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The Commentary

	 At	this	point,	it’s	been	the	topic	of	several	news	articles,	commentaries	and	has	become	
a	point	of	contention	between	Governor	Sandoval	and	Attorney	General	Adam	Laxalt.	What,	
you	may	ask,	could	cause	so	much	fuss?	Just	a	little	bird	known	as	the	Greater	Sage-grouse.	
If	you	aren’t	familiar	with	the	bird	and	it’s	relation	to	Nevada,	I	suggest	you	get	up	to	speed	
quickly	as	this	small	avian	is	wreaking	havoc	in	the	Silver	State.	
	 Most	recently,	the	U.S.	Fish	and	Wildlife	Service	announced	it	wasn’t	going	to	list	the	
Greater	Sage-grouse	on	the	endangered	species	list.	There	were	substantial	concerns	over	
listing	the	sage-grouse	with	many	objecting	to	the	level	of	government	intervention	and	con-
trol	that	would	be	necessary	to	maintain	sage-grouse	habitats.
	 However,	it	appears	that	we	have	traded	one	type	of	control	for	another	as	the	federal	
government	still	has	a	plan	for	the	sage-grouse,	specifically	a	land-use	plan	that	restricts	ac-
cess	to	public	lands	for	recreation	or	business,	including	mining	and	ranching.	These	restric-
tions	would	be	detrimental	to	the	economic	development	of	our	state	and	is	confining	to	our	
communities.	The	restrictions	are	being	placed	by	lawmakers	on	the	other	side	of	the	country	
who	are	clueless	as	to	the	needs	of	Nevada.
	 Congressman	Mark	Amodei	has	said	of	the	Fed’s	plan,	“For	150	years,	Nevadans	have	
lived	with	decisions	made	from	thousands	of	miles	away	in	Washington,	D.	C.	Nobody	else	
does	it	this	way	-	not	at	the	local	and	state	levels	and	not	at	the	federal	level	for	much	of	the	
nation.	The	sage	hen	resource	management	plans	are	based	on	political	maneuvers	where	
the	last	consideration	seems	to	be	multiple	use	in	the	West.	The	result	is	a	nearly	three	million	
acre	exclusion	zone	because	the	Interior	officials	in	D.C.	do	not	have	to	live	with	their	rulings	
the	way	Northern	Nevadans	do.	When	the	Department	of	Interior	completely	ignores	input	
from	Nevada’s	Environmental	Impact	Statement,	I	believe	no	tool	should	be	left	in	the	shed,	
and	one	of	those	tools	is	litigation.”
	 To	that	end,	nine	of	Nevada’s	counties,	among	others,	filed	a	suit	against	the	federal	gov-
ernment	to	stop	it	from	implementing	this	harmful	plan	and	allow	for	Nevadan’s	to	determine	
the	best	use	for	Nevada	land.	After	due	consideration,	Attorney	General	Adam	Laxalt	joined	
the	suit	on	behalf	of	the	State	of	Nevada,	announcing	the	move	in	late-October.	
	 Laxalt	 said,	 “The	 federal	 government’s	 one-size-fits-all	 sage-grouse	 plan	will	 greatly	
hinder	Nevada’s	growth	and	success,	and	have	an	adverse	impact	on	Nevada’s	economy,	
affecting	ranchers,	mining	exploration,	new	energy	source	development,	recreation	and	ev-
eryone	who	works	in	these	industries.”	He	went	on	to	add	that,	“my	office,	after	careful	legal	
analysis,	has	concluded	that	this	suit	is	necessary	to	fully	protect	the	interest	of	the	state.”
	 The	governor’s	office	almost	immediately	responded	declaring	that	they	wouldn’t	sup-
port	Nevada’s	role	in	the	litigation	and	that	Laxalt	was	acting	in	his	personal	capacity.	If	you	
think	you’re	missing	something,	you’re	not	alone.	Claiming	that	Laxalt	doesn’t	have	the	best	
interests	of	Nevada	at	heart	as	he	works	to	liberate	the	state	from	federal	control	and	allow	us	
to	manage	our	own	land	is	confusing,	at	the	very	least;	calling	it	a	personal	mission	for	Laxalt	
makes	even	less	sense.	Of	course	it’s	personal,	Laxalt	loves	this	state	and	wants	to	protect	it;	
it’s	also	his	job	as	our	attorney	general.	My	question	is,	why	doesn’t	Governor	Sandoval	feel	
the	same?	He	should	be	partnering	not	hindering	Laxalt	in	this	mission.
	 And,	hindered	Laxalt	certainly	is.	As	of	this	writing,	US	District	Judge	Miranda	Du	has	ordered	
that	only	the	original	plaintiffs	in	the	case	would	be	permitted	to	present	arguments	-	effectively	
leaving	the	attorney	general,	seven	other	counties,	a	mining	firm	and	ranch	out	in	the	cold.
 Call to Action:	Get	involved!	Reach	out	to	the	governor	declaring	your	support	for	Ne-
vada	lands	to	remain	in	Nevada	control.

By Whose Authority?

For more information on my Commentary 
and to see some of my backup research, or 
if you wonder why I take the position I take, 
go to www.LyleBrennan.com.

2 Chronicles 7:14 (KJV) "If my people, which are called by my name, shall humble 
themselves, and pray, and seek my face, and turn from their wicked ways; then will I hear 
from heaven, and will forgive their sin, and will heal their land."
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   Cover Story 

CORPORATE	giving	is	not	static	and	unchanging,	
but	rather	an	evolving	process	dependent	on	eco-

nomic	realities	for	companies	that	choose	to	give	

back	to	the	communities	in	which	they’re	doing	

business.	

	 “It’s	 a	 concept	 of	 partnership,”	 said	 Mi-

chael	 Brown,	 executive	 director	 and	 vice	

president	of	corporate	affairs,	Barrick	North	

America.	“We’re	in	the	mining	business,	but	

we’re	also	trying	to	be	partners	with	the	com-

munity.	Call	it	a	social	license	to	operate.	We	

need	to	have	good	bonds	with	 the	commu-

nity	 and	 corporate	 social	 responsibility	 and	

philanthropy	are	part	of	that	effort.”

By Jennifer Rachel Baumer

Giving
B A C K

http://www.barrick.com/
http://www.barrick.com/
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2011.	 The	 prices	 of	 silver	 and	 gold,	 which	

comprise	 90	 percent	 of	 the	 total	 value	 of	

minerals	mined	 in	Nevada,	didn’t	drop	sig-

nificantly	until	2013.	

	 In	 contrast,	 Nevada’s	 gaming	 and	 tour-

ism	industry	felt	the	effects	of	the	recession	

almost	 immediately	 with	 the	 state’s	 largest	

casinos	losing	more	than	$5.9	billion	in	2009.	

	 According	to	Applied	Analysis’	Corporate 

Philanthropy in Nevada	2014	report,	Nevada	

companies	 continued	 corporate	 charitable	

giving,	to	the	tune	of	$134.4	million	 in	2012	

(0.22	percent	of	their	revenues)	as	compared	

to	the	national	average	of	0.13	percent.	Ne-

vada	 companies	 gave	 to	 health	 and	 social	

services,	 culture	 and	 the	 arts,	 civic	 and	

	 Corporate	 giving	 engages	 employees	

with	 corporate	 goals.	 “We	 encourage	 ev-

eryone	 to	 follow	 personal	 passions,”	 said	

Dallas	 Haun,	 president	 and	 CEO,	 Nevada	

State	Bank	(NSB).	“Some	of	our	colleagues	

have	 husbands,	 spouses,	 children,	 fathers	

who	were	 [or	are]	 in	 the	military,	so	 they’re	

involved	 with	 military	 things.	 Some	 have	

lost	relatives	to	heart	problems	or	cancer	so	

that’s	where	they	tend	to	spend	their	time.”

	 Dermody	 Properties	 Foundation	 was	

funded	in	1988.	“We	realized	that	the	com-

munities	we	work	 in	enable	us	 to	have	our	

success	and	welcome	our	clients,”	said	Mi-

chael	Dermody,	CEO.	Working	 in	 the	com-

munity	 as	 developers,	 company	 principals	

came	to	understand	how	important	a	com-

munity	base	 is.	 “It’s	not	 just	about	 real	es-

tate,	but	education,	families,	everything	that	

makes	 a	 community,	 so	 it’s	 natural	 to	 give	

back	to	that	community	and	let	our	company	

grow.”	

	 The	success	of	businesses	and	commu-

nities	are	connected	–	employers	want	to	be	

located	 in	 healthy	 communities,	 and	 com-

CONTINUES ON PAGE 30

munities	need	robust	businesses	to	fuel	the	

economy.

	 Industries	that	traditionally	make	up	large	

segments	of	Nevada’s	economy,	like	mining,	

real	estate	development	and	the	hospitality	

and	entertainment	industries,	came	through	

the	economic	downturn	differently.	

	 Real	 estate	 development	 companies	

were	hard	hit.	For	Dermody	Properties,	 the	

foundation	 was	 already	 in	 place,	 but	 that	

didn’t	mean	that	continuing	corporate	giving	

during	the	tough	years	didn’t	require	digging	

in.	“We	made	a	concerted	effort	to	continue	

to	 support	 our	 community	 causes,”	 said	

Dermody.	 When	 the	 company	 didn’t	 have	

the	 funds	 to	 support	 the	 foundation,	 they	

found	the	funds	to	do	it	despite	the	company	

not	making	money.	“Our	 rationale	was	 that	

regardless	of	how	the	company	was	doing,	

these	 families	 needed	 our	 support	 more	

than	ever	during	the	recession,	and	it	was	in-

cumbent	on	us	to	continue	to	support	them.”

	 Nevada’s	mining	 industry	came	through	

the	recession	fairly	well,	with	gold	climbing	

steadily	 to	 its	 highest	 price	 in	 September	

Michael

Brown
Barrick North America

Employee volunteers at the Cox Back to School Fair in August at the Meadows Mall 

and at the Animal Foundation (above), which recieved a big donation of pet supplies 

that were collected and donated by employees of Cox Las Vegas.

https://www.nsbank.com/
https://www.nsbank.com/
http://www.dermody.com/foundation
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WORKFORCE
ISSUES

Feature Story 

By Jeanne Lauf Walpole

AS	 Nevada	 claims	 the	 distinction	 of	 having	

the	 highest	 private	 sector	 job	 growth	 in	 the	

country,	 according	 to	 the	 Nevada	 De-

partment	of	Employment,	Training	and	

Rehabilitation	(DETR),	decision	mak-

ers	are	 focusing	on	how	the	Silver	

State	 can	 best	 respond	 to	 work-

force	 needs	 in	 an	 ever	 changing	

and	diverse	economy.

	 “The	 economy	 is	 diver-

sifying	 based	 on	 the	 eco-

nomic	development	goals	

set	 by	 the	 governor	 in	

2011.	 The	 changing	 land-

scape	 has	 brought	 an	 in-

crease	in	aerospace	and	de-

fense,	 manufacturing,	 clean	

energy	 and	 healthcare	 along	

with	 renewed	 health	 in	 min-

ing	and	hospitality.	We	need	to	

concentrate	on	workforce	de-

velopment	in	those	industries,”	

said	Frank	Woodbeck,	execu-

tive	director	of	the	Nevada	Col-

lege	Collaborative	(NCC).

http://www.nvdetr.org/
http://www.nvdetr.org/
http://www.nvdetr.org/
http://www.nevadabusiness.com/2015/12/workforce-issues/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20December%202015
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Feature Story 
	 With	unemployment	trickling	down	to	a	

seasonally	adjusted	6.7	percent	in	Septem-

ber,	 Nevadans	 can	 feel	 some	 confidence	

that	the	economy	is	continuing	to	improve.	

Preparing	 for	 this	 improvement,	 however,	

involves	 not	 only	 providing	 for	 growth	 in	

numbers,	but	also	growth	in	diversity.	

	 “There’s	 a	 pretty	wide	 variety	 of	 busi-

nesses	moving	here.	We’ve	seen	growth	in	

light	manufacturing,	technology	and	finan-

cial	 services,”	 said	 Bart	 Patterson,	 presi-

dent	of	Nevada	State	College	(NSC).	

	 As	high	profile	companies	like	Tesla	roll	

into	Nevada,	 some	economic	movers	and	

shakers	have	expressed	concerns	that	the	

state’s	workforce	isn’t	up	to	snuff	to	fill	the	

thousands	 of	 jobs	 that	 will	 be	 available.	

“Manufacturing	 has	 changed	 to	 become	

more	 automated	 and	 cleaner	 as	 it	 uses	

more	 technology;	 So	 the	 workforce	 has	

had	 to	change	 from	hands-on	 to	be	more	

technologically	advanced,”	Woodbeck	ex-

plained.	 “We	 started	 talking	 with	 Switch	

about	 their	 IT	 needs.	 They	 have	 critical	

systems	and	are	looking	for	people	to	man-

age	their	HVAC	(heating,	ventilation	and	air	

conditioning)	systems.”

	 According	 to	 Don	 Soderberg,	 director	

of	DETR,	as	the	overall	economy	changes,	

the	workforce	also	evolves.	“With	regard	to	

the	workforce	itself,	we	experienced	a	pe-

riod	of	rapid	change	in	business	structure,	

market	 preference	 and	 service	 delivery	

during	 those	 few	 years	 of	 the	 recession.	

Many	fields	of	employment	that	were	con-

sidered	very	good	in	2007	no	longer	exist.	

The	 recovering	 job	market	 looks	 dramati-

cally	different.	Required	skills	are	different,	

hiring	methods	are	different	and	employer	

and	 job	seeker	expectations	are	different.	

Many	people	who	were	thriving	“in	the	old	

days”	now	need	different	skills	to	take	ad-

vantage	of	this	recovery,”	he	added.

Role of Education 
	 Having	 identified	 specific	 skill	 sets	 as	

lacking	in	the	state’s	workforce,	many	busi-

ness	and	community	 leaders	have	 looked	

to	 education	 as	 the	 long	 pole	 in	 the	 tent	

that	 can	 bring	 about	 those	 needed	 im-

provements.	Woodbeck	 said	 that	 at	 NCC	

they	are	trying	to	align	curricula	specifically	

to	 the	needs	of	 industry.	Patterson	added	

that	 beefing	 up	 education	 in	 general	 is	

also	important.	“Improving	K-12	will	benefit	

business.	 Although	 there	 are	 mixed	 feel-

ings	about	increased	taxes,	there	are	long-

term	benefits	to	business,”	he	said.	

Frank

Woodbeck
Nevada College Collaborative

CONTINUES ON PAGE 16

ON BEHALF OF MANAGEDPAY,	 I	 would	 like	 to	 thank	 our	
clients	for	the	trust	they	have	placed	in	us	throughout	the	year	
in	allowing	us	to	take	care	of	their	payroll	and	human	resource	
needs.		Thank	you	also	to	our	trusted	partners	and	vendors,	
who	assist	us	everyday	 in	ensuring	 that	we	are	offering	our	
clients	the	best	possible	service	available.		We	wish	all	of	you	
and	your	families	a	joyous	Holiday	Season.	

—	Bill Rosado,	President

Your Business Needs You.
Our Business Frees You.

Payroll Services  |  Human Resources  |  Risk Management
Benefits Administration  |  Medical Insurance

Workers Compensation

www.ManagedPAY.com

http://www.ManagedPAY.com
http://www.managedpay.com
http://nsc.edu/
https://www.teslamotors.com/
http://www.nevadabusiness.com/2015/12/workforce-issues/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20December%202015
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The U.S. Bureau of Labor Statistics October 2015 report 

showed the unemployment rate declined to 5%, the 

lowest level in seven years. Positions are becoming 

increasingly difficult to fill as the talent pool continues 

to shrink. Many companies find themselves with open 

positions that take months to fill, ultimately causing a 

negative effect on overall productivity.

As Las Vegas has shifted to a more candidate-driven 

market, employers have to quickly shift their hiring 

strategy. Seth Stein, President of Workforce Recruitment 

at Eastridge Workforce Solutions, commented on the 

value of having an effective recruitment strategy, “In 

order to secure top candidates, organizations must have 

a well-defined recruitment process to ensure consistent 

and repeatable performance through the hiring life 

cycle. This measures effectiveness and sets a baseline 

for ongoing expectations.”

In the recently published Consumer Price Index Report, 

consumer confidence in the economy is the highest 

rate in eight years and candidates are feeling more 

confident than ever that they can find a position that 

offers competitive compensation and career growth. 

With multiple offers, candidates are demanding higher 

pay – even for entry-level positions. 

Jason Bruckman, Vice President of Workforce 

Recruitment in Las Vegas, commented on the increase 

in pay for jobs across the board, “This is a direct result of 

the demand for talent. To meet this demand, companies 

have been raising pay by 10-20% for entry level positions 

and offering a pay increase of 50% for skilled positions.” 

Organizations that do not have efficient hiring processes, 

like quick turnaround time from interviews to offers, are 

subject to losing top candidates to their competitors.

To help HR professionals assess hiring challenges in 

today’s labor market, Eastridge Workforce Solutions 

developed a Talent Acquisition Assessment to gather 

data from companies nationwide and learn more about 

their recruitment performance.

The Talent Acquisition Assessment allowed companies 

to gauge their current recruitment and technology 

practices against their peers, helping reveal problem 

areas that exist in current hiring, communication, and 

technology methods.

Organizations that are aware of any gaps that exist in 

current recruitment processes are better able to secure 

top candidates and stay ahead of the competition in 

today’s labor market. Companies that have leading edge 

recruitment technology and proven talent acquisition 

practices can source, interview, and hire top candidates 

quicker. Sticking to outdated methods creates gaps in 

talent acquisition performance. 

See how you can stay competitive in today’s labor 

market. Contact us at 702.854.1760 today to receive 

your copy of the Talent Acquisition Assessment White 

Paper.

“IN ORDER TO SECURE TOP 

CANDIDATES, ORGANIZATIONS 

MUST HAVE A WELL-DEFINED 

RECRUITMENT PROCESS”

By Eastridge Workforce Solutions
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Windows Server 2003 Upgrade Program

Azul Services is a long-time Las 
Vegas Valley managed services 
provider focused on delivering 
business value  to its clients. Azul is 
upgrading all its existing and new 
customers from Windows Server 2003.

This version of Microsoft’s operating system will no longer be 
supported by Microsoft as of July 15, 2015. Any company using it  
will be exposed to serious legal, technical, and operational risks.  

Azul  is offering a
FREE IT assessment for  

organizations choosing  
our 2003 Upgrade  

Program.

www.azul-services.com/ 
2003-upgrade-offer.html

Even if your organization  
has upgraded, your business  

partners may be at risk,  
and so we are offering  

$250 referral bonuses for  
any successful referral. 

www.azul-services.com/ 
referral.htmlwww.azul-services.com

ClarITy for Your Cloud

FREE IT ASSESSMENT

$250 REFERRAL BONUS

Windows Server  
2003 End of Life

WORKFORCE ISSUES   Feature Story

	 Collaboration,	 in	all	 its	creative	 forms,	 is	

springing	up	across	the	state	as	business	and	

education	leaders	combine	resources	to	meet	

this	 new	 challenge.	 Woodbeck	 enthusiasti-

cally	 describes	 the	 Learn	&	Earn	Advanced	

Career	 Pathway	 Manufacturing	 (LEAPman)	

program,	a	partnering	effort	of	 leaders	from	

government,	 industry	 and	 education.	 This	

program	 will	 provide	 skilled	 manufacturing	

workers,	 at	 various	 certificated	 levels,	 by	

educating	students	beginning	in	high	school	

along	a	career	highway	that	offers	off	and	on	

ramps	through	advanced	college	degrees.	“It	

provides	a	visual	to	a	career	beginning	in	high	

school,”	Woodbeck	explained.	

	 Individual	 businesses	 are	 also	 reach-

ing	 out	 to	 education	 with	 offers	 of	 intern-

ships	and	opportunities	for	specific	training.	

“We’re	working	with	community	colleges	to	

provide	supply-side	training	by	forming	part-

nerships	with	them,”	said	Tod	Yazdi,	princi-

pal	 of	 Tagg	 Logistics	 in	Reno.	Celebrating	

more	 than	 five	 years	 in	 Northern	 Nevada,	

Tagg	recently	added	153,000	square	feet	to	

its	operations	which	provide	 third-party	 e-

commerce	fulfillment,	retail	distribution	and	

logistics	 to	 middle-market	 healthcare	 and	

consumer	products	companies.	

	 Soderberg	 agreed	 that	 workforce	 devel-

opment	 needs	 to	 be	 a	 broad-based	 com-

bined	effort.	“In	the	past,	we	have	 looked	at	

the	 workforce	 development	 equation	 from	

only	one	side:	what	can	we	train	an	individual	

to	do	that	will	get	them	a	good	job?	Today,	we	

need	to	look	at	the	equation	from	both	sides:	

what	does	the	individual	need	and	what	does	

the	Nevada	economy	need?	That	 is	why	we	

are	 working	 more	 closely	 with	 the	 Nevada	

Governor’s	Office	of	Economic	Development	

(GOED),	the	Nevada	System	of	Higher	Educa-

tion	(NSHE)	and	the	Department	of	Education	

to	fine	tune	all	of	our	efforts,”	he	said.	

	 Patterson	described	a	number	of	 spe-

cific	endeavors	that	NSC	is	undertaking	to	

keep	abreast	of	evolving	needs	in	workforce	

development.	 “We’re	 building	 the	 largest	

nursing	program	in	the	state	with	partner-

ships	with	 two-year	colleges.	We	can	use	

each	other’s	strengths,”	he	said.	“We	need	

to	 expand	 our	 teacher	 prep	 program	 and	

we’re	 focusing	 on	 skills	 assessment	 and	

building	an	entrepreneur	program	that	will	

stimulate	small	business	development.”

 Success Stories
	 With	so	much	buzz	about	the	struggling	

education	system,	 it	would	be	easy	to	as-

CONTINUED FROM PAGE 13

Tod

Yazdi
Tagg Logistics

http://www.azul-services.com/2003-upgrade-offer.html
http://www.azul-services.com/referral.html
http://www.azul-services.com
http://www.tagglogistics.com/
http://diversifynevada.com/
http://diversifynevada.com/
http://diversifynevada.com/
http://system.nevada.edu/Nshe/
http://system.nevada.edu/Nshe/
http://www.doe.nv.gov/
http://www.nevadabusiness.com/2015/12/workforce-issues/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20December%202015
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   Feature Story
sume	that	Nevada’s	workforce	

is	 inferior	 across	 the	 board.	

The	 picture	 is	 much	 rosier	

than	 that,	 however,	 as	 some	

businesses	say	the	state	has	a	

ready	supply	of	trained	work-

ers	 for	 them.	 “Nevada	 is	 our	

best	place	to	find	qualified	in-

dividuals.	It’s	our	favorite	mar-

ket	for	recruiting,”	Yazdi	said.	

He	compared	the	Nevada	job	

market	with	those	in	Missouri	

and	Pennsylvania	where	Tagg	

also	 has	 facilities.	 He	 says	 a	

lot	of	workers	in	Nevada	have	backgrounds	

in	the	service	industry	which	make	them	a	

good	fit	for	his	company.	On	the	other	hand,	

workers	 in	Missouri	 and	Pennsylvania	 are	

more	 likely	 to	come	from	a	manufacturing	

background	which	involves	a	different	work	

mentality.	“We’re	selling	a	service.	Quite	a	

few	of	our	employees	come	from	Amazon,”	

he	explained.

	 	 	 	 	 Operating	 from	 a	 world-class	 facility	

with	1,000	employees	in	Henderson,	Marc	

Heitzman,	Barclaycard	director-Henderson	

site	lead,	said	he	couldn’t	be	happier	with	

his	work	situation.	“We’ve	had	a	great	deal	

of	success	in	attracting	and	keeping	good	

candidates.	 We	 provide	 a	 career	 rather	

than	 just	a	 job,”	he	said.	Heitzman	added	

the	 company’s	 location	 in	 the	 Valley	 has	

been	a	big	advantage	 in	 recruiting.	“Folks	

that	 apply	 with	 us	 come	 with	 experience	

and	 a	 successful	 level	 of	 education,”	 he	

said.	 Despite	 the	 fact	 that	 the	 company	

is	 looking	 for	 specific	 skill	 sets	 and	 high-

er	 level	employees,	 it	seems	to	be	able	to	

find	workers	that	match	their	requirements.	

Boasting	 300	 years	 in	 financial	 services,	

the	company	offers	fiscal	solutions	to	cus-

tomers	through	Barclays	Capital,	Barclays	

Wealth,	Barclays	Commercial	and	ABSA	in	

addition	to	Barclaycard.	

	 Although	 the	 characteristics	 of	 the	

workforce	 are	 changing	 to	meet	 the	 spe-

cific	needs	of	business,	they	are	also	trans-

forming	with	respect	to	the	type	of	individu-

als	who	 are	 now	 entering	 the	 job	market.	

The	millennial	 generation	 is	different	 from	

prior	 generations	 based	 upon	 the	 society	

and	 culture	 in	 which	 they	 grew	 up.	 Gen-

erally,	 they	are	more	computer	 savvy	and	

more	direct	about	what	they	think	and	be-

lieve.	 Because	 Yazdi’s	 company	 relies	 on	

state-of-the-art	 technology	 to	 get	 the	 job	

done,	 he	 says	his	 younger	workforce	 is	 a	

better	fit	 for	 the	work	flow.	“It’s	a	positive	

in	our	industry.	The	younger	generation	has	

the	ability	to	work	better	in	a	scanning	en-

vironment,”	he	said.	“Flexibility	is	important	

since	people	are	rotated	to	different	posi-

tions	every	day.”

			Millennials	also	bring	their	own	attitudes	

and	 expectations	 to	 the	 world	 of	 work.	

“This	 generation	 of	 employees	 is	 much	

more	 global	 in	 viewpoint,	 more	 socially	

responsible,	but	not	as	 loyal	 in	 the	work-

place.	 The	 biggest	 issue	 is	 that	many	 of	

them	expect	to	move	up	very	quickly.	They	

want	 to	 be	 heard	 right	 away,”	 Patterson	

said.	 “Quality	 of	 life	 issues	 and	 flex	 time	

may	be	more	important	than	other	incen-

tives.	They	are	also	more	focused	on	be-

ing	creative.”

Hiring Practices
	 	 	 	Like	 it	or	not,	employers	have	

had	to	shape	their	hiring	practices	

in	consideration	of	the	type	of	po-

tential	workers	in	the	market	place	

and	of	the	changing	needs	in	the	

economy.	 Although	 specific	 skill	

sets	 and	 degrees	 are	 important,	

most	businesses	say	that	personal	

characteristics	and	basic	life	skills	

are	just	as	important	because	they	

put	a	lot	of	weight	on	how	the	po-

tential	 employee	 will	 fit	 into	 their	

culture.	 Maintaining	 continuity	 is	

a	high	priority.	“We’re	focused	on	folks	who	

have	a	positive	attitude	and	stable	work	 re-

cord,”	Heitzman	said.	“There’s	an	emphasis	

on	having	people	feel	good	about	the	orga-

nization.”	 Barclaycard	 incentivizes	 its	 work-

force	with	a	bevy	of	amenities	along	with	an	

overall	attitude	of	teamwork	and	cooperation.	

Heitzman	said	100	percent	of	the	employees	

have	participated	in	community	outreach	as	

part	 of	 their	 association	 with	 the	 company.	

“It’s	a	great	place	to	work,”	he	added.	

	 Awareness	 of	 the	 characteristics	 of	 the	

younger	 generation	 helps	 businesses	 to	 re-

spond	more	effectively	when	seeking	to	hire.	

“Profit	sharing	 is	one	of	 the	biggies	and	bo-

nuses	are	important,”	Woodbeck	said.	He	also	

emphasized	that	Millennials	are	looking	for	en-

trepreneurial	opportunities,	flexible	work	hours	

and	ways	to	become	creatively	involved.	Busi-

nesses	 need	 to	 understand	 that	 loyalty	 isn’t	

high	on	the	list	for	most	Millennials.	

	 “Companies	 changed	hands	 and	went	

out	 of	 business.	 Retirement	 disappeared	

[during	 the	 recession].	 They’ve	 seen	 this	

so	their	mindset	is	to	fend	for	themselves,”	

Woodbeck	said.

“Nevada is our best place to 
find qualified individuals. It’s our 
favorite market for recruiting.”

— Tod Yazdi
Tagg Logistics

Marc

Heitzman
Barclaycard

Bart

Patterson
Nevada State College
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   Free Market Watch

t’s easy for elected officials to pay lip service to how well 
they’re doing and talk about their achievements but, just as 
in school, report cards show the world what actually hap-
pened. To that end, the Nevada Policy Research Institute 

(NPRI) has just released its 2015 Legislative Review & Re-
port Card, which includes a narrative overview of the ses-
sion and scores every lawmaker on how friendly they were 
to taxpayers.
 During campaign season, nearly every Republican candi-
date sounded the same. Gov. Brian Sandoval told voters that 
he wanted to “keep taxes low” and many Assembly and Sen-
ate Republican candidates even promised to oppose extend-
ing the “sunset” taxes, a package of $600 million in taxes 
that was set to expire.
 With Republicans sweeping to power in the 2014 elec-
tions, taxpayers should have been able to expect a session of 
low taxes and free market reforms in education, labor and 
pension policies. 
 However, once politicians were safely elected, taxpayers 
found out that many of those promises were hollow. The state 
ended up facing the largest tax increase in Nevada history. 
Sen. Majority Leader Michael Roberson helped move the 
governor’s tax package through the legislature despite telling 
voters he was the only candidate in his primary election to 
fight for “tax cuts.” 
 Four months after the session started, Sandoval had 
passed that $1.4 billion tax increase, including a modified 
version of the margin tax that voters had rejected six months 
earlier by a 4-to-1 ratio. 
 As a result, only 20 lawmakers earned scores generally fa-
vorable to taxpayers on NPRI’s Report Card. Modeled after 
the National Taxpayers Union scorecard, NPRI’s is based on 
over 80 floor votes on bills and amendments. 

 The top four scores all belong to Assemblywomen — the 
only four lawmakers to score over 90 percent. Dr. Robin Ti-
tus earned the distinction of “Taxpayer’s Best Friend” with a 
score of 93.17 percent. Shelly Shelton, Michele Fiore and Jill 
Dickman were the other Assemblywomen who also scored 
high for Nevadans. In the upper chamber, Sen. Don Gustav-
son earned the highest score with 86.2 percent. 
 A review of all the scores shows two interesting trends. 
 First, the 25 Democrats in the Legislature scored be-
tween 11.8 percent and 17.03 percent. This indicates that 
voters supporting Democrats can have a high degree of con-
fidence that the Democrat will support higher taxes while 
opposing significant education, labor and pension reforms. 
 In contrast, scores for the 36 Republicans ranged from 38.72 
percent to 93.17 percent. Clearly, just voting for someone on a 
ballot with an “R” beside his or her name doesn’t ensure they 
will defend taxpayers or embrace education, labor and pension 
reforms.  NPRI’s Report Card clearly differentiates those who 
walk the walk from those who just talk the talk.
 Second, the Republican Senate and Assembly leaders 
had some of the lowest scores in their caucuses. Sen. Ma-
jority Leader Michael Roberson and five other Republican 
Senators, Greg Brower, Patricia Farley, Joe Hardy, Becky 
Harris and Ben Kieckhefer each scored 38.72 percent. The 
Senate Republican caucus, though, averaged 49.77 percent. 
 Assembly Speaker John Hambrick and Assembly Major-
ity Leader Paul Anderson each scored 43.79 percent. The As-
sembly Republican caucus, however, averaged 65.37 percent. 
 Sandoval also scored low, earning a score of 43.48 percent. 
 Because almost no voter has the time to follow and track 
the hundreds of bills considered by the Legislature and the 
thousands of vote cast during the session, NPRI’s Report Card 
is an invaluable tool in determining how lawmakers voted.

I

REPORT CARD SHOWS
WHICH LAWMAKERS STOOD
UP FOR TAXPAYERS

Victor Joecks is executive vice president of the Nevada Policy Research Institute, 
a nonpartisan, free-market think tank.

ONLY	20	OF	63	KEPT	THEIR	COMMITMENTS	TO	TAXPAYERS

COMMENTARY
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that	you	can	have	different	skill	sets	within	

your	team	to	provide	the	best	solution	for	

your	clients.

WHICH MARKET 
SEGMENT IS DOING 
BEST RIGHT NOW?
ANGELA POWERS-ARMSTRONG:	 I	 have	 the	

least	of	the	challenges	at	the	table	because	

I	think	apartment	complexes	are	the	hottest	

market	right	now.	For	our	clients,	it’s	a	mat-

ter	of	when	do	I	sell?	Do	I	sell	this	year?	Do	

I	sell	next	year?	For	many,	 it	comes	down	

to	cap	rates	and	what	debt	is	going	to	be	in	

the	spring.	When	I	tell	clients	that	cap	rates	

across	 the	board	 for	Class	A,	B	 and	C	 is	

a	5.33	percentile,	they	kind	of	cringe	when	

you	 apply	 that	 to	 Class	 C	 product.	 But	

then,	you	have	Class	A	institutional	buyers,	

clients	 and	 sellers	 who	 are	 chasing	 yield	

and	the	debt	component	rolls	into	that	fold.

PATRICK SAUTER:	If	you	wanted	to	purchase	

an	apartment,	there’s	not	a	lot	out	there.	As	

soon	as	we	bring	a	property	to	market,	it’s	

sold.	We	just	sold	a	property	and	we	had	20	

offers	on	it	in	21	days.	The	problem	is	find-

ing	those	properties	that	you	can	sell.	We	

have	about	6,000	units	under	construction.	

In	 the	 next	 24	months,	 they	 should	 come	

online,	but	 they’re	all	Class	A	deals	 trying	

to	get	 rents	 that	haven’t	been	paid	 in	Las	

Vegas	before.

MIKE MIXER:	 On	 one	 hand,	 that’s	 healthy,	

but	 if	 you’re	 a	 broker	 selling	 apartments,	

it’s	not	healthy	because	you	have	nothing	to	

sell.	Depends	which	lens	you’re	looking	at.

TOM FENNELL:	Similar	to	Southern	Nevada,	

our	 [Northern	Nevada]	 recovery	 has	 been	

led	by	apartments	and	industrial.	The	low-

hanging	 fruit	 for	us	 to	 talk	about	 is	Tesla.	

One	of	the	things	that	 is	a	result	of	that	 is	

the	 perception	 has	 changed	 of	 the	 area	

and	we’ve	seen	a	lot	of	people	that	couldn’t	

even	find	Reno	on	a	map	a	year	ago	 that	

now	 are	 looking	 at	 the	market	 a	 lot	more	

seriously.

ommercial	 Real	 Estate	 in	Ne-

vada	is	recovering	from	a	tough	

recession.	 Brokers	 agree	 that	

the	 industry	 has	 improved,	

but	some	markets	are	clearly	bouncing	back	

more	quickly	than	others.	Recently,	commer-

cial	real	estate	experts	met	at	the	Las	Vegas	

Law	Offices	of	Snell	&	Wilmer	to	discuss	the	

factors	affecting	the	overall	health	of	the	in-

dustry	in	the	Silver	State.

	 Connie	 Brennan,	 publisher	 of	 Nevada 

Business Magazine,	 served	 as	 modera-

tor	 for	 the	event.	These	monthly	meetings	

are	 designed	 to	 bring	 leaders	 together	 to	

discuss	 issues	relevant	 to	their	 industries.	

Following	 is	 a	 condensed	 version	 of	 the	

roundtable	discussion.

WHAT CHALLENGES 
DOES THE MARKET 
FACE TODAY?
LISA CALLAHAN: One	of	the	challenges	we’re	

facing	 is	 expectations	 with	 clients.	 Land	

prices	have	rapidly	escalated,	and	a	lot	of	our	

clients	are	trying	to	figure	out	if	it’s	going	to	

stabilize.	Is	this	something	I’m	really	going	to	

have	to	live	with?	Was	this	a	rapid	escalation	

that’s	going	to	bottom	out	or	de-escalate	in	

a	little	while?	People	are	trying	to	figure	out	

whether	to	put	their	foot	in	the	market	or	not,	

and	they’re	looking	to	us	for	guidance.

MIKE MONTANDON:	A	lot	of	people	are	still	

waiting	for	us	to	hit	a	high	point	in	the	busi-

ness	cycle	where	they	can	see	absorption.	

Employment	 rates	 are	 normalizing	 and	

the	macro-economists	are	telling	us	we’re	

three	years	or	less	from	the	next	downturn.	

We’re	still	waiting	for	the	upturn.	Just	trying	

to	figure	out	where	we’re	at	in	the	cycle.

DANIEL ADAMSON:	 Consumer	 confidence	

is	 pretty	 good,	 but	 if	 there’s	 some	 wage	

growth,	that	will	help	in	my	retail	world.	Time	

is	a	problem.	Contractors	bidding	on	things,	

employees,	 governmental	 bodies,	 it	 still	

takes	 an	 exorbitant	 amount	 of	 time.	When	

you	 couple	 that	 with	 the	 more	 expensive	

land	prices,	the	short	fuses	that	these	land	

owners	give	you	can	be	a	huge	challenge.

CATHY JONES:	 It’s	 a	challenge	 to	provide	

high	 quality	 advice	 to	 clients	 who	 are	

now	operating	 in	a	very	global	economy.	

We’re	working	with	a	lot	of	investors	who	

are	 operating	 across	 a	 broad	geography	

in	the	United	States.	The	transactions	are	

more	complex.	You	really	have	to	be	able	

to	provide	a	comprehensive	solution.	I	see	

a	lot	of	commercial	brokers	going	to	more	

of	a	team	format	to	try	to	address	that	so	
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HOW HEALTHY IS 
THE INDUSTRIAL 
MARKET?
RICHARD TRUESDELL:	 Industrial	 is	 very	

healthy.	We’ve	absorbed,	in	the	last	nine	to	

12	months	through	sales	or	leases,	over	1	

million	 square	 feet	 of	 space.	Whether	 it’s	

a	good	industry,	whether	you	like	it	or	not,	

it’s	 here.	We’ve	also	bought	 an	 incredible	

amount	of	industrial	land	in	the	Apex	mar-

ket.	You’ve	seen	 industrial	business	sales	

spike	to	an	unrealistic	high	on	a	sales	basis,	

but	there	are	still	buyers.

MICHAEL NEWMAN:	There’s	actually	about	

5	 million	 square	 feet	 that’s	 either	 under	

construction	now	or	scheduled	to	be	by	the	

middle	 of	 next	 year	 in	 Southern	 Nevada.	

We’re	 seeing	 a	 rebirth	 of	 speculative	 de-

velopment.	We’re	 seeing	 tenants	 come	 in	

to	fill	the	space	so	that’s	the	better	part	of	

the	story.

MIXER:	 We’re	 tracking	 a	 5.8	 percent	 va-

cancy,	 and	 rents	 have	 gone	 up	 consider-

ably,	which	has	triggered	the	construction	

of	spec	development.

FENNELL: We	 started	 doing	 spec	 building	

last	year.	Right	now,	we’re	in	the	mid-eights	

on	vacancy.	We	do	have	a	large	old	K-mart	

building	 that’s	coming	on	 the	first	quarter	

of	the	year	that’s	about	1	million	square	feet	

that’s	going	to	kick	our	vacancy	rate	up	to	

11	percent,	but	overall,	it’s	the	same	trend	

as	 Southern	 Nevada.	 We’re	 seeing	 spec	

building.	Rents	aren’t	jumping	a	lot	yet,	but	

as	far	as	on	the	Class	A	side,	they’re	getting	

the	rents	to	justify	[building].

WHAT CHALLENGES 
IS THE RETAIL 
MARKET SEEING?
BRENDAN KEATING:	 I	 think	 we’re	 around	

an	8	or	9	percent	vacancy	 rate	 right	now.	

There’s	 retail	 projects	 that	 are	 being	 built	

or	 refilled	 now	 at	 peak	 rents,	 which	 is	 a	

little	scary	because	a	 lot	of	 retailers	can’t	

sustain	that	long-term.	Retail	is	feeling	a	lot	

more	healthy,	although	there’s	segments	of	

the	market	that	are	still	hammered.

ADAMSON:	[Grocery	stores]	used	to	be	the	

gem	of	the	investment	world	for	a	shopping	

center.	 Now,	 it’s	 wrecking	 centers.	 I	 feel	

like	I’m	in	the	stands	watching	an	Indie	500	

race	with	50	cars	in	it	and,	all	of	a	sudden,	

15	cars	go	 into	 the	wall.	You’re	still	 going	

to	have	a	good	 race,	 it’s	still	 entertaining,	

but	 we	 keep	 having	 all	 these	 spin-outs.	

There	are	hot	spots	 in	the	market	that	are	

very	healthy	and	in	very	high	demand,	and	

there’s	a	lot	of	dead	spots.

CHARLES CREIGH:	Online	 retailers	are	now	

expanding	 into	brick	and	mortar.	That	was	

the	big	fear,	that	everything	was	going	to	go	
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digital,	 and	 it’s	not.	You	have	Duluth	Trad-

ing,	which	is	an	online	store,	doing	brick	and	

mortar	now.	There’s	Sierra	Trading	Compa-

ny,	which	was	acquired	by	TJX	companies	

that’s	 doing	 brick	 and	 mortar.	 It’s	 healthy	

because	it’s	really	pushing	the	retailers	to	up	

their	game.	They	are	reducing	their	square	

footage	a	little	bit	because	of	inventory	con-

trol,	but	it’s	interesting	to	see.

MIXER:	The	byproduct	of	that	is	we’re	see-

ing	more	 industrial	 space	 being	 taken	 by	

some	of	these	major	retailers	for	fulfillment	

centers	to	get	the	product	to	the	customer	

faster	and	less	retail	space.	We’re	seeing	a	

little	transition	there.

POWERS-ARMSTRONG:	I	did	hear	an	inter-

esting	 commentary	 [on	 retail]	 the	 other	

day.	The	summary	of	 it	was	online	shop-

pers	 get	 information	 on	 the	 product	 and	

then	 run	 to	 the	 store	 to	 get	 the	 tangible	

experience.

MANDY SHAVINSKY: I	 think	 there	 will	 al-

ways	be	brick	and	mortar	retail	because,	

let’s	 face	 it,	without	brick	and	mortar	 re-

tail,	many	 people	would	 have	 nothing	 to	

do	 on	 the	 weekend.	 You	 can	 see	 from	

some	of	the	 lifestyle	centers	that	are	be-

ing	 built,	 the	 retailers	 are	 not	 just	 offer-

ing	 a	 product,	 they’re	 offering	 an	 entire	

retail	experience.	I	think	that	explains	part	

of	 the	 success	 of	 IKEA	 because	 you	 go	

in	 the	 stores	 and	 you’re	 entertained	 for	

hours	just	looking	at	various	displays	and	

furniture	placements.

TRUESDELL: They’re	 repositioning	 a	 lot	 of	

the	 retail.	 Centers	 can	 create	 the	 experi-

ence	that	you’re	looking	for	by	creating	little	

villages	 in	communities	where	people	use	

their	 retail	 for	walking,	 jogging	 and	meet-

ing	their	neighbors	more	so	than	they	do	in	

their	residential	neighborhoods.

HOW HAVE 
CHANGING 
CONSUMER 
PATTERNS AFFECTED 
THE MARKET?
KEATING:	I’m	pretty	concerned	about	the	

future	 of	 technology	 and	 retail.	We	 had	

a	 presentation	 from	 a	 gentleman	 from	

New	York	City	 on	what	 challenges	 they	

see	from	technology.	From	2010	to	2014,	

there	was	$5	billion	invested	in	start-ups.	

In	 2015,	 there’s	 already	 been	 $25	 bil-

lion	 invested	 in	 start-ups.	Start-ups	 are	

made	to	just	disrupt	a	normal	pattern	of	

consumers.	If	you’re	designing	a	brand-

new	junior	anchor	shopping	center	today	

and	 you’ve	 got	 20,000	 to	 30,000	 junior	

boxes,	 it	 scares	 me	 what	 that	 will	 look	

like	in	five	or	10	years	because	of	all	the	

technology	 that’s	 disrupting	 our	 shop-

ping	patterns.
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ADAMSON:	Couple	that	with	Millennials	and	

the	way	they	shop	and	eat	and	the	way	they	

want	unique	experiences.	They	want	trans-

parent	 experiences.	 They	 want	 to	 go	 to	

Starbucks	because	 they	give	all	 their	em-

ployees	 health	 insurance.	 The	 Millennials	

will	 shop	with	 a	 company	where	 they	 like	

the	culture	and	they	like	what	they’re	doing	

as	much	as	liking	the	product.

MIXER:	 Add	 to	 that	 the	 3D	 printing	 that	

I	 hear	 is	 catching	 fire	 and	will	 be	 another	

disrupter	to	retailers	because	you	can,	ba-

sically,	 create	 any	 product	 to	 sell	 in	 your	

warehouse	 and	 that	 will	 level	 the	 playing	

field	 for	 lots	of	different	kinds	of	stores	 to	

sell	multiple	products	they	don’t	sell	today.	

We	spend	 time	 trying	 to	understand	what	

can	change	 for	 the	better.	Some	of	 those	

things	 go	 back	 to	 interacting	with	 people	

and	convincing	them	to	change	their	minds	

or	get	passionate	about	something.	Those	

are	 things	computers	can’t	do,	so	 it	gives	

me	 hope	 that	 the	 commercial	 real	 estate	

industry	will	 not	 [cut	 out	 the	middle	man]	

any	time	soon.

HOW IS THE OFFICE 
MARKET FARING?
FENNELL:	Our	Class	A	office	is	doing	a	lot	

better.	 We’re	 going	 to	 see	 the	 first	 spec	

building	 in	Reno	 in	 almost	 10	 years.	 That	

should	go	up	this	year.	There’s	been	a	flight	

to	 Class	 A	 office	 and	 there’s	 not	 a	 lot	 of	

large	 space	 left.	 It’s	 getting	 better.	 Noth-

ing’s	as	bad	as	it	was	last	year,	but	there’s	

still	a	ways	to	go.

JONES:	 You	 have	 certain	 pockets	 within	

the	Valley	that	are	very	strong,	but	it’s	be-

ing	more	than	offset	by	other	areas	where	

they’re	actually	still	in	decline.	Unlike	some	

of	the	other	property	types,	we	do	a	lot	of	

investment	sales	on	the	office	side,	and	the	

buyers	are	very	much	still	 looking	at	price	

per	square	foot.	To	re-tenant	that	building	

down	the	road	is	a	lot	higher	cost	on	an	of-

fice	building	than	it	would	be	for	industrial	

or	 retail,	 so	 it’s	 a	 concern	 they	 still	 have.	

We	are	starting	 to	see	more	stabilized	of-

fice	 product	 trade	 [in	 the	market].	 Buyers	

that	are	willing	to	look	at	Las	Vegas	for	sta-

bilized	 office	 is	 not	 a	 huge	 buying	 group.	

You	still	have	an	overabundance	of	value	ad	

buyers	and	there	isn’t	an	overabundance	of	

value	 ad	 office	 product.	 [Vacancy	 rates]	

from	the	third	quarter	are	about	17	percent.	

It	 varies	 quite	 a	 bit	 across	 the	Valley,	 de-

pending	on	the	submarket.

NEWMAN:	We’re	showing	19.5	percent,	and	

a	year	ago	it	was	21.9	percent.	If	 it’s	well-

located	and	well-designed,	there	are	more	

and	more	 tenants	out	 there	willing	 to	pay	

the	price.

MICHAEL DUNN:	 It	 depends	 on	 who’s	 re-

porting	 and	 what	 they’re	 tracking.	 You’re	

seeing	it	from	17	to	almost	26	percent.	I	ex-

pected	that	the	Class	C	market	was	really	

going	to	take	it	 in	the	shorts,	so	to	speak,	

but	that	hasn’t	happened.	You	go	up	West	

Sahara	 and	 a	 lot	 of	 those	 buildings	 have	

had	 great	 leasing	 traction.	 They’re	 doing	

short-term	 deals,	 but	 they’re	 now	 fairly	

stabilized	up	in	that	market.	We’ve	done	a	

good	number	of	deals,	but	we’re	still	fight-

ing	the	rollover	of	some	larger	tenants	pull-

ing	out	of	the	market	or	downsizing.	We’re	

not	having	the	stimulus	that	we	had	during	

our	boom	period	with	companies	 relocat-

ing	here.	It’s	more	of	a	local	musical	chairs-

type	market	still.

MIXER:	 The	 trend,	 too,	 is	 companies	 that	

are	becoming	more	efficient	and	learning	to	

do	more	with	 less	workers.	Therefore,	 the	

office	space	requirements	are	diminished.

LARRY SINGER:	That’s	a	big	problem.	Par-

ticularly,	law	firms	have	figured	out	ways	to	

increase	 the	 volume	 of	 people	 they	 have.	

Associates	are	not	getting	offices	anymore.	

Partner	offices	are	shrinking.

TRUESDELL:	 One	 thing	 this	 market	 doesn’t	

have,	like	other	major	office	markets,	is	a	ma-

jor	 local	 developer	 pushing	 the	 office	mar-

ket	 forward	 like	Hughes	did	 for	years.	They	

were	enough	involved	in	the	market	to	have	

that	building	come	online	when	 the	 tenants	

were	rolling	over.	Now	you’ve	got	a	minimal	

amount	of	really	Class	A	space	available	right	

now.	If	somebody	needed	30,000	to	40,000	

feet,	they’d	have	a	hard	time	finding	it.

KEATING:	We	have	to	have	a	massive	growth	

rate	to	pencil	new	construction	for	office.	If	

there	was	growth,	developers	would	spec	

on	it.	They	would	find	people	to	finance	it.

IS FINANCING
AN ISSUE?
SHAVINSKY:	 The	 biggest	 challenge	 is	 the	

availability	of	financing.	There’s	more	mon-

ey	out	there	than	there	used	to	be,	but	the	

underwriting	 requirements	 are	 tight	 and	

loan	 to	 value	 ratios	 are	much	higher	 than	

they	 used	 to	 be.	 Coupled	 with	 increased	

regulation,	it	creates	an	environment	where	

it’s	much	 harder	 to	 get	money,	 especially	

for	raw	land	where	you’re	not	looking	at	any	

income-producing	asset	to	collatoralize.

MIXER:	Lenders	 look	at	 the	vacancy	rates	

and	 rents	 and	 are	 just	 not	 going	 to	 lend	

the	money.		It’s	a	double-edged	sword.	It’s	

great	because	we’re	not	getting	money	out	

there	 to	cause	 the	problem	we	had	 in	 the	

first	go-around.	 It’s	more	 responsible,	but	

at	the	same	time,	it’s	frustrating.
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DUNN:	 They’re	 going	 to	want	 pre-leasing.	

That’s	why	we	have	a	bunch	of	suburban,	

small	buildings	because	they	didn’t	require	

the	pre-leasing.

SINGER:	 The	 tenants	 do	 not	 exist	 to	 re-

ally	substantiate	lending	money.	It	doesn’t	

make	 any	 sense	 to	 build	 smaller	 than	 a	

120,000	square-foot	building	anymore	be-

cause	of	 the	cost	of	 land	and	 the	cost	of	

materials.	 Lenders	 are	 not	 going	 to	 lend	

without	 60	 percent	 pre-leasing.	We	 don’t	

have	 the	volume	of	 tenants	 to	 justify	 that.	

You	 have	 to	 put	 two	 or	 three	 of	 them	 to-

gether	just	to	kick	off	the	building.

SAUTER:	We	have	clients	who	 raised	hun-

dreds	 of	 millions	 of	 dollars	 looking	 for	 a	

product,	 and	 there’s	 a	 very	 limited	 num-

ber	 of	 any	 type	of	 real	 estate	 for	 them	 to	

purchase.	That’s	going	to	continue	to	be	a	

problem	 to	drive	cap	 rates	down	and	val-

ues	up.	Even	today	with	trying	to	get	prop-

erties	appraised	for	loans,	it’s	tough.	I	think	

we’re	getting	ahead	of	ourselves	a	little	bit	

on	our	value	side.

KEATING:	We	 represented	 a	 developer	 for	

Starbucks	 who	 took	 down	 the	 northwest	

corner	 of	 Stephanie	 and	Wigwam.	 It	 was	

the	first	loan	I	had	seen	in	the	market	where	

Bank	of	Nevada	lent	money	to	a	developer	

on	 a	 land	 acquisition,	 not	 construction	 fi-

nancing,	 but	 land	 acquisition	 financing	

because	they	felt	so	strong	about	it.	There	

was	low	loan-to-value	on	it,	but	still,	to	see	

a	 traditional	 lender	 lend	 on	 acquisition	 fi-

nancing	for	land	just	shows	where	we	are	in	

the	recovery	cycle.

WHAT ROLE 
DOES ECONOMIC 
DEVELOPMENT PLAY 
IN THIS INDUSTRY?
CREIGH:	On	a	statewide	level,	the	issue	is	

our	economic	diversification	and	our	edu-

cation	 system.	We’ve	 really	 got	 to	 solve	

those	problems	in	the	state,	and	then	we	

can	really	start	to	attract	a	lot	of	business	

when	that	happens.

KEATING:	We’re	always	ranked	at	the	bot-

tom	of	education	and	I	think	it’s	important	

we	get	more	quality	individuals	here.	Re-

tailers	and	employees	want	to	be	around	

better-educated	 people.	 Higher	 educa-

tion	 and	 better	 workforce	 is	 something	

that	concerns	me	for	the	future.

NEWMAN:	 If	 you	 look	 at	 the	 national	 cy-

cle,	 we’re	 probably	 two	 to	 three	 years	

away	from	where	we	don’t	want	to	be.	We	

haven’t	reached	a	point	of	recovery	yet	in	

Southern	Nevada.	Of	course,	much	of	that	

is	 a	 result	 of	 the	 fact	 that	 we’re	 non-di-

versified.	We	have	a	very	fragile	economy	

here.

SINGER:	 I	 would	 say	 perception	 is	 one	

of	our	biggest	challenges.	Perception	on	

the	behalf	of	 lenders	who	perceive	us	as	

still	having	a	weak	economy,	not	wanting	

to	 lend	 here	 when	 they	 can	 lend	 in	 San	

Francisco,	 New	York,	 etc.;	 perception	 of	

the	 lack	 of	 diversification;	 perception	 of	

a	 poor	 workforce	 -	 not	 well-trained,	 not	

well-educated	 [are	all	 issues].	 If	we	can’t	

get	 financing,	 then	 we	 can’t	 build.	 We	

can’t	diversify	and	train	our	people.	If	the	

perception	is	the	only	jobs	here	are	within	

the	 tourism	 industry,	 then	 diversification	

isn’t	going	to	happen.

NEWMAN:	We	worked	with	GOED	to	bring	

a	number	of	site	consultants	from	around	

the	 country	 to	 Nevada.	 The	 comments	

we	continually	get	back	 from	them	 is	 it’s	

hard	to	move	people	to	Southern	Nevada	

because	we	are	perceived	to	have	a	tran-

sient	workforce.	As	 soon	as	 a	 new	hotel	

is	built,	they’ll	pick	up	and	go	someplace	

else.	The	other	concern	is	job	training.

TRUESDELL:	 [Economic	 development	 or-

ganizations]	put	out	the	message	to	come	

to	Nevada	and	don’t	address	these	prob-

lems.	 Now	 we’ve	 got	 a	 one-size-fits-all	

for	 the	 whole	 state.	 Southern	 Nevada	 is	

different	than	Northern	Nevada	in	a	lot	of	

ways.	 They	 need	 to	 find	 a	 way	 to	 reach	

out	 to	 [brokers]	 	 and	 really	 root	 for	 their	

success.	 If	 they’re	 successful,	 we’ll	 do	

business.

MONTANDON:	I	know	we’re	a	biased	indus-

try,	 but	 that’s	 a	 real	 issue.	We	 should	 be	

hearing	from	managing	directors	that,	yes,	

the	 economic	 development	 agencies	 are	

taking	advantage	and	working	 through	us	

and	have	some	sort	of	relationship.

SAY WHAT

According to a recent in-depth analysis 
conducted by WalletHub, Nevada has 
the sixth highest uninsured rate post-
Affordable Care Act implementation. 
In addition, the uninsured rate for 
higher-income households is just over 
62 percent lower than that for lower-
income households.
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public	affairs	and	education	throughout	the	

recession.	Interestingly,	though	the	dropout	

rate	 is	 considered	 a	 problem	 for	 Nevada,	

corporate	giving	to	education	is	just	12	per-

cent,	 compared	 to	 the	 national	 average	 of	

29	percent.	In	addition	to	those	interviewed,	

some	 of	 Nevada’s	 largest	 corporate	 givers	

include	 City	 National	 Bank,	 Boyd	 Gaming,	

Stations	 Casinos,	 Valley	 Health	 Systems,	

MGM	Resorts	and	NV	Energy.

Quantifying Giving
	 Barrick	Gold	has	a	tradition	of	corporate	

giving,	but	as	the	recession	and	subsequent	

recovery	 progressed,	 Brown	 realized	 that	

the	face	of	corporate	giving	was	changing	in	

Nevada.

	 “People	tend	to	mix	corporate	giving,	giv-

ing	by	individuals	of	high	net	worth,	and	giv-

ing	by	foundation,	and	to	blur	[those	terms]	

together,”	 explained	 Brown.	 But	 individual	

giving,	gifts	by	individuals	who	control	their	

own	funds,	is	different	from	corporate	giving,	

which	is	basically	giving	shareholder	dollars,	

and	 different	 still	 from	 a	 foundation	 that’s	

probably	funded	with	money	made	decades	

before	and	managed	by	an	administrator.

	 “I	realized	the	state	was	changing	and	we	

were	 evolving	 and	 our	 program	 was	 mov-

ing	forward,”	said	Brown.	“I	was	talking	with	

Tony	Sanchez	of	NV	Energy	and	 told	him	 I	

was	having	problems	benchmarking	our	cor-

porate	giving	programs.”	

	 From	 that	 conversation	 the	 Corporate	

Giving	Council	was	formed,	with	a	two-fold	

mission	to	collect	statistics	on	how	Nevada	

companies	 engage	 in	 philanthropy,	 and	 to	

provide	a	forum	for	those	businesses	to	col-

laborate	and	share	 information.	 It	also	was	

the	 genesis	 of	 the	 Corporate Philanthropy 

in Nevada	 report,	 prepared	 by	 Moonridge	

Group	and	Applied	Analysis.	

	 What	 members	 of	 the	 newly	 formed	

council	learned	was	companies	engaged	in	

philanthropic	giving	tend	to	focus	in	areas	of	

direct	support	for	people	in	need,	or	in	areas	

of	 education	 and	 social	 services,	 but	 that	

during	 the	 recession	 there	 was	 enormous	

pullback	from	environmental	concerns,	sup-

port	for	the	arts	and	similar	charities.

	 Corporate	 giving	 is	 different	 from	 in-

dividual	and	foundation	giving	 in	another	

way:	 it’s	 driven	 in	 part	 by	 what	 the	 cor-

poration	 is	 trying	 to	 achieve.	 Charitable	

giving	 is	 performed	 without	 expectation	

of	benefit	to	the	company.	Community	in-

vestment	serves	both	long-term	business	

goals	 and	 needs	 within	 the	 community.	

Commercial	 giving	 benefits	 the	 corpora-

tion.	 However,	 when	 asked	 to	 rank	 the	

importance	to	charitable	giving	efforts	for	

enhancing	the	company’s	reputation,	cre-

ating	 opportunities	 for	 business	 growth,	

increasing	 customer	 loyalty,	 or	 providing	

opportunities	 to	 engage	 with	 the	 com-

pany’s	 employees,	 company	 principals	

ranked	 the	 four	 points	 almost	 exactly	

evenly,	according	to	the	report.

	 “Research	shows	both	from	a	customer	

standpoint	 and	 an	 employee	 standpoint	

that	 customers	 like	 to	 patronize	 corpo-

rations	 that	 do	 well	 and	 give	 back,”	 said	

Thom	 Reilly,	 executive	 director,	 Caesars	

Foundation.	 Given	 those	 facts,	 it	 makes	

sense	to	have	a	robust	giving	program.

Employee Engagement
	 In-house	 employee	 giving	 campaigns	

have	been	shown	to	boost	morale.	Though	

the	 most	 visible	 component	 of	 Caesars’	

giving	 is	 the	Caesars	Foundation,	a	sepa-

rate	501c3	nonprofit	entity,	 in	which	every	

property	has	its	own	community	focus.

	 Cox	 Charities	 is	 the	 charitable	 giving	

arm	of	Cox	Communications,	and	is	entire-

ly	 employee	 driven,	 according	 to	 Stepha-

nie	Stallworth,	director,	public	affairs,	Cox	

Communications.	Employees	are	responsi-

ble	for	raising	the	funds	and	directing	them	

back	into	the	community.
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	 Cox	Charities	grew	out	of	a	United	Way	

employee	giving	 campaign	which	was	 re-

vamped	and	 taken	 in-house	 in	 2007.	 “We	

really	 saw	 a	 dramatic	 uptick	 in	 employee	

giving,”	said	Stallworth.	“Not	only	did	more	

employees	 start	 participating	 in	 subse-

quent	years	from	2007	through	present,	but	

they	 started	 giving	more.”	 Every	 year	 the	

program	 has	 existed	 it’s	 grown.	 Far	 from	

faltering	 with	 the	 recession,	 the	 program	

started	with	it.

	 Dermody	Properties	includes	corporate,	

foundation	and	 individual	giving.	Giving	by	

Dermody	Properties	Foundation	is	driven	by	

employee	 passions.	 One	 reason	 it	 works,	

said	 Dermody,	 is	 that,	 “the	 foundation	 is	

managed	by	employees	of	the	company	and	

that’s	not	something	that	is	mandated.	They	

really	 take	 it	 on	 their	 own	 to	 manage	 the	

funds	 and	 the	 people	 in	 the	 management	

decide	where	 the	money	 goes	 and	 review	

the	grant	applications	and	requests.”	

	 In	40	percent	of	companies,	charitable	

giving	is	directed	by	a	company	executive.	

Foundation	leadership	decides	for	the	next	

29	percent.	Only	7	percent	have	employee-

driven	charitable	decisions.	

	 Dermody	 Properties	 focuses	 on	 arts,	

education	and	the	family,	with	special	em-

phasis	 on	 the	 elderly,	 children	 and	 veter-

ans,	in	part	to	keep	charitable	contributions	

local,	 and	 in	part	 to	 avoid	 trying	 to	be	 all	

things	 to	 all	 people.	Making	 children	 and	

family	causes	the	baseline,	the	foundation	

spread	naturally	to	include	education,	then	

extended	to	include	the	arts.	“We	felt	it	was	

more	important	to	be	more	focused	in	one	

area	than	to	be	giving	a	little	in	many,”	said	

Dermody.

	 Because	 there’s	 a	 desire	 to	make	 giv-

ing	both	meaningful	and	sustainable,	Cae-

sars	Foundation	strives	for	strategic	focus	

in	giving,	with	a	primary	focus	on	older	in-

dividuals	and	some	focus	on	both	educa-

tion	and	the	environment.	“So	each	of	the	

properties	may	have	a	much	different	focus	

because	 they’re	meeting	 the	needs	of	 the	

local	community,”	said	Reilly.

The	total	estimated	annual	giving	by	Nevada	corporations	is	$134.4	million.	

That's	roughly	$487	per	employee	per	year	per	Nevada	company.

Nevada companies gift significantly to:

More	than	three-quarters	of	companies	surveyed	offer	defined	opportunities	

for	 employee	 volunteerism.	 Eighty	 percent	 offer	 company-sponsored	

volunteer	days	or	events.	Most	companies	prioritize	giving	by	the	needs	of	

the	community.	

Decision on directing charitable gifts is made by:

CEO,	CFO,	COO	 	 	 43%

Foundation	Leadership	 	 29%

Philanthropy	Leaders	 	 14%

Philanthropy	Committee	 	 7%

Company	Employees	 	 7%

Of	companies	with	philanthropic	programs,	80	percent	create	opportunities	

for	employees	to	volunteer	through	company-sponsored	days	or	events.

Health	and	Human	Services	 34.1%

Unknown/Other	 20.7%

Culture	and	Arts	 12.8%

Civic	and	Public	Affairs	 12.2%

Education	K-12	 10.3%

Environment	 6.2%	

Community	Infrastructure	 2.2%

Higher	Education	 1.3%

Disaster	Relief	 0.2%

CORPORATE GIVING NEVADA STYLE

Source: “Corporate Philanthropy in 
Nevada 2014 Report” compiled by 
Applied Analysis on behalf of the 
Moonridge Group.
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	 It’s	expected	that	as	the	Nevada	econo-

my	recovers	and	gold	prices	stabilize,	cor-

porate	 giving	 will	 become	 more	 strategic	

and	 less	 focused	 on	meeting	 basic	 com-

munity	needs,	according	to	the	Corporate 

Philanthropy in Nevada	report.

	 Cox	 Charities	 has	 established	 criteria	

for	requests	for	funding	–	applicants	must	

be	 a	 501c3	 nonprofit,	 and	 local	 and	 it’s	

preferable	for	them	to	fall	into	one	of	three	

categories:	 children	 and	 families,	 educa-

tion	with	 emphasis	 on	STEM	careers	 and	

diverse	organizations.

	 It	makes	sense	for	organizations	looking	for	

charitable	funding	to	research	what	the	corpo-

rate	charity	wants	to	fund.	Barrick	Gold’s	focus	

is	on	education,	the	arts	and	social	justice.	

	 “Bring	us	a	program	that	somehow	in-

volves	 those	and	we’re	going	 to	be	much	

more	interested	than	if	you	bring	us	some-

thing	far	afield	from	that,”	said	Brown.	“We	

also	suggest	[to	applicants]	that	most	cor-

porations	now	want	to	see	a	social	media	

plan	attached	to	the	proposal.”

Recessionary Giving
	 Mining	 remained	 a	 strong	 industry	

throughout	the	recession,	and	Barrick	Gold	

actually	expanded	its	corporate	philanthro-

py,	becoming	 involved	with	 the	 food	bank	

in	Southern	Nevada	and	with	programs	de-

livering	in	the	social	area.	

	 Barrick	 earmarked	 funds	 for	 programs	

to	 combat	 Nevada’s	 high	 school	 dropout	

rate	and	to	raise	cattle	on	some	of	Barrick’s	

ranches	and	donate	them	to	the	food	bank,	

a	project	Brown	stated	was	more	difficult	

than	anyone	expected.	

	 One	 mid-recession	 change	 was	 hiring	

an	expert	in	corporate	social	responsibility.	

“It	became	more	about	trying	to	adjust	root	

causes	than	treat	symptoms,”	said	Brown.	

“So	 it’s	 more	 about	 providing	 support	 in	

the	classroom	with	groups	 like	Communi-

ties	in	Schools	to	help	move	the	kids	along	

rather	than	showing	up	at	a	charity	dinner.”	

	 The	 changes	 instituted	by	 the	 compa-

ny	are	meant	 to	 lead	 to	 engagement	with	

charitable	programs	where	there	are	visible	

results	 that	 can	 be	 traced	 back	 to	 those	

programs.

	 One	 way	 companies	 can	 engage	 in	

charitable	giving	is	through	not	only	time,	

but	 their	 own	 expertise.	 Nevada	 State	

Bank	employees	volunteer	to	teach	finan-

cial	 literacy.	Systemwide,	 individuals	with	

the	 bank	 have	 donated	 more	 than	 700	

classroom	hours	through	Junior	Achieve-

ment	on	topics	from	saving	to	credit	cards	

to	paying	bills.

	 NSB’s	commitment	 to	giving	 volunteer	

hours	 to	 the	community	was	 in	place	be-

fore	 the	 recession	 started.	 According	 to	

Haun,	hours	have	stayed	consistently	in	the	

5,000	to	6,000	a	year	range	throughout	the	

Stephanie

Stallworth
Cox Communications

As part of their corporate philanthropy, Barrick North America raised cattle

on company ranches to donate to the food bank in Northern Nevada.
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downturn,	though	the	bank’s	financial	com-

mitment	to	the	community	was	cut	back.

	 “We’re	close	 to	back	 from	a	financial	

standpoint,	 to	 where	 we	 were	 with	 pre-

recessionary	dollars,”	said	Haun.	“We’ve	

been	in	Nevada	over	55	years	and	giving	

back	to	these	communities	that	have	sup-

ported	us	is	integral	to	my	colleagues	and	

executive	management.”

	 The	bank’s	policy	is	to	allow	personnel	

to	 follow	their	passions	and	find	the	char-

ity	 that	works	 for	 them.	“Luckily	with	over	

140	different	charities	and	events	through-

out	 the	 state,	we’re	 able	 to	 represent	 our	

company	well	and	be	involved	in	many	very	

worthwhile	things,”	added	Haun.

	 The	 finance,	 insurance,	 real	 estate,	

rental	and	leasing	sector	grew	13.7	percent	

between	2011	and	2013,	and	the	industries	

provide	 significant	 philanthropic	 gifts	 in	

Nevada.	

	 Caesars	 Foundation	 prefers	 to	 create	

and	 maintain	 long-term	 relationships	

rather	than	giving	one-time	charitable	gifts.	

Their	 relationship	 with	 Meals	 on	 Wheels	

Association	 of	 America	 began	 in	 2002.	

Foundation	 giving	 has	 changed	 over	 time,	

but	 none	 of	 the	 major	 charitable	 partners	

were	 abandoned	 during	 the	 recession,	

even	though	it’s	not	always	easy	to	explain	

keeping	up	external	giving	when	economic	

pressures	 require	 belt-tightening	 and	

layoffs,	 Reilly	 said.	 During	 the	 downturn,	

Caesars	 ramped	up	 in-kind	 and	 employee	

engagement	 giving,	 separate	 from	 the	

Foundation,	and	with	a	couple	requirements.	

“One,	 [organizations]	 had	 to	 brand	 our	

gifting,	because	we	do	want	customers	and	

the	 community	 to	 know	 we’re	 supporting	

the	community	in	which	we	operate,	and	the	

second	component	is	that	they	have	to	offer	

employee	engagement	strategy	in	order	for	

us	to	gift	to	them.”	

	 The	 gaming	 industry	 contributes	 the	

most	 charitable	 dollars	 in	 Nevada,	 and	

Nevada State Bank donates to Communities in Schools at a “Teach Children to Save” event.
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is	 now	 in	 recovery	 but	 continuing	 to	

face	 challenges	 as	 Nevada’s	 economy	

changes.	 In	addition	 to	 lost	profits	 is	 the	

increase	in	visitor	volume	in	Southern	Ne-

vada	without	a	corresponding	increase	in	

visitor	spending	–	in	2014	the	industry	re-

ported	 negative	 net	 income	 for	 the	 sixth	

year	in	a	row.

	 Employee	 engagement	 in	 charitable	

giving	programs	through	volunteer	hours	is	

an	important	part	of	corporate	philanthro-

py.	 Company-sponsored	 days	 or	 events	

that	 offer	 employee	 involvement	 are	 very	

popular,	as	 is	paid	time	off	 for	performing	

volunteer	work.

	 Prior	 to	 the	2007	 launch	of	Cox	Chari-

ties,	 there	 had	 been	 a	 moderately	 suc-

cessful	 United	 Way	 employee	 workplace	

campaign	in	place.	There’s	been	an	uptick	

in	employee	generosity	 since	 the	change,	

said	Stallworth,	 and	Cox	has	 tracked	vol-

unteer	 hours	 donated	 by	 employees,	 not	

as	a	replacement	for	charitable	dollars,	but	

in	addition.	By	November,	both	company-

sanctioned	 and	 individually	 volunteered	

hours	add	up	to	better	than	15,000	hours,	

up	from	2014’s	14,000.		

Why Give?
	 Important	considerations	for	corporate	

gifting	 include	 meeting	 needs	 within	 the	

community,	 furthering	a	strategic	purpose	

for	 the	company	and	seeing	 the	contribu-

tions	effect	change.

	 Why	is	it	important	for	a	company	to	give	

to	 the	communities	 in	which	 it	has	a	pres-

ence?	 “From	 the	employee	standpoint,	 it’s	

to	 show	 that	 the	 corporation	 is	 supportive	

of	the	community	in	which	we	live	and	op-

erate,”	said	Reilly.	“So	many	of	 the	causes	

from	an	individual	standpoint	really	resonate	

with	our	employees	and	it	demonstrates	that	

the	corporation	is	a	good	corporate	partner,	

involved	with	the	community.”	

	 Corporate	giving	can	also	help	address	

community	 issues.	 Tracking	 the	Meals	 on	

Wheels	participation	and	meals	delivered,	

Caesars	 went	 on	 to	 underwrite	 one	 mil-

lion	dollars	of	research	on	the	link	between	

hunger	and	isolation	when	there	was	found	

to	be	a	gap	in	the	literature	on	the	topic.

	 When	it	comes	to	corporate	giving,	it’s	

not	 just	 the	 beneficiaries	 who	 have	 wish	

lists:	 those	 in	 control	 of	 corporate	 giving	

do	also.	

	 “More	money.	Obviously	we	have	bud-

getary	constraints	like	anybody	else,”	said	

Haun.	 Reviewing	 requests	 for	 funding,	

“They’re	all	worthy	causes.	 I	 just	wish	we	

had	more	money.”	

	 “More	money,”	 added	Reilly.	 But	 also,	

“To	continue	to	involve	our	own	employees	

in	 these	 causes,	 because	 that	 [increases]	

the	financial	gift	in	the	amount	of	time	and	

commitment	and	visibility	these	nonprofits	

receive.”

http://www.sinetix.com
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   Speaking for NevadaIRAN DEAL

assions about the President’s deal with 
Iran run high for Nevadans and those 
across our country. Since the deal was an-
nounced in July 2015, hundreds of Neva-

dans wrote me letters, called my offices, and spoke 
with me face-to-face, urging me and my colleagues to 
reject the deal. Like the majority of Nevadans, I op-
pose the President’s nuclear agreement with Iran and 
was disappointed that some of my colleagues blocked 
the Senate from taking a final vote on one of the most 
important issues I would have faced during my time 
in Congress.
 As I’ve laid out before, the parameters of this 
agreement permit Iran to continue operating many of 
its centrifuges, allow its nuclear infrastructure to stay 
intact for future use, give Iran enrichment capabilities, 
and fail to offer a strict verification regime to ensure Iran’s compli-
ance with the agreement. This deal unravels years of U.S. policy 
opposing these types of nuclear activities by Iran and lifts the sanc-
tions that have effectively prevented Iran from developing a nuclear 
weapon. I could not have been more alarmed for our nation’s safety 
than when I saw the long list of concessions made by this Admin-
istration in exchange for a short-term deal with little to no enforce-
ment mechanisms.
 However, this comes as no surprise to me. Much of this Presi-
dent’s foreign policy has involved disengagement from geopoliti-
cal realities, undermining America’s influence on the internation-
al scene.  The President’s willingness to draw red lines and then 
step back once they have been breached signals to our adversaries 
the U.S. is willing to bark, but not bite.  This gives me great pause 
as the U.S. begins to implement the negotiated nuclear deal.  Un-
der this Administration, I am not confident an Iranian violation of 
this agreement would result in much more than a slap on the wrist 
from the United Nations. 
  That is why it is clear to me that Congress’ work to prevent Iran 
from obtaining a nuclear weapon is more important than ever.  
Such efforts must not only continue, but must intensify given the 
risks this deal poses to the security of our nation and our allies in 
the Middle East, like Israel. 

 Congress’ responsibility is two-fold—ensuring 
strong enforcement of remaining sanctions on 
non-nuclear activities and conducting vigorous 
oversight to ensure Iran’s compliance with the 
nuclear agreement.  As a member of the Senate 
Banking Committee, I am well-positioned to en-
gage in these issues as the Committee exercises 
its jurisdictional authority over implementation of 
Iranian sanctions by the U.S. Treasury.
    First, Congress must enhance and ensure strong 
enforcement of the sanctions that still remain in 
place to combat Iran’s most despicable activities. 
The Iranian government is an oppressive regime 
withholding basic liberties from its citizens and 
continues to be outspoken in its desire to see 
other nations - including the United States and 

Israel - “wiped off the map.”  We must continue aggressively 
targeting Iran’s state sponsorship of terrorism, severe human 
rights abuses and the suppressive and brutal activities of the 
Islamic Revolutionary Guard Corps. For the U.S., and espe-
cially for our ally Israel, this is a matter of necessity for our 
safety.
 Secondly, I cannot stress enough the important oversight 
role the Senate Banking Committee plays to ensure Iran’s 
compliance with the nuclear agreement.  The Administration 
told us the Iran deal was not built on trust, but on verification.  
Yet, its standard for verification lacks teeth. I cannot and will 
not trust this Administration to hold Iran fully accountable 
to its terms of the agreement.  Therefore, it is Congress’ ob-
ligation to demand transparency and relentlessly pursue any 
potential violations.  
 While the Administration’s deal with Iran dismantled de-
cades of efforts by Congress to end Iran’s nuclear weapons 
program, opportunities to minimize this damage still exist.  
Congress can still do its part to prevent Iran from obtaining a 
nuclear weapon through oversight, and Nevadans can be sure 
I will represent them in that fight—whether it is at the Sen-
ate Banking Committee or on the Senate floor. Protecting the 
American people is my number one priority in Congress.

P

CONGRESS CAN MINIMIZE DAMAGE 
OF PRESIDENT’S DEAL WITH IRAN
Dean Heller is a Republican U.S. Senator representing Nevada in the Senate since 201l.

Dean

Heller
U.S. Senator
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principal/vice	 president	 carrier	 relations	

for	L/P	Insurance	Services;	Steve	Carrick,	

senior	vice	president	of	Heritage	Bank	of	

Nevada;	Romaine	Marshall,	a	partner	with	

Holland	&	Hart	and	James	Patterson,	cy-

ber	specialist	at	AIG.	

	 The	expert	panelists	were	able	to	speak	

from	a	variety	of	backgrounds	and	provid-

ed	insights	on	what	decision-makers	need	

to	know	to	make	sure	their	companies	are	

protected.	

hether	 dealing	 with	 in-

tangible	 threats	 from	

a	 murky	 cyber	 world	 or	

those	closer	to	home	such	

as	 litigious	 employees,	 business	 owners	

need	to	be	protected	on	a	myriad	of	fronts.	

While	 many	 threats	 that	 businesses	 face	

today	are	not	new,	there	is	a	growing	fac-

tion	of	creative	criminals	 looking	to	attack	

companies	 through	 electronic	 vulnerabili-

ties.	As	part	of	the	Business	First	Breakfast	

series,	a	panel	of	experts	recently	gathered	

for	a	Reno	event	to	address	some	of	these	

issues,	both	old	and	new.

	 The	panel	discussion,	which	was	held	

in	 early	 November,	 was	 moderated	 by	

Connie	 Brennan,	 publisher	 and	 CEO	 of	

Nevada Business Magazine.	 The	 break-

fast	 event	 was	 hosted	 by	 the	 magazine	

and	 sponsored	 by	 Heritage	 Bank	 of	 Ne-

vada,	 Holland	 &	 Hart	 and	 L/P	 Insurance	

Services.	Panelists	included	Rich	Bullard,	

W
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BREAKFAST SERIES   Business First

	 “Don’t	 over-trust	 your	 trusted	 employ-

ees,”	he	said.	“What	you	want	to	do	is	main-

tain	 those	 separation	 of	 duties	 and	 make	

sure	that,	if	you	can’t	watch	them,	you	have	

another	employee	watching	them	to	protect	

your	interests	in	those	accounts.”

	 So	the	question	then	becomes,	how	can	

a	 company	mitigate	 risk	 in	 its	 largest	 area	

of	vulnerability?	The	panelists	agreed	that	a	

carefully	 planned,	multi-pronged	 approach	

to	dealing	with	employees	is	important	and	

that	when	it	comes	to	outside	attacks,	train-

ing	is	key.	

	 “Train	your	employees,”	said	Patterson.	

“If	you	can	get	them	to	be	concerned	about	

data	 security	 and	 understand	 the	 serious	

ramifications	 of	 failing	 to	 take	 it	 seriously,	

that	 will	 go	 a	 long	 way	 toward	 protecting	

your	organization.”

	 “There’s	 no	 excuse	 for	 any	 of	 us	 any-

more	 not	 to	 be	 technologically	 savvy,”	

added	Marshall.	“We	need	to	be	aware	of	

the	 latest	 technology,	 patches,	 trainings	 -	

all	those	things	need	to	become	standard.	

You’ve	 probably	 heard	 of	 dual	 authenti-

cation	where	 you	need	 two	passwords	 to	

get	onto	your	network.	The	IT	department	

needs	 to	 be	 training	 employees	 on	 these	

types	of	protocols.”	

	 Regardless	 of	 the	 tech	 savvy	 neces-

sary	 for	 today’s	workplace,	Patterson	 ad-

vised	company	owners	 to	 remain	wary	as	

even	 security	 companies	 are	 not	 immune	

to	 threats.	 “I	 was	 on	 a	 panel	 and	 one	 of	

the	 other	 panelists	 told	 the	 story	 of	 how	

his	company	sent	out	a	test	email	 to	their	

employees	to	see	if	they	would	click	on	the	

links,”	he	explained.	“Nearly	20	percent	of	

employees	at	a	computer	security	compa-

ny	clicked	on	the	link.”

	 Carrick	added	that	suspicious	emails	are	

deceptive	and	oftentimes	look	genuine.	He	

said,	 “[People]	 still	 respond	 to	 them	 today	

because	 they	are	veiled	 to	 look	 legitimate.	

They	appear	to	come	from	people	you	know.	

They	appear	to	be	from	links	you	recognize.	

There’s	 no	misspellings.	 They	have	proper	

sentence	structure	and	good	grammar.”

	 “First	 of	 all,	 do	 everything	 you	 can	 to	

help	 yourself,”	 said	 Carrick.	 “We	 see	 that	

attacks	happen	quickly	and	there’s	nothing	

you	can	do	to	prevent	those	except	 just	to	

watch	for	them.	Some	of	these	things	sound	

so	basic	but	many	of	the	losses	that	we	see	

within	businesses	actually	happen	from	the	

inside.”

	 “Do	you	have	an	exposure,”	asked	Bul-

lard.	 “If	 you’re	 taking	 any	 kind	of	 personal	

information	you	have	an	exposure.”	He	ad-

vised	that	company	owners	need	to	look	at	

it	from	the	perspective	that	they	are	vulner-

able	 to	 attacks	 and	 should	 protect	 them-

selves	accordingly.

	 Patterson	added	that	while	it	may	seem	

like	 common-sense	 to	 today’s	 computer-

literate	 company	 cultures,	 the	 importance	

of	 having	 good	 back-ups	 cannot	 be	 over-

stated.	 “It’s	 a	 combination	 of	 backing	 ev-

erything	up	and	having	a	good	protocol	for	

backing	up	data,”	he	said.

The Human Aspect
	 While	employees	are	a	company’s	great-

est	 asset,	 they	are	also	where	 the	biggest	

risk	 lies	 for	 businesses	 looking	 to	 protect	

themselves.	Both	from	an	internal	and	exter-

nal	perspective,	employees	have	the	ability	

to	wreak	havoc	for	any	business.	

	 “One	of	the	weakest	areas	in	most	busi-

nesses	 is	 actually	 people,”	 said	 Carrick.	

“From	our	experience,	that’s	how	fraudsters	

make	their	way	into	your	business.	They’ll	do	

things	such	as	send	bogus	emails	and	em-

ployees	like	to	do	what	I	call	‘unsafe	surfing’	

which	opens	your	system	up	to	all	kinds	of	

dangers.”

	 “We	 all	 think	 hackers	 from	 Russia	 or	

China	are	going	after	financial,	credit	card	

numbers	and	so	 forth,”	 explained	Patter-

son.	 “The	 reality	 is,	 from	 the	 claims	 we	

see,	60	percent	of	them	involve	employee	

negligence	 rather	 than	 hackers	 breaking	

into	 your	 system.	 Employees	 make	 mis-

takes.”

	 And	it’s	not	just	from	those	looking	to	

break	 into	 a	 company’s	 system	 from	 the	

outside,	 employees	 themselves	 are	 of-

tentimes	culpable	in	a	business’	downfall.	

For	every	loyal	member	of	the	team,	there	

may	 also	 be	 those	 bad	 eggs	 that	 don’t	

have	 the	 company’s	 best	 interests	 at	

heart.	Carrick	advised	that	business	own-

ers	utilize	smart	business	practices	when	

it	comes	to	employees.
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   Business First

The Financial Aspect
	 While	 employees	 may	 be	 the	 weakest	

link	when	 it	 comes	 to	 gaining	 access	 to	 a	

company’s	secure	data,	they	aren’t	the	only	

way	in	and	if	a	company	is	making	money,	

there’s	always	someone	out	there	that’s	try-

ing	to	steal	it.	When	it	comes	to	financial	se-

curity,	banks	are	working	overtime	to	ensure	

the	safety	of	their	client’s	funds.

	 “To	protect	your	money,	we	spend	a	lot	

of	our	own,”	said	Carrick.	 “We	spend	 tens	

of	thousands	of	dollars	every	year	with	net-

work	 security,	 patch	 management,	 virus	

definitions	and	training.	We	also	use	some	

pretty	sophisticated	 fraud	protection	mod-

ules,	especially	in	debit	card	processing.”

	 Even	 so,	Carrick	 advised	 that	business	

owners	 can	 never	 be	 too	 vigilant	 when	 it	

comes	to	bank	security	and	even	a	simple	

two-step	verification	process	can	mean	the	

difference	between	a	secure	account	and	a	

hacked	account.	In	addition,	common	sense	

plays	a	key	 role	 in	protecting	a	company’s	

assets.	For	example,	 if	a	banker	calls	on	a	

business	 account	 and	 that	 person	 is	 un-

known	 to	 the	 business,	 simply	 calling	 the	

bank	back	and	asking	to	speak	with	them	is	

one	way	to	authenticate	the	caller.

work’,”	 explained	 Marshall.	 “Everything	 is	

evolving.	 There’s	 no	 standard	 federal	 data	

breach	response	act	yet.	It	is	on	the	horizon.	

Many	 of	 us	 do	 business	 in	multiple	 states	

and	 each	 state	 will	 have	 the	 same	 data	

breach	 response	 statute	 framework	 but	

there	will	be	subtle	differences.	You	need	to	

know	all	of	those.”

	 And,	 if	 a	 company	 is	 compromised,	 it	

affects	more	than	just	that	business.	Often-

times,	especially	when	the	breach	occurs	in	

a	 major	 corporation,	 customer	 data,	 both	

financial	 and	 otherwise,	 is	 compromised.	

This	 breach	 then	 opens	 the	 company	 up	

to	litigation	from	their	customers.	This	then	

becomes	 an	 even	 greater	 challenge	 when	

businesses	 fear	 litigation	 and	 don’t	 report	

a	breach.	Lawmakers	are	working	 to	open	

up	those	lines	of	communication	to	allow	for	

greater	protection.

	 “Just	[recently]	there	was	federal	 legis-

lation	 passed	 regarding	 information	 shar-

ing,”	 said	 Marshall.	 “Companies	 are	 now	

encouraged	to	share	information	about	the	

security	 breaches	 that	 have	 happened	 to	

them	with	other	companies	and	with	regu-

latory	 agencies	without	 fear	 of	 retribution	

for	 having	 been	 hacked	 in	 the	 first	 place.	

	 Carrick	 added	 that,	 “banks	 will	 never	

ask	you	to	provide	any	information	that	only	

you	should	know.	Our	fraud	system	for	debit	

cards	does	send	out	either	a	text	message	

or	make	an	outbound	call,	but	it	never	says	

enter	your	card	number	to	continue.	Those	

types	 of	 notification	 systems	 typically	 will	

have	a	reference	number	which	has	nothing	

to	do	with	your	account	at	all.”

	 He	went	on	to	add	that	the	bank’s	own	

system	has	a	series	of	checks	and	balances	

to	protect	customers.	“We	have	internal	pro-

tocols	 to	be	sure	 that,	 in	 the	event	we	get	

an	email	from	the	company	that	says	to	wire	

out	$1	million,	we	won’t	ever	operate	solely	

on	an	email	because	it’s	impossible	to	ver-

ify,”	he	said.	“We	will	actually	 take	 the	 risk	

of	angering	the	customer	and	not	send	that	

wire	until	we	actually	follow	those	authoriza-

tion	protocols.”	

The Legal Aspect
	 While	 businesses	 struggle	with	 evolv-

ing	 threats,	 on	 the	 legal	 side,	 changing	

legislation	from	state	to	state	has	become	

an	issue.	

	 “There	are	current	regulations	and	legis-

lation	that	have	been	referred	to	as	a	‘patch-
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That’s	just	one	step	towards	an	overall	fed-

eral	framework.”

	 So,	while	it’s	important	for	businesses	to	

come	clean	when	there	has	been	a	breach,	

particularly	 those	 that	 affect	 their	 clients,	

there	 are	 ways	 that	 company	 owners	 can	

protect	themselves	from	being	sued.		

	 “The	 attorney-client	 privilege	 gives	 you	

the	ability	to	disclose	what’s	necessary	for	

your	 defense	 and	 not	 disclose	 what	 may	

hurt	you	because	 it’s	going	to	be	mischar-

acterized	by	the	other	side,”	explained	Mar-

shall.	“It’s	a	very	strong	defense	and	it	is	ap-

plicable	and	is	being	applied.”

The Insurance Aspect
	 It’s	 clear	 that	 business	 owners	 must	

be	on-guard	 for	 threats	and	 inevitable	 that	

hackers	 will	 target	 them	 at	 some	 point.	

Protecting	a	business	then	comes	down	to	

arming	employees	with	the	knowledge	they	

need	 to	 recognize	 threats,	 understanding	

where	a	company’s	weak	spots	are	and	the	

legal	 ramifications	 of	 a	 breach	 as	 well	 as	

having	 the	 coverage	 to	 protect	 assets	 if	 a	

breach	occurs.

	 “A	 lot	 of	 people	 have	 cyber	 exposure	

in	 their	 business,”	 said	 Bullard.	 “It’s	 such	

a	new	coverage	and	 it’s	so	undersold	 that	

most	don’t	have	it.	Whether	they	have	an	ex-

posure	or	believe	they	have	an	exposure	to	

it,	most	of	them	don’t	have	 it.	How	do	you	

protect	yourself	from	it?	The	only	way	I	can	

think	of	is	to	buy	more	limit.”

	 “Cyber	attacks	are	on	the	upswing,”	add-

ed	Patterson.	“They’re	certainly	in	the	news	

almost	everyday	now.	We	are	having	almost	

three	claims	per	day	filed	for	cyber	events.”

	 So,	for	business,	understanding	the	im-

portance	of	coverage	is	the	first	step.	Ask-

ing	the	right	questions	of	a	broker	to	get	the	

right	 kind	 of	 cyber	 insurance	 is	 also	 vital	

and	having	a	basic	understanding	of	what	a	

company	may	need	can	help.

	 “You’re	going	to	look	first,	for	expertise,”	

said	 Bullard.	 “Does	 the	 agency	 or	 broker	

know	the	marketplace?	Do	they	have	carri-

ers?	Do	 they	 represent	carriers?	You	need	

to	ask	the	questions	and	really	drill	in	for	ref-

erences	and	expertise.”	

	 Bullard	 went	 on	 to	 add	 that,	 “brokers	

are	 real	 good	at	 saying	we	give	good	ser-

vice.	Service	can	be	answering	the	phones,	

sending	out	certificates,	basic	stuff.	I’d	like	

to	recommend	you	choose	a	broker	based	

on	services.	Those	can	include	having	a	risk	

management	 department	 that	 does	 con-

tract	review.	Different	people	walk	jobs,	do	

safety	training,	look	for	problems.	Those	are	

all	services	in	addition	to	just	being	a	broker	

and	just	finding	coverage.”

The Technology Aspect
	 Protecting	 a	 company	 is	 one	 thing,	 but	

many	wonder	 if	 there	will	 ever	 come	a	 time	

when	businesses	are	one	step	ahead	instead	
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talent management, strategic planning, mentoring and executive coaching as  
we do for our many clients worldwide. 

720 W. Cheyenne Ave., Suite 30 | Las Vegas, NV 89030 | 702-487-5665 | www.childrenfirst-nv.org

   Business First

http://www.childrenfirst-nv.org
http://www.childrenfirst-nv.org
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BREAKFAST SERIES   Business First
of	one	step	behind	in	regards	to	cyber	attacks.	

Many	new	 technologies	are	coming	 into	 the	

market	to	protect	both	businesses	and	con-

sumers	from	attacks.	After	several	large-scale	

attacks	in	recent	years	on	big	retail	chains,	Eu-

ropay,	MasterCard	and	Visa	(EMV)	chip	tech-

nology	has	come	to	the	forefront.

	 “You’re	lucky	just	to	stay	step	and	step	

with	them,”	said	Carrick	in	regards	to	cyber	

criminals.	“I’m	already	reading	about	ways	

that	 they’re	 trying	 to	 get	 around	 the	 EMV	

chip,	 but	we	work	 very	 hard.	 Banks	 have	

rolled	out	these	EMV	cards	and	we	realize	

their	value.	Everyday’s	a	new	scheme	and	

we	find	the	best	way	to	protect	the	custom-

er	and	the	bank.”

	 Prior	 to	 EMV	 chip	 technology,	 banks	

were	experiencing	heavy	losses	as	they	had	

to	 bear	 responsibility	 for	 attacks	 on	 con-

sumers	as	they	make	purchases.	

	 “If	your	customer	has	an	EMV	card	and	

you	 don’t	 have	 an	 EMV	 capable	 terminal	

ately	get	those	terminals	upgraded	to	EMV	

capable.”	

	 EMV	cards	have	added	this	greater	se-

curity	by	creating	a	unique	transaction	code	

that	cannot	be	used	again.	By	contrast,	the	

traditional	magnetic	strips	contain	data	that	

can	be	replicated	over	and	over	because	it	

doesn’t	 change.	 This	 is	 why	 the	 breaches	

recently	 levied	 against	 Target	 and	 Home	

Depot,	 among	 others,	 were	 so	 effective.	

The	hackers	were	able	 to	gather	data	 that	

can	be	used	over	and	over	until	the	breach	

is	discovered.	However,	if	a	hacker	attempts	

to	 steal	 information	 from	 a	 point	 of	 sale	

transaction	involving	a	chip	card,	the	stolen	

transaction	number	created	wouldn’t	be	re-

usable	and	the	card	would	just	be	denied.

The Attack Aspect
	 Chip	 technology	 is	 one	 of	 the	 more	

widely	 recognized	 new	 technologies	 work-

ing	 to	 protect	 businesses	 as	 well	 as	 their	

and	 there’s	 fraud	 on	 that	 card,	 the	 mer-

chant	 will	 now	 take	 that	 loss,”	 explained	

Carrick.	“That’s	a	really	new	perspective	in	

the	U.S.	The	best	way	to	protect	yourself	if	

you	take	debit	or	credit	cards	is	to	immedi-

HEADSHOTS
by

http://www.christuckerlv.com
https://www.mastercard.us/en-us.html
https://usa.visa.com/
http://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20December%202015
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customers	from	fraud.	However,	it’s	not	the	

only	 one.	 From	 increased	 cloud	 security	

to	 smarter	 computer	 systems,	 technology	

across	 the	 board	 is	 increasingly	 becoming	

geared	towards	security	minded	profession-

als.	This	is,	unfortunately,	the	result	of	crimi-

nals	becoming	more	technologically	creative	

in	their	attacks.	

	 “One	third	of	all	cyber	attacks	are	by	hack-

ers,”	 said	 Marshall.	 “Some	 people	 think	 all	

cyber	attacks	are	a	result	of	hackers.	Some-

times	they	come	from	within.	Sometimes	they	

come	 from	malware	 that	 has	 no	 other	 pur-

pose	other	than	just	to	disrupt.	In	the	last	two	

years,	it’s	been	a	big	uptick	in	my	practice.”	

	 Marshall	added	that	he’s	seen	an	increase	

in,	“the	business	consciousness	and	aware-

ness	 of	 what	 [clients]	 need	 to	 be	 doing	 to	

make	sure	their	cybersecurity	procedures	are	

up	to	the	industry	standards.”

	 One	type	of	attack	that	has	become	much	

more	prevalent	 in	 recent	years	 is	 the	use	of	

cryptolocker	malware.

	 “Essentially	 what	 cryptolocker	 malware	

does	 is	 it	 encrypts	 everything	 on	 the	 hard	

drive	and	 the	criminal	sends	you	a	 ransom	

note	 saying,	 ‘Please	 send	 $25,000	 to	 this	

off-shore	 bank	 account	 and	 we’ll	 give	 you	

the	key	to	unlock	your	computer,’”	explained	

Patterson.

	 While	this	type	of	ransom	demand	doesn’t	

involve	the	theft	of	a	loved-one,	it	does	involve	

the	theft	of	what	is	essentially	the	heart	of	any	

business:	 data.	 Whether	 customer	 data	 or	

financial	 information,	 nearly	 all	 companies	

store	 their	 information	 in	a	computer	or	on-

line.	And,	 information	 is	money.	Fortunately,	

there	is	an	easy	way	for	business	owners	to	

protect	their	company	if	retrieving	data	is	the	

primary	 goal;	 simply	 have	 up-to-date	 back-

ups	 of	 company	 information,	 preferably	 in	

multiple	 locations.	Sometimes,	 however,	 it’s	

the	 type	 of	 data	 that	 is	 in	 jeopardy	 and,	 in	

those	instances,	remaining	vigilant	to	prevent	

the	breach	is	paramount.

	 “I’m	aware	of	a	small	 law	firm	that	paid	

half	a	million	dollars	for	ransom	by	hackers,”	

said	Marshall.	 “They	 had	 no	 choice	 but	 to	

pay	that.	Locked	up	was	all	of	their	client’s	

information	and	trade	secrets.	They	had	in-

tellectual	property	portfolios	they	were	man-

aging.	 They,	 of	 course,	 implemented	 since	

then	 the	 very	 best	 technology	 that’s	 out	

there.	 Hackers	 are	 that	 sophisticated	 and	

evil,	frankly.”

	 While	 it’s	 clear	 that	 businesses	 seeking	

to	 be	 successful	 today	 must	 contend	 with	

a	variety	of	issues	that	weren’t	a	problem	in	

days	past,	those	seeking	to	do	harm	are	noth-

ing	new.	Rather,	the	way	in	which	they	attack	

businesses	 has	 become	 more	 advanced.	

Regardless,	 business	 owners	 that	 remain	

aware	of	the	threats	seeking	to	gain	access	to	

company	valuables	will	be	better	prepared	to	

combat	those	threats.	

	 “It’s	 a	 constant	 battle,”	 said	 Marshall.	

“The	software	is	being	updated	and	the	hack-

ers	are	becoming	more	sophisticated.”

Jim Tucker, Attorney 702.678.5070 // armstrongteasdale.com
NEVADA   MISSOURI   KANSAS   COLORADO   ILLINOIS   SHANGHAI

Jim Tucker cares about your 
corporate employment and labor 
legal issues as much as you do.
Armstrong Teasdale has the legal experience you need to help your 
company effectively handle employment and labor issues. Every day, 
Jim Tucker defends management against work-related claims and helps 
employers develop strategies aimed at reducing risks of costly disputes. 

Need legal counsel? Give Jim a call today. And sleep better tonight.

http://www.armstrongteasdale.com
http://www.armstrongteasdale.com


46 NEVADABUSINESS.COMNEVADA BUSINESS MAGAZINE   DECEMBER 2015

   Around the State

Republic Services Opens 
Largest Residential 
Recycling Center in 
North America
Republic Services, Inc. has recently opened 
a new residential recycling center that is 
both the largest and smartest of its kind. 
The center is capable of processing two 
million pounds of material per day or 70 
tons per hour and is expected to double re-
cycling capacity in Southern Nevada. The 
center features several advanced recycling 
technologies including five optical sort-
ers which use 2D and 3D technologies to 
make material separation decisions in mil-
liseconds. In addition, the center was built 
with sustainable design featuring 1,776 so-
lar energy panels on the roof and low-flow 
water fixtures with over 75 percent of the 
110,000 square-foot building comprised of 
recycled or remanufactured steel.

NDOT Launches Reno-
Area Traffic Study
The Nevada Department of Transportation 
(NDOT) is set to begin a traffic study to 
identify future interstate and other trans-
portation improvements to the Reno-
Sparks area. The study is expected to 
help project future traffic volumes and 
identify infrastructure needs through 
2040. In addition, the study will help 
identify targeted improvements to Inter-
state 80, Interstate 580 and U.S. 395.

Northern Nevada Medical Center
Receives Award for Stroke Care
The American Heart Association/American Stroke Association has recognized 
the Northern Nevada Medical Center (NNMC) with the “Get with the Guide-
lines – Stroke Gold Plus” Quality Achievement Award. The achievement recog-
nizes NNMC’s Primary Stroke Center for its standards of stroke care.

COME ON YOU GOT THIS.
myHPNbroker.com

Enroll your clients fast

It’s the only way to describe our new 
real-time enrollment process for 

Off Exchange individual health plans. 
You might even call it epic. Get your 

clients enrolled in an affordable 
plan on the spot. Find out more at 
myHPNbroker.com. It’s fast and 
painless. Discover the real-time 

difference, today.

Real Time.  
Really Easy.

http://www.myhpnbroker.com
http://www.myhpnbroker.com
http://www.republicservices.com/
http://www.republicservices.com/
https://www.nevadadot.com/
https://www.nevadadot.com/
https://www.nevadadot.com/
http://www.nnmc.com/
http://www.nnmc.com/
http://www.nnmc.com/
http://www.nevadabusiness.com/2015/12/around-the-state-december-2015/
http://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20December%202015
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   Expert Advice EVOLVING WORKFORCE

ith a continually changing workforce, employ-
ers and managers can’t ignore that multigen-

erational and multicultural workforces are the 
norm. This mindset will help prepare businesses 

to be successful through 2020 and beyond.
 The first question every employer will want to ask themselves 
when it comes to their business is, “How are we preparing for a 
generationally and culturally diverse workforce and customer?” 
 Employers should look around at their workforce. There’s 
most likely a range of ages, from younger, new-in-the-workforce 
people, to those who may be at traditional retirement age but 
choose to stay gainfully employed. That includes a slew of mul-
ticultural backgrounds as well. Customers may also mirror the 
variety that is the current workforce.
 Because of the ever-evolving workforce and workplace and 
a strengthening economy, company culture is becoming more 
important for retention and recruitment. As the economy grows, 
people have more employment choices, and go where they fit 
in and feel valued. This mentality also works with customers 
in a growing economy because they’ll have more options for 
services as businesses expand, merge or open their doors. If a 
business doesn’t offer an appreciation of diversity and commu-
nity involvement as an inherent part of the company’s culture, 
customers and employees will likely go elsewhere. In fact, a 
2013 USA Today poll found that 66 percent of the workforce 
would look for a different job when the economy improved. As 
the economy continues to improve, employers will need to focus 
more and more on keeping their employees happy and engaged 
going into 2016.
 While it may seem as though different generations look for 
different things in a company, they are looking for similar 
things. The biggest difference is in how long the younger gen-
erations, just entering the workforce, will stay at a company 
that is not meeting their expectations. Feeling valued, being 
challenged, the desire to have a good working relationship 
with supervisors, the desire for the company to care about 
each employee and to connect to the community are all im-
portant to people, regardless of age or “generational” titles. 
While sometimes these must be communicated differently for 
the digital generation, the core desires are the same. When 

these expectations are not met, the boomers may still work in 
the organization longer, even if they describe their work situ-
ation as “not happy”. The younger generations, however, are 
quite comfortable leaving the employer, without real concern 
about getting another job, if they are not happy in or with 
their workplace.
 One way to begin to test the waters of employee happiness 
is to measure employee engagement. It would be wise for busi-
nesses to do this as a measure of performance, but also as a way 
to see where people are at in the company. Are they engaged 
and eager to work? Another key is to consistently give and re-
ceive feedback to and from employees at all levels of the team 
in addition to a once-a-year performance conversation. The im-
mediate dialogue (texting, emailing, Twitter, etc.) and instant 
gratification that we have all become accustomed to has set an 
expectation of rapid and regular feedback on job performance. 
This is not a new desire. Everyone wants feedback, however, 
the newer generations are simply going to go where they get 
it. Staying connected to those who make the company run can 
make the difference between its successes and setbacks. This is 
not a “millennial” thing, this is a people thing. 
 Taking engaged employees and business to the next level 
involves ensuring the company’s leadership is clearly com-
municating a vision for the organization so employees can feel 
connected. The words vision and mission are sometimes used 
interchangeably. For clarity, the definition of vision is “a condi-
tion that is imagined – a future state where the organization 
creates something of unquestionable value, serves customers in 
a unparalleled fashion or reinvents the way it does business.” 
 Business owners should think about how the organization 
aligns everyone to that future state and what communication 
mechanisms are in place and identify how the organization is 
executing its core competencies to achieve the vision identified.  
When a company’s leadership is doing these things consistently, 
it becomes easier to achieve the connectivity and communica-
tion that employees crave. 
 Focusing on the people within the organization allows the 
machine to run well. Losing sight of the happiness/engagement 
of the employees, and the company will likely face uncertainty 
in retention and recruitment of workers and customers.

W

CULTURAL SHIFTS

Ann Simmons Nicholson is owner of The Simmons Group

CHANGES	TO	NEVADA’S	WORKPLACES

http://www.usatoday.com/
http://www.jimsimmons.com/
http://www.nevadabusiness.com/2015/12/30154/
http://www.nevadabusiness.com/2015/12/30154/
http://www.nevadabusiness.com/2015/12/30154/
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• Oversized lot with breathtaking view of golf course fairways,
 water features and mountains

• Stunning backyard with mature landscaping, swimming pool and spa.

• Two car garages on both sides of elegant porte-cochere entrance

• Sweeping spiral staircase entryway and amazing views

• Owner’s suite has private retreat, luxury bath appointments,
 huge his and her closet.

• Secure, quiet, family-friendly neighborhood

CUSTOM HOME located on the number six fairway at 
Dragon Ridge Golf Course within the luxury gated community 
of MacDonald Highlands.  Just a few of the amenities include:

Furnished — 5,514 sq. ft.
5 bedrooms, 6 baths, separate library/office

For a private viewing call 702.473.0592

Asking Price
$2,349,000 
(If sold Unfurnished, credit asking price $150,000 for Decor Allowance)
CO-OP to Buyer’s Agent 4%

Luxury Homes Division

LIC: #B.0143707.LLC 

D ramatic custom home on the golf 
course within the luxury community of 
MacDonald Highlands. The outstanding 
focal point in this home is the sweeping 

spiral staircase. The upstairs Owner’s Suite has a private 
retreat and luxury bath appointments including his and 
her separate areas. Approximately 5,514 square feet of 
living area with fi ve bedrooms, a separate library/offi ce, 
swimming pool and spa, four-car garage. Situated on the 
6th hole of DragonRidge Country Club, this estate offers 
stunning views of the golf course and its water feature. 
Asking price is $1,750,000. For a private viewing, please 
call MacDonald Highlands Realty at 702.614.9100.

LAS VEGAS’ PREMIER LUXURY COMMUNITYLAS VEGAS’ PREMIER LUXURY COMMUNITY

ACDONALD HIGHLANDS REALTY, LLC

  702.614.9100, Ext. 200  �  552 S. Stephanie St., Henderson, NV 89012  �  MacDonaldHighlands.com

M A C D O N A L D  H I G H L A N D S

D ramatic custom home on the golf 
course within the luxury community of 
MacDonald Highlands. The outstanding 
focal point in this home is the sweeping 

spiral staircase. The upstairs Owner’s Suite has a private 
retreat and luxury bath appointments including his and 
her separate areas. Approximately 5,514 square feet of 
living area with fi ve bedrooms, a separate library/offi ce, 
swimming pool and spa, four-car garage. Situated on the 
6th hole of DragonRidge Country Club, this estate offers 
stunning views of the golf course and its water feature. 
Asking price is $1,750,000. For a private viewing, please 
call MacDonald Highlands Realty at 702.614.9100.

Grandezza 

LAS VEGAS’ PREMIER LUXURY COMMUNITYLAS VEGAS’ PREMIER LUXURY COMMUNITY

  MACDONALD HIGHLANDS REALTY, LLC

  702.614.9100, Ext. 200  �  552 S. Stephanie St., Henderson, NV 89012  �  MacDonaldHighlands.com
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Join 2,000 business professionals, meet 100+ local 
business exhibitors, connect with local and state 
government agencies, and hear from community 

leaders on what the future holds. 

Speaker sessions will include need-to-know
business information, economic forecasting and 

changes coming to the Valley. Everything you 
need to know to be ready for 2016. 

FRIDAY, JANUARY 29, 2016
Thomas & Mack Center - Cox Pavilion

GET YOUR TICKETS TODAY!

$65 for Chamber members
$85 for non-members

VISIT PREVIEWLASVEGAS.COM OR CALL 702.641.5822

http://www.previewlasvegas.com
http://www.previewlasvegas.com
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The Future 
	 When	asked	what	Nevada	needs	to	do	to	

improve	 its	 workforce	 development,	 Soder-

berg	said	the	state	is	already	on	the	right	track.	

	 “The	good	news	is,	we	are	already	doing	

it.	The	governor’s	vision	of	a	 ‘New	Nevada’	

starts	 with	 the	 preparation	 of	 our	 young	

people	to	have	the	basic	skills	necessary	to	

compete	 in	 today’s	 work	 environment.	 The	

renewed	emphasis	on	career	technical	edu-

cation	 (CTE)	 in	 our	 high	 schools	 increases	

the	 numbers	 of	 job-ready	 candidates,	 re-

gardless	 of	 the	 field	 of	 their	 CTE	 program.	

These	students	are	more	trainable	and	more	

adaptable.	NSHE’s	emphasis	on	 job	certifi-

cate	training	has	been	an	important	factor	in	

this	effort.	The	ability	 to	change	curriculum	

based	on	the	needs	of	the	economy	is	pay-

ing	dividends.	This	is	where	we	take	a	work-

ready	individual	and	fine	tune	his	or	her	skills.	

	 “At	DETR,	we	help	those	who	may	not	be	

work-ready	or	have	had	longer	periods	of	un-

employment	due	to	the	recession	get	where	

they	need	to	be	in	order	to	enjoy	the	benefits	

of	 the	 recovering	economy.	The	 job	market	

is	very	different	today	than	it	was	prior	to	the	

recession	so	we	help	people	 get	 to	where	

they	need	to	be,”	he	said.	

	 Woodbeck	 is	very	optimistic	about	 the	

economic	 future	 of	 Nevada,	 and	 agreed	

with	Soderberg	that	the	state	is	responding	

to	the	challenges	in	very	productive	ways.	

“Nevada	 is	 positioned	 extremely	 well.	

We’re	 starting	 a	 new	 game	 with	 Switch	

and	Tesla.	We	can	be	on	the	leading	edge	

of	 a	 lot	 of	 industries	 and	we’re	 poised	 to	

exploit	 changes,”	 Woodbeck	 said.	 “Five	

years	from	now	we’ll	have	a	well-educated	

diverse	population	that	can	service	the	in-

dustries	that	come	to	the	state.”

   Feature Story
CONTINUED FROM PAGE 17

Don

Soderberg
DETR

http://www.cvirtual.com
mailto:info@cvirtual.com
http://www.cvirtual.com
http://www.unr.edu
http://www.nevadabusiness.com/2015/12/workforce-issues/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20December%202015
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FAST AND 
FURIOUS

By Doresa Banning

TELECOM	TECHNOLOGY	ADVANCES
TRANSFORM	HOW	NEVADA	DOES	BUSINESS

A	Southern	Nevada-based	 radiology	prac-
tice	 of	more	 than	 60	 physicians	with	 nu-

merous	 offices	 uses	 a	 custom-designed	

network	linking	all	locations,	including	the	

physicians’	homes,	 in	order	 to	 read	films	

there	 any	 time	 of	 the	 day	 or	 night	 when	

on	 call.	 The	 technical	 arrangement	 de-

mands	 an	 ultra	 high-speed	 connection.	

Cox	Communications,	a	broadband	com-

munications	and	entertainment	company,	

provides	the	connection	for	the	group.	Ca-

pabilities	 such	 as	 being	 able	 to	 remotely	

access	data	via	an	Internet-connected	de-

vice,	electronically	communicate	with	and	

share	information	between	various	locales	

and	more	 are	 possible	 today	 because	 of	

advancements	 in	 telecommunications	

technology	 that	 have	 burgeoned	 in	 only	

the	past	five	to	10	years.	

	 “It’s	 unbelievable	 where	 the	 technol-

ogy	has	taken	us	and	how	technology	has	

transformed	how	companies	do	their	busi-

nesses,”	 said	 Mike	 Bolognini,	 vice	 presi-

dent	and	market	leader	at	Cox	Las	Vegas.

	 In	contrast,	35	years	ago,	most	informa-

tion	(x-rays,	reports	and	the	like)	in	physical	

form	shared	between	one	radiology	group’s	

offices	 and	 those	 of	 its	 patients’	 referring	

physicians,	was	courier	delivered.	On-call	

generalist	 radiologists	 stayed	 all	 night	 at	

the	hospital	to	read	films	when	needed.

	 Back	in	1985,	Nevada	businesses	didn’t	

have	Internet	access,	smartphones	or	even	

fax	machines,	cellular	technology	and	com-

puters	were	 in	 the	nascent	stage	and	only	

basic	 video	 cable	 was	 available.	 Compa-

nies	communicated	primarily	with	custom-

ers	via	landline	telephones,	which	relied	on	

copper	wires	 laid	 under	 the	 streets,	 along	

with	telex	machines	for	sending	text-based	

messages.	 Some	 larger	 firms	 had	 a	 PBX	

(private	branch	exchange),	which,	acting	as	

a	 telephone	 switch,	 connected	 employees	

internally	with	one	another	and	outside	call-

ers	to	employees.	Most	of	the	telecommu-

nications	providers	in	the	Silver	State	then,	

which	 included	 Nevada	 Bell,	 Cellular	 One	

and	 Nextlink,	 are	 no	 longer	 around	 today,	

having	been	acquired	in	the	interim.	

	 “The	 advances	 have	 been	massive	 and	

numerous,”	 said	 Dave	 Collier,	 president	 of	

the	Nevada	Telecommunications	Association	

(NTA),	a	communications	industry	group	that	

supports	 its	member	organizations	 through	

regulatory,	legislative	and	public	relations	ad-

vocacy	and	provides	a	 forum	 for	education	

   Building Nevada

Michael

Bolognini
Cox Communications

https://www.cox.com/residential/home.html
https://www.cellularoneonline.com/
http://nextlinkinternet.com/
http://www.nevtelassn.org/
http://www.nevtelassn.org/
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   Building Nevada

	 “Whether	 in	 the	 office	 or	 elsewhere,	

any	 device	 with	 an	 IP	 (Internet	 Protocol)	

address	works	with	 our	 platform,	 and	we	

connect	 all	 of	 them	 together,”	 said	 Clark	

Peterson,	 president	 of	 Vonage’s	Business	

Solutions	Group.

	 Vonage’s	 complementary	 offerings	 in-

clude	 contact	 center	 and	 call	 recording	

services,	 virtual	 meeting	 space	 and	 col-

laboration	tools.	Phone	systems	using	Von-

age’s	platform	integrate	with	Google	apps,	

Microsoft	Lync	as	a	service	and	customer	

relationship	 management	 software,	 such	

as	Salesforce,	Zoho	and	Clio.

	 The	use	of	the	Internet	and	the	prolifera-

tion	of	smart	wireless	devices	have	created	

an	environment	where	IP	devices	are	con-

nected	and,	through	apps,	can	collect	and	

exchange	data	with	one	another,	which	 is	

referred	to	as	the	“Internet	of	Things”	(IoT),	

Collier	 said.	Even	cars	can	be	 IP-enabled	

devices.	 AT&T	 connected	 1	 million	 U.S.	

cars	 to	 the	 Internet	 in	 the	 third	quarter	of	

2015	alone.	

	 The	IoT	is	made	possible	by	expansion	

of	the	VoIP	protocol	and	the	Internet,	con-

necting	devices	by	Wi-Fi,	securing	and	sav-

ing	information	electronically	and	text	mes-

saging.	 In	 this	 IoT	 world,	 executives	 can	

use	wireless	 apps	 to	monitor	 productivity	

Major Technological
Advances
	 Voice	 over	 Internet	 Protocol	 (VoIP)	 has	

transformed	 businesses,	 Bolognini	 said.	

VoIP	allows	voice	calls	to	be	made	using	a	

broadband	 Internet	 connection	 versus	 an	

analog	phone	line	by	converting	one’s	voice	

into	a	digital	signal	that	travels	via	the	Web.	

Think	 Skype	 but	 on	 a	 grander	 scale	 and	

with	additional	features	like	call	rerouting	to	

a	cellphone	or	home	phone,	data	storage	to	

the	cloud	and	real-time	remote	problem	res-

olution	by	telecommunications	companies.

	 Vonage’s	 technology,	 for	 instance,	 is	

VoIP-based.	 The	 company	 offers	 busi-

nesses	 cloud-based	 voice,	 data,	 Internet	

and	video	services	delivered	in	one	of	three	

ways:	piggybacking	on	a	customer’s	exist-

ing	 broadband	 connection,	 Vonage’s	 own	

multiprotocol	 label	 switching	 (MPLS)	 net-

work	or	via	the	customer’s	own,	dedicated	

MPLS	or	T1	line.	

and	 information	 exchange	 between	 mem-

bers	and	suppliers.	NTA	is	comprised	of	11	

local	Nevada	exchange	carriers	and	41	asso-

ciate	members,	largely	suppliers.

TELECOM

Dreana Resler
Vice President
Southern NV Group Manager

City National Bank

6085 West Twain Avenue
Las Vegas, NV 89103

P 702.948.1972
F 702.948.1980
dreana.resler@cnb.com

www.cnb.com

ADVERTORIAL PROFILE

 Dreana Resler manages City National’s Twain 
branch and also serves as the bank’s southern Ne-
vada group manager. Resler is responsible for the 
bank’s five branches in the Las Vegas valley. She is 
a 21-year veteran of the banking industry and has 
worked her entire career in southern Nevada. Prior to 
joining City National in 2010, Resler worked for Com-
munity Bank of Nevada and its predecessor Bank of 
Commerce. During her tenure in banking she has also 
worked for Colonial Bank and Bank of America where 
she began her career in 1994.  Resler is a graduate of 
the Clark County School District and attended College 
of Southern Nevada.  She is actively involved in the 
community serving and/or volunteering for a number 
of nonprofit organizations including United Way of 
Southern Nevada, American Heart Association, Las 
Vegas Chamber of Commerce, Junior Achievement, 
Community Services of Nevada (CSNV ), and more.

BANDWIDTH:	the	bit	rate	of	available	or	
consumed	information	capacity.

BROADBAND:	a	wide	bandwidth	data	
transmission	that	can	simultaneously	
transport	multiple	signals	and	traffic	types.

CUSTOMER RELATIONSHIP MANAGEMENT 
(CRM) SOFTWARE:	applications	designed	
to	help	businesses	manage	customer	
data	and	interaction;	access	business	
information;	automate	sales,	marketing	
and	customer	support;	and	also	
manage	employee,	vendor	and	partner	
relationships.

GLOSSARY OF TELECOM TERMS INTERNET OF THINGS (IOT):	the	network	
of	physical	objects	embedded	with	
electronics,	software,	sensors	and	
network	connectivity	which	enable	these	
objects	to	collect	and	exchange	data.

INTERNET PROTOCOL (IP) ADDRESS:	a	
numerical	label	assigned	to	each	device	
that’s	part	of	a	computer	network	that	uses	
the	Internet	Protocol	for	communication.

MULTIPROTOCOL LABEL SWITCHING (MPLS):	
a	mechanism	in	high-performance	
telecommunications	networks	that	
directs	data	from	one	network	node	
to	the	next	based	on	short	path	labels	
rather	than	long	network	addresses.

VOICE OVER INTERNET PROTOCOL (VOIP):	
technology	that	allows	voice	calls	to	
be	made	using	a	broadband	Internet	
connection	versus	an	analog	phone	line	
by	converting	one’s	voice	into	a	digital	
signal	that	travels	via	the	Web.

WEB REAL-TIME COMMUNICATION (WEBRTC):	
technology	that	supports	browser-to-
browser	applications	for	voice	calling,	
video	chat	and	peer-to-peer	file	sharing	
without	requiring	internal	or	external	
plugins,	or	apps.

Dave

Collier
Nevada Telecommunications 
Association, ATT
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or	control	the	thermostat,	lights	or	water	at	

their	office	from	afar.	Businesses	can	take	

credit	 card	 payments	 on	 their	 cellphone	

while	on	 the	move,	conduct	 region-based	

advertising	 using	 GPS	 location	 services	

and	so	much	more.

	 Early	 next	 year,	 Cox’s	 business	 divi-

sion,	 plans	 to	 launch	 cloud-based	 secu-

rity	services	for	small-	and	medium-sized	

businesses.	 Cameras	 will	 monitor	 con-

stantly,	 recording	 video	 to	 the	 cloud,	 al-

lowing	 customers	 to	 access	 the	 system	

via	 an	 IP	 device	 to	 change	 security	 set-

tings,	 view	 footage	 or	 verify	 an	 incident.	

Cox	 Business	 already	 offers	 data,	 voice,	

TV,	 broadband	 and	 networking	 services	

for	small	to	large	businesses.	Its	hospital-

ity	network	provides	the	hotel	and	conven-

tion	industry	high-speed,	wired	and	wire-

less	Internet	along	with	video-on-demand,	

high-definition	digital	cable	and	interactive	

TV	services.	

	 “Many	companies	like	AT&T	are	becom-

ing	 a	 ‘remote	 control’	 for	 peoples’	 lives,”	

said	Collier,	who	also	is	AT&T’s	area	man-

ager	 responsible	 for	 regulatory	 relations	

and	compliance	in	Nevada,	Alaska,	Oregon	

and	Washington.	AT&T,	 a	 telecommunica-

tions	corporation,	offers	landline	and	wire-

less	phone	services	and	high-speed	Inter-

net	to	commercial	entities.

	 Increasing	numbers	of	telecommunica-

tions	 companies	 and	 their	 customers	 are	

moving	 to	 the	 cloud,	 which	 requires	 lots	

of	bandwidth.	The	use	of	fiber	optic	cable	

(versus	copper	wire)	and	bandwidth,	or	the	

bit	rate	of	available	or	consumed	informa-

tion	 capacity,	 “have	 exploded,”	 Peterson	

said.	

	 “It’s	 a	 huge	 transformation	 that’s	 hap-

pening,”	he	added.	“All	content	is	going	to	

be	better	serviced	from	the	cloud.”

	 Whereas	 in	 1997,	 the	 fastest	 available	

Internet	speed	in	Nevada	was	512	kilobits,	

today	Cox	offers	businesses	options	up	to	

10	 gigabits	 because	 the	 demand	 for	 and	

consumption	 of	 data	 have	 grown	 expo-

nentially	 over	 the	 years.	Companies	 need	

   Building Nevada
greater	bandwidth	 to	collect	data	 through	

the	 Internet,	 to	 support	 an	online	product	

or	service	ordering	process	and	to	connect	

to	a	backup	data	center	through	which	they	

use	cloud-based	applications.

	 “Higher	 and	 higher	 bandwidths	 are	

necessary	as	more	of	a	business	presence	

moves	on	to	the	Web,”	Bolognini	said.

	 The	reliability	and	security	of	networks	

have	 improved	 greatly,	 even	 compared	 to	

a	decade	ago.	Great	amounts	of	sensitive	

data	 today	 can	 move	 across	 a	 network	

without	many	errors	and	with	tighter	secu-

rity	than	ever.

	 “Highly	secure	and	mobile	connectivity	

not	 only	 powers	 the	 economy,	 but	 it	 also	

helps	 create	 a	 better,	 more	 sustainable	

world,	from	connected	cars	and	homes	to	

smarter,	more	resilient	energy	grids	to	tools	

that	help	cities	manage	traffic,”	Collier	said.	

“There	 are	 even	 applications	 that	 help	 to	

reduce	pollution.”

	 Recent	 voice	 mail	 innovations	 have	 re-

sulted	 in	 expanded	 connectivity	 between	

businesses	 and	 their	 patrons	 around	 the	

clock.	In	the	past,	callers	could	only	leave	a	

message	for	someone.	Today,	however,	voice	

mail	messages	can	be	shared,	converted	to	

text	messages	and	sent	to	a	mobile	device.	

	 “All	of	these	advances	have	helped	Ne-

vada	businesses	conduct	business	 in	one	

form	or	another	to	make	work	and	life	easi-

er,”	Collier	said.	

What Businesses Want
	 Companies	 are	 gravitating	 to	 the	 con-

venience	of	mobile	services,	secure	remote	

access	 to	 local	 area	 networks	 and	 using	

VoIP	on	phone	systems,	said	Collier.	

	 While	 some	 businesses	 are	 eliminat-

ing	 use	 of	 the	 traditional	 landline,	 there	

remains	 a	 need	 for	 them,	 said	 Bolognini.	

Some	 applications	 require	 them,	 such	 as	

alarm	connections	between	a	business	and	

http://www.tangerine.com
mailto:sales@tangerine.com
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   Building Nevada
	 More	and	more	businesses	are	adding	

Wi-Fi	 functionality	 in	 their	 brick-and-mor-

tar	locations,	both	for	their	employees	and	

their	customers	to	use.

	 “Wi-Fi	has	become	such	a	critical	piece	of	

our	tech	today	and	it	changes	the	perspective	

of	how	we	approach	work,”	said	Bolognini.

	 To	maintain	all	of	the	elements	of	a	com-

pany’s	telecommunications	components—

apps,	phone	system	and	data	network—an	

increasing	amount	of	firms	are	outsourcing	

the	management	of	 it	 to	experts,	 such	as	

the	technology	providers,	rather	than	tack-

ling	it	all	in-house,	he	said.	

Downsides
	 Service	 interruptions	 is	 one	downside,	

particularly	 as	 telecommunications	 solu-

tions	become	more	and	more	complex.	It’s	

a	drawback	that	potentially	could	hamper	a	

business	significantly.	

	 “Outages	are	going	 to	happen,”	Bolog-

nini	 said.	 “No	matter	how	much	advanced	

technology	 is	put	 in,	with	 redundancy	and	

backups,	 it’s	 still	 equipment.	 It’s	 still	 soft-

ware.	There	are	still	going	to	be	those	glitch-

es.	We	still	have	Mother	Nature	to	deal	with.”

	 Companies’	 telecommunications	 sys-

tems	must	be	secure	to	protect	data,	which	

is	not	 always	 the	case,	 and	cybersecurity	

requirements	keep	evolving.	Therefore,	the	

industry	 continues	 to	 seek	 and	 offer	 the	

best	protections	it	can.

	 “With	companies	mobilizing	their	work-

force	 and	 moving	 data	 to	 the	 cloud,	 it	

means	 yesterday’s	 security	 strategies	 are	

no	longer	sufficient,”	Collier	explained.	

	 Not	 all	 telecommunications	 offerings	

are	high	quality,	Peterson	said.	Businesses	

must	be	cognizant	of	 that	and	ensure	 the	

services	they	obtain	deliver	the	quality	level	

they	desire	and	 that	best	 represents	 their	

organization.	

Technology On the Way 
	 “Telecommunications	 technology	 is	

changing	fast	and	getting	more	exciting	ev-

ery	day,”	said	Peterson.

alarm	company.	Also,	 cellular	 service	can	

be	low	quality	and	unreliable	at	times.

	 “I	don’t	see	them	going	away	for	busi-

nesses,”	he	added.	

	 Additionally,	 landlines	 are	 changing.	

Many	 phone	 companies	 are	 converting	

them	 from	 copper	 to	 fiber	 optic	 or	 Eth-

ernet	 connections,	 thereby	 expanding	

bandwidth,	 Peterson	 said.	 Further,	 with	

available	 services	 from	 companies	 like	

Vonage,	businesses	can	keep	their	land-

lines	and	still	get	access	to	various	cloud-

based	telecommunications	capabilities.	

TELECOM
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Peterson
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IN BRIEF

According to research from Spectrum 
Location Solutions, Nevada is ranked 
second for worldwide destinations by 
California companies that relocate or 
expand to out-of-state locations.

	 Companies	 can	 expect	

widespread	 availability	 of	 in-

creasingly	 faster	 Internet	

speeds	 and	 greater	 band-

width—the	latest	is	1	gigabit,	or	

a	speed	of	1,000	megabits	per	

second.	With	it,	about	25	songs	

can	 be	 downloaded	 in	 one	

second	 and	 a	 high-definition	

movie	 in	 one	 minute.	 AT&T’s	

version,	 GigaPower,	 is	 com-

ing	to	Nevada	soon	and	Cox’s,	

G1gablast,	 will	 be	 rolled	 out	

here	in	late	2016	or	early	2017.	

	 The	next	generation	of	cellular	is	5G,	and	

it’s	 expected	 to	 debut	 by	 2020,	 according	

to	 the	 Next	 Generation	 Mobile	 Networks	

Alliance	 (NGMN),	 an	 association	 of	mobile	

operators,	 vendors,	manufacturers	and	 re-

search	 institutes.	 NGMN	 says	 that	 along	

with	faster	speeds,	5G	networks	will	support	

the	IoT	and	additional	uses,	such	as	person-

   Building Nevada

to-person	 or	 person-to-group	 video	 com-

munication	with	extremely	high	resolution.

	 When	it	comes	to	the	IoT,	Web	real-time	

communication	 will	 be	 a	 game	 changer,	

Peterson	said,	as	Web	browsers	will	con-

tain	real-time	voice,	text	and	video	commu-

nications	 capabilities,	 thereby	 eliminating	

the	need	for	apps	as	an	intermediary.	

				“The	future	looks	extremely	

bright,	and	innovation	will	con-

tinue	 to	 provide	 opportunities	

for	 businesses	 in	 regards	 to	

identifying	sales	opportunities,	

targeting	customer	growth,	se-

curely	 transferring	 information,	

communicating	 with	 distribu-

tion	channels	and	even	mobiliz-

ing	and	expanding	sales,”	con-

cluded	 Collier.	 “We’re	 in	 very	

exciting	times	right	now.”

“Wi-Fi has become such a critical 
piece of our tech today and it 

changes the perspective of how
we approach work.”

— Michael Bolognini
Cox Communications
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H

Lease, School
ADDRESS	7777	Eastgate	Rd.,	89011
TENANT	The	University	of	Phoenix
LANDLORD	7777	Eastgate,	LLC
DETAILS	13,135	SF;	$778,642	for	two	years
TENANT’S REP	Matt	Hersh	of	JLL,	Inc.
LANDLORD’S REP	Chris	Emanuel	of	Virtus	
Commercial

N

Sale, Office
ADDRESS	5175	Camino	Al	Norte,	89031
BUYER	Coastline	RE	Holdings	NV	Corp.
SELLER	Nevada	New	Builds,	LLC
DETAILS	6,089	SF;	$350,000
APN	124-33-718-009
SELLER’S REP	Wil	Chaffee	and	Paul	Chaffee	
of	NAI	Vegas

Lease, Industrial
ADDRESS	4900	Engineers	Way,	Ste.	106,	
89081
TENANT	L.D.	Kichler	Co.
LANDLORD	Golden	Triangle	Industrial	Park
DETAILS	82,190	SF;	$1,175,084	for	three	years
TENANT’S REP	Ben	Millis	and	Chris	Beets	of	
Newmark	Grubb	Knight	Frank
LANDLORD’S REP	Donna	Alderson,	SIOR	of	
CBRE

S

Sale, Industrial
ADDRESS	975	White	Dr.,	89119
BUYER	White	Airport	Drive,	Ltd.
SELLER	Piper	Investments,	LLLP
DETAILS	25,265	SF;	$1,165,000
APN	177-03-817-006
BUYER’S REP	Mike	Delew,	SIOR	of	Colliers	
International
SELLER’S REP	Ben	Millis	and	Chris	Beets	of	
Newmark	Grubb	Knight	Frank

Sale, Land
ADDRESS	700	Grier	Dr.,	89119
BUYER	Ten15	Development,	LLC
SELLER	Sunset	Grier,	LLC
DETAILS	3.08	acres;	$1.9	million
APN	177-03-110-006
BUYER’S REP	J	Dapper	of	Dapper	
Companies
SELLER’S REP	Charles	Creigh	of	NewMarket	
Advisors

E

Sale, Office
ADDRESS	1380	E.	Sahara	Ave.	&	2408	Pardee	
Pl.,	89104
BUYER	Consulting	Advisors	of	Nevada,	LLC
SELLER	Rusty	Croissant,	LLC
DETAILS	5,540	SF;	$650,000
APN	162-02-410-116	&	162-02-410-117
BUYER’S	REP	Amy	Kyzykyan	of	Realty	One	
Group
SELLER’S	REP	Matt	Feustel	of	Virtus	
Commercial

Sale, Retail
ADDRESS	1100	E.	Charleston	Blvd.,	89104
BUYER	Ten15	Development,	LLC
SELLER	Huntridge	Shopping	Center,	LLC
DETAILS	64,535	SF;	$5.2	million
APN	162-03-513-004
BUYER’S REP	J	Dapper	and	Andrea	Catalano	
of	Dapper	Companies
SELLER’S REP	Chris	Richardson,	CCIM	and	
Jason	Otter	of	Logic	Commercial	Real	Estate

Sale, Industrial
ADDRESS	2572	Abels	Ln.,	89115
BUYER	R	Dog	House,	LLC
SELLER	Claremont	Hotel,	Inc.
DETAILS	5,390	SF;	$415,000
APN	140-17-410-007
BUYER’S REP	Bridget	Richards,	CCIM	of	
Colliers	International
SELLER’S REP	Jason	Lesley,	CCIM	and	Josh	
Smith	of	Colliers	International

Lease, Industrial
ADDRESS	6210	E.	Tropical	Pkwy.,	89115
TENANT	Matrix	NV,	LLC
LANDLORD	Venture	Point,	LLC
DETAILS	28,360	SF;	$1,246,512	for	four	years
REP (BOTH)	Mel	Koich	and	Craig	Summers	
of	Gatski	Commercial	&	Ryan	Hinton	of	Virtus	
Commercial

[BC]  BOULDER CITY  [E]  EAST  [H]  HENDERSON  [N]  NORTH  [NW]  NORTHWEST  [O]  OTHER  [S]  SOUTH  [SW]  SOUTHWEST  [WC]  WASHOE COUNTY

DEAL TRACKER

SW

Sale, Retail
ADDRESS	7225	S.	Durango	Dr.,	89113
BUYER	PW	Investment,	Inc.
SELLER	Maroon	DPR	Holdings,	LLC
DETAILS	7,748	SF;	$1,850,000
APN	176-05-819-003
BUYER’S REP	Jeff	Berg	and	Mica	Berg	of	The	
Berg	Team	–	Sperry	Van	Ness
SELLER’S REP	Rob	Moore	of	Ferris	Lee	
Investment

Sale, Retail
ADDRESS	8130,	8320,	8380,	8390	W.	Sahara	
Ave.,	89117
BUYER	KAP	Holdings,	LLC
SELLER	Great	American	Plaza,	LLC
DETAILS	30,447	SF;	$10,850,000
APN	163-04-416-007,	163-04-416-003	&	163-
04-416-002
SELLER’S REP	Marlene	Fujita	Winkel,	CCIM	
and	Charles	Moore	of	CBRE

Sale, Retail
ADDRESS	4160	–	4180	Fort	Apache	Rd.,	89148
BUYER	Madan	Family	Trust
SELLER	TAG	Fort	Apache,	LLC
DETAILS	21,800	SF;	$4.6	million
APN	163-20-116-003
SELLER’S REP	Chris	Richardson,	CCIM	and	
Jason	Otter	of	Logic	Commercial	Real	Estate

Sale, Land
ADDRESS	SEC	of	Blue	Diamond	Rd.	&	
Decatur	Blvd.,	89139
BUYER	318	Blue	Diamond	Place,	LLC
SELLER	Blue	Diamond	Place,	LLC
DETAILS	3.65	acres;	$4	million
APN	177-18-303-045
SELLER’S REP	Wil	Chaffee	and	Paul	Chaffee	
of	NAI	Vegas

WC

Project, Mixed-Use
ADDRESS	1400	Avenue	of	the	Oaks,	89431
CONTRACTOR OF RECORD	Silverwing	
Development
DETAILS	Locally	based	Silverwing	
Development	with	CWX	Architects	have	begun	
construction	on	the	Fountainhouse	Community	
at	Victorian	Square.	Phase	1	will	consist	of	
236	multi-family	units	and	8,400	SF	of	retail	
space	expected	to		be	completed	Spring	of	
2016.	There	will	also	be	10	buildings	of	condos/
apartments	and	two	multi-use	buildings.	
This	represents	a	$35	million	investment	in	
downtown	Sparks.
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http://www.nevadabusiness.com/2015/12/red-report-december-2015/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20December%202015
http://www.nevadabusiness.com/2015/12/red-report-december-2015/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20December%202015
http://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20December%202015
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   Red Report

Sale, Office
ADDRESS	105	Cal	Ln.,	89431
BUYER	JD	Castellanos	Enterprises,	LLC
SELLER	Manoukian	Family	Trust
DETAILS	11,416	SF;	$550,000
APN	034-300-10

Sale, Office
ADDRESS	661	Sierra	Rose	Dr.,	89511
BUYER	Snodaze	Adventures,	LLC
SELLER	Feigin	Trust
DETAILS	6,017	SF;	$1.3	million
APN	040-941-15
SELLER’S REP	Tom	Fennell	of	Dickson	
Commercial	Group

Sale, Retail
ADDRESS	5015	Kietzke	Ln.,	89511
BUYER	GGC	Real	Estate	Investments	I	LP
SELLER	ARCP	RL	Portfolio	III,	LLC
DETAILS	7,303	SF;	$3,945,469
APN	040-951-07

Sale, Other
ADDRESS	808	Glendale	Ave.,	89431
BUYER	Big	Julie,	Inc.
SELLER	Tholl	Properties,	LLC
DETAILS	7,670	SF;	$1,550,000
APN	032-302-59

http://www.panattoni.com
http://www.panattoni.com
http://www.nevadabusiness.com
http://www.nevadabusiness.com/2015/12/red-report-december-2015/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20December%202015
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SOUTHERN NEVADA NORTHERN NEVADA

	 On	 the	 eve	of	 a	dynamic	Q2,	 activity	

within	the	Northern	Nevada	office	market	

decelerated	in	Q3.		Historically,	it	has	not	

been	abnormal	 to	 see	fluctuation	 in	 ten-

ant	and	owner	user	inquiries	in	Q3	perfor-

mances	and	 the	market	will	 see	positive	

growth	and	absorption	by	year	end.

	 The	 market	 experienced	 approxi-

mately	84,000	square	feet	of	negative	net	

absorption.	 	 The	majority	 of	 this	 can	 be	

attributed	to	the	release	of	space	located	

at	885	and	887	Trademark	Drive.	 	These	

two	 buildings	 were	 originally	 single	 ten-

ant	 facilities	 that	 are	 being	 repositioned	

as	multi-tenant	predicting	that	new	own-

ership	is	on	the	horizon.		

	 This	 leads	 to	 the	 discussion	 point	 of	

the	 rate	 spectrum	 specific	 to	 the	 South	

Meadows	submarket.	The	spread	in	com-

parative	 rates	 between	 freeway	 situated	

office	buildings	and	 infill	 office	buildings	

is	 at	 a	 peak.	 	 While	 NevDex	 Properties	

achieves	 rates	 over	 $2.00	 per	 square	

foot/month,	full	service,	property	owners	

of	buildings	interior	to	this	suburban	mar-

ket	are	experiencing	rates	of	20	to	30	per-

cent	less.		This	is	not	only	attributable	to	

freeway	visibility	and	access,	but	the	re-

condition	of	 the	assets	 in	 recent	months	

with	 high-energy,	modern	 common	 area	

finishes.													

	 The	 market	 stands	 at	 15.92	 per-

cent	 vacancy.	 Predicting	 approximately	

40,000	square	 feet	of	net	new	occupiers	

to	the	market	Q4,	year-end	should	result	

in	a	15	percent	overall	vacancy,	finishing	

stronger	than	we	started	2015.

	 Las	 Vegas	 Valley	 “spec	 office”	 vacancy	

rates	during	Q3,	2015	declined	0.3	points	 to	

21.3	 percent	 from	 Q2,	 2015.	 Compared	 to	

Q3,	2014,	the	office	vacancy	rate	is	down	0.3	

points,	from	21.6	percent.	Q3’s	vacancy	rate-

decline	means	that	the	Valley’s	office	market	

has	been	improving	for	seven	of	the	last	eight	

quarters.	 Vacancy	 rates	 ranged	 from	 15.2	

percent	for	Class	C	space	to	32.4	percent	for	

Class	A	space	at	the	end	of	Q3.

	 There	was	one	spec	office	completion	in	Q3.	

This	was	the	Class	B	47,000-square-foot	Corona	

del	Mar	Corporate	Center	in	the	southwest	sub-

market.	On	a	year-over-year	basis,	completions	

stand	at	269,900	square	feet.	For	Q3,	the	Valley’s	

spec	 office	 inventory	 ticked	 up	 to	 43.1	million	

square	feet.

	 Net	 absorption	 in	 the	 Valley’s	 Spec	 Of-

fice	sector	for	the	quarter	was	200,200	square	

feet.	On	a	year-over-year	basis,	net	absorption	

was	353,800	square	feet.	By	product,	medical	

led	the	way	with	291,000	square	feet.	Class	C	

posted	178,500	square	 feet	 in	gains,	 followed	

by	Class	A	with	119,800	square	 feet.	Class	B	

brought	up	the	rear,	posting	a	year-over-year	net	

negative	absorption	of	-235,400	square	feet.

	 Spec	 office	 space	 under	 construction	 in	

Q3	 was	 218,000	 square	 feet.	 Two	 projects	

comprised	this	space:	Phase	2	of	Tivoli	Village	

in	 the	 northwest	 submarket	 (Class	A-68,000	

square	feet)	and	the	Union	Village	Medical	of-

fice	 building	 in	 Henderson	 (Class	 A-150,000	

square	feet),	part	of	a	new	mixed-use	devel-

opment	 that	 includes	 the	 142-bed	 Hender-

son	Hospital	as	the	anchor.	Lastly,	there	were	

419,600	square	feet	of	planned	office	space	at	

the	end	of	the	third	quarter.

   Commercial RE Report

OFFICE
SUMMARY
THIRD	QUARTER	2015

Southern Nevada analysis and statistics compiled by

RCG Economics, Northern Nevada analysis and

statistics compiled by Dickson Commercial Group.

TOTAL MARKET

Total Square feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

CLASS A

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

CLASS B

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

CLASS C

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

Las Vegas Reno

NEXT MONTH: RETAIL
ABREVIATION KEY

MGFS:

SF/MO:

NNN:

Modified Gross Full-Service

Square Foot Per Month

Net Net Net

OFFICE
THIRD QUARTER

7,472,885

1,189,683

15.92%

0

 (84,683)

$1.64

0

80,000

4,252,989

 663,466 

15.60%

0

 (29,966)

$1.74 

0

80,000

1,949,248

237,808

12.20%

0

 (2,808)

$1.45

0

0

1,270,648

227,572

17.91%

0

  - 0

$1.25 

0

0

43,055,696

9,157,537

21.3%

47,000

200,170

$1.91

218,000

419,565

 

6,379,602

2,064,861

32.4%

0

-19,450

$2.16

68,000

125,000

 

14,023,953

3,265,366

23.3%

47,000

25,816

$1.87

0

61,000

 

15,478,518

2,353,830

15.2%

0

172,866

$1.77

0

181,565

http://nevdexproperties.com/
http://www.rcg1.com/
http://www.dicksoncg.com/
http://www.nevadabusiness.com/2015/12/office-summary-third-quarter-2015/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20December%202015
http://www.nevadabusiness.com/2015/12/office-summary-third-quarter-2015/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20December%202015
http://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20December%202015
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he	 first	 estimate	 for	 U.S.	 real	 gross	
domestic	product	 (GDP)	 for	 the	third	
quarter	of	2015	reports	a	1.5	percent	
annualized	growth	rate,	a	61	percent	
decline	from	the	second	quarter.	De-

spite	 modest	 growth,	 the	 Bureau	 of	 Economic	
Analysis	stated	that	U.S.	domestic	consumption,	
which	accounts	for	about	two-thirds	of	real	GDP,	
remained	strong.	More	specifically,	personal	con-
sumption	 expenditures,	 state	 and	 local	 govern-
ment	spending,	business	investment	and	residen-
tial	 investment	 contributed	 positively	 to	 growth;	
while	private	inventory	investment	and	net	exports	
contributed	negatively.	Spurred	by	a	U.S.	nonfarm	
employment	increase	of	271,000	jobs	in	October,	
the	unemployment	 rate	dropped	 from	5.1	 to	5.0	
percent,	its	lowest	level	since	April	2008.	Housing	
starts	increased	strongly	both	month-over-month	
and	 year-over-year	 in	 September,	 and	 housing	
prices	increased,	suggesting	that	the	recovery	in	
U.S.	real	estate	markets	will	continue.	Auto/truck	
sales	 remained	 robustly	 above	 their	 respective	
levels	from	last	year	and	last	month.	Retail	sales	
also	showed	a	firm	year-over-year	growth.
	 Overall,	 the	 Nevada	 economy	 posted	 sig-
nificant	 positive	 signals	 from	 the	 most	 recent	
data	 releases.	 The	 Nevada	 unemployment	 rate	
fell	 from	6.8	percent	 to	6.7	percent.	August	 tax-
able	 sales	 experienced	 a	 stable	 year-over-year	
growth,	up	2.2	percent.	Gasoline	sales	displayed	
strong	growth	both	month-over-month	and	year-
over-year,	up	by	4.7	percent	and	6.0	percent,	re-
spectively.	Total	air	passengers	increased	by	5.8	
percent	 year-over-year,	 and	 gaming	 revenue	 in-
creased	1.5	percent	year-over-year.
	 For	 Clark	 County,	 mixed	 signals	 emerged.	
Seasonally	 adjusted	 employment	 fell	 from	 Au-
gust	to	September	by	0.3	percent	but	increased	
2.3	 percent	 year-over-year.	 Total	 air	 passengers	
at	McCarran	Airport	rose	5.9	percent	from	a	year	
earlier.	 September	 visitor	 volume	 increased	 5.9	
percent	 from	 last	 year.	 Clark	 County’s	 taxable	
sales	and	gasoline	sales	for	August	were	1.8	per-
cent	and	6.6	percent	above	those	of	a	year	earlier,	
respectively.	Residential	permits	fell	30.4	percent	
from	 a	 year	 ago,	 and	 commercial	 permits	 re-
mained	at	a	low	level.	Gaming	revenue	gained	1.3	
percent	compared	to	September	2014.	
	 The	 most	 recent	 data	 showed	 somewhat	
less	mixed	signals	 for	Washoe	County.	The	Re-
no-Sparks	 seasonally	 adjusted	 employment	 in-
creased	by	0.4	percent	from	August	to	September	
and	rose	3.2	percent	from	a	year	ago.	September	
visitor	 volume	 and	 total	 passengers	 increased	
3.0	 percent	 and	 4.3	 percent,	 respectively,	 from	
last	year.	Taxable	sales	for	August	increased	6.9	
percent	year-over-year,	and	gaming	revenues	for	
September	increased	8.1	percent	from	a	year	ear-
lier.	Nevertheless,	residential	permits	fell	substan-
tially,	33.3	percent	from	a	year	ago.	

The views expressed are those of the authors and do not 
necessarily represent those of the University of Nevada, Las 
Vegas or the Nevada System of Higher Education.

Sources: Nevada Department of Taxation; Nevada Department of Employment, Training, and Rehabilitation; UNR Bureau of 
Business and Economic Research; UNLV Center for Business and Economic Research; McCarran International Airport; Reno/Tahoe 
International Airport; Las Vegas Convention and Visitors Authority; Reno-Sparks Convention and Visitors Authority; U.S. Department 
of Commerce; U.S. Bureau of Labor Statistics; U.S. Census Bureau; U.S. Federal Reserve System.

*Growth data represent change in the percentage rate, **Reflects the Reno-Sparks MSA which includes Washoe and Storey Counties, ***Recent growth is an annulized rate

Giorgio Canarella, Economist

Jinju Lee, Eonomic Analyst

UNLV Center for Business
and Economic Research

GROWTH

DATE LATESTUNITS PREVIOUS YEAR AGO RECENT YEAR AGO COMMENTS
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4.177

916.35

4.129

104.65

914.7

6.7

3.077

780.35
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26

3.779

71.13
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210.2

6.2

0.611

71.45

160
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243.2
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DATA

Employment

Unemployment Rate*

Taxable Sales

Gaming Revenue

Passengers

Gasoline Sales

Employment

Unemployment Rate*

Taxable Sales

Gaming Revenue

Residential Permits

Commercial Permits

Passeng..ers

Gasoline Sales

Visitor Volume

Employment **

Unemployment Rate*

Taxable Sales

Gaming Revenue

Residential Permits

Commercial Permits

Passengers

Gasoline Sales

Visitor Volume

Employment

Unemployment Rate

Consumer Price Index

Core CPI

Employment Cost Index

Productivity Index

Retail Sales Growth

Auto and Truck Sales

Housing Starts

Real GDP Growth***

U.S. Dollar

Trade Balance

S and P 500

Real Short-term Rates*

Treasury Yield Spread

Note: NSA = Not Seasonally Adjusted, SA = Seasonally Adjusted

   Business Indicators
NEVADA

CLARK COUNTY

WASHOE COUNTY

UNITED STATES

T

http://www.bea.gov/
http://www.bea.gov/
https://www.mccarran.com/
http://cber.unlv.edu/
http://www.nevadabusiness.com/2015/12/business-indicators/
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What changes do you expect
2016 to bring for Nevada?

“2016 is going to be great 
for Southern Nevada. 
Thanks to the ego-
humbling recession, we 
know collaboration is key 
to long-term economic 
success. Together, we 
are making real progress 
toward investing in 
infrastructure that makes 
a community thrive.”

“Nevada should expect 
continued economic 
strengthening, especially 
from new construction 
developments, a rise in 
our national education 
ranking, massive turnover 
in the Legislature and 
legalized recreational 
marijuana in 2016.”

“We have seen a significant 
increase in Medicaid 
covered lives in Nevada. 
As the economy continues 
to improve we will see 
additional Medicare 
lives relocate to Southern 
Nevada and gradual 
growth of our workers 
compensation and group 
health business.”

“These are transformational 
times. Nevadans understand 
the connectivity of our 
region, including economic 
development, education, 
transportation and land use.  
Together we are making 
informed decisions that 
ensure a brighter future for 
our state.”

“Due to our professional 
industries, Vegas is a 
plastic surgery ‘hot spot’ 
outperforming the rest of 
the country. As the job 
market grows in 2016, the 
desire for executives to 
look fresh and young will 
only increase.”

Erica Harvey | Director of Operations 
Radman Hospitality

Matt Smith | Regional Vice President of 
Development, ATI Physical Therapy

Tina Quigley | General Manager
Reginal Transportation Commission of 
Southern Nevada

Debra March | Henderson Mayor Pro 
Tem, City of Henderson

Margi Grein | Executive Officer
Nevada State Contractors Board

Dr. Arthur Cambeiro | Owner
SurgiSpa

“Large construction 
projects, such as Tesla 
Motors, Inc.’s, multi-billion 
dollar ‘Gigafactory’, are on 
the horizon for 2016 and 
will have the potential to 
create thousands of new 
jobs for Nevadans while 
providing a boost to the 
state’s economy.”

   Last Word

https://www.facebook.com/radman.hospitality
https://www.facebook.com/radman.hospitality
http://www.rtcsnv.com/
http://www.nscb.nv.gov/
http://www.atipt.com/
http://www.cityofhenderson.com/
http://www.surgispa.net/
http://www.nevadabusiness.com/2015/12/30145/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20December%202015
http://www.nevadabusiness.com/2015/12/30145/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20December%202015
http://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20December%202015


RedefiningDeliciou s

New Restaurants NOW OPEN

Macy’s • JCPenney • Dillard’s

Kohl’s • Dick’s Sporting Goods

And over 140 shops, restaurants and services

702-434-0202    www.GalleriaAtSunset.com

Stay connected:

http://www.GalleriaAtSunset.comStay
http://www.galleriaatsunset.com


You feel the need to grow. To expand.  

To build your business into a juggernaut. 

You need Nevada State Bank. Our 

specialists have vision. And know-how. 

And real pioneering spirit, with a drive  

to make things happen. This is your 

future we’re talking about. So talk to 

a bank that gets it. And gets it right.

BRING YOUR BANKING HOME.

BANKING MEANS IMPROVING 

Product terms and conditions apply.  

nsbank.com  |  866.542.1121

http://www.nsbank.com



