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Next time one of your 
employees has a cough, 
we’ll cover their mouth.

(and the rest of them, too)

Help keep your employees well at a price that won’t make either 

one of you sick by offering health care coverage benefits from 

PacifiCare. We offer a diverse array of quality plans designed to fit 

almost any budget. Plus, our plans give you access to online tools 

that make benefit administration a breeze. When you protect your 

employees’ health, you’re doing the same for your business. 

We’re here to help you do both. 

Protect your assets with affordable health care benefits from PacifiCare.

Products and services are offered by PacifiCare of Nevada, Inc., PacifiCare Health Plan Administrators, Inc., RxSolutions, Inc., SeniorCo, Inc., and PacifiCare Behavioral Health, 
Inc.  Indemnity insurance products underwritten by PacifiCare Life Assurance Company and American Medical Security Life Insurance Company.  PacifiCare® is a federally 
registered trademark of PacifiCare Life and Health Insurance Company.

Form #: PNV288930-000 1443-101106-NV-PCNV/PLAC

To find out which of our plans is right for you, please visit us at  www.pacificareandyou.com/Nevada 
 or call us at 1-800-704-6131 or contact your PacifiCare broker.
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Lee Rowland, staff attorney for
American Civil Liberties Union of
Nevada, was quoted in the Las Vegas
Review Journal as saying, “We are a na-
tion founded by immigrants. The idea
that everyone needs to conform to a cer-
tain level of proficiency in English is an
exclusionary ideal that is not in keeping
with our American traditions.”

Excuse me, Ms. Rowland, but
what American traditions are you
talking about? The Arizona ballot
question was supported by 48 per-
cent of Hispanic voters, according to
an Associated Press exit poll. Jose
Esparza, vice chairman of the Ari-
zona Latino Republican Association,
was quoted in USA Today as saying
their support was a sign that “the
majority of Hispanics believe that
the key to success in America is to
learn the language of the land, learn
English.” That’s the American

C O M M E N T A R Y

Press One for English?
I Don’t Think So!

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

he Pahrump law, called
the English Language
and Patriot Reaffirma-
tion Ordinance, brings

up the fact that people are disgusted
with the federal government’s inabili-
ty to solve the problem of illegal im-
migration. The law has three sections:
one declares English the official lan-
guage of the town of Pahrump; anoth-
er makes it illegal to display a foreign
flag by itself (without the U.S. flag);
and the last makes it illegal for the
town to provide aid to illegal immi-
grants. The flag regulation was proba-
bly a reaction to the marches earlier
this year in which immigrants waved
Mexican flags while making demands
of the U.S. government – an image
that grated on a lot of people. That
section will likely face a court chal-
lenge as being contrary to the First
Amendment, and town officials say
it’s not likely to be enforced.

The section denying town benefits
to illegal immigrants won’t have any
effect, because the only benefits dis-
tributed in the town come from the
county or federal government, not
from the town itself.

That leaves the section making
English the official language.
Pahrump is not alone is its decision
to try to stop the rising tide of ac-
commodation to people who don’t
speak English, such as printing bal-
lots in other languages and requiring
that driver’s license examinations be
available in other languages. On
Nov. 7, more than 70 percent of vot-
ers in Arizona passed a ballot mea-
sure making English the official
state language of Arizona. That
made it the 28th state to adopt Eng-
lish as the official language. Two
states with large Hispanic popula-
tions – California and Texas – are
among them.

The recent decision by the Pahrump Town Board making English the official language of the

town isn’t likely to make much difference to the nation as a whole, and may not even make

much difference in Pahrump. However, the publicity it generated may be put to some good

use if it serves to get people thinking about this important issue.

Continued on Page 8
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> Familiar Windows Mobile interface.

> Access to work and personal email.

> Global coverage with GSM quad-band connectivity.

> Runs on ALLOVER,TM the largest digital voice and data network 
in America.

> Take pictures, watch videos, listen to MP3s, access the Internet, 
and watch live streaming TV.

Cingular 3125

now fits Windows® in your pocket 
with room to spare for your keys.
Looking for big functionality from your mobile device without sacrifi cing form? 

Upgrade to the new Cingular 3125 with Windows Mobile 5.0 and wirelessly 

connect to email, the Internet, and Microsoft Offi ce documents, on the 

thinnest Windows Mobile fl ip phone available. All running on the familiar 

Windows Mobile interface. Forgo compromise with now.

Exclusively from Cingular

$14999
after $150 mail-in rebate debit card with 2-year 

service agreement on Unlimited SmartPhone 
Connect plan and eligible voice plan.

Call 1-866-4CWS-B2B    Click www.cingular.com/3125    Visit your nearest Cingular store
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tradition that has proved successful
for the last 200-plus years. 

This nation, which was indeed
founded by immigrants from all over
the world, used to proudly call itself a
“melting pot” of nationalities, cultures
and languages. Now, it seems that
people want to turn off the heat under
the pot. Making it easy to conduct of-
ficial business in languages other than
English only serves to divide our
country into separate enclaves of peo-
ple who can live their entire lives in
the United States without ever learn-
ing English. If you don’t think this is
true, take a drive through Southern
California on your next vacation.

The only thing “exclusionary”
about this policy is that it excludes
people who refuse to learn the lan-
guage of the country in which they
live. This includes those people who
are here illegally, with no intention
of making the U.S. their home. 

How can individuals of different na-
tionalities and ethnicities learn to un-
derstand each other, cooperate and
work toward the common good if they
can’t speak with one another? It all
starts with communication, and that re-
quires a common language. I once
heard it said that the national language
of the United States is Broken English
– a language spoken by immigrants
who were learning how to fit into the
national culture and communicate with
their neighbors. 

Assemblywoman Sharron Angle has
filed a bill draft making English the of-
ficial language of Nevada. Since she
will not be returning for the 2007 leg-
islative session, the bill may not have a
sponsor; but, I say it’s time we find a
legislator to pick up this ball and run
with it. The idea may have started with
a grassroots movement in Pahrump, but
it’s time to bring it before the voters of
the entire state and make English our
official language.

COMMENTS 
email: lyle@nbj.com

Continued From Page 4

http://www.desertrad.com
http://www.studiovbm.com
mailto:ebrondo@studiovbm.com
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Building a Bet ter Way for You
to Conduct Your Business

off ice/condo developments for lease or sale

For more information contact Bob Hommel 702.871.4545   |    www.investmentequity.com

Developed By:

Rainbow Corporate Center

On the corner of Rainbow and Post, just north of the I-215 Beltway.

This development is a 10-acre project, consisting of 12 medical/professional office 

buildings for lease or sale with units ranging from 2,000 to 15,000 square feet, totaling 

over 87,000 square feet. The project is situated close to the I-215 Beltway and within 

a 3-mile radius of three new hospitals, with Rainbow frontage available. All owners 

will have high visibility with signage on their buildings as well as a monument sign 

fronting Rainbow.

North Buffalo Business Centre

On Buffalo Drive just north of the Buffalo/Cheyenne intersection.

This development will have two 10,000 square foot single-story buildings with units for 

sale or lease ranging from 2,500 to 10,000 square feet. The project enjoys the benefit 

of having both high visibility and a great location close to Mountain View Hospital, 

the Las Vegas Tech Center and US-95. Owners will have signage on the building and a 

monument sign fronting Buffalo, as well as an electronic reader-board for personalized 

business messages.

Copper Pointe Business Park

Fronting the I-215 Beltway between Sunset Road and Russell Road.

Copper Pointe Business Park is a 74,000 square foot high image office park, consisting 

of two (2) two-story buildings with units for lease or sale ranging from 2,500 to 37,000 

square feet. The project is ideally situated fronting the I-215 Beltway and is within a 3-

mile radius of three new hospitals and several large proposed projects including Stations 

Casino at Durango and several mixed-use retail office high-rise residential developments. 

All owners will enjoy the benefit of having signage on the freeway with excellent visibility 

and tremendous exposure.

Cheyenne Fairways Business Center

Cheyenne west of Durango, fronting the Durango Hills Golf Club.

Cheyenne Fairways Business Center is a 60,000 square foot office/retail development 

for lease, featuring a two-story 50,000 square foot office building directly overlooking 

the 3rd and 4th greens and the entire length of the Durango Hills Golf Club. In keeping 

with the theme, Investment Equity is building an expansive putting green between the 

office and the golf course, exclusively for the tenants. This project is well located within 

close proximity to Mountain View Hospital, Summerlin, Desert Shores, the Las Vegas 

Tech Center and US-95, with restaurants and shopping nearby, and is anchored by the 

WaterMark Executive Suites.

Virtual tour now available
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They say age is a state of mind,
and a new survey suggests this
may be particularly true in the of-

fice. Eighty-four percent of workers
polled said they would be comfortable re-
porting to a manager who is younger than
they are; 89 percent said they wouldn’t
mind supervising employees older than
themselves.

The survey was developed by Of-
ficeTeam, a leading staffing service spe-
cializing in the placement of administra-
tive professionals. 

“For the first time in history, four gen-
erations of employees are in the work-
force, from the Silent Generation and
baby boomers to Generations X and Y,”
said Diane Domeyer, executive director
of OfficeTeam. “Companies recognize
the benefits of having diverse, well-
rounded teams, and employees may be
just as likely to report to a younger super-
visor as an older one. In either case, the
boss’s management abilities are more of
a factor in employee job satisfaction than
his or her age. In an ideal office setting,
managers and staff are focused on the
skills and knowledge people bring to
their roles, not what year they were born,”
she said.

Convenience store retailers re-
cently gathered in Las Vegas to
check out new products and pre-

view technologies at the National Asso-
ciation of Convenience Stores (NACS)
convention at the Las Vegas Convention
Center. Currently, 990 convenience
stores operate in Nevada, of which 767 –
77 percent – sell motor fuels. 

Retailers at the convention
checked out a new assortment of
grab-and-go food items, as well as
new packaging technologies de-
signed to increase the shelf stability
of items like bananas. Convention-
eers also tested new candy products
and premium-brand coffee products.
Other hot items and traffic builders
included stored-value gift cards and
pre-paid phone cards. 

The industry overall has seen a 25.5
percent growth in sales, driven large-
ly by higher gasoline prices in 2005,
according to the association. The top
10 in-store product categories in
terms of consumer sales included cig-
arettes, non-alcoholic packaged bev-
erages, foodservice, beer, other tobac-
co, candy, salty snacks, general
merchandise, fluid milk products and
packaged sweet snacks.

The 14.4 percent increase in in-store
sales surpassed that of virtually every
other competing channel, according to
U.S. Department of Commerce data.
The only channel that saw growth near
that of the convenience store industry
was warehouse clubs/superstores,
which grew 11.7 percent. Overall retail
sales climbed 7.0 percent, and other
competing channels didn’t match that
level, including restaurants (6.5 per-
cent increase), drug stores (4.1 percent
increase), grocery stores (4.2 percent

A newly launched federal
government website, busi-
ness.gov, provides business

owners with a one-stop resource that
searches federal government agencies
for compliance information and re-
sources. The site makes it easier to find
information on taxes, immigration
laws, workplace safety, environmental
requirements and other regulations that
can present challenges for small and
mid-sized businesses.

“The end goal of business.gov is to
cut through the red tape and make it
easier for businesses to do business,”
said Small Business Administration
(SBA) Administrator Steven C. Pre-
ston. “This website will help stream-
line access to information and re-
duce federal compliance barriers
and help businesses save time and
money.” Business.gov is managed by
the SBA in a partnership with 21
other federal agencies.

Small firms with fewer than 500
employees represent 99.7 percent of
all businesses. These firms spend 45
percent more per employee than
larger companies to comply with
federal regulations, including taxes
and environmental requirements, ac-
cording to the SBA. 

Originally launched in 2004, busi-
ness.gov initially provided information
on starting, growing and managing a
small business. The new compliance
focus is designed to better meet the
needs of the business community as a
whole. The site now contains links to a
variety of useful topic titles, including
everything from Wage Garnishment
Laws to Truth in Advertising Laws, and
from Import and Expert Statistics to
How to Sell to the Government

increase) and discount department
stores (0.8 percent). 

NACS reported that the conve-
nience store industry continues to be
dominated by small, independent
operators – stores that are owned
and operated as a one-store business
or franchise. Independent operators
own 60.1 percent of all stores in the
United States. At the other end of the
scale, 13.4 percent of convenience
stores are owned by companies with
500 or more stores.

Generation Gap at the Office? Maybe Not

Government Website Aids with Compliance Convenience Stores: Hot Dogs and Hot Trends

BUSINESS UP FRONT
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FACE TO FACE

Principal

Kennedy Commercial 

Las Vegas

Type of business
Real estate developer with residential and
commercial projects underway in Califor-
nia, Las Vegas, Mesquite, North Las
Vegas and Montana.

Biggest business challenge
Our biggest challenge is managing the mul-
titude of consultants, municipalities and
partners on each project. The development
cycle for each project has expanded signifi-
cantly over the last couple of years, increas-
ing the need to coordinate with everyone in-
volved to stay on schedule. 

What do you like best about your job? 
The challenge of producing unique devel-
opments that create value for investors,
owners, users and the cities in which we
develop. We don’t have any desire to
build commercial or mixed-use projects
that are replications of other develop-
ments across town. 

If you could start over and choose a 
different profession, what would it be?   
I have worked in other industries, but I do
believe responsible development can influ-
ence the quality of life and character of the
community where I live.

How do you spend your time when you’re
not working? 
I enjoy traveling and exploring new des-
tinations. The rest of my time is spent
watching football or eating sushi at Sap-
poro.

Little-known fact about yourself: 
I am able to sustain myself for weeks on
nothing but meals from Pei Wei.

Best Business Advice:
Persistence and integrity are the two most
important qualities for success. Never sac-
rifice the quality of your vision to meet
short-term objectives. 

Years in Nevada: 5                                  

Years with Firm: 5 

Mike Kennedy

Chairman / CEO

PPIC (Premier Physician’s Insurance 
Company, Inc.)

Las Vegas and Reno

Type of business
Medical malpractice insurance company

Biggest Business Challenge: 
Keeping up with growth and demand.
PPIC offers discounted medical malprac-
tice coverage for doctors, chiropractors
and dentists. The company has exceeded
projections by more than 200 percent.  

What do you like best about your job?  
As a physician myself, I have witnessed
first-hand how PPIC has helped many doc-
tors by lowering the cost of medical mal-
practice insurance. I get “thank yous” from
doctors all the time. Helping doctors and
stabilizing the market is good for all
Nevadans.

If you could start over and choose a differ-
ent profession, what would it be? 
I can’t imagine anything better than being
a doctor and forming this company.

How do you spend your time when you’re
not working? 
I spend all my available time-off with my
wife, Michele, and my three kids. My chil-
dren are involved in soccer, dancing and
basketball. I am an avid tennis player and I
like to travel to California to surf, when I
can. However, my real passion is boating.  

Little-known fact about yourself: 
I was quite the cowboy when I was in
my teens. I showed horses and even ap-
peared in the world horse show when I
was 16 years old. 

Are rates for medical malpractice insurance
in Nevada getting any better? 
Yes. Rates have stabilized because doctors
now have an alternative that was not pre-
viously available. For the first time, doc-
tors are not getting the excessive rate in-
creases they were seeing each year. In
addition, doctors can become stockholders
in the company.

Years in Nevada: 1

Years with Firm: 1

K. Warren Volker, MD, PhD  
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enown Health, located in
Reno, delivers advanced care
through skill, expertise and
t e c h n o l o g y. S o m e o f

Renown’s caregivers provide outstanding
care to the tiniest patients and sickest babies.

The Renown Health Foundation, created
in 1985, plays an integral role in Renown’s
quest to make a genuine difference and
optimize the healthcare experience for
those it serves. But it is the combined ef-
forts with the Children’s Miracle Network
that are changing the lives of the people
who have the brightest future ahead of
them: children.

The Children’s Miracle Network is an al-
liance of hospitals that ensure children
have the specialized care they need and
deserve, while making certain that dollars
raised in the community, stay in the com-
munity. The Children’s Miracle Network is
known for its continual efforts to save and
improve the lives of millions of children
overcome by diseases and injuries of every
kind. The mission of the Children’s Miracle
Network is to generate funds, awareness
programs and health education programs
for the benefit of children served by its as-
sociated hospitals. By combining with the
efforts of Renown Health and the Renown
Health Foundation, it can provide the na-
tion’s best medical care, life-saving re-
search and preventative education for chil-
dren, locally as well as nationally.

Recently, the Renown Health Foundation
has made a genuine difference for one lit-
tle life in particular. His name is Matthew
Cummings. This five-year-old has more on
his mind than kindergarten. Matthew was
chosen as Renown Health’s 2006 Chil-
dren’s Miracle Network Miracle Child for

the bravery he demonstrated when he was
diagnosed with an arterio-venous malfor-
mation (AVM).

An AVM is a circulatory system defect in
which the arteries and veins are tangled
and not connected by capillaries. Without
the capillaries, blood can rapidly travel
through the abnormal vessels under dan-
gerously high pressure. This defect can
prevent the nutrient-rich blood in the arter-
ies from reaching the rest of the body tis-
sue and can result in a stroke or death.

To treat this condition, Matthew under-
went a craniotomy. His recovery required a
30-day hospital stay, including two days in
Renown Regional Medical Center’s pedi-
atric intensive care unit. His follow-up care
included routine check-ups every three to
six months for a year before the treatment
was deemed a success.

Five-year-old life couldn’t be better for
Matthew. His favorite things include playing
with his big brother, giving kisses and at-
tending kindergarten. As Northern Neva-
da’s CMN Miracle Child, Matthew will have
unique opportunities to share his story
throughout his community by attending
special events and being honored for his
courage and strength.

The Renown Health Foundation is com-
mitted to seeing stories like Matthew
Cummings realized. Renown’s Children’s

Miracle Network supports pediatric ser-
vices, including the pediatric unit, pedi-
atric specialty care, the largest neonatal
intensive care unit in the region and the
only pediatric intensive care unit serving
Northern Nevada, northeastern California
and parts of Oregon, Idaho and Utah. The
miracle of advanced medical care is made
possible through organizations such as
Children’s Miracle Network and the
Renown Health Foundation.

The Children’s Miracle Network’s Cred-
it Unions for Kids fundraising program is
endorsed by nearly all 50 state credit
union leagues and is the charity of choice
for America’s credit unions. These credit
unions have a unique opportunity to posi-
tively impact their communities, because
100 percent of the funds raised stay in the
local community. Nearly 5,000 credit
unions nationwide have discovered that
fundraising for their local Children’s Mira-
cle Network hospital is one of the best
ways to exhibit the integral role credit
unions play in America’s communities.

R

Children’s Miracle Network
Improving the Lives of Nevada’s Children

Children’s Miracle Network
Renown Health Foundation

1155 Mill Street
Reno, NV 89502
(775) 982-5545.
www.renown.org

Sponsored by:The Children’s Miracle 
Network is an alliance of 

hospitals that ensure children
have the specialized care they

need and deserve.

Matthew Cummings
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ome pregnant teens can
turn to their loving families
for support, but others must
choose between a roof over

their heads and the life of their child. In
many cases, a parent or boyfriend may
demand that a girl have an abortion in
order to stay in the house, but unfortu-
nately, in Clark County a teen who choos-
es to save her unborn child currently has
no other place to go.

“We cannot tell frightened young
women to say no to an abortion without
offering needed assistance for those who
choose life,” said Michael Peters, an at-
torney who serves on the board of
Nevadans for Life, a nonprofit agency that
is working to set up a residential facility
for pregnant teens.

Nevadans for Life, Inc., dba Living
Grace Home, is a non-denominational,
nonprofit charitable corporation, estab-
lished to offer an alternative to abortion
and take care of unwed pregnant teens
between the ages of 12 and 18.

“We recognize that the ideal family is a
two-parent, married family,” said Peters.
“With that in mind, we offer pregnant teens
three choices: marriage, adoption or sin-
gle-parenting. We will work closely with
local and national programs to encourage
marriage, paternal involvement or adoption
as preferable to single parenting. However,
if the mother does make the choice to par-
ent, our goal is to make sure she has the
family support necessary, as well as the
parenting skills required.”

Living Grace Home will work to main-
tain the relationship between the teenager
and her parents so they can offer support
to her and to their grandchild. “We want to

keep the doors open,” said Peters. “Par-
ents are often angry with their daughter at
first, but eventually they realize that this
baby will be their grandchild, and they
welcome the girl back into their home. We
also want to bring in the father of the child,
although unfortunately, this is sometimes
inadvisable because of domestic abuse or
violence in the relationship.”

At the home, each girl will be required to
attend school or work at a job, or both. Resi-
dents must follow basic house rules and take
an active role in planning menus, shopping
and housework. Residents will be expected to
pay for room and board on a sliding scale.

Living Grace Home will offer counseling
and education for its residents, no matter
what choice they make. The programs are
designed to give them the education and
personal skills necessary to become inde-
pendent, responsible adults, effective par-
ents and contributing members of the
community. It is hoped these programs
will also reduce the likelihood of addition-
al out-of-wedlock pregnancies.

Education will include: high school
classes, leading either to graduation from
Horizon High School or to a GED certificate;
pre-natal classes; courses in nutrition,
budgeting and home management; career

skills, including office work, resume prepa-
ration and dressing for success.

Counseling will play an important part
in helping the young women prepare for
their future. Living Grace Home will offer
individual and group counseling, crisis
hotline counseling, and marriage and
family counseling.

The first phase of the project will con-
sist of one house, which will shelter six
young women during their pregnancy and
also allow for post-partum recovery for
two months following the delivery of their
child. “We need $150,000 to begin to be
financially independent,” explained Pe-
ters. “We want to be able to house at
least six girls, as well as a married couple
to supervise them. The house must also
have space for counseling sessions and
family visits. Six beds won’t come close
to filling the need, but it’s a start.”

Because teen pregnancy is a commu-
nity-wide problem, Living Grace Home is
seeking a community-wide solution. Pe-
ters said, “We are calling on churches,
businesses and other nonprofit agencies
to assist us in our goal of protecting
young women who are pregnant and re-
ducing the number of repeat pregnancies
among teenagers in our community.”

S

Living Grace Home
Supporting Pregnant Teens Who Choose Life

Living Grace Home
702-212-6472

www.LivingGraceHome.com
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Goals:
To provide a safe place 

for pregnant and parenting
teens, ages 12 to 18, who

have no place to live.
To offer a place of love and

safety, an alternative to abor-
tion, a testimony to life.
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he statistic is disturbing:
Every week in Nevada,
nearly 90 babies are born
too soon, some so small

they have to fight for their very lives.
Compounding this tragedy is the fact that
in nearly half of preterm births – that is,
babies born before 37 weeks – there is
no diagnosable cause for the early birth.

The good news is that the March of
Dimes is here to help.

The March of Dimes seeks to improve
the health of babies by preventing birth
defects, premature birth and infant mor-
tality, working toward the day when no
innocent babies must face threats to their
lives and health. The organization’s life-
saving research and innovative preven-
tion programs have saved millions of ba-
bies from death or disability.

The March of Dimes, founded in 1938,
has spearheaded seven decades of suc-
cess in saving babies. In the 1950s it de-
feated polio with the Salk and Sabin vac-
cines. In the 1960s its researchers
developed the PKU newborn screening
test. It introduced a network of neonatal
intensive care nurseries across the coun-
try in the 1970s, and in the 1980s it fund-
ed the development of the surfactant
therapy that helps newborns breathe. In
the 1990s it assisted in the development
of gene therapy for hemophilia and retini-
tis, and today it is contributing to the re-
duction of neural tube defects by educat-
ing women about the importance of
increasing the amount of folic acid in
their diets.

Despite March of Dimes’ achieve-
ments, there is still much work to be
done. One in eight babies (more than a

half-million) across the nation are born
too soon, and that number continues to
climb. The rate of premature birth has in-
creased an alarming 31 percent since
1981, becoming the leading cause of
newborn death and an important cause of
many serious health problems like cere-
bral palsy, blindness, mental retardation
and chronic lung disease.

The costs for those problems – both per-
sonal and financial – can be overwhelming.
The March of Dimes estimated that in 2002
the total national hospital bill for premature
infants added up to $15.5 billion. Of course,
those costs have only risen in the four years
since that study. Who pays that bill? Em-
ployers carry much of the burden. Almost
half of that $15.5 billion was billed to em-
ployers or other private insurers, according
to the March of Dimes. A separate study,
which includes the cost of doctor visits and
pharmaceuticals, shows that in the first
year of life employers pay nearly 15 times
more for a premature baby than for a full-
term baby, with an average cost of $41,610
for a preemie compared to just $2,830 for a
full-term baby.

Yet all these numbers pale in comparison
to the continuing medical issues of many
who are born premature. Medical studies
have tracked the long-term health of preterm
infants – the longest now extends 20 years –
and various researchers see potential links
between prematurity and the eventual de-
velopment of diabetes and heart disease. Yet
today there are no studies to tell us what
health problems will show up as those born
prematurely turn 40 or 60, or even 80.

And that’s where you come in. The March
of Dimes sponsors a variety of programs
throughout the year – WalkAmerica, Jail &

Bail, Signature Chefs Auctions, Nurse of the
Year Awards Dinner, and Sno*Ball/Sno*Poke
Poker Tournaments – to raise funds and
heighten awareness about the March of
Dimes. The money you contribute to these
annual events, 75 percent of which goes to
research and programs, is more than a mere
donation or tax write-off. It is an investment
that funds innovative programs and research
to find the causes of prematurity and to help
save babies’ lives.

Remember: Premature birth can hap-
pen to any woman, even someone you
know or love – your sister, your daughter,
a coworker, a friend. The sooner the rea-
sons for premature birth are identified,
the better for our babies.

T

The March of Dimes – Nevada Chapter
Invest in Saving Nevada Babies

March of Dimes – Nevada Chapter
www.marchofdimes.com/nevada

Southern Division Office
820 Rancho Lane, Ste. 55

Las Vegas, NV  89106
(702) 732-9255

Northern Division Office
1000 Bible Way, Ste. 43
Reno, Nevada  89502

(775) 826-2166
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he Nevada Community
Foundation is seldom rec-
ognized by name, but the
work it does is renowned

throughout the state.
The foundation was formed 18 years ago

to encourage and facilitate philanthropy.
Donors who wish to contribute to any char-
ity can set up a foundation within the Neva-
da Community Foundation and disperse
funds to specific entities or causes in the
name of their family or corporation.

“Most people never hear about the
Nevada Community Foundation because we
do our work behind the scenes,” said Bret
Bicoy, president. “We grease the wheels
and make it all happen. Our foundation staff
becomes the personal foundation staff for
our donors. If we can make giving simpler,
more tax-efficient and more personally re-
warding, donors will do more of it.”

In 2003, the Chronicle of Philanthropy
conducted a study that ranked Las Vegas
at No. 47 in the nation’s 50 largest cities
and No. 45 in the nation’s 50 largest met-
ropolitan areas for the amount of discre-
tionary income given to charity. Bicoy said
he believes the numbers have to do with
the fast growth of Southern Nevada.

“When you first move to our community,
you don’t know the bigger issues because
you haven’t lived here long enough,” he ex-
plained. “I don’t think people here are less
generous. I think we’re less connected to
our community because so many of us are
new to Nevada.”

The foundation is working to change that
by connecting donors to the community.
Like a financial analyst educating clients on

stock purchases, the foundation helps in-
form donors about charities and causes.
Donors aren’t seeking a return on their in-
vestment written in dollar signs, but rather
in community impact, Bicoy said.

“We are the experts in charitable giving,”
Bicoy added. “We are the ones who make it
easy and enjoyable for people to give.”

Two years ago, the foundation made it a
point to energize the rate of giving. The
outcome was a significant difference in the
amount of funds awarded to community
groups and organizations.

Over the last 10 years, the Nevada Com-
munity Foundation’s annual contribution to
charities averaged between $1 million and
$3 million. Last fiscal year, the foundation’s
family of donors distributed a total of $18
million in grants. This represents significant
growth for the foundation, whose assets
have grown from $12 million three years
ago, to today’s asset base of $40 million.

The big charities are well known across
the state, but Bicoy said small organizations

started by community-minded people offer
some of the best ideas. Ultimately, the
Nevada Community Foundation seeks good
ideas to match with like-minded donors.

“We all know the big-name charities
and the good work they do. But some of the
most inspirational, innovative ideas come
from the entrepreneurs who open a charity
instead of a business,” Bicoy said. “These
people aren’t getting rich doing what they
do. They just want to make a difference in
the world.”

Spread the Word Nevada: Kids to Kids is
an example of a small charity making big
strides. The group was started by a few
parents who were appalled every child did-
n’t have an at-home library. To date, the
group has placed more than 650,000
books in children’s homes, Bicoy said.

“That’s what we do. We find the folks
who are doing good things,” Bicoy said.
“We connect people who care with causes
that matter.”

T

Nevada Community Foundation
Connecting Donors with Charities

Nevada Community Foundation
300 S. 4th Street, Ste. 1009

Las Vegas, NV 89101
702-892-2326

www.nevadacf.org
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Spread the Word Nevada: Kids to Kids is one 
of the many organizations helped by the 

Nevada Community Foundation.

“Never doubt that
a small group 

of thoughtful committed 
citizens can change 
the world; indeed, 
it’s the only thing 

that ever has.”

Margaret Mead
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ith hundreds of non-profits
and other charitable organi-
zations, how does a working
professional decide which

one to donate time and money to? This is
the challenge organizations like Opportuni-
ty Village face each day.

Commonly referred to as “Las Vegas’
Favorite Charity,” Opportunity Village has
spent the last 53 years setting itself apart
from its charitable counterparts in South-
ern Nevada by helping a growing disabled
population – of all ages – in the communi-
ty. It does this by allowing those individu-
als to serve as the workforce that offers
various services to the business communi-
ty, including document shredding, packag-
ing and mailing, sewing, food service, jan-
itorial services and housekeeping.

“As an organization, we’re addressing
two major challenges on an on-going basis
– competition for funding sources, and a
growing population of disabled people in
the Valley,” said Linda Smith, who serves
as the chief development officer for the Las
Vegas-based organization. “We’ve been
successful in maintaining a level of self-
sufficiency through our programs and ser-
vices over the years. Now, in order to con-
tinue serving the community, we’re
planning to add another facility.”

Opportunity Village has begun a capital
campaign to raise $33 million to construct a
55,000-square-foot building that will be used
as a third employment training campus. The
current facility is so full that it is forced to turn
away the contract work that generates pay-
checks for people working within the centers.

According to Smith, the new facility will
benefit the community in two ways. “The

center will allow us to expand all of our
programs to people currently using our ser-
vices, as well as providing for the growing
population that needs them,” she said.
“This means more of our disabled popula-
tion will have training and job opportuni-
ties, and businesses will have access to
more of the services we provide.”

Opportunity Village serves more than
600 disabled Las Vegans each day and
manages two campuses, two training cen-
ters and a thrift store in downtown Las
Vegas. Since its inception, Opportunity Vil-
lage has saved Nevada taxpayers more
than $800 million by training and placing
thousands of people who otherwise might
have had to depend on government assis-
tance. Last year, Opportunity Village paid
out more than $2.5 million in paychecks to
its employees. It’s also Southern Nevada’s
premier document-shredding service
provider, serving some of the largest, most
successful businesses in the area.

“There is a waiting list of over 150 peo-
ple who need help,” Smith said. “It’s simply
a matter of raising the money for the pro-
grams to serve them.” One of these pro-
grams, Project Pride, allows severely dis-
abled adults 18 years and older the
24-hour care they need at no cost. This en-
ables family and friends to work or to run
errands that may not be practical to do with
disabled loved ones.

“No matter the program or individual
level of disability, everyone served by
Opportunity Village simply wants the
chance to be a contributing member of
the community and experience a sense
of accomplishment,” said Smith, whose
30 year-old son, Chris, works at 

Opportunity Village. “When my son was
born with Down syndrome, I was told to
put him in an institution. That just wasn’t
an option for my husband and me. I knew
I had to give Chris opportunities for work,
career training and a chance to belong to
a community. Opportunity Village offered
this. Just like my son, not one of the
clients wants a handout, just a chance at
life like we all have, and our organization
gives them that.”

Smith has dedicated her life to making
the organization a place where people with
disabilities and their families can gather
support from the entire community. “Peo-
ple served by Opportunity Village will likely
be the most loving and inspiring individuals
you’ll ever meet,” Smith said. “These peo-
ple overcome almost insurmountable odds
every day, and they’re all great human be-
ings. I can’t think of another organization
that’s more worthwhile.”

W

Opportunity Village Plans for Growth 
Launches Campaign to Raise $33 Million for New Facility 

Opportunity Village
6300 W. Oakey Blvd.
Las Vegas, NV 89146

702-259-3741
opportunityvillage.org
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Opportunity Village provides work, career training and 
a sense of community for disabled citizens, while 
providing valuable services to local businesses,
including packaging and document shredding.

http://www.opportunityvillage.org
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r. Anthony Pollard and his
wife, Diane Pollard, are the
epitome of proactive com-
munity leaders and activists,

dedicated to their community and its fu-
ture. Highly successful in business, Dr. Pol-
lard is the founder of Rainbow Medical
Centers. What began as a single location
has expanded to six locations over the last
18 years.

The Pollards have taken that same drive
and determination and applied it to their
mutual vision of educational and cultural
enrichment for every child. Their dream
has been transformed into the Anthony L.
Pollard Foundation. Established in 1990,
the Anthony L. Pollard Foundation is a char-
itable organization whose goal is to enrich
the lives of our community youth by provid-
ing educational assistance and opportuni-
ties that would not otherwise be available.
For more than a decade the foundation has
been awarding Rainbow Dreams Scholar-
ships to high school students interested in
pursuing higher education.

Perhaps the crowning achievement for an
organization that has helped so many Las
Vegas youths pursue their educational
dreams, the Anthony L. Pollard Foundation is
currently building the Rainbow Dreams
Academy.This is a public charter school de-
signed to initially serve full-day kindergarten,
first- and second- grade students. Eventual-
ly, the school will grow to serve kindergarten
to fifth grade. Rainbow Dreams Academy is
the brainchild of Mrs. Pollard, who envisions
the Academy as a place where every student
will gain a sense of dignity, worth and
tremendous potential to excel in intellectual
and personal growth.

Rainbow Dreams Academy will offer
unique and innovative programs based on
the Pollards’ belief that all students have
the right to an excellent, challenging edu-
cation that empowers them to make choic-
es for their future and significant, positive
contributions to their communities.

The school, which is located on the north-
west corner of Lake Mead and La Salle Street
at 950 W. Lake Mead Blvd, is a 13,000-
square-foot facility that will house eight
classrooms, a multi-media library, adminis-
trative offices, a commercial kitchen and a
multi-purpose room, which will be available
for community events and activities.

The Academy will offer studies in math-
ematics, science, reading, English, writing,
history and computer technology, part-
nered with multi-cultural education. Chil-
dren who attend the Academy will be se-
lected through a lottery system conducted
by the Clark County School District. The
Academy is currently recruiting teachers,
administrative and support personnel for
the scheduled opening in August 2007.

To help support the Rainbow Dreams
Academy Building Fund, the Anthony L.
Pollard Foundation hosts two exciting an-
nual events that focus on cultural enrich-
ment – the Las Vegas Juneteenth Festival
and Art for Education.

Juneteenth is the oldest known celebra-
tion marking the end of slavery. Juneteenth
dates back to 1865, when on June 19th,
Union soldiers, led by Major General Gor-
don Granger, landed in Galveston, Texas
with news that the war had ended and all
slaves were free. This was two and a half
years after President Lincoln’s Emancipa-
tion Proclamation.

Although Juneteenth is widely celebrat-
ed in the South and in the Eastern United
States, the Pollards were the first local
people to recognize the importance of
hosting such an event in Las Vegas. The
Las Vegas Juneteenth Committee, which
organizes this event annually, was formed
as an extension of the Anthony L. Pollard
Foundation. The 2007 Las Vegas June-
teenth Festival will be held June 15 and 16.
The two-day event will feature a full-ser-
vice carnival, guest speakers, live enter-
tainment and family-oriented fun, prizes,
exhibitor booths, traditional soul food, face
painting and children’s activities, as well as
opportunities to educate the community
about the rich history of Juneteenth.

The annual “Art for Education” program
features premier art and sculptures, with
an emphasis on African-American culture
and history. In its eighth year, the Art for Ed-
ucation event has proven to be a wonderful
way to offer insight into African-American
art and culture, as well as raising needed
funds for the Rainbow Dreams Academy,
which will enrich educational opportunities
in Las Vegas.

D

Dr. Anthony and Diane Pollard 
Making Dreams Happen, One Rainbow at a Time

Anthony L. Pollard Foundation
1331 S. Rainbow Blvd., Suite 102

Las Vegas, NV 89146
702-255-6659

www.ALPFoundation.org
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lmost everyone knows that a
Ronald McDonald House is
the “home away from home”
where parents can live while

their children are receiving medical treat-
ment. Yet, few people are aware that under
this roof of kindness is a far-reaching char-
ity whose programs are designed to
achieve one goal: to better the lives of chil-
dren and their families. In Southern Nevada
this goal is accomplished by the Ronald
McDonald House Charities of Greater Las
Vegas (RMHC of Greater Las Vegas).

“We focus our efforts on three primary
programs,” said JoAnn Malone, the organi-
zation’s executive director: the Ronald Mc-
Donald House, Ronald McDonald Care Mo-
bile, and grants and scholarships.
Additional programs include Camp Success
and Let’s Do Lunch.

These programs receive 100 percent of
their funding from private donations and
fundraising events. RMHC Global does pro-
vide matching funding for scholarships and
grants and McDonald’s restaurants gener-
ate funds for the group through canister
collections and sales of Las Vegas Review
Journal newspapers.
Children Receive Dental Care

“Children in rural Nevada are not receiv-
ing dental care,” said Malone. Nevada
ranks 49th in the nation in access to den-
tal care and experiences one of the highest
rates of tooth decay in the nation. RMHC of
Greater Las Vegas, in partnership with
Nevada Health Center’s Miles for Smiles,
operates the Ronald McDonald Care Mobile
to combat this problem.

“The pain our children suffer from den-
tal disease restricts their ability to eat, de-
stroys healthy sleep patterns and severely
limits their ability to play or participate in

sports. In the long-term, lack of dental care
can affect healthy social growth and devel-
opment,” Malone said.

The Ronald McDonald Care Mobile vehicle
houses two dental hygiene and treatment
rooms, a lab with x-ray capabilities, and a re-
ception and records area. The program
serves Elko, White Pine, Humboldt, Eureka
and Lander counties.
Education and Community Commitment 

In 2005, RMHC of Greater Las Vegas
awarded more than $293,000 in scholar-
ships to 124 local high school seniors and
over $67,000 in grants to programs that
help children and families in Southern
Nevada. Over the last five years, the group
has awarded approximately $1.2 million in
scholarships. “Many of our scholarship stu-
dents could have slipped between the
cracks without assistance, but they didn’t.
Last year, one of our first recipients gradu-
ated from college and entered medical
school,” Malone said.

“Over the last three years, we’ve given
our World Children’s Day funds to the
Clark County READS program. The contri-
butions from McDonald restaurants’ can-
ister collections help elementary and
middle schools replenish and update their
libraries and educational materials,”
added Malone.
Summer Camp Can Change a Life 

Free to all campers, Camp Success al-
lows children from underprivileged areas
and foster care to explore caves, swim, eat
s’mores and do all the things kids do at
summer camp. “One of the most wonderful
things about Camp Success it the fact that
when our foster kids go to camp they go
with their brothers or sisters. Often siblings
in the foster care system aren’t living to-
gether,” added Malone.

Parents Find a Home Away From Home 
The foundation of the Ronald McDonald

House Charities is the Ronald McDonald
House.“About 400 families a year find com-
fort and hope with us at the local Ronald
McDonald House while their children receive
medical treatment at nearby hospitals,” said
Malone. Many of these families were
tourists who found themselves stranded
when a child became ill or hurt.

Unique to Las Vegas’ Ronald McDonald
Charities, the “Let’s Do Lunch” program pro-
vides over 15,000 sack lunches a year to fam-
ilies staying at their children’s side at Universi-
ty Medical Center and Sunrise Children’s
Hospital. Volunteers with the program also de-
liver toys and stuffed animals to the children.

Giving to Ronald McDonald House Chari-
ties of Las Vegas can take many forms.
Smith's Food & Drug holds annual food dri-
ves. In addition, saving tabs from aluminum
cans can help the group receive money
from recycling centers. People can donate
to the McDonald restaurants’ canister col-
lections or make direct contributions, which
can be earmarked for specific programs.
“We also welcome and encourage corpo-
rate sponsorship,” said Malone.

Ronald McDonald House Charities 
of Greater Las Vegas

2323 Potosi St., Las Vegas, NV 89146
(702) 252-4663
www.rmhlv.com
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Ronald McDonald House
Foundation for Far-Reaching Charity
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ast year more than 200 new
criminal child abuse cases
were filed in Clark County.
This does not even include

neglect petitions in which a child is taken
from home. Of the children who were
brought into state custody in 2005, 21 per-
cent were less than one year old and 48
percent were less than five years old.
Sadly, child abuse is a crime that afflicts
the most innocent of victims and continues
to haunt them the rest of their lives.

The Southern Nevada Child Abuse Pre-
vention Center (SNCAPC), which opened in
April of this year, is working to make a dif-
ference in Southern Nevada in order to pre-
vent child abuse and to lower these horrif-
ic statistics. SNCAPC is a not-for-profit
organization focused solely on the preven-
tion of child abuse. It is committed to
breaking the generational cycle of child
abuse by: increasing public understanding
of the problem of child abuse and its solu-
tions; serving as a resource for families, in-
dividuals and organizations; and advocat-
ing for expanded and improved programs
and policies to prevent child abuse.
SNCAPC is one of only a few charities in
Nevada working to prevent child abuse.

What distinguishes SNCAPC from other
organizations is its emphasis on intensive
in-home parenting education. Early-inter-
vention programs such as the ones
SNCAPC is establishing in Nevada have a
well-documented record of strengthening
and improving parent-child relationships,
working to prevent child abuse before it oc-
curs. SNCAPC selected this model based

on a similar program in Orange County,
Calif., and based on research by the U.S.
Advisory Board on Child Abuse and Neglect
that endorses in-home support as the most
effective approach to successfully prevent
child maltreatment.

For SNCAPC’s first program, the center
has continued its focus on early interven-
tion through the creation of the program
Bridges for Newborns. This program offers
parents of newborns a temporary support
system to help ease the adjustment into
parenthood following the birth of a new
baby. Facilitating the transition from hospi-
tal to home is a primary focus, as is giving
families the tools they need to ensure their
child receives a healthy start in life.

This innovative program supports par-
ents for up to one year, helping them ac-
quire the skills needed to properly care for
their baby. The center's professional family
support worker provides personalized, in-
home assistance with: basic infant care
(bathing, feeding and sleeping); child de-
velopment (infant stages, baby tempera-
ment, trust-building/bonding and consoling
baby); child safety (baby-proofing the
home, immunization facts and current SIDS
information); access to resources (child
care referrals, subsidized housing and
medical care); and information about Shak-
en Baby Syndrome.

“While the center has progressed very
quickly in less than a year, we need your help
to make SNCAPC accessible to more families
across the Valley,” said founder Paula
Yakubik. “SNCAPC is a nonprofit organiza-
tion, recognized by the IRS as a 501(c)3 

tax-exempt entity.With most of our programs
and services provided free-of-charge, contri-
butions from individuals, corporations and
foundations are needed to sustain our pro-
grams and are greatly appreciated.”

Some ways you can contribute to
SNCAPC include:
Join the Community Advisory Board

Community Advisory Board member-
ships are granted and renewed on an an-
nual basis. Members meet on a quarterly
basis and commit to contributing minimum
yearly donations of $2,500, as well as at-
tending a cocktail party or membership
mixer each year.
Office Support 

SNCAPC is always looking for volunteers
to assist in the office for a few hours or more.

For further details or to make a donation,
please contact Flora Jackson at (702)
420-6970 or info@childabuseprevention-
nevada.org. Also, be sure to visit the orga-
nization’s website at www.child-
abusepreventionnevada.org for more
information on the program and how
you can help.

L

Southern Nevada Child Abuse
Prevention Center
Breaking the Generational Cycle of Abuse
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Dave Clark, founder of CommPartners, was chosen as 
Entrepreneur of the Year by the Technology Business 
Alliance of Nevada.
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In February 2001, Nevada Business Journal reported on efforts to bring high-tech

businesses into the state. The dot.com boom and bust had taken its toll on California’s

Silicon Valley, and the article focused on what was being done throughout the Silver

State to reap the benefits of the Golden State’s woes. 

I
n particular, the article focused
on the advantages offered by
Nevada’s lower taxes, better qual-
ity of life for employees and ease

of access to Silicon Valley and
Southern California. The challenges
mentioned were the need to provide
start-ups with investment opportuni-
ties, working with Nevada’s universi-
ties and community colleges to in-
crease the pool of qualified talent,
and gaining visibility within the na-
tional tech community. For the most
part, Nevadans compared themselves
to their larger neighbor to the West
when describing the high-tech indus-
try, but looked at efforts to build,
grow and woo companies away from
Silicon Valley.

Five years later, while California
still gets mentioned, it is not with the
same awe. Efforts to make high-tech

a viable piece of the economic pie
here have paid off. Several business
executives and industry experts inter-
viewed for this article said everyone
comes to Las Vegas or Reno at least
once a year for conferences or con-
ventions, which provides valuable
one-on-one contact between execu-
tives and their existing or potential
customers and industry peers. That
fact alone has increased the state’s
visibility and made it a desired loca-
tion for relocation and expansion. 

In addition, national awareness of
factors that disrupt business, such as
natural disasters and terrorism, have
made Nevada more attractive as a
place where businesses can be reason-
ably assured their networks will not
go down, productivity will not be
squandered and data will not be lost. 

Another factor contributing to the

rise of Nevada’s high-tech businesses
is the lessons learned in the wake of
the dot.com bust. Companies are no
longer being founded, built and
bought with money invested on the
basis of a cocktail-napkin business
plan. Most high-tech businesses are
based on more careful approaches
and are driven by market demand,
rather than how much venture capital
they can amass. They are privately-
held companies with little desire for
acquisition or IPO, focused on pro-
viding a service or product to a spe-
cific niche. While relocation of exist-
ing companies commands the most
attention, several groups, such as the
Vegas Valley Angels in Las Vegas
and the Center for Entrepreneurship
and Technology in Reno, focus on
helping home-grown high-tech busi-
nesses get started. 

Cover Story: High-Tech Puts Nevada on the Map
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The Tipping Point

Shari Farkas, general manager of
Acuity and president of the Technolo-
gy Business Alliance of Nevada
(TBAN), said that, though the tax
structure, housing prices and quality
of life issues are still factors for peo-
ple coming to the state, those are no
longer the only reasons. The tipping
point for the Las Vegas area came
when a handful of larger telecom
companies located their businesses in
Southern Nevada. “PurchasePro start-
ed a lot of that energy, and Mpower
was a big deal in the late ’90s when it
was started here. Once there are some
bigger players, then other people start
to follow the lead,” she said, adding
that Las Vegas’ commitment to build-
ing the infrastructure required by
businesses helped build the city’s rep-
utation as a telecom hub.

“A tremendous amount of telecom-
munications infrastructure has been

built and hubbed in Las Vegas over
the past 15 years. It is a very good
spot if you are in this particular type
of business, because you have access
to some world-class facilities [here],”
said Dave Clark, president and CEO
of CommPartners. CommPartners is a
competitive local exchange carrier, or
CLEC, that provides a link between
data and people for small- to medium-
sized businesses, functioning as both
a carrier network and a provider for
hosted applications such as call cen-
ters and IT and PBX functions.

Gaming Gives Tech a Boost

Surprisingly, or maybe not, the
gaming industry has a lot to do with
the viability of the state as an excel-
lent location for high-tech. As tourism
and business travel destinations, Las
Vegas and Reno are places most peo-
ple want to visit. This brings many
local executives into contact with cus-

tomers, competitors and other people
in their industries on a regular basis. 

“People love to come to Vegas to meet
with us. Our travel budget has to be one-
tenth what other technology companies’
travel budgets are because we don’t have
to fly out to other markets to try and
raise business. A lot of people will come
to us,” said Mike Ballard, president and
CEO of 1Velocity. Ballard is also the
chairman of the Vegas Valley Angels, an
angel investor group that provides seed
money to start-ups. 

Michael Legg, president of Petro-
glyph Games, says that though the
main hubs for the gaming industry are
Los Angeles and San Francisco, his
company has no trouble getting pub-
lishers and business partners to visit
Nevada. “We’re so close to Los Ange-
les and San Francisco that we can do
an easy one-day business. You get up
in the morning, get on an airplane,
have your meeting and fly back in the
evening. But on the reverse side, our
publishing partners love it, too, be-
cause they can make a day trip. A lot of
times they like to come out on Friday
and spend the weekend,” Legg said. 

The casinos also help alleviate one
of the oft-cited challenges about the
Nevada high-tech environment – find-
ing qualified employees. 

According to Farkas, the casinos
and their vendors were one of the first
industries in the state to go high-tech
on a large scale. She cites IGT as an
example of a company that may not
be thought of as high-tech, but cer-
tainly puts technology to use. These
companies, in turn, have brought
about an increase in the number of
support services for high-tech such as
telecom companies, software devel-
opers and engineers, data processing
and special effects. “Some companies
were brought here when Treasure Is-
land opened to create the pirate ship
show and the pyrotechnics. There are
a lot of technical aspects to the enter-
tainment business,” she said. 

http://www.cpssecurity.com
mailto:sales@cpssecurity.com
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In addition, the gaming industry is
very sophisticated when it comes to
data management. According to
Clark, being located in Las Vegas
gives his company access to a large
talent pool of IT engineers and tech-
nicians who have gained their skills in
the casino environment. They can be
brought in to learn the specific skill
set necessary for the telecom industry.

Mark Tapling, president and CEO
of InfoGenesis, agreed. “The casinos
are great at hiring people. They are a
massive human resources organiza-
tion. Their critical eye for recruiting
and screening and training is certain-
ly much better than an application-fo-
cused technology company. Not that
we’re bad at it, it’s just a matter of
scale. If they have 80,000 employees,
they’re pretty good at it.” Tapling,
whose company provides financial
management tools for multi-venue
businesses such as casinos, cruise
ships and stadiums around the world,
said Las Vegas also provides the per-
fect atmosphere for a 24-hour interna-
tional business because it is the most
well-lit 24-hour town in the world.

Nevada’s Business Climate

Another factor cited by business
leaders for the growth of high-tech is
Nevada’s business climate. They are
not just referring to the tax structure
and the pro-business attitude of state
and local governments. Though those
are, of course, important factors, the
more intangible factors such as being
able to network with peers and the
presence of a real business environ-
ment make a tremendous difference in
how Nevada is viewed both from
within and outside of the state. Visi-
tors to Las Vegas, for example, are

often surprised to find that once they
are away from the casinos, there is a
real city and a real community sur-
rounding it.

Recognition from publications such
as Entrepreneur Magazine, which
rated Reno as the No. 1 place to start
a business, and Inc. Magazine, which
ranked the city 25th out of 393 cities
nationwide for providing a good en-
trepreneurial climate – along with
many other recognitions garnered
both north and south – have provided
the state with a reputation as a good
place for high-tech business.

Dave Clark said that when he trav-
els, he often gets the same response
when he tells people about where his
company is located. First, he said,
people tell their favorite Las Vegas
story and then they ask why Comm-
Partners is there. “People seem to be
very interested about quizzing some-
one who’s actually from [Las Vegas].
I find there is a very vibrant tech com-
munity in Las Vegas, and it is grow-
ing. In the late ’90s, there was an as-
sumption that at some point you were
going to have to move to the East to
be a real company, but I don’t think
that bias exists anymore,” he said. 

Building a Workforce

Dave LaPlante, CEO of Twelve
Horses and chairman of the Center for
Entrepreneurship and Technology
(CET) in Reno, said one of the best
things about Nevada is the size of the
business community and the social
networks that are possible within the
state. “Nevada is still small – it’s not
hard to meet people. Sitting on a plane
between Reno and Las Vegas, you run
into your state leaders, your business
leaders. Probably more than in most
states in the lower 48, you have in-
credible opportunities to have direct
interaction with the leaders in the
state. Unless you hide out and never
go out, it’s difficult not to run into the
people who can help you,” he said. 

InfoGenesis provides point-of-sales equipment and 
software used in many Nevada resorts and casinos.
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While Nevada’s reputation as a place
to have a good time may be what peo-
ple first think of, what happens in
Vegas doesn’t stay in Vegas when it
comes to the business world, which is
good news for the tech businesses in
the state. Building a qualified local
workforce is often cited as a limitation,
but most of the people interviewed said
they have not had problems finding the
people they need for their companies,
though they do say they often have to
recruit nationally. 

Rahul Singal, president and CEO of
WorldDoc, said his company has
grown from 22 to 35 employees over
the past year and he expects to add an-
other 15 to 20 employees in the next
12 months. He said the company will
have to look nationally to find the
people they need for those positions,
which will include software engi-
neers, account executives and sales
people, though he doesn’t anticipate
problems finding the right people.
“Because Las Vegas is so attractive
and known nationally, and it’s an easy
place to get to from anywhere in the
country, we’re able to maximize our
business development with compa-
nies all over the country,” he said,
adding that Las Vegas’ visibility
makes it possible to recruit top talent.

In 2001, one of the factors cited for
moving companies to Nevada was the
availability of affordable housing.
Though that factor has waned as
Nevada’s housing market has heated
up, the state is still more affordable
than many other areas of the country,
most notably California. For high-
tech companies, whose workforce is
primarily composed of younger work-
ers, being located in an area where
employees can be home owners in-
stead of renters is important. This was
a factor for Michael Legg when his
former company, Westwood Studios,
was purchased by EA Games and
moved to Redwood City, Calif. A por-
tion of Westwood’s employees chose

Continued on Page 71
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In September of this year, Dave Clark
was selected as the Tech Entrepre-
neur of the Year by The Technology

Business Alliance of Nevada (TBAN).
Though his company, CommPartners,
was founded in 2003, Clark is a telecom
industry veteran with more than 20
years of experience in the field.

He started in the telecom industry with a
private pay telephone company, one of the
first aspects of the business to be deregu-
lated in the early 1980s. That company
grew to provide specialized communica-
tions systems to the correctional industry,
a client base, Clark said, that demands
good product control. In the early 1990s,
Clark worked as a civilian contractor in
Bosnia as part of the United Nations
peacekeeping mission, and then came to

Las Vegas in 1996 to join Mpower, one of
the first major telecommunications com-
panies to locate in the Valley.

In 2003, Clark had a conversation
with three associates about the direc-
tion of the telecom industry. They
agreed that a purpose-built bridge net-
work between IT and the traditional
phone world would be the next wave of
development, and CommPartners was
born. Clark explained that even though
it is possible to move data over tradi-
tional phone lines, it is not always clean
and easy. The idea behind CommPart-
ners was to build a network from the
ground up that could carry both data
and voice, converting data to traditional
protocol so it can be delivered through
the phone lines and vice versa.

The company now operates in the 48
contiguous states, with approval for
Alaska pending as this article went to
press. Because of the nature of the tele-
com industry, approval is a state-by-
state process, with CommPartners ap-
plying to interact with each traditional
phone company in order to provide their
carrier services. In October 2006,
CommPartners ran just under 400 mil-
lion minutes on its network.

In addition to being a carrier’s carri-
er, CommPartners also focuses on pro-
viding Web-based applications such as
call centers, e-marketing, video stream-
ing and Webcasts, broadcast e-mailing
and e-newsletters, and online events,
making them available to small- to medi-
um-sized companies.

Cover Story: High-Tech Puts Nevada on the Map

Dave Clark of CommPartners
TBAN’s Entrepreneur of the Year
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M
ergers, acquisitions and giant-
sized construction projects are
changing the Nevada market,

with hectic activity in banking and the
resort industry setting the pace in
2006. Several large bank holding
companies swallowed smaller firms,
while resort companies bought, sold,
swapped and built properties to con-
solidate and improve their positions in
the lucrative tourism market. The fol-
lowing are some of the largest trans-
actions during the past busy year.    

Bank Mergers and Acquisitions

Bank mergers and acquisitions
seem to occur in cycles, and 2006 was
certainly an “up” year, with four
major transactions finalized and an-
other one announced.

Community Bank/Valley Bank
$137.4 million

In September, Community Bancorp,
the holding company for Community
Bank of Nevada, purchased Cactus
Commerce Bank (Arizona) for $13.3
million in cash. The next month, it
completed its acquisition of Valley
Bancorp, the holding company for
Valley Bank, in a transaction valued at
$137.4 million. Valley Bank was
merged into Community Bank, which
took over its five branches, located in

Las Vegas, Henderson and Pahrump,
bringing the total number of Nevada
branches to 14. At mid-November, the
bank’s assets totaled approximately
$1.7 billion, with deposits of $1.4 bil-
lion, according to Community Bank
President Ed Jamison.

BankWest/Bank of Nevada
$74 million

BankWest/Nevada First Bank
$108 million 

In May, Western Alliance Bancor-
poration, the holding company for
BankWest of Nevada, announced that
BankWest had completed its acquisi-
tion of two community banks: Nevada
First Bank and Bank of Nevada. The
new bank, which adopted the name
Bank of Nevada, now has 15 offices
in the Silver State: eight in Las Vegas
and four in Henderson, plus one each
in North Las Vegas, Mesquite and
Reno. As of November 2006, Bank of
Nevada had assets of $2.8 billion and
deposits of $2.3 billion.

Northern Nevada Bank/Nevada 
Security Bank $27.6 million

The Bank Holdings, the holding
company for Nevada Security Bank,
completed the acquisition of NNB
Holdings, Inc., the holding company
for Northern Nevada Bank, in No-
vember 2006. The transaction, valued

at $27.6 million, made Nevada Secu-
rity Bank the largest local community
bank in Northern Nevada, with assets
of $610 million and total deposits of
$480 million. The bank now has
seven branches in Northern Nevada
and northern California. 

City National Bank/Business Bank
of Nevada (proposed)

$161 million
City National Corp., a $14.6 bil-

lion holding company based in Bev-
erly Hills, Calif., has signed an
agreement to buy Business Bank
Corp., the holding company for
Business Bank of Nevada, for $161
million in cash and stock. Business
Bank, founded in 1995, has four
branches in Southern Nevada and
three in Northern Nevada, in addition
to loan production offices in South
Lake Tahoe and Scottsdale, Ariz. At
September 30, 2006, Business Bank
of Nevada had assets of $489.7 mil-
lion, loans of $380.3 million and de-
posits of $427.6 million. 

The merger, which has been ap-
proved unanimously by the boards of
directors of both companies, is ex-
pected to close by March 2007 if ap-
proved by shareholders and regula-
tors. Assuming the deal goes through,
the Nevada bank will assume the
name City National Bank. 

Deals and 
Deal-Makers 

in 2006
Nevada’s Largest 

Transactions



ince Bank of Nevada was founded by William S. Boyd 
in 1994 as BankWest of Nevada, community involvement 

has been a cornerstone of our organization.  Together, a committed local board of 

directors and team of bankers created a culture of community participation, based 

on a simple credo:  “Lending a helping hand in the community with competence 

and compassion”.

Over the past twelve years, the bank has grown to become the 4th largest bank 

in Nevada with more than 500 employees, many of whom are active volunteers 

in our communities. 
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s a business bank, we care not only about the vitality of our state’s business sector, we are 
also committed to the well being of our local nonprofit organizations.  Each year, we provide

support to over 100 local organizations through grants, contributions and the volunteer efforts 
of Bank of Nevada employees.

In many cases, we are also the banking partner of nonprofit organizations, often working  
with the individuals they serve who need special assistance in meeting their financial needs.

Below are a few of the organizations that we supported this year . . . .

Housing for Those Who 

Hold Our History in Their Hands 

Nevada H.A.N.D.— Since 1995, Nevada H.A.N.D. 
has been responsible for the development of over 2,100 units 

of family and senior affordable housing.  Bank of Nevada 
has developed a strong relationship with Nevada 

H.A.N.D. providing construction lending 
for affordable-housing projects.

Anthony L. Pollard Foundation — 
The Anthony L. Pollard Foundation furnishes scholarships 
to disadvantaged high school seniors, in part, with funding 
from Bank of Nevada.  Bank of Nevada Regional President
Linda Kuhn also volunteers on the advisory board for the 
Foundation’s Rainbow Dreams Academy, a proposed charter 
school whose challenging academic curriculum will prepare 
students for educational success and to become productive 
members of society.

Supporting Education
from Start to Finish

From Rex Bell Elementary School  
to Nevada’s University Programs —
Selma Bartlett, Regional President of Bank of Nevada’s 
Henderson offices, is a financial services pioneer, known 
as “Henderson’s Banker” since 1954. The Selma F. Bartlett
Elementary School is a fitting testimonial to her contribu-
tion to educational initiatives. Likewise, the Bank’s 
commitment to education extends to a wide range of 
support for educational initiatives from our “adopted 
school”, Rex Bell Elementary, to programs at UNLV 
and Nevada State College.

Bank of Nevada EVP/Regional President Selma Bartlett 
at the elementary school in her name.



Eliminating
Poverty
One Training Class at a Time

Nevada Partners — 
In 1993, Nevada Partners began by 
providing unskilled workers with 
training to meet the needs of Southern 
Nevada’s hospitality industry. Bank of 
Nevada provided $3 million in financing 
for a 12,000 square-foot state-of-the-art 
training kitchen which led, in part, to 
a grant of $5.5 million in public funds 
for Nevada Partners to complete a full 
training center. Nevada Partners has 
successfully matched over 20,000 
employment candidates with top 
local employers.

N E V A D A  B U S I N E S S  J O U R N A L  A D V E R T O R I A L

Spurring Positive Change
No Place for Hate — Bank of Nevada is a proud sponsor 
of No Place for Hate, a program of the Anti-Defamation League that 
organizes anti-bullying assemblies and sponsors high school students 
to attend National Youth Leadership Missions.  For the 2006-2007 
school year, more than 28 Clark County District schools 
have signed on to become No Place for Hate Zones.

As a Nevada-based bank, we take pride in our local roots 
that enable us to assist businesses and organizations in 
their growth and success.  And, we’re growing, too, with 
15 offices now statewide in Las Vegas, Henderson, 
North Las Vegas, Reno and Mesquite — and more 
offices opening in 2007.

Regional Presidents / Managers:

Roger Ashby • Selma Bartlett • Carolyn Carroll • Rachelle Crupi • Sarah Guindy 

Jerry Hayes • Bruce Hendricks • Linda Kuhn • Mark Larson • Jerrie Merritt

Bill Paredes • Judy Pickett • Kathy Taylor • Dan Wright

Bank of Nevada: Growing with Nevada

Nevada Partners students with Bank of Nevada EVP/Regional President Mark Larson, 
Nevada Partners Exec. Director Stephen Horsford and Bank of Nevada SVP Brad Tope 
who arranged $3 million financing for the training center.



Serving the Community 
at Bank of Nevada

Each year, Bank of Nevada 
employees volunteer thousands of hours 
in the community, most recently, through a new 
employee volunteer program known as BEST (Bank 
Employees for a Strong Tomorrow).  Activities include 
providing financial education classes and other services 
for many local organizations among which include 
American Help Foundation, American Indian Chamber 
of Commerce Nevada, Anthony 
L. Pollard Foundation, Boys 
and Girls Clubs, Habitat for 
Humanity, Helping Hands of 
Vegas Valley, Juvenile Diabetes 
Research Foundation, Nevada 
Minority Business Council, 
Opportunity Village, and Rex 
Bell Elementary School.

For more information: The programs included here 
represent only a few of the organizations we support.  
To inquire about Bank of Nevada’s contributions policy,
please refer to our website www.BankofNevada.com or 
contact the Community Development Department at
702.248.4200.
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LEADERSHIP
Active and engaged leaders in the Nevada business and professional community, our Directors 

are the eyes and ears of Bank of Nevada and continue to not only share their business acumen 

and expertise, but help to keep the goals of our community at the forefront.  With these 

individuals, it is easy to understand how Bank of Nevada is our state’s business bank — 

and community-focused leader.
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Casino Mergers and 
Acquisitions: Closed

In May, Harrah’s Entertainment fi-
nalized the sale of the Flamingo
Laughlin Hotel and Casino and ap-
proximately 7.7 acres of land in At-
lantic City for a combined total of
$170 million. The buyer was Ameri-
can Casino & Entertainment Proper-
ties, LLC. The Flamingo Laughlin,
the largest resort in the Colorado
River town, was renamed Aquarius in
October 2006. The 18-acre property
contains 1,907 rooms in two 18-story
towers, a 57,000-square-foot casino,
35,000 square feet of meeting space
and a 3,300-seat amphitheater,

Anthony Marnell III and Sher Gam-
ing, LLC, headed by Ed Sher, part-
nered to buy the Saddle West Hotel
and Casino in Pahrump in June for an
undisclosed amount. Also in June,
Harrah’s Entertainment completed the
sale of the Reno Hilton hotel-casino

Shaw and Co., a New York-based
asset management firm, to put in a
takeover bid for the Riviera Holdings
Corp., owner of the Riviera Hotel in
Las Vegas and the Black Hawk Casi-
no in Colorado. The offer is valued at
more than $470 million. The Riviera
signed a 30-day exclusive negotiating
agreement in mid-November.

Columbia Sussex, a Kentucky-
based hospitality company that owns
more than 67 hotels and eight casinos,
has made a $2.75 billion agreement to
buy Aztar Corp. Aztar Corp. owns the
Tropicana Resort & Casino on the Las
Vegas Strip and the Tropicana Casino
Resort in Atlantic City. The takeover
bid was approved in November by the
Gaming Control Board and is expect-
ed to close by the end of 2006.

Loews Hotels recently announced
plans to acquire the Hyatt Regency at
Lake Las Vegas for an undisclosed
amount. The deal is expected to close
by the end of 2006. The purchase will

to Grand Sierra Resort Corp. for ap-
proximately $150 million. The hotel
is in the process of being converted
into the Grand Sierra Resort and Casi-
no (see below). 

In October, Boyd Gaming Corp.
closed its sale of the South Coast
property in Las Vegas to Michael
Gaughan in exchange for cash and
some of Gaughan’s stock in Boyd
Gaming, a transaction valued at about
$512 million. The new owner has re-
named the property South Pointe and
is busy re-branding it. South Pointe
includes 1,350 guest rooms, an
80,000-square-foot casino and a
4,400-seat equestrian complex. 

Casino Mergers and 
Acquisitions: Pending

New York developer Bruce Eichner,
who is building the $2.4 billion Cos-
mopolitan project next to the Bellagio
(see below), joined forces with D.E.

D E S I G N E D  F O R  L I F E
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be funded by a joint venture, with a
single investor putting up 75 percent
of the purchase price and Loews Ho-
tels adding the remaining 25 percent.
The property will be renamed Loews
Lake Las Vegas Resort. 

MGM Mirage has agreed to sell its
Buffalo Bill’s, Primm Valley and
Whiskey Pete’s hotel casinos, collec-
tively known as Primm Valley Resorts,
to Herbst Gaming, Inc. for $400 mil-
lion. The parties anticipate the transac-
tion will close by the end of the first
quarter of 2007, following customary
regulatory and government approvals.
The resorts, located in Primm, about
40 miles south of Las Vegas, feature a
total of 2,644 rooms, 136,000 square
feet of casino space and the 6,000-seat
Star of the Desert Arena. 

In further evidence that it is divest-
ing itself of properties in outlying
areas, MGM Mirage entered into an
agreement in October to sell its Col-
orado Belle and Edgewater hotel-casi-

nos in Laughlin for $200 million. The
buyer is a partnership between Antho-
ny Marnell III and Sher Gaming, LLC.
The two properties together feature
2,535 guest rooms and 138,000 square
feet of casino space on 57 acres of
land along the Colorado River. The
transactions should be completed in
the second quarter of 2007.

Herbst Gaming, Inc. is entering the
Northern Nevada market with its
agreement to purchase the Sands Re-
gent which operates four casinos, in-
cluding the Sands Regency in Reno.
The $148 million deal is expected to
close before the end of the year.

Boyd Gaming announced in Octo-
ber that it intends to trade the Barbary
Coast Hotel and Casino for 24 acres
on the Las Vegas Strip, just north of its
Echelon Place development. The deal
will be a tax-deferred 1031 exchange.
The value of the transaction has been
placed at approximately $280 million.
After the usual regulatory approvals,

the deal is expected to close in the first
quarter of 2007. 

The grand-daddy of all pending
deals is a proposed $15.5 billion buy-
out offer for Harrah’s Entertainment,
made by a partnership between Apol-
lo Management and Texas Pacific
Group. Harrah’s board is still consid-
ering the deal, which was proposed in
October, but no decision had been
made at press time.

Construction Mega-Projects

Resort companies have been keep-
ing construction companies, crane-
rental firms and mapmakers busy over
the last few years with a host of big-
ticket building projects. The projects
are so big, in fact, that we only had
room in this article to mention those
whose value exceeded $1 billion.

Project CityCenter  $7 billion
The largest construction project in
Nevada is now underway on the Las
Vegas Strip. Project CityCenter, being
developed by MGM Mirage, sits on 66
acres between the Bellagio and Monte
Carlo. Scheduled for completion in late
2009, the mixed-use project will in-
clude 2,800 luxury condominium units,
a 4,000-room hotel and casino, two
400-room non-gaming boutique hotels
and more than 470,000 square feet of
retail, dining and entertainment venues.
At a projected cost of $7 billion, it is
the largest privately-financed develop-
ment in the United States. Some of the
world’s most high-profile architectural
firms have been recruited for the pro-
ject, which will include high-rise tow-
ers, 500,000 square feet of convention
space, and even its own power plant.

Echelon Place  $4 billion
The Stardust Hotel, a Las Vegas

Strip icon constructed in 1958, recent-
ly closed its doors to make way for
Echelon Place. The 63-acre project
under development by the Boyd
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I
n August, the board of Business Bank of

Nevada received an unsolicited offer from

City National Bank to purchase their finan-

cial institution, which was founded in 1995.

Jason Awad, who became chairman of the

board of Business Bank of Nevada in De-

cember, 1999, said the bank has made an

impressive turnaround in the last six years.

“It was known as a ‘troubled bank’ and was

under regulatory supervision prior to my be-

coming board chairman,” he said. Under

Awad’s leadership, the board dismissed

most of the bank’s executive team and

began the process of rebuilding. “I give

credit to all the directors who supported me

in this new vision for the bank,” said Awad.

“Our challenge was to transform the compa-

ny from a troubled institution to a company

that out-serviced many of its competitors in

the state. Our goal was achieved by hiring

the right people for the right jobs and chang-

ing the culture from the typical bank bureau-

cracy with excessive control of its employ-

ees, to one of self-disciplined respect and

trust, focused on client services. Our ulti-

mate goal is service, and once you work to-

gether as a team to give good service, suc-

cess follows.”

Awad said he appreciates the stockholders

who stuck with the bank during the lean

years, when stock prices fell from the initial

price of $10.00 to a low of $7.00. Persistence

will pay off for these investors, since a

$10,000 investment in the initial public offer-

ing in 1995 will be worth nearly $80,000 if

the acquisition goes through.

Awad said the bank had reached a large

enough size to appear on the radar screen

of larger banks looking for a foothold in the

thriving Nevada market. “It’s difficult to

hire the proper personnel and management

to start up a new bank,” he said. “City Na-

tional was looking for a safe and sound in-

stitution with community ties, a good mar-

ket share and a great management team.”

Bank officials said the merger will allow

the Nevada bank to make loans for as

much as $100 million, giving them the

ability to make loans to the casino industry,

add residential home mortgage products

and provide asset management services to

wealthy clients.

Existing employees will still have a

place in the new bank, said Awad, and se-

nior executives, including President John

Guedry, have signed contracts to stay with

the bank.

Business Bank: Persistence and Corporate Culture Lead to Success
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Group is slated to include four hotels
with a total of 5,300 rooms, in addi-
tion to a 650,000-square-foot Las
Vegas Expo Center, 1 million square
feet of convention space, 350,000
square feet of retail and covered park-
ing for 8,000 cars. Echelon Place is
scheduled to open in 2010.

Cosmopolitan Resort  $2.4 billion
The Cosmopolitan Resort & Casino

recently held a “bottoming out” cere-
mony (in contrast to a “topping-off”
ceremony) to herald the completion of
the massive excavation project needed
to make room for its five-level under-
ground parking garage. A spokesman
for the developer, 3700 Associates,
LLC, said the group is looking forward
to actually going vertical on the pro-
ject, located on a 8.5-acre site just
south of Bellagio. Plans call for two
high-rise hotel and condo-hotel towers
to include 800 hotel rooms and 2,200
condo-hotel units. Cosmopolitan will
also contain a 75,000-square-foot casi-
no, 150,000 square feet of convention
and conference space, 300,000 square
feet of retail and dining venues and
other upscale amenities. A mid-2009
opening is planned.  

Conversion of Grand Sierra Resort
$1.8 billion

The former Reno Hilton property,
located on a 148-acre site just north of
Reno-Tahoe International Airport, is
undergoing a $1.8 billion conversion to
turn it into the Grand Sierra Resort and
Convention Center. The conversion
plans call for two high-tech, indoor
water parks in addition to a 5-acre out-
door amphitheater and park, 10 new
restaurants and bars and a four-story
golf driving range. The first phase of
the project will convert the top 11 sto-
ries of the existing 27-story building
into 824 condo units. The second
phase will feature another tower with
1,200 units, and the planned third
phase will include seven more residen-
tial towers along the Truckee River,
which will contain 2,000 more condo

units. Grand Sierra Resort Corp.,
which purchased the property in June
2006, plans a six-year timeline for
completion of the project. 

The Palazzo $1.6 billion
The Palazzo Casino Resort is near-

ing completion on a 15-acre site be-
tween the Venetian and Wynn Las
Vegas on the Las Vegas Strip. The pro-
ject consists of a 50-story luxury hotel
tower with 3,025 rooms, a 105,000-
square-foot casino, an enclosed shop-
ping, dining and entertainment com-
plex measuring 400,000 square feet,
and 450,000 square feet of meeting
and conference space. Developed by
Las Vegas Sands Corp., owner of the
Venetian, it is scheduled for comple-
tion in the second quarter of 2007.   

The Signature at MGM Grand
$1.2 billion

The Signature at MGM Grand is a
condo hotel built by a partnership be-
tween MGM Mirage and Turnberry
Associates on the location of MGM
Grand’s closed theme park. It will
feature three identical 38-story tow-
ers, each containing 576 units. The
first tower opened in May 2006, the
second is scheduled to open Decem-
ber 2006 and the final tower is due to
be completed in May 2007.  

M Resort (proposed)  $1.8 billion
Still on the drawing board is the M

Resort, which is planned for the cor-
ner of St. Rose Parkway and Las
Vegas Boulevard within the Hender-
son city limits. Anthony Marnell III
has already received initial approval
from the city for the first phase of the
project, which is scheduled to include
a 1,500-room hotel tower, a 100,000-
square-foot casino and 100,000 square
feet of convention facilities. A planned
second phase would include a 1,000-
room hotel tower and 1,944 condo
units, bringing the total square footage
of the project to 7.3 million. If ap-
proved, construction on the first phase
could begin in September.

Feature Story: Deals and Deal-Makers in 2006
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L
eaders of Nevada’s major law
firms met recently to discuss is-
sues vital to their profession,

which included topics such as
staffing, competition from national
firms, and the image of attorneys.
Connie Brennan, publisher of Nevada
Business Journal, served as the mod-
erator for the event as part of Nevada
Business Journal’s monthly Industry
Focus series. This program brings
Nevada CEOs together to discuss per-
tinent issues in their industry or pro-
fession. Following is a condensed ver-
sion of the discussion.

National Firms Entering the Market

Connie Brennan (Nevada Business
Journal): In the last few years, several
national law firms have entered the
Nevada market. Are local firms threat-
ened by that? 

Mike Bonner: It’s a reality we have to
deal with. The markets are changing
in Las Vegas. We are becoming a
much larger city, so it’s natural the
large firms are coming here. I think
for local firms, it’s an issue of serving
your clients and making them happy.
Competitive pressures are being
brought out by the national and inter-
national firms that are setting up flags
here, but at the end of the day, clients
typically stay with lawyers who take
care of them. Where Nevada law
firms are being most impacted by the
influx of out-of-state firms is the ef-
fect it’s having on hiring and recruit-
ing. Salary levels are being driven up,
based on non-Nevada markets, mak-
ing it much more competitive for hir-
ing for most of us.
John Frankovich: I agree. It’s certainly
a reality, particularly in Las Vegas,
and to a lesser degree in the Reno area

FRONT ROW (LEFT TO RIGHT):

Samuel Lionel Lionel Sawyer & Collins

Jason Bach The Bach Law Firm

Joshua Harmon Harmon & Davies, P.C
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and other parts of the state. In my
opinion, it indicates that the market is
good. I think it raises the competitive
bar for all of us. There has always
been a place for Nevada law firms,
and everybody’s going to need a
Nevada law firm. And, as Mike said,
if you do a good job with your clients,
it shouldn’t be a threat to any of us. 

Brennan: Is there a shortage of attor-
neys in Nevada? Is recruitment an
issue? 

Frankovich: No, there isn’t a shortage,
and you can quote me on that.  
Mark Tratos: Recruitment is an issue
in specialty areas, like intellectual
property. There’s a great need here for
lawyers to service intellectual proper-
ty needs. Recruiting intellectual prop-
erty lawyers is not easy, so we fre-
quently have to look outside the state. 
Recruiting can be challenging be-
cause Las Vegas does a superb job in

marketing itself in a unique way to the
rest of the world, sometimes creating
a false impression of who we are and
what we do. That makes it a little dif-
ficult sometimes to convince both an
attorney and a spouse to relocate.
Joseph Dempsey: About 20 percent
of my clientele are Spanish-speak-
ing. Although I speak Spanish, it’s
very difficult for me to find compe-
tent attorneys who speak Spanish. If
you find an attorney who does, it’s
very difficult to keep him or her be-
cause the salaries for people who
speak a foreign language are very
competitive.
Jason Bach: I graduated from the
Boyd School of Law at UNLV, and
this is one of the few markets – if not
the only market – where new law
school graduates have virtually no
problem finding jobs. There are very
few jobs out there in most of the other
markets. Everyone I graduated with
has found a job. 

Brennan: Is retention an issue? Once
attorneys join the firm and build their
practice up, do you have a hard time
keeping them? Do they tend to jump
around a lot?

Joe Brown: Younger lawyers don’t
seem to place as much emphasis on
loyalty as I did, and there’s a lot more
fluidity among younger lawyers.
They stay with you long enough to get
their own clients or familiarity with
the city and then move on. It’s an eco-
nomic issue, I’m sure, but there’s less
emphasis today on loyalty to the peo-
ple who trained you and gave you
your first job.

Brennan: Do you think it’s a genera-
tional thing? 

Brown: Yes, I think it is. A great ma-
jority of my contemporaries in law
school are still with the same firm
they started with.
Mark Ricciardi: I think part of it is
generational, in terms of people want-
ing to do their own thing and not nec-
essarily be loyal to one company or
one firm. But part of it is that there’s
less certainty as to advancement in
partnership as there was years ago. As
firms are under more pressure both
with rates and salaries, in a lot of
firms, partnership is not an absolute
certainty. So we find people who
move around looking for a job where
they think there’s a better partnership
opportunity, even though they might
be a non-equity partner. 
R. Gardner Jolley: I agree with Mark.
Part of it is generational, but when
you hire young attorneys, they don’t
realize that for the first couple of
years, the firm loses money on them.
They think they’re worth a lot more
than they are. I started practicing
about the same time as Joe, and in the
old days there were small firms that
were a lot more flexible, and it was
also easier to go out on your own as a

Industry Focus: Law Firms
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sole practitioner if you wanted to do
that. Not all people are going to make
partners like they did in the old days,
and so people today tend to look for
other firms where they might have a
better chance. 
Frankovich: I think the economic ques-
tion – “What am I going to make in
the next three years?” – is a bigger fac-
tor than it used to be, rather than loy-
alty or dedication to the firm. Newer
people frequently don’t appreciate the
history, especially for a firm that’s
been around for a long period of time.
With outside national firms coming in
and elevating the market for compen-
sation, associate compensation is a
bigger factor than it used to be. The
rate right now for a brand new associ-
ate is approaching $100,000. I com-
pare that to when I started out, which
was more than 30 years ago, and if the
same thing happens in the next 30
years, the starting salary for a new as-
sociate is going to be $850,000. 
Patrick Byrne: I think it’s more of a
generational thing. Younger lawyers
want different things than I wanted
when I came out of law school. Part-
nership was important to me.
Lifestyle, autonomy and flexibility in
hours are the things that are really dri-
ving the next generation. They have a
different mentality. They have seen
layoffs in their families with people
who worked for corporations that used
to take care of employees. They’ve
seen the lack of loyalty there, and so
they have grown up with an element of
distrust. It’s also a reflection of the
change in the practice of law as we
move from a profession to a business. 

Brennan: Do you think the work ethic
is different in the new generation?

Byrne: Young people coming out now
are willing to work hard. Older people
usually think they work harder than
the younger ones do – like they
walked barefoot through the snow to

work every day. Young people work
hard, but they’re not necessarily dri-
ven by the same things that drove us
10 or 15 years ago.
Joshua Harmon: With the computer-
ized timekeeping records now, it’s a lot
easier for the associate to see exactly
what he is contributing to the bottom
line, and what his clients are contribut-
ing to the bottom line. and compare
that with his salary or the salary of
other people working in the firm.

Brennan: Do law school graduates
have realistic expectations?

Byrne: Absolutely. They have access
to more information than we ever did
from websites with insight regarding
firms. They read the American
Lawyer magazine. They know what
the expectations are. 
Alan Sklar: The system is a little out
of sync. Someone said you don’t
make money the first couple years on
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OTCBB:  PUBC
For more information please visit:
www.publiccompanymanagement.com
*The PCMC 30 is available online http://www.publiccompany-
management.com/PCMC-30/index.html and neither the com-
panies discussed in this paragraph nor the current companies
listed in the index are clients of PCMC and PCMC does not own
any of their securities.

Becoming a public
company was once
an option only for big
business, and it was
a costly option at
that. But thanks to
special rules passed
by the U.S. Securities
and Exchange

Commission (SEC) small
and medium companies can now take advan-
tage of the benefits of trading on the public
markets. Issuers can use a streamlined
process to file with Form SB-2 or other meth-
ods such as Nevada State Registered
Offerings, coupled with a federal filing. The
rules for small and medium businesses allow
companies to raise capital by distributing their
own shares and apply for listing on the Over
the Counter Bulletin Board (OTCBB) with a
market–maker. Although the quotation medi-
um is little understood by many businesspeo-
ple, the OTCBB serves as an excellent

launching pad for companies to eventu-

ally vault into trading on the larger

national exchanges such as NASDAQ or the
American Stock Exchange (AMEX).

Why Trade on the OTCBB? 

Over the past several years, there has been
a dramatic increase in the numbers of compa-
nies using the OTCBB as a stepping stone to
create capital structure and maximize market
cap value in order to become worthy of a NAS-
DAQ or AMEX listing. The OTCBB is an attrac-
tive and relatively inexpensive place to start. It
does, like NASDAQ, have real-time electronic
quotes for domestic issues and requirements
for issuers to remain listed, but unlike NAS-
DAQ, the OTCBB does not: 1. Impose strenu-
ous listing standards; therefore it has no
quantitative listing requirements as long as
the shares are not concentrated. 2. Assess
listing and maintenance fees to issuers. 3.
Maintain relationships with quoted issuers. 4.
Have the same obligations as NASDAQ for
market-makers.

Because of these distinctions, the OTCBB is
a strong alternative to the risks of venture
capital or a traditional initial public offering
(IPO). And the OTCBB has been a successful
strategy for small companies that want to get

bigger: As of November 629 companies had
graduated to a major exchange from the
OTCBB this year alone. Further, there have
been 899 registration statements filed on
Form SB-2 so far this year, up from 881 in
2005 and 800 in 2004. Companies filing a
Form SB-2 to become quoted on the OTCBB
created $11.5 billion in registration value dur-
ing 2005, and are likely to exceed that number
in 2006.

How Difficult Is

the Transition

to a Larger

Exchange? 

After achieving and maintaining a quota-
tion on the OTCBB, a small company has
already learned the rigors of being a fully
reporting company and has grown accus-
tomed to the maintenance of ongoing compli-
ance. This experience is priceless in building a
future as a growing public company.

Those companies that have first been quot-
ed on the OTCBB have taken the inexpensive,
less complicated route to going public, and in
the process, they have already assembled a
team of professionals to help them navigate
the waters of going public and staying compli-
ant. Because that trusted team is already in
place and active, making the leap to a major
exchange is simply the natural next step.
Some of the companies that have used the
OTCBB as a stepping stone to major
exchanges in recent years include several that
were formerly listed on the PCMC Bulletin
Board Index, an index of carefully selected
OTCBB stocks: Grubb & Ellis Co. (NYSE: GBE);
Covad Communications Group, Inc. (AMEX:
DVW); True Religion Apparel, Inc. (NASDAQ:
TRLG); VitalStream Holdings (NASDAQ: VSTH);
GAINSCO, Inc. (AMEX: GAN); and Law
Enforcement Associates (AMEX: AID).

A number of companies that are now well-
known and widely respected started out trad-
ing on the OTCBB. For instance, Kmart Holding
Corporation (NASDAQ: KMRT) and even NAS-
DAQ Stock Market, Inc. (NASDAQ: NDAQ) orig-
inally became public companies via the
OTCBB.

How Can My Company Get Started?

It is becoming increasingly difficult for early

stage companies to raise capital, but once
informed, small companies can relatively eas-
ily take advantage of the public markets via
the OTCBB, eventually moving up to major
exchanges like those listed above. SEC rules
for small and medium enterprises allow for
the filing of a Form SB-2 or a Form 10-SB (for
companies with 60 or more shareholders and
who have held their stock for two years or

more), which are relatively
affordable and less complicat-
ed processes, especially in
comparison to the alternative
of a full-blown IPO, and the

self-distribution of their own
shares. The first step is to learn more about
the SB-2/self-distribution process and the
benefits it offers for small and medium com-
panies, and then to assemble a team of pro-
fessionals to help lead your company through
the filing process. If you determine that going
public via the OTCBB is the right decision for
your company, your shares could be trading
within less than a year.

Stephen Brock (sbrock@publiccompanyman-
agement.com) is President of Public Company
Management Corporation (PCMC). PCMC’s
subsidiary, Pubco WhitePapers, Inc.
(www.pubcowhitepapers.com), offers numer-
ous educational reports on this and related
topics. Receive a free copy of the white paper,
“The Affordable IPO Alternative,” which retails
for $129.99, by visiting http://www.pub-
cowhitepapers.com/nbj. 702.222.9076

“OTCBB is an ideal stepping

stone for smaller companies.”

Nevada Business Journal Advertorial

TM
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associates, and you don’t. But mid-
level lawyers who’ve been there five
to 10 years, who really do make
money for your firm, don’t necessari-
ly make that much more as a salary.
It’s an odd dynamic.
John O’Reilly: Even though young at-
torneys know more about salary ex-
pectations, I don’t think they know
much at all about the business of prac-
ticing law. That’s probably true for the
vast majority of lawyers and the vast
majority of firms. For the first couple
of years with the firm, young lawyers
think they contribute a lot more than
they do to the bottom line, and they
somehow equate gross billings to net
return. They don’t figure this out until
they get into trying to calculate the
bottom line and figuring out how to
get there. Most lawyers aren’t very
adept at business, you know.
Brigid Higgins: It’s important for
young lawyers to understand the busi-
ness side of law firms. This helps

them understand decisions the law
firm is making. It also gives them a
vested interest in the firm as a busi-
ness and as an enterprise, rather than
just billing every month and walking
out the door.
Dempsey: Do you know the difference
between an accountant and an attor-
ney?  The accountant knows exactly
when he goes out of business. 

Brennan: Some law firms have
mandatory retirement policies. Are
your firms pushing out the older
guys?

Samuel Lionel: I hope not. I have no
intention of retiring. I’m still in the
courthouse, as you know.
Frankovich: Sam is the poster child for
why you shouldn’t have mandatory
retirement. I don’t think anybody here
would dispute the contributions Sam
has made to the legal profession, as
well as those he continues to make. In
our firm, we have a couple of partners
in their 70s, and they’re very active.
They have a wealth of information
that I don’t think we should ignore or
disregard easily. 
Lionel: Older lawyers who still want
to practice can really contribute. To
the extent they can continue to do it,
they should, and they help younger
lawyers as well.
Tratos: The old “up-and-out” mentali-
ty is changing, largely because of the
longevity we are experiencing as a
culture, and the recognition that you
don’t want to lose the talent and expe-
rience of people like Sam.
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Jolley:You may cut back on your hours,
but you can still have a pretty good
practice if you want to spend the time.
Gregory Kamer: I don’t think the issue
is mandatory retirement. It’s transi-
tioning older attorneys. Especially
with the baby boomers coming of age,
you’re going to see a societal change.
Older lawyers want to continue to
work, and they’re valued for that, but
it’s not going to be the 50-, 60- or 70-
hour work week. It’s going to be the
25- or 30-hour work week. The chal-
lenge will be adjusting salary com-
pensation to make business sense. I
think you would have legal problems
with mandatory retirement. In addi-
tion, I don’t think it’s practical. There
is a great value both with the market-
ing and the legal experience of a good
lawyer. 
Brown: I think I can talk about the ra-
tionale of why a great many national
firms have a mandatory retirement
policy. When you get into your 60s,
some of us just don’t want to work as
hard. You may have health problems.
Some people have alcohol dependen-
cy problems. That policy gives the
firm a way to phase out everybody,
rather than telling your best friend you
practiced with for 30 years, “Sorry,
you have to go.” A guy like Sam Li-
onel would no longer be a partner in
the firm, but would have a very special
side deal with the firm to continue
working. He’d cut his own deal.
Jolley: So are you saying we’re the ex-
ception here because Nevada firms
don’t have mandatory retirement? 
Brown: Our firm belongs to a national
networking organization, and at a re-
cent partners meeting, we were in the
minority of firms that do not have
mandatory retirement.
Byrne: I think at the end of the day,
it’s really a compensation issue. If
you have flexibility in the compensa-
tion system, there’s not as much pres-
sure. If you have flexibility, it’s just
crazy to let somebody go who is still
productive, regardless of his or her

age. To put an arbitrary age limit on it
is nuts. 
Frankovich: I think part of this also re-
lates to the national firms that are now
practicing in Nevada. The larger you
get, the more difficult it is to focus on
the uniqueness and the personality of
each individual lawyer. And if you
have a large firm that is just looking at
numbers, they’re more inclined to say
62 or 70 – whatever the age – is a
good age to start being phased out.

When you have a smaller group that’s
been together for a long period of
time and you know everybody, you’re
more sensitive.
Sklar: There are a few things older
partners bring to the firm that no one
else will. They do mentoring better
than others, but the thing they really
give you is good judgment. You can’t
calculate the value of 50 years of
judgment. The most important thing
we give our clients is good judgment. 
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Brennan: Insurance costs, both for
malpractice insurance and health-
care insurance, take away from a law
firm’s bottom line. Is the situation
getting worse?

Jolley: I don’t know how people make
it anymore in business with the costs
of healthcare. When we had a smaller
firm, we were able to pay insurance
for our employees without any prob-
lems, but now the expense is out of
sight. You have to cut back on some
areas and change some things.
Frankovich: Other than payroll and of-
fice rent, it’s the single biggest ex-
pense we have. We change our health
plans every two to three years. That
means we get only a 10 percent or 15
percent increase instead of a 20 per-
cent to 25 percent increase on an an-
nual basis. And what we have ended
up doing is increasing deductibles, re-
ducing benefits, and having employ-

ees pay for their family.
Kamer: I’m concerned that many
firms lack viable disability policies.
Early on, we took on disability insur-
ance for the firm, and we’re seeing a
lot of benefit from that. We have had
individuals who developed cancer or
ALS or other serious illnesses. The
disability benefit is not as costly as
health insurance. When you’re an old-
fashioned firm like we are and we
think of ourselves as a family, when
that secretary or that runner gets sick,
it’s going to come out of your bottom
line if you don’t have insurance to

cover it. I recommend that all of you
make sure you have some disability
coverage, both for your lawyers and
your support staff. It’s affordable, and
it’s great to have when something
happens.

Brennan: Has the cost of malpractice
insurance also increased? 

Dempsey: We used the same company
for many years, and I like the con-
stancy of loyalty. But the premium
went through the roof; it doubled
from one year to the next, so now we
shop around. You have to make sure
the insurance company is giving you
the proper coverage for the price,
which just keeps going up. Part of the
problem is that some attorneys are
suing other attorneys, and they’re not
paying attention to the frivolous law-
suits, which drives costs up. 
Tratos: Some specialty areas, like
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intellectual property, have had major
increases in malpractice coverage. Of
the seven carriers that used to provide
coverage for patent lawyers in Neva-
da, four are no longer offering it here.
And when you have a reduced num-
ber of providers, you can have a rate
increase that’s very significant. One
of the advantages our firm saw when
we merged with a national firm is that
we suddenly had a significant reduc-
tion in our malpractice rates because
the risk was spread across the entire
nation. Our rates really went down.

Brennan: The image of attorneys has
suffered lately, especially with all the
ads that are now appearing on televi-
sion. Do you worry about being
thought of as “ambulance chasers”?

Richard Myers: This is a subject near
and dear to my heart, because I’m an
“ambulance chaser” myself. Our firm
has advertised during certain periods
and not advertised in other periods,
and we are currently off the air. I think
we’re all a little bit tarnished by the
personal injury TV ads we see. And
beyond the advertising, there are ap-
parently practices in this community
that are very unethical and unprofes-
sional. It’s a terrible thing. An older
lawyer made this comment to me the
other day – he said we have fouled our
nest, referring to plaintiffs’ lawyers,
and it had a real chilling effect on me.
Beyond the damage it’s done to our
profession and our integrity as
lawyers, let’s not forget the public, par-
ticularly in the area of medical mal-
practice. Because of the limitations
that have been placed on malpractice
litigation, people can’t get claims
lawyers to take an otherwise perfectly
valid and meritorious case. So there
are a lot of people in our state who are
going without justice in that field. Of
course, I believe in advertising and
competition, and it’s hard to regulate it
constitutionally. I know that. I’ve been

on the committees and that sort of
thing. But it’s been a very negative
thing, not only for trial lawyers like
myself, but also for everybody.

Brennan: So how do you rise above it? 

Myers: The only thing we can do indi-
vidually is to try to stay clean, but there
are a lot of lawyers out there who

aren’t clean and they tarnish all of us. 
Frankovich: I don’t think this issue is
limited to plaintiff lawyers. I think
that might have been the start of the
issue. But, unfortunately or fortunate-
ly, advertising is now a way of life.
However, I do believe that the image
of lawyers right now is as low as I re-
call it, and I think advertising is one
of the contributing factors.
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Kamer: Those of us who still believe
in the Constitution recognize the First
Amendment right of freedom of
speech, and so the ABA (American
Bar Association) standard for adver-
tising is “false and misleading.” If it’s
“false and misleading,” it’s illegal. We
are challenged with how to protect the
integrity of the profession and also be
true to the Constitutional concern of
freedom of speech. It’s a horrible
problem. We need to do a better job
disciplining false and misleading ad-
vertising. I’m not talking about pre-
venting people from calling them-

selves “The Heavy Hitter” or wearing
a gorilla suit or dressing up like a san-
itation man. But when law firms ad-
vertise a discounted retainer of 20
percent and then 60 days later, it’s up
to 40 percent, we have to take action.
When individuals advertise, “I’m
going to represent you personally,”
and the client never sees a lawyer, we
have to discipline them. 
Bach: You have to believe that the
public is smart enough to realize
when they’re hiring an attorney –
whether it’s for a personal injury case
or for a business case – they don’t

want some guy who’s spinning
around like a tornado on TV. But, ob-
viously there are law firms doing
great business by advertising. I just
don’t understand why people would
select an attorney who portrays such
an immature image. 
Myers: A lot of people make fun of
lawyer advertising and say, “I would
never go to that lawyer.” But when
they get in an accident, that name
recognition comes into play.
Craig Hoppe: How do we improve the
image of attorneys? We get involved
in pro bono activities. We continue to
be defenders of the Constitution. We
continue to represent our clients well.
We embody the best law in our daily
practices. And when people tell
lawyer jokes, we say, “I’m not
amused,” because we’re not. If you
ask the public how many lawyers
steal from their clients, they come up
with a figure of 10 or 20 percent, but
in reality it’s less than 1 percent. We
are doing a good job with policing
ourselves, but we can always do bet-
ter. The bottom line is that you are not
going to do it with unconstitutional
regulation. 

Brennan: Do all of you do pro bono
work? If so, do you publicize it or is it
just something you do because it’s
the right thing?

Frankovich: We have an obligation to
do it.
Hoppe: There are mandatory report-
ing obligations, so you have to report
to the State Bar what you do. 
Frankovich: It would be nice if some-
body did a story on the State Bar that
said in Nevada collectively, the Bar
did 5,000 hours of pro bono, or what-
ever the number is. It would be inter-
esting to have that number because I
think it’s considerable.
Hoppe: As Rich pointed out, repeti-
tion is what drives advertising. If you
get your name out and you have a
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catchy slogan, people are going to re-
member that. And if the Bar can de-
velop some kind of program publiciz-
ing pro bono work by lawyers on a
consistent basis, that might help im-
prove our reputation. 

Should Judges Be Elected or Appoint-
ed?

Brennan: What about the article that
ran recently in the Los Angeles Times
that talked about Nevada’s judges and
lawyers in a very negative light? What
did you think of that story?

Bach: A lot of attorneys have been side-
stepping media questions and trying to
avoid this issue. I thought perhaps if we
discussed it here, we could get a little
more insight as to whether or not the
current system works, if it creates a
breeding ground for corruption, and
whether or not there’s support in the
community for any type of change.

Brennan: Do you think the system
works? 

Bach: No. I think that most people and
even most attorneys believe the sys-
tem doesn’t work, but whether or not
they will admit it is a different story. 
Frankovich: Worse than that, I don’t
think any judge will ever admit it be-
cause he or she has to run for election.
I have never been involved in a judi-
cial race where the judge didn’t find it
distasteful to go out and solicit cam-
paign contributions, for any judicial
election. But rarely will a judge come
out and say, “I don’t think the elective
process [for selecting judges] is the
best process,” because they’re afraid
there will be retaliation by the elec-
torate. The electorate probably thinks
electing judges is a part of a check-
and-balance system. It needs to be ad-
dressed because it certainly creates
the impression that if you make a
campaign contribution to a judge, you



48 December 2006

will get a benefit later. It’s not a Neva-
da problem – it’s a national problem.
And I think most of us here would
agree there should be a better way. I
think the federal system is one that
certainly could serve as a benchmark,
but I don’t think the electorate would
ever accept it. 
O’Reilly: If we’re talking about
whether judges should be elected or
appointed, that’s a system that has
been subject to debate for all of our
lifetimes. But as to whether our judi-
ciary system as a whole works, I feel
it works pretty well. In terms of day-
to-day in the courthouse, I think we
get a fairly good call. It’s the typical
L.A. approach to throw stones at
Nevada when 39 other states do the
same thing. 
Kamer: Besides that, it’s no different
in California than it is here.
O’Reilly: As long as you have judges

who are elected, you’re going to have
judges who make decisions that either
look bad – or in fact are bad – based
on campaign contributions. But on the
other hand, I’m not sure I would like
to have our state court judges appoint-
ed for life. History has shown that
there’s a benefit to putting those peo-
ple out of office who develop what I
call a bad case of “robe-itis.” They get
that robe and it goes to their head;
then they treat the people before them
like dirt. 

Bach: I think there’s a middle ground
between having lifetime tenure and
being elected. 
Kamer: It’s a hybrid plan where you
get appointed for your first seat, then
you have to run one time, and then
it’s a matter of retention. Studies
have shown that when lawyers advo-
cate for a change in the judicial
process, the public reacts against it.
So the best thing the L.A. Times arti-
cle could have done is to educate our
citizen legislators that there’s a prob-
lem. Maybe in the next legislative
session, the legislators themselves
will put forth some changes that we
all can live with. 
Nile Leatham: I think this is a very im-
portant issue. One of the reasons we
have the prosperous economy and free-
dom we do is because people by and
large have confidence that when they
stand in front of a judge, the decision
will be made fairly, and will be based
on the merits of the case. Anything we
can do to assist our courts in maintain-
ing integrity is very important. 
Frankovich: We have to also maintain
the right of a judge to make a contro-
versial decision and not be afraid he
or she is going to get ousted from of-
fice, either immediately or at the next
election. Our history shows that con-
troversial decisions have shaped our
legal system, to a large extent. Judges
have to be able to do that without fear
of retaliation. 
Byrne: And that’s the problem with our
current system. It’s a political system.
It should be a nonpartisan system, and
electing judges is just the wrong thing
to do. Unfortunately, it’s not going to
change in Nevada because it’s in our
Constitution. It would require ap-
proval in two general elections to
change the current system, and the
media here won’t get behind it.
Kamer: The L.A. Times article may
have been a real catalyst for poten-
tial change.
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There are many issues being debated in healthcare today, but at 
Desert Springs Hospital, there is one critical point on which we agree: 
We work with a hospital that cares about quality.

High quality healthcare at Desert Springs Hospital 
often begins when physicians call Alice Kelly, 
Director of Hospital Access, to directly admit a patient. 
As a nurse and former physician relations specialist,
Alice knows that the less time doctors spend on 
non-medical tasks, the more time they have to 
care for patients.

Alice also knows that when she helps directly 
admit a patient, she can provide them with a more 
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That’s why physicians such as Nani Billakanti, MD;
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Physicians are independent contractors who are not agents or employees of Valley Health System.

Nani Billakanti, MD Arturo Marchand, MD Matthew Pham, MD



Jason Awad, managing member of Charleston Pavilion, LLC,
at the six-story office building the partnership is developing
in Summerlin.
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Building Nevada: Nevada’s Office Market

W
hile national and local media
outlets have been speculat-
ing whether there will be a

sharp downturn in housing, the com-
mercial real estate market in Nevada
remains healthy. Although it faces
challenges due to rising costs for land
and construction, plus slightly elevat-
ed vacancy rates in Southern Nevada,
the outlook for the office markets at
both ends of the state seems rosy.   

The Market – Southern Nevada

Overall, it seems safe to say that de-
mand for office space in Southern
Nevada hasn’t kept pace with supply,
but that it eventually will. The com-
mercial real estate office market in
Southern Nevada expanded by
422,000 square feet in third quarter
2006, but logged only 272,000 square
feet of net absorption, according to
Brian Gordon, principal of Applied
Analysis. “More space came online
than the market demanded, and that re-
sulted in a rising vacancy rate,” he said.

The vacancy rate in the office mar-
ket rose to 9.9 percent, up from the

second-quarter rate of 9.6 percent,
and compared to the third quarter
2005 vacancy rate of 8.2 percent. The
9.9 percent rate is actually below his-
torical averages and a more normal-
ized rate than when Southern Nevada
bottomed out at 8.2 percent a year
ago, said Gordon. At that point, mar-
ket conditions were extremely favor-
able and there was still significant de-
mand, so while vacancy rates have
risen modestly, the market is still rel-
atively healthy. 

The question is whether it will be
healthy enough to support the 4.4 mil-
lion square feet of office space due to
come online in the next two years.

The Market – Northern Nevada

At the other end of the state, things
are less hectic, and absorption is high-
er. “Essentially what we’ve seen in
the last three quarters of 2006 is a
steady decline in the vacancy rate,”
said Dominic Brunetti, vice president
of Alliance Commercial. 

In Reno, most of that decline oc-
curred in the downtown office core,

which fell 3 percent to a 17.23 percent
vacancy rate in the second quarter, ac-
cording to Colliers International Mar-
ket Report. The downtown submarket
is healthy again. 

“There are two sides to the office
market in Northern Nevada,” said Tim
Ruffin, SIOR, CCIM, with Colliers In-
ternational. “There’s corporate Ameri-
ca leasing class A space, and that mar-
ket has gone very quiet. I think they’re
waiting to see what the economy does
in the first half of 2007. And then there
are the professional service firms serv-
ing the ever-increasing population in
Northern Nevada, and that side is fair-
ly active.” In that market segment,
professional garden office buildings
are moving well. 

Northern Nevada’s office-space
market doesn’t have any mega-pro-
jects coming online, and no buildings
exceeding 150,000 square feet have
been announced. No new buildings
over 10,000 square feet have been
built in Reno recently, but the
NevDex IV building under construc-
tion on Kietzke Lane is due to bring
64,000 square feet into the market. In



Investing in office building or suite ownership offers multiple financial benefits 
of building equity vs. paying rent. Call Shea Commercial today to see how you 
can purchase one of your own.
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addition, the first building at Reno
Corporate Center, at 30,000 square
feet, is completing construction this
quarter. Heading into next year,
Northern Nevada Corporate Center
started a third building, which is ex-
pected to bring 45,000 square feet on-
line in October 2007.

Mixed-Use an Emerging Trend

One of the newest trends to appear
in commercial real estate design is
the mixed-use development. Urban
markets running out of available
land are embracing projects that
allow people to live/work/play in the
same area – or live/work/shop when
retail is a component.

In Reno, existing properties are get-
ting a new lease on life: Basin Street
Properties recently acquired two large
downtown buildings, 50 West Liberty
and 200 South Virginia, and is creat-
ing mixed-use projects at both sites.

Mixed-use has hit Northern Nevada
in the form of condominium projects
in downtown Reno. Many are con-
verted casino properties and office
buildings that are emphasizing the
live/work/play aspect of urban living.
Town Center at Virginia Lake Cross-
ing, which will be Reno’s first mixed-
use office project, has begun 
construction on its first 13,000-
square-foot phase. Only half of the
total project’s 150,000 square feet is
earmarked for office use.

In Las Vegas, the mixed-use formu-
la has already proven successful, as
the area’s pioneer mixed-use projects
quickly sold out and developers
scrambled to deliver new mixed-use
product to a hungry market.

Glen, Smith & Glen Development’s
Sullivan Square is a 16.5-acre mixed-
use project located at Sunset Road
and Durango in southwest Las Vegas.
Adjacent to the I-215 Beltway
halfway between Summerlin and
Green Valley, the project features one
13-story, 250,000-square-foot Class A



Sullivan Square. A new neighborhood with the classic touch of a traditional city. 

Designed for convenience, walking, and a healthy lifestyle. Complete with a market 

street of independent shops and a central park to meet friends and neighbors. 

Now selling Madison Tower I with units ranging from 600 square feet to over 

1,800 square feet and over half are already spoken for.

Call 702-733-1108, visit the sales center at 8930 Spanish Ridge Avenue,  
or log on to SullivanSquare.net

conceptions and are not intended to be exact depictions. The plans for Sullivan Square are under development and developer reserves the right to make changes in the plans, renderings, maps, and prices without notice. 
No guarantee is made that the improvements shown herein will be constructed, or that if constructed, they will be of the number, type or design described. The photos shown here are not of Sullivan Square. © 2006 Glen, Smith 
and Glen Development.

NOW SELLING IN LAS VEGAS.
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Charleston Pavilion Centre, locat-
ed at 10801 West Charleston
Blvd. in western Las Vegas, is a

six-story, 150,000-square-foot class A
office building. Charleston Pavilion,
LLC, the investment group that owns
the building, purchased the 7-acre site
from The Howard Hughes Corporation
in 2004 with the intention of having
the building serve as the corporate
headquarters for Business Bank of
Nevada, as well as providing addition-
al office space to be leased to other en-
tities. At the time of the land purchase,
the LLC included members and former
members of the bank’s board of direc-
tors, headed by attorney Jason Awad,
chairman of the board. 

When City National Corp. recently
signed an agreement to purchase
Business Bank of Nevada (see “Trans-

actions” article in this issue) the deal
included a provision that Business
Bank would divest itself of its interest
in the LLC, enabling the other mem-
bers of the LLC to buy back the bank’s
share at a fair market value. Following
the completion of the merger, City
National plans to continue with its
lease of 25,000 square feet of space
in the building, which is intended for
a bank branch, as well as Nevada
bank management and administrative
support services. 

Charleston Pavilion Centre was 76
percent pre-leased in November, and the
developers predict it will be 100 percent
leased before it’s completed in June
2007. In addition to the bank, other
major tenants will include: Fertitta Enter-
prises, Harris & Associates, Clark Seeg-
miller & Associates, Coffey and Rader

CPAs and the law office of Dan Goodsell
and Mike Olsen.

Jason Awad, the managing member
of the Charleston Pavilion Centre, said
the decision to build a six-story building
instead of two three-story buildings was
done to create a more upscale, Class A
image. “This will eventually become the
business center of Las Vegas,” said
Awad. “It is part of Summerlin Centre, a
400-acre community being developed
by The Howard Hughes Corp. that will
include office buildings, condominiums
and shopping. It can be considered cen-
trally located because of its proximity to
the I-215 Beltway.” 

The total cost of the project has been
estimated at $40 million. Howard F.
Thompson & Associates designed the
building, and Whiting-Turner Contract-
ing is serving as the general contractor.

Charleston Pavilion Centre
Class A Summerlin Project Underway
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foot mixed-use office park at Rainbow
Boulevard and Sunset Road. It will
comprise 95,000 square feet of retail
and between 442,000 square feet and
447,000 square feet of Class A office
space in three towers, according to Jon
E. Field, associate general counsel and
director of leasing for Plise.

LEEDing the Way

Another trend occurring in com-
mercial office design is the rapidly
growing “green” movement and a ris-
ing environmental awareness among
developers. To help fuel this trend,
the U.S. Green Building Council
created a program to certify well-de-
signed, energy-efficient buildings as
LEED (Leadership in Energy and En-
vironmental Design) buildings. Be-
cause an increasing percentage of en-
ergy-conscious businesses are
demanding LEED-certified office
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Refinance with Cash Out, with no
call or balloon payments.

Call your Nevada area SBA financing specialist today:

Anthony Stelluto at (702) 990-3530
anthony.stelluto@zionsbancorp.com

SBA Preferred Lender
SBA loans from Zions Small Business Finance, a division of California Bank & Trust, are underwritten 
by California Bank & Trust, a subsidiary of Zions Bancorporation, and are in participation with the 

United States Small Business Administration. Loans are subject to approval in accordance 
with SBA eligibility and lending guidelines. Terms are subject to change. 

© Zions Small Business Finance, a division of California Bank & Trust 2006. All rights reserved.

Announcing
New 
Solutions

office building, in addition to high-
rise and mid-rise residential build-
ings, a retail component and a 1.5-
acre Central Park, according to
Kenneth Smith, president of Glen,
Smith & Glen.

Arroyo Corp Center, slated for 450
acres on the Southern I-215 Beltway
in Las Vegas, will utilize most of the
land between Rainbow and Buffalo,
according to Kirk Boylston, regional
director of EJM Development. The
project will eventually present 1.5
million square feet of industrial space
and 2 million square feet each of of-
fice space and retail, with a projected
100 buildings at completion.

“It’s enormous,” said Boylston. “It’s
the biggest commercial project in the
Valley, with the possible exception of
Summerlin Centre.” Two of the office
buildings – one at 50,000 square feet
and another at 75,000 square feet –
have already broken ground, with two

more 100,000-square-foot office build-
ings to follow.

Plise Companies, LLC is developing
two Southern Nevada mixed-use pro-
jects. Centennial Corporate Center, an
office park at Ann Road and U.S. 95,
will contain a 125,000-square-foot
Class A office tower and 12,000 square
feet of retail offerings. Plise is also the
driving force behind a 542,000-square-
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space, developers have begun to re-
spond in kind. For example, Glen,
Smith & Glen Development is plan-
ning for all its future commercial of-
fice projects to meet the strict LEED-
certification standards.

Always a trendsetter, the Molasky
Group of Companies has also met the
difficult challenge set forth by the
Green Building Council. Its land-
mark, Class A development – the Mo-
lasky Corporate Center – will intro-
duce a new shade of green to
downtown Las Vegas when the pro-
ject opens in summer 2007. Located
at the convergence of City and Grand
Central parkways, the Molasky Cor-
porate Center is the largest Class A
development in Nevada to receive the
LEED certification. The property’s
centerpiece – a 16-story, steel-and-
glass tower (using 70 percent recycled
steel) – rises above the 1,400-space,
six-story parking garage that anchors

it to the property. The building will
contain 265,000 square feet of Class
A office space and an additional
20,000 square feet of retail space. 

The Molasky Corporate Center,
which will earn a minimum silver-
level LEED certification – and may
even rate a coveted gold-level certifi-
cation – is already more than 80 per-
cent pre-leased. The property’s an-

chor tenant – the Southern Nevada
Water Authority (SNWA) – elected to
assume a leadership role and project a
public image defined by environmen-
tal responsibility. In addition to its 20-
year, $63.3 million lease agreement
for 129,375 square feet on five floors
in the Corporate Center tower, SNWA
has retained the future option to pur-
chase the 16-floor tower outright.
Furthermore, SNWA’s affiliate orga-
nization, the Las Vegas Valley Water
District (LVVWD) will also establish
its headquarters at the Molasky Cor-
porate Center and has signed an
agreement to lease two additional
floors in the tower.

Vacancy Rates
Location, as always, is paramount

in real estate. Crescent Real Estate
Equities, Ltd., a real estate investment
trust (REIT), saw an opportunity in
the Howard Hughes Center, a 115-
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acre business park located between
Sands Boulevard and Flamingo Road
just east of the Las Vegas Strip.

“Across the country, cities usually
have a downtown or a central business
district,” said Bob Boykin, senior vice
president, leasing for Crescent. “When
you look at the Hughes Center’s mix of
national, international, local and region-
al firms, we’re really the business center
of Las Vegas with large law firms, ac-
counting firms and service firms.”

And the Hughes Center is growing.
Currently under construction and with
customer move-in slated for February
2007, 3883 Howard Hughes Parkway
will bring 239,000 square feet of new
office space to the market.

But can the markets sustain this
growth?  

Northern Nevada’s office market
expects a corresponding slowdown in
lease rates as residential building
slows. The office market often lags
behind other economic indicators, but
currently office space leased by real
estate companies is coming back on
the market as home sales and con-
struction slow. The return of these
properties to the office market will
drive up vacancy rates. 

In Southern Nevada, vacancy rates
vary by sub-market. The eighth of 10
buildings in Marnell Corporate Cen-
ter in the airport sub-market will be
ready for occupancy first quarter
2007. It is already 60 percent pre-
leased, according to Brad Schnepf,
president, Marnell Properties.
Schnepf keeps an eye on vacancy
rates, but currently the airport sub-
market is tight, with a lower vacancy
rate than other Southern Nevada mar-
kets. Marnell Corporate Center will
contain close to 700,000 square feet
when complete; and aside from the
newest building, it is 100 percent pre-
leased. Marnell’s other projects in-
clude McCarran Marketplace, a large
community retail center, and the adja-
cent Marnell Airport Center, 250,000

Investment Wisdom
An anonymous Chinese proverb reads: 

A great fortune depends upon luck; a small one on diligence.

That’s where Vista Financial Resources comes in. We earn good, solid 

double-digit returns for our investors by careful and diligent underwriting. 

Every effort is made to select borrowers carefully and evaluate projects 

through the prism of lessons learned over decades in the real estate 

development world.  

We can’t turn you into a millionaire overnight, but we can help you keep 

and grow what you’ve got. Please come and meet us. Find out what makes 

us worth knowing.

For additional information 
call us at (702) 614-5400.

Vista Financial Resources LLC is a Nevada Licensed Mortgage Brokerage Firm. 

Money invested through a mortgage broker is not guaranteed to earn any interest 

or return and is not insured. Prior to investing, investors must be provided 

applicable disclosure documents.
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Michael A. Saltman
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square feet of Class B office space.
Currently, Class B space has a high-

er vacancy rate than class A. Mo-
lasky’s Worthington said, “I think
you’re going to see a bump upward in
Class B vacancy because there’s a lot
of supply in the pipeline.”

Part of that supply comes from
condo office space where companies
overbought expecting to grow, and
then started sub-leasing the space. But
Class B space is tied to population
growth because it’s often used by sup-
port services office tenants. “We still
have 6,000 or 7,000 new residents a
month with the newest mega-resorts
coming online, so I think as long as
we keep a lid on new supply we’ll
find a healthy equilibrium in Class B
space very soon,” said Worthington.

The Market’s Future

Vacancies may be down in Class A
and up in Class B, but rents are up all
the way around. “I think rents will
continue to rise because land prices
and construction costs have gone up,”
said Boylston. “Rents may rise in ex-
cess of 10 percent a year. In order for
developers to get sufficient returns for
constructing this type of product,
they’ll have to charge higher rents.”

But, while there’s speculation on
how much rent the market can bear,
Boylston pointed out Las Vegas isn’t
solely dependent on new companies
relocating to the area. A great deal of
internal growth has also been fueled
by added resort projects on the Strip,
and he predicts a bump in rents and a
drop in vacancy rates as a result. 

Boykin agreed. “Gaming is a huge
economic engine that continues to ex-
pand. Therefore, law firms and ac-
counting firms and other companies
that provide services to the gaming in-
dustry are all growing to take care of
their expanding client base. We cer-
tainly have experienced that in our
own development.”

Summit Builders

BUILDING
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PERFORMANCE IN

COMMERCIAL
OFFICE CONSTRUCTION
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struction costs are today, it’s difficult
for many of these projects to come
online at price points lower than what
the market is experiencing today, so
asking rates are going to continue to
escalate due to the cost side of the
equation.”

In Northern Nevada, lease rates
haven’t kept pace with rising land and
construction costs. “As the price of
land has escalated, and construction
costs and operating costs continue to
climb, rents have not kept pace.
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While the market remains healthy,
the future remains open to specula-
tion. The 4.4 million square feet of
planned office space in Southern
Nevada is a response to conditions as
they were 18 months ago, according
to Gordon. So what’s going to happen
when all of these projects open their
doors, despite the optimistic visions
of the future and pre-lease rates?

“The majority of it will be absorbed
as it comes online,” said Gordon.
“That having been said, it’s not likely
all of it will be leased in the next 12 to
18 months. This will put upward pres-
sure on vacancy rates, and we expect
lease rates will continue to escalate.”
Lease rates will continue to escalate
even as absorption slows? Yes. “It’s in
contrast to normal thinking,” agreed
Gordon. “You would assume when
vacancy rates go up, lease rates would
pull back. However, given where con-

That’s the reason we’re not seeing
more large buildings being construct-
ed,” said Ruffin. “So, unless you can
pro forma at a much lower rate of re-
turn to an investor and they’re willing
to accept that, it’s not as profitable to
build a large office building as it was
three or four years ago. Rents have to
increase if developers are going to
pursue more large office buildings in
our market.”

In the end, the commercial real es-
tate office market in Nevada holds
promise. “It’s all good,” said Boykin.
“I wish all of our markets across the
country were like Nevada. There is
lots of growth, everybody’s business
plan predicts growth, it’s a very
healthy economy, and one that we see
continuing to grow and expand.”

Jennifer Rachel Baumer is a freelance
writer based in Northern Nevada.

"Rents have to increase
if developers are going 
to pursue more large 

office buildings in 
our market."
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“We recognized this location as a
prime spot with great accessibility,” said
Mitchell Stipp, COO and general counsel
for Plise. “City Crossing will offer retail
under residential, and the synergies be-
tween the two uses are endless.”

The project encompasses 126 net acres
with 1 million square feet of Class A of-
fice space, 550,000 square feet of retail
space and 2,500 residential units that will
be constructed by home-building compa-
nies. In all, the project will span 6 million
square feet of development, with build-
ings as tall as 150 feet (or 10 stories).

“Office design must make the busi-
ness park more of a destination. It must
create an experience. Tenants must have
a feeling of ownership,” said Stipp.
“Amenities play an important role in
building office parks.”

Stipp is enthusiastic about the future of
City Crossing, which is described as a
community where people will live, work,
exercise and play in a connected urban
neighborhood. He expects the mix of up-
scale shopping, fine dining, entertain-
ment options and office professional and
upscale residential elements will wel-
come residents and workers alike.

“The residential and retail combined
with the professional space will create in
City Crossing a virtual town of its own,”
said Stipp. “We’ll have a fitness facility,
movie theater, coffee shops, retail shops
and much more within the development
so residents will never have to leave.”

With City Crossing underway and
other projects under consideration, Stipp
expects Plise to continue developing
Class A office and retail projects locally
over the next two years, eventually
branching out to become a regional force
in California, Arizona and New Mexico.

Kim Becker is a freelance writer based in
Southern Nevada

eal estate and commercial
development companies are
faced with a variety of chal-
lenges in Southern Nevada’s

business climate today. From the lack of
affordable land and rising construction
costs to timing issues for permits and en-
titlements, it’s becoming increasingly
difficult to remain competitive. However,
Plise Companies, LLC (Plise) continues
to be ranked among industry leaders as
one of the largest commercial real estate
developers in Southern Nevada.

Plise, established in 1994 by native
Las Vegan and company CEO Bill Plise,
has grown and evolved over the last 12
years from custom home building to full-
service commercial real estate. Today the
company specializes in strategic land ac-
quisition, design and construction, and
has developed professional and medical
office parks, retail centers and light in-
dustrial facilities that consistently earn
awards for their quality and innovation. 

The company also offers professional
development consulting services to third-
party real estate investors and serves as
fiduciary manager. It acts as its own gen-
eral contractor through a subsidiary com-
pany, Plise Development & Construction.

Plise currently has 5 million square
feet of Class A office, retail and
mixed-use projects under development
or already completed in Southern
Nevada. These projects include Rain-
bow Sunset Pavilion, Centennial Cor-
porate Center, Siena Office Park,
Rainbow Quail Plaza, Rainbow Diablo
Professional Office Building and what
may become the company’s master-
piece – City Crossing. It’s a mixed-use
project near Henderson Executive Air-
port, located near Bruner Avenue and
Executive Airport Drive, just east of
the intersection of Las Vegas Boule-
vard South and St. Rose Parkway.

A T  T H E  T O P

Plise Companies, LLC
Planning for the Future

R
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broke ground on the 68-acre site at
Gillespie Avenue and Warm Springs
Road, three miles south of the airport.
The facility will include 2 million
square feet of buildings, including a
three-story, 4,500-space parking struc-
ture, an 111,000-square-foot, two-story
customer service building, three main-
tenance facilities and a 1.8 million-
square-foot parking lot. Forty shuttle
buses will transport car rental cus-
tomers from the facility to the airport. 

LaPour Partners Breaks Ground
LaPour Partners, a commercial real es-
tate development firm headed by de-
veloper Jeff LaPour, recently an-
nounced the groundbreaking of
Decatur Crossing Phase III, a two-
story hybrid product totaling 114,000
square feet. The project is situated on 6
acres at Decatur Boulevard and Sunset
Road in southwest Las Vegas, within
the 40-acre Decatur Crossing business
park. The first floor of the building will
contain 69,500 square feet of flex
space with grade-level loading capa-
bilities, while the second floor pro-
vides approximately 42,200 square
feet of office space. KKE/HFTA Ar-
chitects is the architect of record and
TWC Construction is the contractor.
Key Bank Real Estate Capital financed
the project for $14.1 million.

DP Partners Breaks Ground 
in Stead

DP Partners has begun construction
of its newest speculative building – a
230,550-square-foot distribution and
warehouse facility at Sage Point Busi-
ness Park in Reno. The front-loaded
facility features 30-foot ceilings, bay
spaces measuring 50 feet by 50 feet,
parking for 182 vehicles and 3,000
amps of electrical service. The

building is designed to serve either as
a multi-tenant facility, accommodat-
ing tenants requiring a minimum of
45,000 square feet, or as a single-ten-
ant facility. The building, which car-
ries a foreign trade zone designation,
is scheduled for completion in March
2007. With more than 2 million
square feet of potential build-out, the
120-acre Sage Point Business Park
presently contains five buildings to-
taling 1.5 million square feet.

Survey Shows Real Estate 
Optimism

The Commercial Real Estate Industry
Confidence Survey, recently released by
McDonald Carano Wilson, Restrepo
Consulting Group and Colliers Interna-
tional-Las Vegas, reveals that members
of the commercial real estate industry
are optimistic about the economic and
market conditions in Southern Nevada.
Thirty-eight percent of respondents
identified the lack of land availability as
the predominant issue impacting their
businesses. However, most are planning
to purchase more land in the upcoming
year. Of these, 38 percent believe land
prices will stay relatively flat over the
next 12 months. Other findings include:
• 62 percent said that they plan to ex-
pand their company. 
• 38 percent said the most effective
way to improve profitability is
sales/marketing.
• 34 percent expect to see price/rent ap-
preciation between 3 percent and 4 per-
cent during the coming year. 
• 69 percent expect office prices/rents
to increase. 
• 86 percent anticipate industrial
prices/rents will rise. 
• 66 percent indicated they believe retail
prices/rents will increase. 

The survey was distributed to 1,500
developers, lenders, contractors, bro-
kers, land owners and investors working
in the commercial real estate industry in
Southern Nevada.

Car Rental Facility 
Nears Completion

PCL Construction Services plans to
complete the Consolidated Car Rental
Facility for McCarran International
Airport by January 2007. PCL has been
working on the $123 million project
since the first quarter of 2004, when it

B U I L D I N G  N E V A D A  B R I E F S

Decatur Crossing Phase III
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number of loans and the dollar volume
broke previous state records. Women-
owned companies received 248 loans
totaling $49 million and minority-
owned companies received 416 loans
worth $107 million. Silver State Bank is
the No. 1 SBA lender in Nevada as
ranked by dollar volume. It closed
$24.4 million in SBA 7(a) loans in
Nevada during the last fiscal year.

Minimum Wage Law Changed
With the passage of the constitutional
amendment changing Nevada’s mini-
mum wage law, Labor Commissioner
Michael Tanchek announced changes
in requirements for minimum wage and
overtime affecting Nevada employers.
The amendment sets up a two-tiered
system for Nevada. Employers who
make a qualified health insurance plan
available to their employees can pay a
minimum wage of $5.15 per hour. Em-
ployers who don’t will have to pay at
least $6.15 per hour. A qualified health
insurance plan must provide coverage
for employees and their dependents
and the cost to the employee cannot ex-
ceed 10 percent of his or her gross tax-
able income. The only exemption al-
lowed under the new amendment is for
those employees under the age of 18
who are employed by non-profit orga-
nizations for after-school or summer
employment or employed as trainees
for a period not longer than 90 days.
For more information, log on to
www.leg.state.nv.us/NRS/NRS-
608.html. 

World Jewelry Center 
Announced 

Probity International Corporation re-
cently unveiled plans for one of the
largest jewelry industry projects in the
world: the 1 million-square-foot
World Jewelry Center. The project is
located on approximately 5.4 acres
near downtown Las Vegas in the mas-
ter-planned Las Vegas Union Park de-
velopment adjacent to the World Mar-
ket Center, which serves the wholesale
furniture business. The World Jewelry
Center will combine the corporate of-
fices of several hundred domestic and

international gem and jewelry compa-
nies in a trade tower that will be one of
the tallest office buildings in Las
Vegas. Plans call for the top floors of
the tower to be dedicated to luxury
residential condominiums. The
mixed-use project will also contain a
separate, free-standing gallery of retail
stores. Scheduled opening for the pro-
ject, designed by Altoon & Porter Ar-
chitects, is late 2009 to mid-2010.SBA 

Charles River Labs Receives
State Honor

Charles River Laboratories was recently
recognized as the “Distinguished Busi-
ness of the Year” at the 22nd annual Gov-
ernor’s Industry Appreciation Awards for
Northern Nevada. At the event, 28 com-
panies that have moved to or expanded in
Northern Nevada were honored for con-
tributing to the regional economy.
Charles River Laboratories, a global
provider of advanced pharmaceutical
discovery and development, is expand-
ing its operations and moving its facility
from Sparks to south Reno, ultimately
tripling its facility size to more than
450,000 square feet. The company will
nearly double its workforce with the ad-
dition of more than 250 new employees
beginning in mid-2007. This expansion
represents more than $89 million in eco-
nomic impact to the region.

Loans Break Nevada Record
Small businesses in Nevada took advan-
tage of the U.S. Small Business Admin-
istration’s (SBA) loan guarantee pro-
gram in record numbers during fiscal
year 2006, receiving 1,112 SBA-backed
loans worth $271 million. Both the

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

World Jewelry Center
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Demographer Releases 
Population Projections

The Nevada State Demographer’s Of-
fice recently released its population pro-
jections for 2006 through 2026. Over-
all, Nevada is projected to grow by
more than 1.8 million people, or 74 per-
cent, over the next 20 years. “Nevada
will likely continue to outpace the na-
tional growth rate,” said State Demog-
rapher Jeff Hardcastle. “The [U.S.]
Census Bureau’s interim projections
show the United States growing by 19
percent between 2000 and 2020.”
Southern Nevada (Clark and Nye Coun-
ties) is projected to grow by more than
1.5 million people. The projections are
used in preparing the state’s budget and
for other planning purposes. Hardcastle
said a number of variables could impact
how much Nevada continues to grow.
These factors include affordable hous-
ing, the federal deficit, the trade deficit,
a continued reliance on foreign oil and
global climate change.

Station Casinos Project 
Moves Forward

The Reno Planning Commission has
recommended approval to grant spe-
cial-use permits to Station Casinos to
build a 900-room hotel that will fea-
ture non-restricted gaming, retail,
restaurants and parking. The project
would be located in the Redfield Re-
gional Center in south Reno on the
southwest corner of the Mt. Rose
Highway and South Virginia Street
intersection. The special-use permits
will allow Station Casinos to increase
the project’s building height to 255
feet for three proposed hotel towers,
provide allowances for gaming space
exceeding 80,000 square feet, and
take into account large freestanding
signs. The Redfield Regional Center
is one of eight regional center master
plans identified in the 2002 Truckee
Meadows Regional Plan, which
aimed to promote high-density
mixed-use developments.



$4,873,923. Some of the grant
monies were used as matching funds
for a $3 million U.S. Economic De-
velopment Administration grant –
one of the largest ever awarded to a
single community. Those funds will
provide the necessary money to ex-
tend water and wastewater infra-
structure so 375 acres of land can be
developed into an industrial center.
The parcel is bisected by U.S. High-
way 395 and is located adjacent to
the Mineral County Airport. The
grant money is expected to generate
$218 million in private investments.
The new economic center could ulti-
mately create as many as 700 new
jobs in Mineral County.

We’re currently working with Love-
lock residents in Pershing County and
hope to duplicate our success there.

Our major focus is on creating high-
wage primary jobs. Creating jobs
brings new money into the economy,
which support the services and the
needs of people who aren’t currently
taking advantage of the economy, such
as retirees.

Nevada has been the fasting-grow-
ing state in the nation for the past 19
years and we are likely to retain that
leadership role. The Nevada Commis-
sion on Economic Development stands
ready to help businesses every step
along the way.

Tim Rubald is the executive director of
the Nevada Commission on Economic
Development.
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tributor contacted her about carrying
her product, she says she didn’t even
know where to start to find out about
trade regulations between the U.S. and
foreign countries, so she turned to the
NCED for help.

Our director of the NCED Global
Trade program helped Marshall with
foreign country regulations and docu-
mentation and helped her find out what
tariffs and taxes were required. Our
agency has trade missions that can
help set businesses up with buyers, and
our honorary consuls also work to de-
velop potential business partners for
Nevada companies.

Marshall needed help to find out
how to best put her product on a pallet
and get it into shipping containers to
send to distributors around the world.
Ten years later the Eureka woman’s
American Pet Diner company boasts
$1 million in annual sales. Now that’s
a great success story.

Mineral County citizens turned to us
when they knew their community was
in trouble after jobs at the Hawthorne
Army Ammunitions depot dwindled in
the 1990s. In 1999 the Babbitt Land
Use Study, funded by a Community
Development Block Grant, was com-
pleted to determine the highest and
best use of the area’s land.

NCED’s action planning and re-
source workshops followed in 2001,
and Hawthorne citizens rolled up
their sleeves and got to work. We
brought in experts to talk about what
resources were available to the com-
munity. Hawthorne’s industrious
citizens followed NCED guidelines
and applied for grants totaling

he Nevada Commission on
Economic Development
has programs individual-
ized enough to help one

Eureka businesswoman who was oper-
ating out of her garage to take her
product to a global market. We also
have programs with a broad enough
scope to provide the expert leadership
necessary to help an entire community
regain its economic viability.

Our national award-winning Pro-
curement Outreach Program helped
Nevada companies win $522.8 million
in federal, state and local government
contracts last year. Over the past 25
years our Community Development
Block Grant program has infused $54
million in federal dollars to build pro-
jects in rural Nevada.

Last year the Legislature provided
us with some new tools to help rural
communities. Response to the Nevada
Economic Development Fund (NEDF)
has been amazing. We believe the suc-
cess stories that will come out of the
NEDF grants will be impressive. In ad-
dition to the NEDF, the Legislature ap-
propriated $1 million over the two fis-
cal years to aid counties negatively
impacted by slowdowns in the mining
industry. That will really help the Elko
Railport project.

In economic development, our focus
is on creating wealth for Nevada. This
means creating wealth not only for
publicly-traded companies, but also
for sole proprietorships. One of our
success stories is that of Lisa Marshall.
She began operating American Pet
Diner out of the garage of her Eureka
home in 1996. When an overseas dis-

Nevada Commission on Economic Development
Helping the State’s Rural Communities
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the woman who supposedly could not
be beaten – Senator Sandra Tiffany.
And Barbara Buckley became Neva-
da’s first female Speaker of the Assem-
bly, while the Assembly stayed firmly
in Democratic control.

But for all its ups and downs, cam-
paign year 2006 will forever be remem-
bered more for its tabloid headlines than
for any significant policy proposals or
issues being brought forward.

Mike Sullivan is the owner of Knight
Consulting, a local government affairs
and consulting firm.

one of the most odd and unforgettable
campaign moments in Nevada history.
Gibbons was accused of sexually as-
saulting a woman outside a local Las
Vegas restaurant after having drinks
with her.

For most candidates, that would
have been the end of the campaign.
However, the incident got little play in
Northern Nevada, and Titus still had a
huge amount of unfavorable baggage
in the North from decades of fighting
for her district in Southern Nevada.
After a bitter and hard-fought cam-
paign, it turned out pretty much the
way it had been predicted – Gibbons
cleaned up in the North and managed
not to get his clock cleaned in South-
ern Nevada to hold on for the victory.

It was a very Democratic year
around the country, and Nevada De-
mocrats did very well. Catherine
Cortez Masto defeated Republican
Don Chairez for attorney general; Ross
Miller beat Danny Tarkanian for secre-
tary of state in a hard-fought cam-
paign; and Kate Marshall beat Mark
DeStefano for treasurer. Republican
Brian Krolicki held on to beat political
newcomer Bob Unger for lieutenant
governor.

Bucking the nationwide trend, Con-
gressman Jon Porter held on against a
spirited campaign from Democrat
Tessa Hafen to keep the seat in Repub-
lican hands. And John Ensign never
broke a sweat in beating Jack Carter,
son of former President Jimmy Carter.

The Nevada Senate stayed in Repub-
lican hands, although the Democrats
picked up one seat by finally beating

hen the 2006 political cycle
started directly after the
2005 Legislature closed,
everyone predicted it

would be one of the most exciting cam-
paign years Nevada had ever seen – so
many open seats, so many good candi-
dates talking about running. And, for
the first time in a decade or more, an ex-
tremely competitive governor’s race.

Looking back in the weeks after the
polls closed, not only did campaign
year 2006 live up to expectations, it far
exceeded them. Not only was this one
of the most competitive years in histo-
ry – every statewide seat had two good
candidates vying for the office – but
because of external factors, it was one
of the most memorable.

In the governor’s race, the Democra-
tic primary was predicted to be a hard-
fought contest between State Senator
Dina Titus and Henderson Mayor Jim
Gibson. In the end, Titus used her De-
mocratic bona fides and some serious
opposition research to pummel the
mayor and take the nomination.

On the Republican side, the race was
much closer than predicted, with State
Senator Bob Beers and Lt. Gov. Lor-
raine Hunt giving the much-favored
Rep. Jim Gibbons a real run for his
money. In the end, it was Gibbons’
campaign war chest and favorable poll
numbers in the north that earned him a
spot in the final two.

A prohibitive favorite against Titus
from the beginning, it was Gibbons’
race to lose. The congressman was up
nearly 10 points going into the last
month of the campaign. Then came

Election 2006
A Wild Ride for Nevada
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he government normally
does not target mom-and-
pop companies when its
goal is to scare corporate

America into doing the “right” thing.
No, it aims at the big boys and girls
like Wal-Mart, Tyson Foods and even
Martha Stewart. Although law firms
have generally been immune from
such attacks, the United States Equal
Employment Opportunity Commis-
sion (EEOC) has broken this tradition
by challenging the mandatory retire-
ment policy of Sidley Austin Brown
& Wood LLP (Sidley), one of the
largest law firms in the nation. The
novel issue being decided by the court
is whether partners can sue their part-
nership like employees can under the
Age Discrimination in Employment
Act (ADEA). 

Although the thought of having a
law firm sued by the EEOC might
bring an immediate smile to most peo-
ple, the EEOC has cautioned that this
“case has far-reaching consequences
for several industries – not just the
legal industry.” Specifically, the pend-
ing litigation will impact all Nevada
partnerships using a centralized man-
agement style. Indeed, the case against
Sidley is no laughing matter if your
partnership is controlled by a manage-
ment committee in which decision-
making authority lies solely with indi-
viduals on such committee.

Although the EEOC first began
fighting Sidley six years ago, the case

recently grabbed the attention of busi-
ness organizations when the United
States Supreme Court refused to con-
sider an appellate court’s decision that
the EEOC could pursue monetary
damages on behalf of ousted Sidley
partners, including ex-partners who
failed to exhaust their administrative
remedies. This was the latest win in a
string of victories for the EEOC.

The facts of the case are straight-
forward – Sidley demoted 32 of its
equity partners to “counsel” or “se-
nior counsel” in conjunction with
changing the firm’s mandatory retire-
ment age from 65 to a sliding scale
between the ages of 60 and 65. The
partners selected for demotion had
the choice of accepting the demotion
for less compensation or leaving the
firm. Sidley’s goal was to create more
opportunities for younger lawyers
while increasing profits. The EEOC,
however, maintained that such demo-
tions violated the ADEA, which pro-
hibits employers from discriminating
against employees who are at least 40
years old. 

Considering the ADEA does not
provide protection to “employers,”
Sidley immediately countered that
its partners, as equity owners of the
firm, were employers who could not
sue the firm for discrimination. The
EEOC disagreed, proclaiming that a
court must not rely solely upon a
title to determine the status of an in-
dividual and instead must determine

whether the partners actually partic-
ipated in management of the firm.
The court agreed with the EEOC by
finding that partners can lose their
“employer” status when their part-
nership operates as a de facto corpo-
ration whereby a small executive
committee has absolute power over
the partnership. Considering the
Supreme Court’s recent decision not
to consider a subsequent ruling that
the EEOC may pursue damages for
ex-partners who failed to file
charges under the ADEA, barring
them from bringing their own indi-
vidual lawsuit, Sidley’s exposure is
now compounding.

If the EEOC wins the final battle in
the pending litigation, professional
partnerships such as law or account-
ing firms will bear the initial brunt of
the decision. Nevertheless, the EEOC
has warned that it will not hesitate to
investigate other partnerships. At least
one analyst has even predicted that
mandatory retirement might entirely
disappear for certain partnerships. If
your Nevada partnership is operating
as a de facto corporation by having a
few selected partners manage its op-
erations, then the case against Sidley
might change the status of your part-
ners to employees.

David B. Dornak is of counsel at the
Las Vegas office of Lewis & Roca,
practicing in the areas of labor and
employment.
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Are Your Partners Actually Employees?
You Might Be Surprised by the Answer
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etting the job you want
starts with your ability to
get an interview; getting
the interview depends on

the quality of your résumé. Most ré-
sumés are little more than a copy of a
person’s last job description. They tell
little, if anything, about you as an indi-
vidual or about your accomplishments. 

One of the most difficult things for
people to do when writing a good ré-
sumé is to identify their past accom-
plishments. However, accomplish-
ments are key to writing a good
résumé. When looking back at your
prior jobs, you need to identify prob-
lems, issues or challenges you ad-
dressed. You then need to identify the
actions you took to deal with those is-
sues. You should also document the
outcomes of your efforts, such as time
or money saved, increased profits or
other measurable results. If possible,
quote exact numbers, but if you can’t,
at least make a reasonable estimate. 

Once you have identified your ac-
complishments, you need to decide
which type of résumé will work best
for you. Chronological résumés are
best if you intend to stay in your cur-
rent field or industry. Functional ré-
sumés are best if you are trying to make
a change into another field or industry.

Chronological résumés detail your
job history, starting with the most re-
cent position, and should go back ap-
proximately 10 years. The résumé
should identify the positions held and

then list the major accomplishments
completed while in those positions. 

Functional résumés highlight the
major accomplishments you have identi-
fied from your previous work experience.
They should end with a 10-year listing of
past employers and positions held.            

Underneath your name and contact
information, the first section of your ré-
sumé should contain a four- or five-line
summary of your career history. The
second section includes your accom-
plishments, listed according to the type
of résumé you have decided to create.
The third section should include your
education. One helpful hint is to leave
off dates of graduation, since they tend
to give indicators of age, which might
be used to exclude you from consider-
ation for the position. The last section
should include any professional associ-
ations or groups that give you addition-
al credibility for the position. Avoid
listing any associations or groups not
job- or position-focused. 

Your résumé will get only a brief ex-
amination, so misspellings or poor
grammar will likely cause you to be
dropped from further consideration.
The expectation is that your résumé
should be an example of the quality of
your work, so be sure to have at least
one other person proofread it carefully
before sending it out.

Be honest when claiming you have
earned a degree or held a position. If
you are hired, and your employer dis-
covers you misrepresented something

on your résumé, it could be grounds for
termination. Complete the package
with a brief, well-written cover letter
that ties you and your experience to the
position, and to what the organization
is seeking in an employee. 

Mark Keays is president of Desert
Management Services, a Las Vegas-
based management consulting firm,
and a faculty member of the University
of Phoenix.
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ample, the bank offers free checking
accounts for college students, accounts
with higher balance requirements and
interest rates for the more affluent, and
accounts for everybody in between.
Recently, it initiated a restricted check-
ing account for people with bad credit,
to help them better manage their funds.
“I think a big issue for us is educating
customers about all the services we
provide,” Clausen said.

Wells Fargo serves about 404,000
households and 146,000 businesses
throughout Nevada. The bank captures
about 30 percent of the market-share in
Northern Nevada and about 25 percent
in Southern Nevada. “I always feel like
we’re behind the growth curve in
Southern Nevada,” Clausen said. “I’d
love to have 10 to 15 more stores al-
ready open there.”

Plans call for nine or 10 new branch-
es to be added in the southern part of
the state by the close of 2006 and at
least that many in 2007. Two branches
are scheduled to come online in the
north this year, with another two to five
slated over the next 18 months.

Due to the growth, the bank strug-
gles to keep up with expanding its
workforce, which currently numbers
about 3,400 employees. In mid-Octo-
ber, Clausen estimated 80 positions
were open. 

While tackling these challenges,
however, Wells Fargo maintains its
commitment to improving Nevada, as
required by the Community Reinvest-
ment Act of 1977. “We can only be as
strong as the community we operate
within,” Clausen said.

For instance, the bank created a
scholarship program for first-genera-
tion college students from minority
families. It operates two Banking Ed-
ucation Centers that help people in-
crease their financial literacy. Its em-
ployees have helped build houses
with Habitat for Humanity. Last year
the bank contributed $1.3 million in
economic and community develop-
ment investments. 

Wells Fargo’s employees are in-
volved, too, and the bank recognizes
them for their contributions. In 2005
they volunteered more than 11,500
hours to Nevada non-profit organiza-
tions, spending time reading with stu-
dents, teaching Junior Achievement
classes and more. “I encourage my
team members to be out there and in-
volved in the community,” Clausen
said. He himself sets the example,
serving on numerous non-profit boards
and participating in charity events.

Doresa Banning is a freelance writer
based in Northern Nevada.

eginning in the mid-1800s,
a six-horse stagecoach
rumbled across the Ameri-
can West, delivering gold

and other valuables. It was a service of
Wells, Fargo & Co.’s Bank, San Fran-
cisco, a company founded by Henry
Wells and William Fargo in 1852.

Since then, the Wells Fargo name
has been associated with the stage-
coach image, which represents the
company’s past and service. The Wells
Fargo stagecoach comes to Nevada for
the annual Reno Rodeo parade and
also appears at branch grand openings. 

“I think the bank marries the best of
both worlds: a 150-plus-year history
and cutting-edge products and ser-
vices,” said Kirk Clausen, regional
president of Wells Fargo Bank for the
state of Nevada. 

Wells Fargo in Nevada is part of the
$500 billion Wells Fargo & Co. corpo-
ration. The company’s presence in this
state dates back to the Comstock days,
when the first bank opened in Virginia
City. In the same year –1860 – Wells
Fargo added offices in Carson City,
Genoa, Gold Hill and Silver City.

Today, the financial services compa-
ny provides banking, insurance, invest-
ments, mortgage and consumer finance
services. Banking can be done via the
phone, the Internet or its 130 branches. 

Clausen said the bank’s products and
services have evolved over the years.
“We’ve had to create new product sets,
such as checking accounts that apply
to all kinds of folks at various places
within the life cycle,” he said. For ex-

by Michelle Danks
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Cover Story: High-Tech Puts Nevada on the Map

to remain in Las Vegas because of the
quality of life available there and, when
their contracts with EA Games expired,
they formed Petroglyph Games.

As in 2001, a lingering assessment
of Nevada’s colleges and universities
is that they are still lagging behind the
business community in teaching the
skills necessary for today’s high-tech
marketplace. This assessment comes
mainly from people associated with
economic development agencies,
though, who want to see greater di-
versification of Nevada’s economy.
For the most part, the business execu-
tives interviewed for this article said
they hire a significant number of
UNLV graduates.

The Next Phase

While much of the effort for the
past five years has been on bringing
existing tech companies into the state
and helping them expand, the next
phase may be providing a fertile envi-
ronment for start-ups and making
Nevada an attractive place for entre-
preneurs looking for a place to set up
shop. That is especially true for
Northern Nevada.

“Five years ago we didn’t have the
quality or depth of companies within
tech industries that we’re seeing
now,” said Michael Thomas, director
of development for the Economic De-
velopment Authority of Western
Nevada (EDAWN), adding that the
area is gaining a reputation as an
emerging market for high-tech, some-
thing that is attractive to entrepre-
neurs who want access to new mar-
kets. “That access to resources is a
key area where I think a lot of busi-
nesses see a competitive advantage to
coming to the Reno/Tahoe area,”
Thomas said. Another advantage for
entrepreneurs, according to Ballard, is
the availability of talent and expertise
available from retired executives who

are willing to serve on boards and
provide mentoring. 

A major drawback to growing high-
tech start-ups is the lack of funding.
While Ballard’s organization, Vegas
Valley Angels, puts together a group
of investors looking to provide seed
money to start-ups and functions
much like a mutual fund, he said no
venture capital firms are currently op-
erating in the Vegas area, which limits
access to the major sources of capital
that are available to start-ups in north-

ern California. Thomas said building
high-tech incubators is another area in
which the state is lacking. If the state
is to foster entrepreneurial ventures,
venture capital and incubators are both
necessary components. 

This last piece, providing for the
next generation of tech companies,
seems to be all that is lacking in turn-
ing Nevada’s silver to high-tech gold. 

Diane Glazman is a freelance writer
specializing in the high-tech field.
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your space requirements. They can
also offer suggestions on function,
space utilization, design and budget.
Regarding a general contractor, there
are two approaches. The first is to ne-
gotiate a fee, based on a preliminary
budget, and bring the contractor onto
the relocation team. Contractors can be
helpful in providing budgeting and
value engineering during the planning
and design phase. The second ap-
proach is to wait until the design and
construction documents are complete
and put the project out to competitive
bid. Both approaches work.

Determine your furniture and equip-
ment requirements. Can you utilize all
your existing furniture and equipment?
If you need new furniture and equip-
ment, does it make more sense to pur-
chase or lease, or a combination of the
two? Your architect/interior designer
can make recommendations and help
you determine the correct solutions.
This should be accomplished early in
the process. New furniture delivery
lead times can sometimes become the
critical path on a project.

Telecommunications and computer
systems are a major component of
your relocation. If you have an IT per-
son on staff, you are way ahead. If
not, bring a consultant onto the team.
Some of the issues to be determined
are voice and data requirements,
choice of a communications service
provider, telecommunications switch
equipment, computer server(s) and
hardware requirements, electrical and
HVAC requirements and require-

ments for power outage and data
backup. You also need to create a
schedule for shutting down the equip-
ment at your present location, in-
stalling the new equipment and
switching over to the new system.

All important decisions have been
made. The general contractor is
building the space. Your new furni-
ture and equipment is ordered.
What’s left? The physical relocation
to your new office. At least four
weeks before your occupancy, you
need to schedule the installation of
new furniture and equipment. This
must be done in conjunction with the
general contractor to be sure the
space is ready. In addition, you need
to interview and select a moving
company. The firm you choose will
need to tour both your existing and
new offices to establish a schedule
and determine accessibility at both
locations. You will also need addi-
tional certificates of insurance cover-
age from your mover for you and
your landlords.

Finally, collect warranty documents
and operation and maintenance manu-
als. Prepare a final cost summary.
Schedule a post-occupancy review
with you and your consultants; make
any required adjustments. Start plan-
ning your open house for clients,
friends, family and your relocation
team. Good luck.

Joel Curtis is the director of the relo-
cation management group at Parker
Scaggiari in Las Vegas.

f you plan to relocate your
office to a new facility,
here are a few suggestions.
Start the process early, at

least six to 12 months before your ex-
isting lease expires. 

The timeframe depends on the size
and complexity of your project. An
early start will allow you the time to
make informed decisions on informa-
tion provided by your consultants. 

Assign a member of your staff to be
in charge of the project – to act as your
point person. On occasion, this can be
problematic. First, this person proba-
bly has a full time job already; now he
or she will have to carry twice the load.
Second, does the person have the
knowledge and skill sets to deal with
all the issues related to the relocation
project? If your point person has the
time and the knowledge, you are way
ahead. If not, add an outside consultant
to your team.

Interview and select a real estate
professional who is knowledgeable
about the office space market, both
new and second-generation space.
This person will be invaluable in pre-
senting options, negotiating the details
of lease terms, assisting in selection of
consultants, and working with your at-
torney to finalize a new lease.

Establish your current and future
space requirements prior to the search
for location options. This is valuable
information for your real estate profes-
sional. Interview and select an archi-
tect/interior designer. These profes-
sionals can assist you in determining

by Michelle Danks
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generous: up to $108,000 of business
equipment can be expensed in 2006.

Whether depreciating or expens-
ing, you can only take a deduction if
the property is actually placed in
service in the current year. If you
rush out to buy a computer on De-
cember 31, and it’s still sitting in the
unopened box on January 1, you
may not be entitled to any write-off
this year.

Deductions are also limited to that
percentage of an asset that is actual-
ly used for business. This is especial-
ly important with cars and trucks,
which are often used for non-busi-
ness purposes (and note that com-
muting from your home to your of-
fice is not considered business).
Limits also apply to the amount of
depreciation or expensing available
based on the size and type of vehicle.
Make certain you understand those
limitations, and that you’ve docu-
mented your business usage.

Since the personal use of company-
owned vehicles can lead to compen-
sation issues, sometimes it’s better
for individuals to own cars and let the
company reimburse them for busi-
ness use. When done properly, such
reimbursement provides a deduction
for the business without adding any
additional tax to the individual.

Sec. 179 expensing generally
doesn’t apply to real property, but
potential tax savings exist for mak-
ing buildings more energy-efficient

in 2006 and 2007. Certain property
installed in a commercial building to
reduce annual energy costs by 50
percent or more may entitle the
owner to deduct up to $1.80 per
square foot. The credit for solar ener-
gy property is now 30 percent, and
contractors may claim a credit of up
to $2,000 for each qualified new en-
ergy-efficient home built and ac-
quired for use as a residence. Other
tax savings are available for energy-
efficient non-business property, but
note that in all cases the property
must be placed in service by Decem-
ber 31, 2007, so act quickly to save
not just energy, but taxes.

Recent laws have made changes to
the pension area that may affect your
current retirement plan, but if your
business doesn’t have one, you should
consider the idea. In addition to pro-
viding a nice benefit for the future, re-
tirement plans can allow businesses to
take a deduction this year for contri-
butions that don’t have to be made
until the return is filed next year.

Your tax advisor can help you plan
for the situations mentioned here and
more, and can walk you through the
often-confusing provisions (it’s not
rocket science, but it is tax law).
Don’t wait until after the year’s over
to talk to your advisor.

Kirk Gardner CPA, MST is a share-
holder with Kafoury Armstrong &
Co. in Reno.

o paraphrase Tennyson’s
comments on young men
and spring, in the winter
everyone’s fancy turns to

thoughts of tax-savings. With just a
few weeks before the end of the year,
business owners especially should be
considering what they can do to re-
duce their tax burden.

The deduction for domestic pro-
duction activities continues from
2005, but it’s often not well under-
stood. For one thing, although it
sounds like it involves manufactur-
ing, it can also apply to contracting,
engineering, architecture, agriculture
and other activities. Calculating the
deduction can be complex depending
upon your situation, even with recent
regulations intended to clarify
things. Basically, though, the deduc-
tion for 2006 can be up to 3 percent
of qualified production activities in-
come for the year, limited to 50 per-
cent of W-2 wages related to the ac-
tivities. Businesses that may qualify
for the deduction need to make cer-
tain they’ve paid enough wages to
get the full benefit.

Many businesses consider whether
they should buy new equipment at
year-end for potential tax savings.
Such property used for business pur-
poses can be depreciated over time,
but a certain amount can also be ex-
pensed in the first year under Sec.
179 of the IRS code. There are lim-
its, but those limits are currently very

Year-End Tax Review
There’s Still Time to Reduce Tax Burden
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he most recent (Septem-
ber 2006) data for resi-
dential permits for both
Las Vegas and Reno

show a pronounced slowdown, drop-
ping 35.6 percent and 45.4 percent,
respectively. These sharp declines re-
flect market corrections to housing ac-
tivity that have been in the wind for
some time. After the dot-com stock-
market decline, housing increasingly
became an investment of choice for
many people. With the realization that
the market was overheated, correc-
tions are now underway.

As markets may display exuberance
during upswings, excessive pessimism
can also occur during a downturn.
Moreover, the timing of these phases is
often driven by non-economic consid-
erations. Still, investors will find it prof-
itable to buy and sell in the coming
months. As a result, market turbulence
will give way to prudence – markets
will correct the imbalance.

However, as is often the case, other
economic factors during a period of
sharp change may get too little atten-
tion and even be ignored. Housing is
but one weakness in one sector of the
economy amid otherwise flourishing
economic sectors, both nationally and
in the Silver State.

The Silver State continues to post
solid job growth, up 5.1 percent, 5.5
percent and 4.6 percent, respectively,
in Nevada, Las Vegas and Reno on an
annual basis. Unemployment rates re-
main at 4 percent or less in Nevada.
Spending continues to grow – up 4.1
percent as measured in Nevada tax-
able sales.

All in all, Nevada shows signs of
slower growth from torrid rates of the
past, to be sure, but our future is one
of growth and development without a
serious recession threat in sight.

R. Keith Schwer

UNLV Center for Business and Economic Research

units previous comments
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Taxable Sales

Gaming Revenue

Residential Permits

Commercial Permits

Passengers

Gasoline Sales

Visitor Volume

WASHOE COUNTY

Employment

Unemployment Rate

Taxable Sales

Gaming Revenue

Residential Permits

Commercial Permits

Passengers

Gasoline Sales

Visitor Volume

UNITED STATES

Employment

Unemployment Rate

Consumer Price Index

Core CPI

Employment Cost Index

Productivity Index

Retail Sales Growth

Auto and Truck Sales

Housing Starts

GDP Growth

U.S. Dollar

Trade Balance

S&P 500

Real Short-Term Rates

Treasury Yield Spread

09/06

09/06

07/06

08/06

08/06

08/06

08/06

09/06

09/06

07/06

08/06

09/06

09/06

08/06

08/06

08/06

09/06

09/06

07/06

08/06

09/06

09/06

08/06

08/06

08/06

09/06

09/06

09/06

09/06

2q06

2q06

09/06

09/06

08/06

2q06

09/06

08/06

09/06

09/06

09/06

1,309.1 1,293.5 1,245.7 1.2 5.1

4.0 4.1 3.9 -2.4 2.6

4.045 4.507 3.886 -10.2 4.1

1,063.33 1,038.76 989.05 2.4 7.5

4.565 4.619 4.454 -1.2 2.5

103.65 103.02 104.18 0.6 -0.5

4.455 4.483 4.410 -0.6 1.0

934.1 923.3 885.1 1.2 5.5

4.0 4.0 4.1 0.0 -2.4

2.935 3.270 2.803 -10.2 4.7

886.02 850.26 808.36 4.2 9.6

1,496 2,324 3,971 -35.6 -62.3

102 118 162 -13.6 -37.0

4.107 4.148 3.956 -1.0 3.8

70.22 69.73 72.00 0.7 -2.5

3.756 3.791 3.709 -0.9 1.3%

230.8 228.0 220.7 1.2 4.6

3.7 3.7 3.6 0.0 2.8

0.599 0.692 0.614 -13.5 -2.6

96.55 99.72 97.24 -3.2 -0.7

269 493 846 -45.4 -68.2

96 61 16 57.4 500.0

0.453 0.466 0.484 -2.9 -6.4

16.59 16.28 17.30 1.9 -4.1

0.487 0.479 0.491 1.8 -0.7

135.613 135.562 133.840 0.0 1.3

4.6 4.7 5.1 -2.1 -9.8

202.9 203.9 198.8 -0.5 2.1

207.2 206.7 201.3 0.2 2.9%

101.7 100.8 98.8 0.9 2.9

138.7 138.2 134.9 0.4 2.8

366.166 367.736 346.955 -0.4 5.5

16.58 16.02 16.47 3.5 0.7

1.772 1.674 2.158 5.9 -17.9

11,388.1 11,316.4 11,001.8 0.6 3.5

108.070 107.770 110.620 0.3 -2.3

-69.857 -67.998 -58.742 2.7 18.9

1,335.85 1,303.82 1,228.81 2.5 8.7

5.30 4.76 2.20 11.3 140.9

-0.21 -0.21 0.71 0.0 -129.6

Growing

Good

Down Month

Growing

Off Modestly

Modest Change

Modest Change

Growing

Good

Down Month

Still Growing

Market Correction

Down

No Major Shift

No Major Shift

No Major Shift

Growing

Good

Down

Off Slightly

Market Correction

Still Growing

Down

Slight Change

Slight Change

Weak Monthly

Good

Concern

Concern

Up

Slow

Weak Month

Weak

Trend Down

Expansion

Modest Change

Still Negative

Growth

Up

Slowdown Signal
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The Park at NorthPointe is unlike any other professional 

office development in North Las Vegas.

• In the heart of the retail district

• Stunning architectural style

• Lushly landscaped environment

• 18 one-story buildings for sale or lease

• 4,200 to 7,200 square feet

• Strategically located between Craig Road and Alexander 
on Martin Luther King Boulevard

Own or lease. Now under construction.
Call today! 

represented by Colliers International

702.735.5700

gsgdevelopment.net

702.212.9400




