loss 
and the respective tax consequences. 

Example: Adam has two blocks of stock, 
X and Y, having a fair market value of 
$100,000 each. Stock X has a basis of 
$50,000 and Stock Y has a basis of 
$80,000. If Adam retains Stock Y for 

.hinlM.tf .an.cl.tmns.fe.L~~I\toclcX to Beth as 
part of a property settlement, when the 
stock is sold, Adam will be in a better eco
nomic position then Beth (assuming Adam 
and Beth both pay tax at 28 percent). 

ADAM BETH 
Sales Price $100,000 $100,000 
Basis 80,000 50,000 
Gain from Sale 20,000 50,000 
Tax on Gain 5,600 14,000 

Net Cash from Sale $94,400 $86,000 

By keeping the stock with the higher 
basis, Adam receives $8,400 more than 
Beth. In the event that one spouse is in a 
lower tax bracket, a property settlement 
can be structured to take advantage of the 
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V A L C 0 M 

Introvert 

Extroverts 

Networking Causes Communication 
The ffiM PC that doesn't communicate with other ffiM perwnal 
computers stands alone in its effort to enhance the producffi,ity of 
your business. 

But if connected by Va!Com networking expertise, your ffiM PS/2 
computers can benefit your or&anization with new, never-before
reached heights of efficiency- in timely correspondence, real-time 
inventory, current reporting, immediate invoicing- virtually every 
operation. 

Va!Com has the experience to effectively: 

• analyze the unique ffiM computerization needs of your 
business 

• apply the networking solution that maximizes the uses of the 
ffiM technology you have on hand 

• make recommendations that address your business' needs 
specifically. 

To network your ffiM PS/2 personal computers and other leading 
brand name computers, contact your Val Com center. Your PC 
could use the company. 

The IBM' PS/2' Model70 is one of the many IBM products 
available at VaiCom. Features include MicroChannel' archi
tecture and two 32-bit and one 15-bit expansion slots. 

V ALCOM COMPUTER CENTER 
4305 South Industrial #110 

Las Vegas, NV 89103 
702-795-1010 Fax: 702-795-0199 

IBM, PS/2 and MicroChannel are registered trademarks of International Business Machines Corporation. 
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Care should be taken with the transfer or 

disposition of the personal residence in order 

to maximize the benefits of tax deferral or 

the $125,000 onetime gain exclusion. 

tax savings created by taxing more gain at 
a lower bracket. Under this scenario the 
tax savings can be shared, thus increasing 
the after-tax net worth of both spouses. 

OTHER CONSIDERATIONS . 

Tax planning for divorce only begins 
with the areas discussed above. Other 
areas should be closely examined. One is 
the effective use of dependency exemp
tions. Although the custodial parent re
ceives the exemptions, they can be re
leased to the non-custodial parent. The 
key is for one party to obtain a tax benefit, 
if he or she does not benefit from such 
deductions given the new adjusted gross 
income limitations. Also, the use of a 
Qualified Domestic Relations Order 
(QDRO) as a vehicle for non-employee 
spouses to receive an interest in their 
former spouse's retirement benefits 
should not be overlooked. The use of 
QDRO can have significant income tax 
planning effects. Lastly, care should be 
taken with the transfer or disposition of 
the personal residence in order to maxi
mize the benefits of tax deferral or the 
$125,000 onetime gain exclusion for in
dividuals over the age of 55. 

These are just some thoughts to con
sider. Your tax advisor and attorney can 
provide more detailed information on the 
subject, and should be consulted before 
any actions are taken. • 

Richard Chulick is a tax partner with the 
firm Deloitte & Touche. 



During times of economic 

1
S ability 

customer se · ce may be 

the sole determining factor 

between success or failure. 

by Ehert Kowa/k 

CUSTOMER SERVICE 
The Great Differentiator 

Exceptional attention to customer ser
vice can return big dividends to small 
businesses. 

Indeed, improving service to customers 
is an excellent way for small companies to 
distinguish themselves from the competi
tion, says Kathy Welch, president of the 
International Customer Service Associa
tion, headquartered in Chicago. 

"Customer service can be the great 
differentiator for your offering, especially 
with more demanding customers and half 
a dozen competitors ready to take away 
your business," explains Welch, who is 
also director of customer service for the 
Coleman Co., a camping equipment manu
facturer based in Wichita, Kansas. 

Customer service is an urgent task for 
small and growing businesses, argues Paul 
Kelly, who just started his own company, 
Silvermine Consulting Group, a Norwalk, 
Conn., firm specializing in consumerprod
uct, sales and marketing training. 

"From a financial standpoint, you can't 
exist on getting new business alone, be
cause of the costs involved in preparing 
for cold calls, traveling and follow-up," 
Kelly states. "For the flrst three to flve 
years, you need solid repeat business to 
sustain the company, which comes from 
excellent responsiveness to the customer." 

These days customer service doesn ' t 
necessarily mean creating a dedicated 
department for the task and dealing with 
customer problems as they come up. In
stead, an ethic of customer service should 
encompass the finn 's operations- from 
manufacturing to shipping- says Welch. 

With that in mind, motivating employ
ees is a key factor in providing excellent 
customer service, says Doug Farr, presi
dent, Farr Manufacturing & Engineering, 
a custom-fabricator of industrial ovens, 
furnaces, pollution control systems and 
other equipment in Williamstown, W.Va. 

"We're often under tremendous deliv
ery pressures, but we sensitize our people 
to the fact that they are selling the next 
order," Farrexplains. "We talk up quality 
on a constant basis and make a point of 
touring the factory daily. Also, we rein
force to our employees that they are the 
company 's most important asset." 

It' s also important to recognize em
ployee achievements, Coleman's Welch 
explains. "If they do a good job, make 
sure they get recognition," she says. "Cel
ebrate success. It shows the company cares 
and gets other employees motivated." 

One of the most important jobs is to 
"learn what customers need and tailor 
your organization to meet their require-
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ments," Welch advises. For instance, ship
ping product naturally affects the custom
ers ' receiving operations, so you should 
ask what their critical needs are, such as 
arrival times, carton markings and paper
work, she explains. "The goal is to fit into 
their mold, their way of doing things." 

To help its employees obtain a better 
customer orientation, CGI, Inc., a high
volume color separator based in Boston, 
plans to soon form project teams com
prised of customer service staff, produc
tion floor managers and clients. Currently 
CGI ' s customer service staff acts as a 
liaison between the client and CGI's pro
duction department and helps guide 
projects to completion. However, most of 
the client liaison work is done on the ' 
telephone and there is little face-to-face • 
contact between plant and customer. 

"We want to get clients more involved 
in the production process," explains Steven 
Jewett, CGI vice president. "This new 
team approach will allow us to meet face
to-face with clients more often. We think 
the quality of communications will in
crease and that should improve the way 
we serve our clients." 

One of the most efficient ways to attain 
a better customer orientation is to create 
performance standards that have the cus
tomer in mind, advises Sandra Tuck, a 
principal with Booz, Allen & Hamilton 
management consultants, New York City. 
"Performance standards are often designed 
for internal efficiencies, like the number 
of pieces produced," Tuck says. "But to 
get maximum buyer satisfaction, grade 
employees on how they serve customers." 

Going above and beyond business as 
usual is one way to better service custom
ers, Kelly says. "You can do things you 
won't necessarily get paid for, like help
ing clients with presentations, and even 
providing advice on career moves. It's a 
great way to establish goodwill and builds 
the client relationship even further." 

Farr Manufacturing & Engineering pro-
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vides value-added service by delivering 
equipment components in such a way that 
customer installation is made easier. 

"We adjust the arrival of the compo
nents in a certain order, so customers can 
get the equipment up to speed more 
quickly," Farr says. "We also advise them 
how to make the installation and the best 
way to service and maintain the machine." 

One of the biggest potential service 
problems for small companies is handling 
the needs of several different customers 
and meeting simultaneous deadlines, both 
Tuck and Farr note. 

"Unfortunately, you can't treat every
one equally," Tuck declares. "Prioritize 
customers by size, profitability and im
portance to your firm. You want to make 
sure the additional cost of doing business 
with them by providing value-added ser-

One of the biggest potential service prob-

lems for small companies is handling 

the needs of several different customers 

and meeting simultaneous deadlines. 

vice is matched to the profit you expect." 
"We tum down orders from new cus

tomers if we can't meet their required 
delivery dates or if it would jeopardize 
service to our existing customers. That's 
also part of good customer service," Farr 
notes. "However, if we go into production 
on a new order and the unforeseen should 
happen and we know we can't meet the 

customer's delivery date, we tell them 
quickly. If we can' tgetitdone well and on 
time, at least we get it done well. We will 
not compromise on quality." 

"Nothing makes me more miserable 
than an unhappy client," Kelly says. 
"You've got to take it personally. You 
have to think, 'There ' s no separation be
tween my product and me."' • 

Ehert Kowalk is an IBM marketing man
ager who focuses on small and growing 
businesses in the Las Vegas area. 

This monthly column is sponsored by 
Val Com ComputerCenter,4305 S.lndus
trialRd.,Suite 110,Las Vegas,NV 89103 . 
Any comments or requests for additional 
information, call (702) 795-1010. 
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OPINION 

The U.S. Government and 
new technology 

By Senator Phil Gramm, R-Texas 

Supporting innovation is the key to 

maintaining the United States' 

position of leadership in the highly 

competitive global marketplace 

More than a decade ago, America's 
copier giant, Xerox Corporation, 
reported] found 97 defects for every 

00 copiers rolling off its assembly 
· e. By e :nid- 9 e technologi-

e:;.:::;o:.c~~rY - change 
~iilli:ss. Then it 

ed and nearly fell as 
=oi:::::li~O:S offered customers even 
beu.el" technology. 

The shrunken giant looked at itself, 
looked at its high-tech, high-quality 
Asian Rim rivals and launched a 
survival campaign which has reclaimed 
almost 16 percent of the U.S. market. 

For Xerox, the key to survival 
apparently was a desperate realization it 
was "in a race with no fmish line." 

For America, the lesson is clear. 
Since the Industrial Revolution, 
freedom and genius have been generat
ing innovative technology that has made 

us literally the richest nation in the 
history of the world. The American 
success story is no secret. In fact, we 
have a choice between spreading the 
word or spreading our wealth around an 
impoverished world. We have rightly 
chosen to spread the word. But if our 
international competitors can whip us at 
our own game, they will. 

The value of technology as producers 
of prosperity has not been lost on Japan, 
a nation which rose from atomic ashes 
by promoting private development of 
technology as a national goal. 

While America' s home-grown special 
interests and xenophobes agonize over 
our own failure to emulate Japan's 
protectionism, in truth, the Japanese 
system of hard work, incredible savings 
rates and non-adversarial government 
policies has not only put the American 
industrial giant to the test, but has 
overcome the counter-productive policy 
of Japanese protectionism. 

The Japanese government views itself 
as a working partner with the private 
sector. In our country, government and 
industry eye each other with suspicion. 
At least on the part of industry, some of 
that suspicion is justified. 

In the last 20 years, we have largely 
outgrown our old problems of labor
industry conflict. When labor, industry 
and government come to view them
selves as members of the same team, 
we'll begin to pull away from the 
competition. 

The United States will struggle to 
maintain technological superiority if its 
own government sleeps through the 
changes ocurring worldwide in the last 
quarter of this century, changes that can 

only be characterized as a new indus
trial revolution. 

The President's overall budget for 
R&D for next year - at $7 6 billion, a 
13 percent increase over R&D spending 
in 1991 -is a wake-up call. So is the 
administration 's formal acknowledge
ment that technology is important to our 
future, the most prominent such policy 
statement ever by any administration. 

Narrowly focused , but critical 
support for programs ranging from 
pure "science-for- the-sake-of-science" 
projects such as the Superconducting 
Supercollider to hard engineering works 
like the Space Station Freedom will 
generate economic rewards for the 
United States as a nation that go far 
beyond plain prestige, nice as that is. 
But to see these two projects become 
a reality, we must overcome the 
tendency of Congress to invest in the 
next election instead of the next 
generation, which it does by spending 
on programs with big constituencies 
instead of big returns. 

And we can do still more, joining 
with business in promoting generic 
research on technology that holds broad 
commercial potential, easing the 
transfer of federally produced data to 
the private sector and offering tax 
incentives for innovators to get to work. 

Federal bureaucrats shouldn't be 
picking winners and losers - the 
marketplace is the only effective way to 
do that- but the American govern
ment must become a tacit partner in the 
technological revolution that is already 
supplanting the industrial dinosaurs that 
American politicians love to support 
with subsidies and protection. • 
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Nevada 
Briefs 

Partnership 
Insuring quality 
health care 

For a business partnership to be effec
tive and successful it must be a mutually 
beneficial relationship that produces a 
quality product or service for which there 
is a need. The partnership between the 
University of Nevada School ofMedicine 
and University Medical Center is based 
on that same philosophy. Both partners 
are benefiting and the products that are 
being produced- high quality physicians 
and advanced medical care- are meeting 
a demonstrated need in the rapidly grow
ing communities of Southern Nevada. 

"People are coming to realize this part
nership directly affects them and the qual
ity of their health care," explained Uni
versity Medical Center Chief Executive 
Officer David Brandsness. "This impact 
extends beyond the walls of UMC and 
into doctor's offices, clinics and hospitals 
throughout the state." 

The partnership between the hospital 
and the medical school was formed in 
1975, but didn't blossom until the 1980s. 
The medical school does not have its own 
hospital and was searching for a facility to 
serve as a major teaching institution. 
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UMC stepped forward and is now the 
major clinical campus in the state of Ne
vada. This progressive partnership is very 
much in keeping with the state-wide mis
sion of the medical school. 

Through the partnership, the medical 
school has a hospital to train both medical 
students and residents (medical doctors 
who have completed medical school and 
are undergoing advanced training in a 
hospital setting.) 

The hospital, on the other hand, gained 
physicians who assist in the care of pa
tients being treated there. 

"UMC was the perfect choice for this 
assignment," said Thomas Cinque, M.D. , 
associate dean of the medical school. "It 
sees a diversity of patients, possesses the 
latest in medical technology, has a medi
cal staff with a long history of dedication 
to education of the young physician." 

Added Brandsness, "At UMC, the fo
cus is not merely on treating disease and 
injury, but also keeping abreast of 
changes in technology and treatment as 
well as educating physicians." 

The partnership with the University of 
Nevada School of Medicine has helped to 
place the hospital in the forefront of medi
cal education and made it the leading 
clinical campus in the state. About 65 
residents are presently in training at the 
hospital in programs that include internal 
medical, general surgery, obstetrics/gy
necology and family practice. New resi
dency programs are expected to be added 
in the next five years including pediatrics, 
psychiatry and anesthesiology. 

"We are training the physicians that 
will someday staff our local hospitals and 
medical centers throughout Nevada," 
said Brandsness. 

Brandsness noted that recent studies 
have shown the doctor-patient ratio in 
Nevada, and particularly Clark County, 
to be well below the national average. 

According to a recent report, nationally 
there are 2.4 doctors for every I ,000 pa
tients. In Nevada, according to that study, 
there are only 1.5 physicians for every 
1,000 Nevadans and Clark County fea-

tures only 1.28 physicians per 1,000 pa
tients. With the existence of this situation, 
it gives opportunities for practice in this 
community to graduates of the Medical 
School's programs at UMC. 

Because it is a clinical campus, the 
hospital serves as a teaching center for 
medical school professors who remain 
up-to-date on the latest advancements in 
health care. The knowledge and skill of 
these teaching physicians, along with the 
benefits gained from their medical re
search projects, is shared with both stu
dents and patients. 

"For the patient at UMC the result is 
very tangible- better medical care," said 
Cinque, who along with other medical 
school faculty is based at {,JMC. 

UMC's relationship with the medical 
school has also resulted in needed ser
vices for the community. For example, 
the state's first transplantation program 
began at UMC as a joint effort between 
the hospital and the medical school. 
Nevada's fustkidney transplant was per
formed at UMC on Christmas Day 1989. 

"We look forward to bigger and better 
things in the future and a continued part
nership that benefits the public," said 
Brandsness. 

General manager 
named to new 
Milgarcl plant 

Randy Dodd has been named general 
manager for Milgard Windows' new win
dow manufacturing operation in Las Ve
gas. Dodd was formerly sales manager for 
the company's largest manufacturing fa
cility in Tacoma, Wash. 

Milgard Windows, the largest window 
company in the Western U.S., manufac
tures aluminum, vinyl and wood win
dows, skylights and doors. The firm is an 
active member of the Nevada Develop
ment Authority, the Las Vegas Chamber 
of Commerce and the Building Industry 
Association of Southern Nevada. 





Nevada passes new 
call-dig legislation 

The Nevada Legislature passed a major 
revision to the existing excavation law. 
The new provisions, effective October 1, 
1991, resulted from an eight -month effort 
by a coalition of interested groups which 
included utilities, contractors, local gov
ernments and the Public Service Com
mission of Nevada. The new law estab
lishes administrative fines for unsafe or 
negligent excavation which results in 
damage to underground utility facilities . 
It also requires all utilities, including 
those operated by local governments , to 
be members of the one-call program. 

The desire to change the old law 
stemmed from concern over a growing 

GENERAL& 
SPECIALTY 
LIGHTING 

number of dig-ins caused by failure to 
properly locate underground facilities 
before excavating. In 1989, Nevada utili
ties reported 1,568 dig-ins which resulted 
in more than $1 million in damage to 
underground facilities - a seven percent 
increase in the number of reported dig-ins 
over 1988 and a 30 percent increase in 
the cost of related damage. More than 
$600,000 in damage to Nevada under
ground installations in 1989 were directly 
traceable to the excavator's failure to call 
before digging, a 31 percent increase over 
the previous year. This increasing number 
of incidents suggested excavators were 
ignoring the law because there were no 
penalties for doing so. 

In addition, the old Nevada law and 
practice did not adequately satisfy guide
lines contained in federal regulations. 
The federal requirements included man-

datory participation of gas utilities, a re
quirement that excavators contact a one
call system, and mandatory sanctions 
substantially the same as those provided 
in the Natural Gas Pipeline Safety Act of 
1968, as amended. 

Nevada's new legislation describes re
sponsibilities of both utility operators and 
excavators in much greater detail, adds 
teeth to the penalty provisions and meets 
the federal requirements. 

The law defmes an "operator" as any
one who owns, operates or maintains a 
"subsurface installation" - a pipeline, 
conduit, cable, duct, wire, sewer line, or 
storm drain. All installations owned by 
governments or governmental agencies 
are included, with the exception of those 
owned by the Nevada Department of 
Transportation. All operators must be- ' 
long to the one-call association and coop-
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erate to provide subsurface facility loca
tions. The one-call association currently 
in place in Nevada is Underground Ser
vice Alert, North (USA), telephone 1-
800-227-2600. 

All utilities must use consistent color 
markings: safety red for electrical power; 
safety yellow for gas; safety orange for 
telecommunications; the letter "F" for 
fiber optic communication lines; and 
safety blue for water installations. Any
one responsible for an excavation must 
determine the location of the subsurface 
installation by hand digging within the 
approximate location indicated. 

There are substantial civil penalties for 
failure to comply with the call-dig law. 
For willful or repeated violations, the 
penalty is $1,000 per day for each viola
tion, not to exceed $100,000 for any re
lated series of violations within a calendar 

year. For negligent violations, the penalty 
is $200 per day for each violation, not to 
exceed $1,000 for any related series of 
violations within a calendar year. If an 
excavation activity appears dangerous 
enough to cause death, serious injury or 
property damage, a commissioner of the 
Public Service Commission or a district 
attorney of the city or county may ask the 
district court for a temporary restraining 
order to halt the excavation. 

Excavators must notify the one-call 
association at least two days but not more 
than 14 days prior to the excavation date 
and mark the area of proposed excavation 
in white. Utility operators must mark fa
cilities within two working days. The 
one-call association must document calls 
and keep records on file for six years. 

Any excavator who accidently exposes 
or damages an underground installation 

must notify the utility, minimize hazards 
and allow the utility reasonable time to 
make the repairs. An excavator who sub
stantially complies with the call-dig law is 
not liable for the cost of repairing damage 
to underground facilities which results 
from his excavation. 

During the legislative hearings on the 
measure, some contractors expressed 
concern over the issue of reimbursement 
for the costs of an improper locate by a 
utility. Contractors who have received 
inaccurate locations noted the cost of de
lay can be substantial. The fmal version of 
the law did not include language address
ing this issue. However, major Nevada 
utility companies submitted written as
surances they would promptly deal with 
contractor claims for reimbursement and 
file quarterly reports to the Public Service 
Commission regarding those claims. 

When you're looking for a new home, remember to look for the Good Cents sign. 

You 'll save on monthly utility bills when you buy a Good Cents home. 
Better yet, you'll enjoy added comfort and value. 

That's because Good Cents builders add extra insulation to the 
walls , ceilings and floors . They install efficient heating and cooling 
equipment and add water conservation devices. When you see 
the Good Cents sign, it all adds up to a great, energy-efficient home. 

Sierra Pac:ific: Po\1\/er Eompany 
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NBS receives extra 
lob training funds 

More economically disadvantaged 
Southern Nevada residents in need of job 
training will be served in 1992 due to the 
success of similar programs implemented 
by Nevada Business Services (NBS) in 
1990. NBS is a non-profit job training 
organization implementing programs 
funded by the State of Nevada and federal 
government. From July of 1990 to June of 
1991, NBS met or exceeded all perfor
mance standards outlined by the Nevada 
State Job Training Coordinating Council, 
resulting in the award of $26,500 for job 
training in the program year of 1992. 

"I believe this reflects the dedication of 
the NBS staff to the success of our job 
training programs," said David Hicks, 
NBS president. 

The criteria for awarding the funds was 
based on the degree to which actual per
formance standards exceeded the pre
dicted model standard and the size of the 
eligible population residing in Southern 
Nevada. For example, the average partici
pant in an NBS job training program 
earned $235 per week following the 
completion of the program, compared to 
an average of $212 outlined by the State 
of Nevada. For those on Welfare, 58 per
cent successfully completed an NBS 
sponsored job training program, com
pared to a standard of 52 percent. 

According to Hicks, NBS has focused a 
larger amount of resources to serve Wel
fare recipients and teamed up with vari
ous agencies to implement aggressive job 
training programs. This has resulted in 
performance standards far exceeding 
government standards. 

This year, the additional funds will help 
offset budget cuts and policy modifica
tions of the Department of Labor. Ac
cording to Hicks, the Department of La
borfelt more money should be spent on an 
individual basis to improve the long-term 
skills and employability of participants. 
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business indicators & analxsis 

n evada's economy during the summer months followed the 
national economy's recessionary trend. Unemployment rates 
in Las Vegas , Reno, and across the state all remained above 
year-ago levels, but below the national level. These indica

tors point to the slowing of Nevada' s economy. Nevertheless , overall 
conditions (as measured by unemployment rates) remain decidedly 
better in the Silver State than in numerous other areas of the nation. 

Since unemployment rates in Nevada remain in the five to six percent 
range, some have been hesitant to conclude that Nevada is experiencing 
the adverse impacts of a national recession. Yet, the state's employment 
growth has dropped from its top ranking. Some of this recent slowing 
of the Nevada economy is a result of conditions in California. In 
addition, other indicators point to even more pronounced indications of 
economic weakness. As a result, current business conditions in Nevada 
are decidedly slower than the lusty expansion that ended in 1990. 

A particularly noteworthy drop in sales tax collections (indicating a 
lower overall expenditure level) over recent months reflects the state's 
economic slide. Nevada's sales tax collections dropped 1.6 percent in 
July, 1991 from year-ago levels. Clark County (Las Vegas Metropoli
tan Area) showed the largest drop or 4.17 percent. On the upside, 
Washoe County (Reno Metropolitan Area) registered a 2.39 percent 
gain. But, Reno's gain failed to stem the overall decline. Moreover, 
further anticipated declines in the months ahead foretell public financ
ing difficulties. The state of Nevada faces adverse budgeting prospects 
because its finances were set on the basis of strong sales tax collection 
growth which has not occurred. 

Building permit activity in Nevada has also slowed. All construction 
activity indicators but one showed declines from year-ago levels . 
Moreover, the one positive change (Las Vegas residential permits) 
reflects special one-time circumstances. By all indications, higher 
impact fees beginning in the third quarter pushed permitting upward 
during the second quarter. But few believe this one quarter jump will be 
maintained in the months ahead. Most believe construction activity in 
1991 will be a year of retrenchment. As a result, a slower rate of 
permitting is anticipated in the near future as construction activity for 
1991 will be below the 1990 peak. 

The national economy seems to have stopped its decline during the 
third quarter of 1991 . The outlook for the fourth quarter of 1991 and for 
1992 is for improvement. But the outlook is not as vigorous as typical 
recovery periods. Slower rates of growth are projected for 1992 (rang
ing from two to three percent growth for inflation-adjusted gross 
national product). Many attribute this slower recovery rate to high 
levels of indebtedness for consumers and businesses. Both borrowed 
extensively during the past economic expansion. As a result, expendi
tures on big ticket items - for example, consumer new automobile 
expenditures and business expansion in plant and equipment, which 
typically fuel economic recoveries- are not as likely for the upcoming 
recovery as in previous periods. Thus, Nevadans face the need to realign 
plans from the rapid growth of the last few years to the reality of more 
measured growth in the future. 

R. Keith Schwer, UNLV Centerfor Business & Economic Research 
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UNEMPLOYMENT 

Nevada 
los Vegas 
Reno 

u.s. 
RET AIL ACTIVITY 

Nevada T oxoble Soles 
Clark County 
Washoe County 

U.S. Retail Sales 

DATE 

Aug, 1991 
Aug, 1991 
Aug, 1991 
Aug, 1991 

July, 1991 
July, 1991 
July, 1991 
Aug, 1991 

GROSS GAMING REVENUE 

Nevada 
Clark County 
Washoe County 

July, 1991 
July, 1991 
July, 1991 

CONSTRUCTION ACTIVITY 
las Vegas Area 

New Residences 
New Commercial Permits 

Reno Area 
New Residences 
New Commercial Permits 

u.s. 
Housing Starts 
T otol Construction 

HOUSING SALES 

las Vegas Area 
Average Soles Price ( 1) 
Average Cost/Square Foot 
Average Mortgage Rote (2) 

Washoe County 
Average Soles Price ( 1) 
Average Cost/Square Foot 
Average Mortgage Rote (2) 

U.S. Home Soles 

TRANSPORTATION 

T otol Passengers (3) 
McCarron Airport, LV 
Connon Airport, Reno 

Stole Taxable Gasoline Soles 

POPULATION ESTIMATES 

Nevada 
Clark County 
Washoe County 

NATIONAL ECONOMY 

Consumer Price Index (4) 
Money Supply - M 1 
Prime Rote 
Three-Month U.S. T-Bill 
Gross Notional Product 

2nd qtr 1991 
2nd qtr 1991 

1st qrt 1991 
1st qtr 1991 

Aug, 1991 
July, 1991 

2nd qtr 1991 
2nd qtr 1991 
2nd qtr 1991 

1st qtr 1991 
1st qtr 1991 
1st qtr 1991 
July, 1991 

2nd qtr 1991 
2nd qtr 1991 
July, 1991 

July 1, 90 
July 1, 90 
July1,90 

Aug, 1991 
Aug, 1991 
Sep, 1991 
Sep, 1991 
2nd qtr 1991 

UNITS 

seasonally adj. 
seasonally adj . 
seasonally adj. 
seasonally adj . 

$ thousand 
$ thousand 
$ thousand 
$million 

$ thousand 
$ thousand 
$ thousand 

#permits 
#permits 

#permits 
#permits 

thousand 
$billion 

$ 
$ per sq. ft . 
% 

$ 
$per sq. ft . 
% 
thousand 

passengers 
passengers 
thousand gal. 

people 
people 
people 

1982-84= 1 00 
$billion 
% 
% 
$billion 

LATEST 
PERIOD 

5 .4 
5.6 
4.7 
6.8 

1 '193,568 
680,416 
230,317 
152,260 

480,697 
334,018 

77,570 

4,444 
177 

231 
43 

1,065 
404.9 

142,814 
76.38 
10.16 

144,078 
76.12 

9.80 
472 

5 , 167,482 
801,121 

61,192 

1,280,020 
800,840 
256,640 

136.6 
866.3 

8.5 
5.25 

5,612.4 

PREVIOUS 
PERIOD 

5 .9 
6.1 
5.1 
6 .8 

1,246,605 
701,332 
247,970 
153,399 

462,624 
340,547 

72,885 

2,291 
154 

232 
67 

1,059 
398.7 

133,007 
79.29 

9 .16 

143,935 
78.58 

9 .80 
516 

4,982,584 
877,438 
57,194 

136.3 
859.7 

8 .5 
5.39 

5,557.7 

YEAR 
AGO 

4.8 
4.8 
4 .5 
5.6 

1,212,917 
710,048 
224,930 
150,996 

455,083 
326,298 

73,862 

3,265 
202 

438 
58 

1,131 
453 . 1 

127,459 
77.29 

9.75 

145,501 
75.59 
10.50 

541 

4,755,363 
734,826 

61,945 

1,197,260 
733,180 
251,130 

131.6 
816.5 

10.0 
7 .38 

5,443.3 

NOTES: (1) houses, condos, townhouses; (2) 30 yr. FHA; (3) enplaned/deplaned passengers; (4) oil urban consumers 
SOURCES: Nevada Dept. of Taxation; Nevada Employment Security Dept.; UNLV, Center for Business and Economic Research; 
UNR, Bureau of Business and Economic Research; US Dept. of Commerce; US Federal Reserve. 
COMPILED BY: UNLY, Center for Business and Economic Research 

CHANGE 
YRAGO 

12.50% 
16.67% 
4 .44% 

21.43% 

-1.60% 
-4 .17% 
2.39% 
0.84% 

5 .63% 
2.37% 
5 .02% 

36.11% 
-12.38% 

·47.26% 
-25 .86% 

-5.84% 
-10.64% 

12.05% 
-1.18% 
4.21% 

.0.98% 
0.70% 
-6 .67% 

·12.75% 

8.67% 
9.02% 

-1 .22% 

6.91% 
9 .23% 
2.19% 

3.80% 
6 .10% 

-15.00% 
-28.86% 

3.11% 
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