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Commerce Tax REPEAL
 Passed during the 2015 legislative session in Nevada, the Commerce Tax, or Senate 
Bill 483, has been a sore spot for business owners over the past two years. It’s a frustrat-
ing tax for several reasons, not the least of which is, the year before, Nevadans voted 
against a similar tax only to have the legislature push it through the very next year despite 
majority wishes. Now, however, it seems as though this thorn in business’ side has the 
possibility of being relieved.
	 Ron	Knecht,	chief	fiscal	officer	for	the	state	and	a	Republican,	has	joined	with	for-
mer Las Vegas city councilman Bob Beers, also a Republican, to form the Repeal the 
Commerce Tax, Inc. political action committee (PAC). The PAC’s goal is to repeal the 
commerce	tax	on	gross	revenue	of	businesses	that	exceed	$4	million	in	a	fiscal	year.	Cur-
rently, the potential ballot measure is in the signature-gathering phase and needs 112,544 
signatures by mid-June of next year. 
 The ballot measure has several supporters including Attorney General Adam Laxalt 
who is running for governor and will, himself, be on the ballot next November. However, 
among it’s biggest detractors is current Governor Brian Sandoval who has said that re-
pealing the tax would cause irreparable harm to education programs and that, “every 
single program would be eliminated.” It’s no surprise Governor Sandoval is against a 
repeal of the tax, he and his cronies were instrumental in pushing it through the 2015 leg-
islature. However, it’s a bit much to say that a repeal of the tax, the stated intent of which 
is	to	fund	education,	would	have	such	a	detrimental	effect	on	education.
 Let’s consider the numbers for a moment. According to a recent Legislative Counsel 
Bureau analysis, a repeal of the commerce tax could cost the state government about 
$161.3	million	in	fiscal	year	2019.	In	fiscal	years	2020	and	beyond,	the	financial	impact	of	
the	repeal	would	drop	to	about	$97	million.	The	commerce	tax	brought	in	$143.5	million	
in	state	revenue	for	fiscal	year	2016.	So,	according	to	best	estimates	and	reports,	we’re	
looking	at	a	loss	of,	between,	$97	million	on	the	low	end	and	$161.3	million	on	the	high	end	
of the spectrum.
	 No	doubt,	that’s	a	significant	chunk	of	change	should	the	commerce	tax	be	repealed.	
However, let’s look for a moment at some of the other tax-related issues this state has 
been	a	part	of	in	the	past	few	years.	I’m	specifically	thinking	of	tax	abatements	for	large	
companies to move here, a trend that Nevada’s leadership has been too apt to fall into. 
According	to	a	newly	released	report	from	the	Nevada	State	Controller’s	Office,	as	a	con-
sequence	of	corporate	tax	abatements,	in	fiscal	year	2017	the	state	will	forego	over	$180	
million in tax dollars. That’s about $20 million more than the highest estimate of tax losses 
from a repeal of the commerce tax. 
 I have a question … if the commerce tax hasn’t, as the governor says, “hurt our ability to 
attract great companies to the state,” then why exactly are we giving away such a huge chunk 
of tax dollars trying to get companies to move here? The numbers aren’t lying and, just by 
looking	at	the	largest	estimated	loss	from	a	commerce	tax	repeal	and	the	2017	estimates	of	
losses from tax abatements, the state is in the red. Nevada business has been built on tax-
friendliness. Not only are we abandoning that concept, we’re giving large companies huge tax 
abatements	to	keep	the	illusion	alive	and	small	business,	our	backbone,	is	suffering.
CALL TO ACTION: Sign the petition for Repeal the Commerce Tax and, on November 6, 
2018,	vote	to	repeal	the	commerce	tax.	It’s	time	state	officials	pay	attention.	It’s	also	time	
Nevada	businesses	are	protected	and	allowed	to	flourish	and	the	best	way	to	do	that	is	to	
repeal a toxic tax while pushing for reform in both education and taxes.

2 Chronicles 7:14 (NKJV) “If my people who are called by My name will humble them-
selves, and pray and seek My face, and turn from their wicked ways, then I will hear 
from heaven, and will forgive their sin and heal their land.”

The Process Begins
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AN OFTEN 
OVERLOOKED 
NECESSITY

WHEN	 asked	 the	 significance	 of	 a	 company	 succession	
plan, experts were united when they explained the absolute 
necessity of a good plan.
 “[Succession planning] may be the most important thing 
for a business and it is for sure the thing that is done less 
well,” said Carl Rowe, founder and senior consultant of 
Clarity Advisors to Management, which provides solutions 
to struggling companies. 
 “It’s crucial,” concurred Brooke Borg, founder and at-
torney, Borg Law Group in Las Vegas, who practices in the 
areas of estate planning and probate and business law. 
 “It is irresponsible to not have a written succession plan,” 
said Gian Brown, attorney with Holland & Hart in Las Vegas, 
who specializes in corporate transactions. “Irresponsible to 
your co-owners, your employees, your family, your custom-
ers and your vendors.”

By Doresa Banning

https://www.nevadabusiness.com/2017/12/succession-plan-often-overlooked-necessity/#utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20December%202017
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 A succession plan is a well-thought out, 
documented strategy for how operation of an 
enterprise will transition and continue with com-
petent, future leadership should an owner or 
key executive become unable to perform their 
duties due to retirement, disability or death.
 According to Brown, some of the ques-
tions a good plan answers are: 
•	 If something happens to me or a key 

executive, when I or they want to retire, 

how will the business go on? 
•	 How do I protect myself as the owner? 
•	 What will happen to my family? 
•	 Who will take my place? 
•	 Who will take the executive’s place? 
•	 How will the replacement get trained to 

take over? 
•	 If something happens to one of my part-

ners, what does the future of the op-
eration look like? 

 A business succession plan isn’t only 
necessary for the owner of a company, 
but also, “for all of your key positions, the 
whole C suite, if you will,” Rowe said. He 
noted it’s referred to as management de-
velopment. “You don’t want to get caught 
losing a key person,” Rowe added.  
 There’s tremendous value in having 
those details worked out and formalized.
 “Once you have [a succession plan] 
in place, it’s peace of mind because you 
know that your business can continue on 
successfully,” Borg said. “If it’s in writing 
and the parties follow the plan, then usu-
ally, it works without a hitch.”

Bleak Situations
to Avoid
 The consequences of not having a suc-
cession plan can be dire if, for example, 
something drastic and unexpected sud-
denly impacts an owner or executive. In 
one of the most common, worst cases, the 
company “ceases to exist,” Rowe said.
 Borg has also seen that scenario play 
out numerous times. “We have horror story 
after horror story of clients who didn’t have 
a succession plan in place and the unthink-
able happens and the business they’ve 
worked years to build fails,” explained Borg. 
“Nobody knows who’s going to step up or 
should	step	up	or	there’s	fighting	between	
key employees, the heirs to the business or 
the owners and they can’t make it work.”
 Having no succession plan could lead 
to	lawsuits	being	filed	against	the	company	
because, perhaps, it no longer is meeting 
its obligations in the manner expected or at 
all, Brown said. This could happen despite 
the	 best	 intentions	 and	 efforts	 of	 the	 re-
maining	staff	in	trying	to	keep	the	operation	
afloat.	
 Oftentimes, “protracted chaos and un-
certainty” ensue, Brown added. Employ-
ees, management, customers and ven-
dors are thrown into limbo with no clear 
way out. In such a situation, details can get 
overlooked.

SUCCESSION PLANNING   Cover Story
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 “More importantly, it makes for a situa-
tion that is ripe for exploitation by people 
who have agendas,” said Brown. “It is 
handing the keys to your competitors.”

Tough Issues to Tackle
 “Only a small number of companies do 
succession planning,” Rowe said, despite 
the gravity of the reasons for doing so and 
the bleakness of the outcomes when not 
having done one. 
 A major reason is that developing such 
a	 strategy	 can	 be	 daunting	 and	 difficult,	
particularly when it comes to the emotional 
aspects. 
 “It’s all about emotion, legacy and big 
scary existential issues, Brown said. “It’s 
the	 sticky	 stuff,	 the	human	 stuff”	 that	 can	
bog down the process.
	 Those	difficult	parts	 include	 facing	and	
contemplating one’s mortality, having frank 
discussions with employees and family 
members and dealing with family expecta-
tions, dynamics and baggage. People, of-
tentimes, don’t want to think about those 
issues and/or don’t want to discuss their 
feelings and desires. In addition, they’re 
busy running their company. 
 Others may not fully understand they 
need a succession plan, what it protects 
against, what it looks like or how to go about 
creating one, Borg said. They may have 
misguided ideas about it. For instance, they 
may think their business will go automati-
cally to their heirs upon their retirement or 
their death. However, that might not be best 
for the enterprise, as they may not want it, 
or may not be suited to run it.

The Timing Elements
 Ideally, a succession plan should be cre-
ated soon after starting a business, Brown 
said, so it’s ready when it’s needed. In fact, 
startups	seeking	financing	and	companies	
that bid for government contracts must 

CONTINUES ON PAGE 41
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   Feature Story 

EVEN in	an	era	filled	with	bright	economic	statistics,	the	mid-
year report from the Credit Union League of Nevada stood out.
 The industry group reported that credit union deposits in 
Southern Nevada rose by 8 percent year-over-year while total 
loans were up 10 percent.

The Growth of Financial 
Cooperatives

C R E D I T      U N I O N S

By John Seelmeyer

https://www.nevadabusiness.com/2017/12/credit-unions-growth-financial-cooperatives/#utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20December%202017
https://www.nevadabusiness.com/2017/12/credit-unions-growth-financial-cooperatives/#utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20December%202017


13DECEMBER 2017   NEVADA BUSINESS MAGAZINE

   Feature Story 
 In booming Northern Nevada, mid-year 
deposits rose 12 percent over year-earlier 
numbers and loans were up by 16 percent.

Recovery and Growth
 “We’re beyond the recovery phase,” said 
Dennis Flannigan, a director of the Credit 
Union	 League	 and	 chief	 executive	 officer	
of Reno-based Great Basin Federal Credit 
Union. “We’re stronger than we’ve ever been.”
	 While	 the	 growth	 figures	 are	 eye-
catching,	so	are	the	total	amounts	of	finan-
cial activity they represent. Nevada credit 
unions hold nearly $4.2 billion in deposits 
($2.8 billion in Southern Nevada and $1.36 
billion in Northern Nevada. Their loans, 
meanwhile,	approach	nearly	$2.75	billion	
($1.75	 billion	 in	 Southern	 Nevada,	 $941	
million in the Northern Nevada).
 Just to put this into context, FDIC re-
ports show commercial banks in Nevada 
held	$67.3	billion	in	deposits	at	the	end	of	
last year — 16 times more than the com-
bined total for credit unions.
 But unlike commercial banks, which 
are largely focused on business accounts, 
credit unions draw most of their business 
from consumers. Rising consumer con-
fidence	 is	 driving	 strong	 growth,	 credit	
union executives explained.
 “People are feeling much more com-
fortable about their jobs,” said Rick 
Schmidt, president and chief executive 
officer	of	$168	million	(total	assets)	West-
Star Credit Union, headquartered in Las 
Vegas. “Tourism is back. Construction 
has improved. The state is back.”
 It’s the same story in Northern Nevada, 
where exceptionally strong increases in 
jobs and population provide the fuel for 
growth in credit unions, said Flannigan.
 As credit union members feel better 
about their jobs, they’re stashing more 
into their savings accounts. Membership 
growth	in	Southern	Nevada	in	the	first	half	
of this year, for instance, was 2 percent 
year-over-year. However, deposits grew 
four times more quickly. Ditto for Northern 

Nevada, where deposits grew at twice the 
pace of the 6 percent increase in credit-
union membership.

Increase in Loans
 At the same time that Nevada consum-
ers are feeling better, they also need to 
catch up with investment that they de-
ferred through the recession, Schmidt 
said. Pent-up demand for new vehicles 
and home improvement projects supports 
stronger-than-expected lending in both 
sectors.
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CREDIT UNIONS   Feature Story
 “This is the best lending year we’ve 
had	since	2007,”	Schmidt	added.
 Most credit unions aggressively court 
new-vehicle loans, working directly with 
their members and indirectly through 
dealers	whose	finance	departments	offer	
credit-union	financing.
 That lending segment has been re-
covering quickly. New-auto loans on the 
books of Southern Nevada credit unions 

midway	through	this	year	totaled	$171	mil-
lion, the Credit Union League said. While 
that’s a long shout from the peak of $486 

million in auto loans reached in 2006, it’s 
more than triple the low of $52 million re-
ported by Southern Nevada credit unions 
in 2014.
 In Northern Nevada, the Credit Union 
League said credit unions held $118 mil-
lion in new-car loans at mid-year. That’s a 
level that hasn’t been reached since 2010 
and it’s 84 percent higher than the low of 
$64 million in auto loans held by credit 
unions as recently as 2013.
 Used-car lending, meanwhile, is up 
16 percent at credit unions on both ends 
of the state, setting new records in the 
process. In Southern Nevada, used-car 
loans	have	reached	a	record	$490	million.	
In Northern Nevada markets, they total 
$279	million.
 Flannigan noted, however, that auto-
motive lending in Northern Nevada has 
cooled just the tiniest bit, apparently be-
cause consumers are keeping cars longer 
and trading less often.
	 However,	 credit	 unions	 are	 finding	 all	
sorts of opportunities in the automotive 
sector.
 One sweet spot for Silver State 
Schools Credit Union, for instance, has 
been	running	targeted	campaigns	to	refi-
nance high-rate auto loans with lower-rate 
credit	union	financing,	 said	Scott	Arkills,	
the	 president	 and	 chief	 executive	 officer	
of	the	$732	million	(total	assets)	organiza-
tion in Las Vegas.
 Growth in real estate lending has been 
much more measured, although it’s pick-
ing up steam in the Reno-Sparks market. 
That’s not surprising for credit unions that 
were knocked to their knees by the col-
lapse of the Nevada real estate market 
during the recession.
	 First	mortgages	 accounted	 for	 $876	
million of the loan portfolios of Southern 
Nevada credit unions at mid-year. That’s 
a 3 percent increase over year-earlier 
figures, but the Credit Union League 
noted that the pipeline of new first mort-
gages at Las Vegas credit unions on 

Rick
Schmidt
WestStar Credit Union
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   Feature Story
June 30 was down by 2 percent from a 
year earlier.
 In the booming residential markets 
around Reno and Sparks, credit unions’ 
first	 mortgages	 totaled	 $309	 million	 at	
mid-year — the highest ever — and origi-
nations in the pipeline were 215 percent 
ahead of the previous year.
 Home-equity lending, meanwhile, shows 
the same split between Las Vegas and 
Reno markets. 
 At $84 million, the home-equity lines 
of credit on the books at Las Vegas-ar-
ea credit unions in June were the lowest 
since 2002. Some relief was promised by 
a pipeline of new loans that was 34 per-
cent	over	year-earlier	figures.	
 But, in Reno, the $62 million in home-
equity loans that were outstanding in 
June marked the highest level since 2011 
and was approaching the all-time record 
of $84 million on the onset of the reces-
sion	in	2009.

New Business Ventures
 While car loans and mortgage are the 
bread-and-butter of credit unions’ lend-
ing, some institutions are beginning to 
venture into business lending as well.
 The mid-year report by the Credit 
Union League found that business loans 
at Northern Nevada institutions totaled 
$27	million,	while	Southern	Nevada	credit	
unions were carrying $16.6 million in busi-
ness	 loans	 in	 their	 portfolios.	 Those	 fig-
ures don’t include any loans for business 
real estate.
 Some of the increased business lend-
ing by credit unions is a response to the 
void left by the closure of more than a 
dozen traditional community banks in 
Nevada during the recession, explained 
Flannigan.
 “Credit unions have stepped in to be-
come the new community banks,” he said.
 Some institutions also view business 
lending as a natural outgrowth of credit 
unions’ relationships with their members.

 Credit cards, accounting for about $86 
million in combined loans at Las Vegas 
and Reno-area institutions, provide an-
other	bit	of	diversification	for	credit	union	
loan portfolios, but that sector has been 
growing at an anemic 3 percent pace in 
the past year.

 Silver State Schools Credit Union, for 
instance,	 is	 gearing	 up	 to	 begin	 offering	
business-banking services with an ex-
pected launch in late 2018. Among other 
factors drawing the organization’s inter-
est, Arkill said, is the number of business 
owners who are married to the credit 
union’s historic core membership of 
teachers and school administrators. CONTINUES ON PAGE 48
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pression to engagement to conversion, we 
have to outpace that. Change is a constant 
and besting best practices as they apply to 
the segmentation of a particular target audi-
ence will forever be a challenge.

HOW DO AGENCIES 
DETERMINE 
PRICING?
ELIZABETH TROSPER: Our industry has al-
ways been very hard to quantify to people 
outside of it. We know how hard we work. 
We	know	that	we’re	24/7.	We	know	all	 the	
hours that go into social media, but trying 
to tell somebody about that is always dif-
ficult.	I	think	there	will	always	be	hourly	and	
retainer clients. We’re half and half. Half like 
to be hourly and half are retainer. We try, for 
budgeting purposes, to focus on retainer 
clients, but that’s not always the case.
WARREN: Because we provide more ser-
vices and products than we used to, there 
is more pressure on the budget because, 
again, they’ll say, “Can you just throw in a 
video or can you throw in social media?” 
Ten years ago, social media wasn’t really 
a thing for our clients so there wasn’t an 
expectation that they’d receive it. I do think 
there’s more negotiating and more pres-
sure on budgets from the perspective of 
“give us more”.
DARCY NEIGHBORS: We do a lot of retainer 
work for larger companies. What it comes 
down to is, they don’t want to be billed 
hourly. They don’t even want to throw that 
number out there, even if there’s a blend-
ed rate for a retainer. [Clients ask], “What 
is the value that you’re providing me? Is it 
increasing my overall case load? Is it in-
creasing my bottom line revenue?” They 
don’t	 want	 to	 talk	 about	 the	 hourly	 stuff	
at all.
ROUFF: We’ve stopped bidding hourly com-
pletely as of a couple years ago. Here’s the 
price. Here’s what you get. Then the only 
reason we keep track of hours is, it helps 

ular, how it relates to social media. Social 
media is often seen as, “well, you can just 
add that on for an extra $500.” We all know, 
the time it takes to do a good job with so-
cial media, in gathering organic content 
and making it relevant, is much greater 
than that.
TIM QUILLIN: The time, the hours, that go 
into social media and digital is huge. Now 
everybody’s got a nephew or a friend who 
does social media or builds websites so 
they bring these services in-house or are 
not willing to allocate enough money for us 
to really do it right and to develop strate-
gies and to follow them through. It takes 
time and time is money.
BRIAN ROUFF: There’s another issue. Most 
clients are not discerning. Most clients 
can’t	tell	the	difference	between	okay	work,	
good work and excellent work. There’s a 
huge educational process that goes into 
explaining why what we do, let’s say in 
terms of content creation, is superior to 
something that their nephew could do.
KURT OUCHIDA: The task before us is, some-
body can easily google “best practices” [in 
our industry]. [For us,] it’s besting best prac-
tices and staying ahead of the commoditi-
zation of what we all do. When you can get 
data that’s going to quantify a level of im-

 Industry Focus

arketing agencies in the Sil-
ver State are adapting to 
rapid changes within their 
industry to meet client ex-

pectations. Recently, Nevada leaders in 
advertising and public relations met at the 
Las	Vegas	offices	of	City	National	Bank	to	
share new and changing trends and how 
they	affect	the	industry.
 Connie Brennan, publisher and CEO 
of Nevada Business Magazine, served as 
moderator for this event. These monthly 
roundtables are designed to bring together 
leaders to discuss issues relevant to their 
industries. Following is a condensed ver-
sion of the roundtable discussion.

WHAT IS A 
COMMON CLIENT 
MISCONCEPTION 
REGARDING 
MARKETING?
MELISSA WARREN: A challenge that we all 
face is budgets that don’t support the time 
and labor-intensive nature of what we do. 
Clients don’t understand what it takes to 
accomplish goals and objectives, in partic-

M
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us not overwork an account internally be-
cause the value of what we do is not based 
on time. My business partner, who’s a really 
great graphics guy, somebody will ask him 
how long it took him to do a logo. He’ll say, 
“30 years,” because that’s how long he’s 
been doing it.
ROB GAEDTKE: We work almost entirely  on 
fixed	fee,	project-based	[work].	We’ll	bid	a	
project. If the value to the client is much 
stronger than an hourly rate, then that’s 
what we’re going to price it at. I think it goes 
both ways. There are jobs we’re going to 
get that we know we’ll spend an hourly rate 
more for, but again, that’s what that value 
is to the client. It’s our job at this table to 
prove that what we do makes an impact.
OUCHIDA: As marketers, we need to re-
define	what	clients	are	paying	us	to	do	as	
an investment, not an expense. Too often, 
they look at it like an expense. If they just 
see it as an expense, they don’t give it the 
full chance for the brand to breathe, to gain 
traction and to have some resonance with 
the right market.

HOW ARE CRISIS 
MANAGEMENT 
PLANS IMPLEMENTED 
WITH TODAY’S 
CHANGING MEDIA?

HOLLY SILVESTRI: The trick with a lot of crisis 
communication plans today is that it needs 
to be a quick turnaround with social media. 
Crisis communicaiton is not something you 
can jump into too far after the fact; you’ve 
got to be immediate. If a crisis strikes, it’s 
going to be all over social media. You’re go-
ing to have people all over the place really 
coming down on you. You’ve got to jump in 
and be able to address those concerns and 
those comments immediately. Every crisis 
plan we’re writing now includes a social 
media element.

TROSPER: We just went through a table-
top exercise with one of our clients. Social 
media was a strong component. They had 
“ghosts” come in and say this picture just 
appeared on Twitter or this just happened 
on Facebook. They actually had that built 
into the plans and they were throwing it 
at us asking what we were going to do. I 
thought	that	was	great,	that	some	firms	are	
actually getting to that level where they’re 
allowing	[their	marketing	firms]	to	be	a	part	
of the operational exercise and make them 
an integrated part of the team.

HOW HAVE STAFFING 
PRACTICES CHANGED 
IN RECENT YEARS? 
GAEDTKE: We don’t have any policies for 
working from home. You can do it anytime. 
All I care about is if I can get a hold of you 
and I can talk to you whenever I need to talk 
to you. There’s a level of trust, especially 
with the younger generation, and that’s 
the type of trust that they need. If you hold 
them accountable to a deliverable, that’s 
all	that	they	care	about.	What	we	find	is,	at	

any moment, we’ll probably have half the 
staff	in	the	office.	But	when	there’s	some-
thing going on, everyone shows up every-
body’s loud and talking. We allow them to 
do what they want and performance has 
been amazing.
NEIGHBORS: We recently moved and we 
incorporated a more open space environ-
ment	 where	 there	 aren’t	 many	 offices	 at	
all.	The	idea	is	they’re	all	in	the	office	Mon-
days and Fridays and then there’s a rotat-
ing schedule for them to work from home 
Tuesday, Wednesday and Thursday. It’s 
been working extremely well. The produc-
tivity that I’m getting I’m blown away with. 
As long as they know that the client comes 
first,	 then	we	do	 that.	You	always	have	 to	
work around the fact that the younger set 
is going to travel and they’re willing to work 
without pay if they don’t have enough time 
[saved	up]	to	take	off.
WARREN: My employees dictate when 
they work from home at any time, as long 
as they clear it with me or a supervisor. 
Because of that, I think it’s instilled a lot 
of loyalty in our company because a lot 
of these people realize they couldn’t have 
this	 kind	 of	 flexible	 arrangement.	 There	
are always those times when there’s an 
important client event or meeting that 
they have to be present for and they have 
to	figure	it	out.	But	what	I’m	finding	more	
is	 that	 people	 are	 in	 the	 office	 less	 and	
less, but productivity is going up. One of 
the down sides of that, though, is some-
times I feel like we’re lacking in camarade-
rie	because	we’re	hardly	ever	in	the	office	
all at the same time.
QUILLIN: Our agency is much different in 
a couple ways. Our culture and the re-
lationships between our staff is critical 
to our success and the attractiveness 
we hold for clients. Our interaction, col-
laborating, brainstorming, it’s so inte-
grated that we really do need to be there 
as far as physically being in the office. 
At the same time, if somebody needs 
to go somewhere or something comes 
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up, we’re really understanding with that. 
Again, it goes back to getting the job 
done. As long as you get your work done, 
that’s all that we’re looking for. I guess 
we’re old-fashioned that way.
TROSPER: Were a little old-fashioned too. 
We’re	all	in	the	office	all	the	time.	If	you	do	
have to do something, you’re an adult so 
go ahead and take care of it. Again, at the 
end it’s the deliverable and it’s that level of 
trust and fostering what you have within 
the agency. I love having everybody brain-
storming together and working to come up 
with solutions because somebody has a 
great	idea	sitting	across	the	table	that	fixes	
everything.
SILVESTRI: I think it depends on what’s 
needed. If you’re doing design, it’s easy to 
have somebody in Missouri do design work 
and send you something. If you’re doing 
event planning and coordinating a major 
PR campaign for a client, it’s nice to have 

everybody there to brainstorm and team up 
and do the work together. We do half-day 
Fridays. We do a lot of family days. We do 
a Ferraro Group trip every year to another 

city and a retreat. But when it comes to 
Monday through Thursday, it’s pretty hard-
core. We’re brainstorming and doing work 
together.

HOW COMPETITIVE 
ARE OUT-OF-STATE 
AGENCIES?

ROUFF: You’re never a hero in your home-
town, is what it boils down to. There’s 
an allure to Chicago, New York, LA and  
San Francisco [agencies]. For a number 
of	 prospects	 to	 say,	 “I’ve	 got	 this	 firm	
in Manhattan,” or wherever it might be, 
they’re getting some type of emotional 
and	 psychological	 benefit	 out	 of	 that.	
We’ve certainly lost all kinds of bids to 
out-of-state	firms.	We’re	not	just	compet-
ing with each other.
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OUCHIDA: We deal with that all the time. 
Each one of us possesses so much insti-
tutional knowledge of this incredible town 
that has so many idiosyncrasies to it. We 
just possess decades of information, con-
tacts,	connections	and	influencers.	I	really	
think that is a strength for us in the room. 
If you need to make a phone call or have 
access to somebody, you can. More times 
than	not,	 [out-of-state	firms]	 try	a	 “cookie	
cutter” approach and it fails because they 
are really not going to understand the mar-
ket and the way this town ticks.
PAUL STOWELL: I can attest to that, work-
ing for a large firm like City National Bank, 
coast to coast, and having those experts 
in the various markets. Having someone 
on the ground that understands the lo-
cal issues and the nuances of that mar-
ket is important to City National. I take 
that “cookie cutter” then we customize 
it for this market for the entire state of 

Nevada. I handle markets outside of the 
state as well and we do that same thing. 
Then you amplify that to our parent com-
pany and they’ve actually decentralized 

their marketing approach worldwide. 
They recognize the importance of having 
locals that understand the market from 
all aspects, not just for marketing, but 
for the political and the regional issues 
that impact us.
TROSPER: A third of our clients are from out 
of	the	state	and	we’re	hired	specifically	for	
that. That’s to make the connections, to do 
the community outreach, make the intro-
ductions and make sure we get consumer 
or business buy-in here. I think that’s what 
makes us unique, too. I always tell them, 
Nevada	is	very	different.	That’s	why	we	get	
a	 lot	of	work,	because	we	are	so	different	
here. Our clients are mature enough and 
smart enough to realize that.
SILVESTRI: Statewide, Reno is completely 
different	 from	Las	Vegas.	So,	 it’s	not	 just	
about a Nevada agency handling state-
wide	stuff,	we’re	different	all	over	the	place	
and that’s something to consider. We’ve 
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gone	 against	 firms	 that	 are	 national,	 but	
we end up winning the account because 
people realize you need to have that lo-
cal presence. Also, on the other side, we 
had a client come to us and they’re open-
ing up in Texas. I recommended they hire 
a	local	firm	in	Texas.	I’m	not	going	to	take	
on business that I know I won’t succeed 
at. That’s something we have to be honest 
about, too.

WHAT IS THE 
OUTLOOK FOR 
TRADITIONAL 
MARKETING?
PAULA YAKUBIK: For us, we do a lot of 
Medicaid marketing internationally. Our 
potential people that we need to reach 

are	 still	 reading	 the	 newspaper.	We	 find	
our	 clients,	 because	 our	 digital	 efforts	
are trackable and they can see the prog-
ress, they want to put more in digital. 
Where we’re pushing them to do a little 
more traditional and keep that up, they 
are pushing away our traditional budgets 
and moving more to digital because they 
can see the leads and conversion. I think 
it depends on who you’re trying to target 
and how the marketing director looks at 
the KPIs (key performance indicators) 
and the dashboard, really.
SILVESTRI: It’s kind of a combination. 
Traditional is wonderful and digital is 
extremely important and growing. Com-
munity outreach and touching those au-
diences is crucial. But we have the same 
thing with our clients who are trying to go 
in a certain direction. We’re explaining 
that you can reach an audience in a vari-
ety of ways. That includes traditional, too.
NEIGHBORS: I would back that up. I would 
say that it comes down to any time we look 
at a new client, we do a strategic market-
ing summit. If they don’t see our recom-
mendation, that we need to have that ho-
listic approach, because I still think there 
is tremendous value in traditional, then it 
might	not	be	the	right	fit	 for	us.	The	best	
client is the client that understands that it 
all works together and that all of this is go-
ing to help grow the brand.

SAY WHAT

Nothing Bundt Cakes, founded in 
1997 in Southern Nevada, celebrated 
20 years in business last month. The 
bakery was founded by longtime 
Las Vegas friends, Dena Tripp and 
Debbie Shwetz. Since it’s inception, 
Nothing Bundt Cakes has grown to 228 
company-owned and franchise bakeries 
in 32 states and one in Canada.
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POLITICAL CONTEMPT
IS CHILLING FREE SPEECH

 Free Market Watch

mericans still largely believe in the right to free speech 
— but they are simultaneously less likely to exercise it 
than they have been in the past. 

  And it’s not hard to see why. 
 According to a recent Cato survey on the topic, nearly three-
fourths of Americans say that “political correctness” has signifi-
cantly silenced political speech on important issues. 
 A quick look at universities across the nation demonstrate this 
chilling effect in action, as “controversial” speakers are routinely 
shouted down, silenced and even subjected to violent protests. 
Once-tolerant universities have become mob-led enclaves for one-
sided political “correctness” — where dissenting views are not 
just discouraged, but actively targeted for explicit censorship. 
 This intolerance of dissent is not unique to America’s left-
leaning universities. Increasingly, businesses and even individu-
als are finding themselves the victims of self-proclaimed and 
politically motivated speech police.
 The result has been the systematic sabotage of our political 
discourse. More and more Americans, Cato’s research shows, 
are censoring their own political speech out of fear of incurring 
the wrath of neighbors, colleagues and even friends. 
 And that fear isn’t necessarily misplaced. Political rivalries 
have become heated in the age of social media and personality-
driven cable news. According to the same poll, nearly two-thirds 
of Hillary Clinton’s voters agree that it’s “hard” to be friends 
with outspoken Donald-Trump voters. 
 But this reluctance to tolerate freedom of speech isn’t the 
mere result of political differences. In fact, nothing about divi-
sion is extraordinary to our times. 
 What is extraordinary, however, is the level of contempt our 
political tribes have fostered against anyone that diverges from 
their view of “correct” political thinking. 
 When a political tribe repeatedly tells its followers that every-
one who disagrees is out to destroy the lives of innocent Ameri-
cans, sooner or later some folks are going to start believing it. 
As such, it only makes sense that someone who cast their vote 
for Hillary might have difficulty treating a candid Trump voter 
cordially. After all, they’ve been told repeatedly that Trump’s 
voters are “deplorable” individuals. 
 It’s a tactic that fosters a dangerous level of contempt among 
otherwise congenial and courteous Americans. 

 The demonization of anyone who disagrees with a pre-
scribed political faction has proven to be a driving force behind 
the violent censorship we see happening in many corners of 
our society — whether it be the violence we witness at political 
rallies, Antifa riots throughout the nation or university students 
literally chasing speakers off campus. 
 When looking for the source of this violent censorship we 
see taking root in America, there’s a tendency to blame the po-
litical types who fan the political fires — but to do so ignores 
the reason hate-peddling is profitable in the first place. 
 “Whether or not we want to admit it, political hate is a de-
mand-driven phenomenon,” explains American Enterprise In-
stitute President Arthur Brooks. “We are the ones creating a big 
market for it.”
 In short: ambitious elites have realized that there are profits 
in promoting intolerance within the American public, primarily 
because we eat it up with a spoon. 
 Thus it doesn’t look like we’re doing a very good job of prepar-
ing the younger generation to reject such contempt-driven politics. 
 More than two thirds of college students believe “bias re-
porting” — where students can anonymously report “offensive” 
speech to authorities — to be a valuable tool. It’s a mentality 
that is eerily reminiscent of George Orwell’s 1984 big-brother 
dystopia. 
 As a result, Americans are less and less willing to engage in 
policy debate, for fear of being “reported” to a political faction 
eager to tar and feather them for daring to entertain dissenting 
thoughts. 
 Such a tyranny of political “correctness” is something 
that Thomas Jefferson, in his first Inaugural Address, warned 
against. 
 “Having banished from our land that religious intolerance 
under which mankind so long bled and suffered, we have yet 
gained little if we countenance a political intolerance as despot-
ic, as wicked, and capable of as bitter and bloody persecutions.”
 If Americans truly embrace the concept of free speech and ex-
pression, we must do more than pay these principles lip service. 
 First, we must address the reflexive contempt we may have 
for those who dare to think differently. Intelligent and compas-
sionate human beings can often disagree on important matters. 
 They shouldn’t be pilloried — or “reported” — for doing so.

A
Michael Schaus is communications director for the Nevada Policy Research Institute.

COMMENTARY
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Welcome to Nevada

Broker Genius
Looking to expand coverage to include 
west coast hours of operation, Broker 
Genius recently opened a new satellite 
office in Reno. The company, based in 
Valley Stream, NY, specializes in soft-
ware technology and automated ticket 
pricing. The technology utilizes real-
time market data to automatically price 
event tickets to help its customers earn 
additional gross revenues. The company 
is currently hiring for a variety of posi-
tions in the new location.

Crate & Barrel
The first Crate & Barrel store to open in 
the state of Nevada is located in Down-
town Summerlin just outside of Las Ve-
gas. The new store anchors a group of 
other retailers, including several restau-
rants, along Festival Drive Plaza. Crate 
& Barrel offers designer furniture col-
lections, cookware, appliances and other 
home décor allowing customers to de-
sign a personalized home setting. The 
location hosted a shopping event mid-
November to mark its grand opening.

Helping Our Community 
Through Life’s Financial Journey

silverstatecu.com   702.733.8820
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prove they have such a strategy in place 
because investors and contracting entities 
want to be assured an operation can sur-
vive and thrive if a key member of the orga-
nization can’t perform their role anymore.
 Further, once a succession plan starts 
to be carried out, the process takes times. 
For example, if the strategy is to sell the 
business, the owner is at the mercy and 
timing of the market. 
 “The biggest mistake is, they don’t start 
early enough,” Rowe said. 
 Once a succession plan and its compo-
nents are in writing, Borg said, it should be 
revisited and updated, ideally, every year 
but	at	 least	every	two	years	to	reflect	any	
changes—to the business’ valuation, to key 
employees and the like—that may have oc-
curred in the interim. 
 If the owner or CEO wants to retire but 
lacks a succession plan, it could take years 
to	 effect	 their	 exit	 because	 no	 one	 had	
been previously working toward it, Rowe 
said. People tend to be unrealistic about 
the time requirements.
 “The average time period to exit is 
ideally three years to really do the kind 
of analytical work necessary and to be-
gin to groom people because, remem-
ber, we’re looking at the C suite,” Rowe 
added. “But even in a small company, to 
hunt for and develop the skills neces-
sary to run the business takes a while. 
Give yourself as much time as you pos-
sibly can.”
 Therefore, owners and executives 
without a plan who may be thinking about 
retirement should begin work on their suc-
cession strategy immediately.
	 Typically,	a	business	will	first	address	a	
succession plan when a key person wants 
to retire, which shouldn’t be the case, 
Borg said. Oftentimes, it’ll come up when 
they’re working on estate planning and 
preparing their will and trust. If it doesn’t, 
it should.

 Today, having a succession plan is even 
more critical due to a major demographic 
trend.
 “We’re seeing a tidal wave of retire-
ments among baby boomers,” Rowe said. 
“There’s a huge need for this kind of plan-
ning. It’s not happening. That’s a major 
problem now for lots of businesses, which 
is why it’s so important for a business 
owner to be doing this now.”

Succession Options
 Several factors go into deciding which 
succession option is best for a company. They 
include the type of business it is, the value the 

owner	brings	to	it,	whether	there	are	qualified	
family members or key employees who want 
to assume ownership, whether the owner 
wants to retire and step away completely or 
not, whether there are partners, and more. 
 According to experts, there are some 
common alternatives.

Winding Down and Closing the Business
 This route may be best for a small busi-
ness owner who’s a craftsman and the only 
one in the enterprise with his skill. He or she 
may decide to keep on certain employees 
and give them a bonus so they’ll stay until 
the last job is done and so they’ll have mon-
ey to tide them over for a certain amount of 
months	while	they	find	new	work.	

Selling the Company
	 This	 happens	 all	 the	 time.	 In	 fact,	 39	
business sales closed in Clark County in 

CONTINUED FROM PAGE 11
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the third quarter of this year, according 
to data from BizBuySell.com, an online 
business-for-sale marketplace. The enter-
prises sold included a pool service route, 
dry	cleaner,	ice	cream	store,	florist,	doggy	
day care, medical practice, restaurants 
and many others.
 Business owners who sell should realize 
before making that decision that they likely 
aren’t	going	to	get	the	dollar	figure	out	of	it	
they expect. This primarily is because the 
business, in losing the owner/operator, is 
“losing a valuable commodity.” Rowe said. 
“A lot of the goodwill, which is valuable to 
the business, resides in the owner.”
	 The	 difference	 between	 the	
asking and sale prices of those 
Southern Nevada businesses 
recently sold seems to bear out 
this phenomenon. Owners had 
asked for a revenue multiple of 
0.67	but	received,	in	the	sale,	one	
of	 0.53,	 a	 21	 percent	 difference	
according to the BuyBizSell.com 
statistics. Similarly, owners had 
sought	 a	 cash	 flow	 multiple	 of	
2.37	but	wound	up	getting	one	of	
1.85, a 22 percent decrease.

Passing Down the Company to
Family Members
 This only works if there are potential 
heirs	 the	 owner	 believes	 are	 qualified	 to	
take over and if those individuals want to 
do so. Everyone in the company would 
need	to	know	those	specific	family	mem-
bers were selected to take over, and the 
chosen ones would need to be groomed 
to seamlessly transition into the change of 
ownership and leadership. 

Externally Recruiting a
New Owner or CEO
 What’s important to know when look-
ing to replace the outgoing CEO or owner 
is that the business likely will have to pay 
the new person in charge a salary along 
with their own pay for a period. 

 “So, all of a sudden, when you look 
at	 the	 financials,	 you	need	 to	 ensure	 the	
company can take that kind of a hit,” Rowe 
said.
 Recruiting externally for a family busi-
ness can get messy, as “it’s terribly dis-
ruptive, not only for the business but for 
the family as well,” Rowe said. For in-
stance, for whatever reasons, some fam-
ily members might resent the owner for 
having gone outside the family and could 
cause	problems,	making	it	difficult	for	the	
new	leader	to	be	effective.

Key Employees Buying Out the Owner
 This is a strategy that Borg sees often 
in her practice, which caters to small- to 
medium-sized businesses, ones with from 
two to 50 employees. If the owner has re-
tired, oftentimes the new owners will want 
them to remain involved for some time 
and, to a certain extent, to ensure a suc-
cessful transition.  
 With the options of family members or 
key employees assuming ownership of a 
business,	sometimes	financing	is	relevant	
and a method of which must be decided 
on and spelled out in the succession plan. 
Various	ways	 to	finance	a	 takeover	exist,	
from insurance policies to the previous 
owner holding a loan.
 “That’s a big part that needs to be put in 
the agreement or the plan can fail,” Borg said.

How to Develop a Plan
 Several experts agreed that certain 
steps should be taken in order to develop 
a successful company succession plan.
	 The	 first	 and	 most	 basic	 is	 to	 seek	
help	 from	 an	 attorney,	 certified	 public	
accountant,	 consultant,	 financial	 advi-
sor and/or other professional to assist in 
the planning. These advisors will ask the 
pertinent questions and assist the owner 
or executive in deciding the best succes-
sion option for the company, given the 
specific	 circumstances	 of	 any	 business	
and company leaders. A business should 
have as many meetings as necessary 

to come up with a satisfactory 
plan before the structure decid-
ed upon becomes documented 
and formalized. 
   It’s also recommended the 
company be appraised early on 
by a valuation specialist or have 
the team determine how the en-
terprise will be valued. It is im-
portant to understand which ar-
eas of the company need work 
and which parts are excelling so 
improvements can be made to 
raise its value and possibly sell 

it at a multiple.
 The next step in succession planning 
is to devise a short-term, interim action 
plan for the emergency of an owner or 
CEO suddenly being unable to do their 
job. Determine what the company will 
need as far as executives going forward. 
Then for each of those positions, analyze 
the skills, capabilities and traits required 
to execute the jobs successfully. Starting 
with the CEO role, determine who, if any-
one, already within the enterprise could 
fill	those	positions	with	the	right	develop-
ment and training. If necessary, look out-
side the business and create a compre-
hensive list of the potential candidates 
and	their	qualification.
 Once that list is compiled, it’s impor-
tant to weigh whether or not that list of 

SUCCESSION PLANNING   Cover Story

“A lot of the goodwill, which 
is valuable to the business, 

resides in the owner.”

— Carl Rowe, Clarity Advisors
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people will work for the company and if 
they’re in line with the company’s mission 
and	culture.	Often	times,	the	first	list	is	not	
always the best option and company lead-
ers should make changes until they feel 
confident	in	the	potential	candidates.
 Communication to employees and/
or family members who could be part of 
the succession is key. They need to know 
what the plan might be when they agree 
to it. The buy-in of all those involved is 
essential and achieving that may require 
swapping out some of the people. This 
step might be best done in a meeting 
with hired professionals, as they can 
help mediate. 
 With everyone on board, and with guid-
ance from professionals, key decision-
makers need to agree on a structure, 
then have the pertinent agreement docu-
ments created. Those may include a buy/
sell agreement, a family limited partner-

ship agreement or related estate planning 
documents. The various advisors should 
ensure that all components of the suc-
cession plan—tax, estate and legal, for 
instance—work well together. 
 Lastly, communicate with the entire 
company what the succession plan is 
and remain transparent about it. Once all 
those involved are on the same page, the 
training and developing of the successors 
should be a priority.
 Even when everything seems to be in 
place, it’s important to remember to re-
view and update the succession plan ev-
ery one to two years to ensure the plan is 

still relevant and all essential people are 
on track.
 Although developing a succession plan 
may seem overwhelming and therefore 
often overlooked, succession planning 
experts agree the process is doable and, 
more importantly, hugely crucial and worth-
while. “If you open your eyes wide enough 
and if you’re open minded about this, you 
can get through it and you can realize a 
positive result,” Rowe explained.
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Nevada ranks eighth among the best 
states for early retirement according to 
a SmartAsset study. The state made high 
marks for an average effective income tax 
of 0 percent and the 11th lowest average 
effective property tax in the nation.
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 Around the State

Hometown Health Expands
to Southern Nevada
A non-profit health insurance company, Hometown 
Health has expanded its presence in Southern Nevada. 
The company has been in Northern Nevada since 1988 
and targets individuals, families and employer groups 
with 50 or less employees.

Self-Driving, Public Shuttle 
Launched in Downtown Las Vegas
AAA has launched the nation’s first self-driving shuttle 
geared toward public-use. Currently in the testing 
phase, the shuttle is the first self-driving vehicle to 
be fully integrated with a city’s traffic infrastructure. 
During the testing period, AAA will study how the 
shuttle interacts in a live traffic environment within 
Las Vegas’ Innovation District as well as survey riders 
on their experience. AAA partnered with the City of 
Las Vegas, the Regional Transportation Commission of 
Southern Nevada and Keolis North America, who will 
operate and maintain the shuttle.

Sixty-Two CCSD Students Named Amongst 
National Merit Scholarship Semifinalists
According to the Clark County School District (CCSD), 62 students 
from 15 high schools have been selected as semifinalists in the 2018 
National Merit Scholarship Program. Those 62 seniors represent less 
than one percent of all U.S. high school seniors to receive the honor. 
Next spring, over $33 million in National Merit Scholarships will 
be handed out. The 62 Nevada semifinalists are required to submit 
a detail application to become a finalist. Scholarship recipients are 
selected based on skills, accomplishments and potential for success 
in college.

First Nevada Certified Site
Sold in Carson City
Sponsored by the Northern Nevada Development Authority (NNDA), 
the Nevada Certified Site Program handles all the requirements for a 
purchase as part of the listing to meet city, county and state regulations. 
The program gives certified sites a specific designation and was created 
to streamline expansions and relocations for companies looking at 
Northern Nevada. Reno Lumber became the first company to close on 
a certified site as the business looks to expand into Carson City.
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echnology and automation are chang-
ing the face of the modern factory 
worker. 
   Robots and artificial intelligence 

are replacing the repetitive movement jobs that 
have been increasingly hard to fill for employ-
ers in the state. The modern factory environment 
demands a more tech-savvy workforce that is 
expected to adapt quickly to the constant evolu-
tion and staggering capital investments Nevada 
manufacturers, such as Clearwater Paper, make 
in high-tech equipment.
  According to Sean Krajnik, plant manager 
at Clearwater Paper, automation hasn’t sig-
nificantly impacted their overall workforce 
numbers. Over time, though, job skill requirements have 
changed dramatically. Investing in technology and auto-
mating different processes has allowed Clearwater Paper to 
grow production of paper towels, bath tissue, napkins and 
facial tissue at the North Las Vegas plant to 50 truckloads a 
day with 260 employees. 
 Many of the manufacturing automation software pro-
grams now developed are as user friendly as the latest social 
media app. However, math and engineering knowledge is of-
ten required to customize and program them for operations 
specific to the job the piece of automation is filling. 
 This changing workforce dynamic presents a challenge 
for all manufacturers. Krajnik shares a common industry be-
lief that high-school and college students benefit by under-
standing the new career path opportunities manufacturing 
provides. Working with the state’s high-schools and colleges 
and giving tours to show off laser-guided vehicles with in-
teresting nick-names like Dragon, Condor, Elephant and Gi-
raffe is critical to attracting and educating a new advanced 
technology workforce at Clearwater Paper. 
 Science, technology, engineering and math (STEM) are 
skills now required of many jobs, and there was a measur-
able gap identified a few years ago with students in Nevada. 
The STEM Coalition was founded to help fill that gap. 

   The Nevada STEM Coalition is a 501 (c)(3) 
non-profit founded in 2006 by Gathering Genius, 
Inc., whose mission is to promote leadership and 
collaboration among business, community, educa-
tion, and government officials to develop nation-
ally recognized science, technology, engineering 
and math education for Nevada students. More 
information on how any business may participate 
in the coalition can be found at nvstem.org. 
     When Clearwater Paper opened their Nevada 
operation in 1993 they were the most techno-
logically advanced paper facility in the country, 
according to Krajnik. Previously, it was thought 
that paper plants typically need to be near abun-
dant water sources. The technology assembled 

in the 750,000 square-foot building on the 23 acres in North 
Las Vegas proved successful, despite water challenges of 
the desert. 
 Clearwater Paper has operations in 14 states and is the 
largest publicly owned provider of store brand tissue prod-
ucts in the U.S. They have continued to evolve with, make 
capital investments in and consider themselves leaders in 
technology. Krajnik also commented that, not only does 
replacing repetitive production jobs with fully automated 
technology improve efficiency, they also continue to reduce 
work related injuries. 
 When asked what advice he would give other business 
owners regarding technology, Krajnik mentioned staying 
connected and networking with others in their industry. 
Serving on the Governor’s Manufacturing Sector Council 
has been instrumental in helping the leaders at Clearwater 
Paper discover and share ideas for improvement.
 The mission of the Governor’s Workforce Development 
Board (GWDB) Industry Sector Councils is to convene 
representatives of Nevada business, education and labor to 
facilitate data-driven recommendations concerning sector-
specific workforce needs and challenges that will help guide 
State workforce development efforts. There are nine differ-
ent sector councils and meetings are open to the public.

T
Terry
Culp
Nevada Industry
Excellence

MANUFACTURING

TIME FOR AN UPGRADE
Terry Culp is interim director of Nevada Industry Excellence.

AUTOMATION AND TECHNOLOGY IN MANUFACTURING
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BRISLAIN
AL
Type of Business: Charity | Hails from: The Dalles, OR
Less than 6 months with company in Nevada | Based in: McCarran, NV

“Do one thing at a 
time, do it well and 
then move on.”

How did you first get
into your profession? 
I was an unemployed teacher, and started 
driving a truck for a food bank. I became 
captivated by the fact that so much food 
was going to waste while so many of our 
neighbors were facing hunger.

What do you want
your legacy to be?
That I helped many families facing 
hunger in their time of greatest need. 

What is your pet peeve? 
That more people don’t see the clear 
connection between hunger and so 
many of our societal problems. Poor 
diets impact health, the ability to learn, 
a person’s ability to socialize, a person’s 
energy and one’s self-esteem.

When you were a kid,
what did you want to be? 
Centerfielder	for	the	S.F.	Giants.

What business advice would
you give someone just starting
in your industry?
Follow your passion. If you want to 
work	for	a	non-profit,	make	sure	it’s	an	
organization with a mission you believe 
in. Make sure the organization is highly 
ethical and is committed to doing the 
right things. Finally, understand that 
doing good is hard work, and you 
have to balance your passion with a 
businesslike approach.

What is a little known
fact about yourself? 
I climbed Mt. Kilimanjaro when
I was much younger.

What do you wish you
would have learned at the
beginning of your career? 
That just because someone disagrees 
with you, or doesn’t see things the same 
way, doesn’t mean they are wrong.

MOVERS & SHAKERS

Face
to Face

President and CEO
The Food Bank of Northern Nevada (30 years in Nevada)

What is the best moment
of your career? 
I had the privilege of coordinating the 
Hurricane	Katrina	Relief	effort	at	Feeding	
America, our national organization. I 
worked with so many great people, and 
we did some great work to help so many 
families. We were recognized in the 
Times-Picayune for “getting it right”. 

What is your motto? 
Do one thing at a time, do it well and then 
move on. This is what I tell myself when 
I’m	feeling	stuck	or	ineffective.

What is your favorite thing
about living in Nevada? 
So far, it’s a tie between the people, 
especially those I work with, and the 
scenery. I love working with good folks, 
and I love the mountains.
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Evolving Services
 As consumers increasingly move to 
digital and mobile tools to manage their 
financial relationships, credit unions 
consistently invest in new technology.
 “In the past year, we have enhanced 
our online banking and chat feature for 
members,” said Danny DeLaRosa, Ne-
vada market vice president for United 
Federal Credit Union. “We’ve also added 
person-to-person payments and mobile 
check deposit. We will continue to invest 
in technology so we can serve our mem-
bers no matter where they are.”
 Although, credit unions are preparing 
to meet the needs of the future with steps 
that look distinctly old-school.
 Silver State School Credit Union, for 
instance, will open a new full-service 

financial relationships on their phones, 
Arkill said his credit union sees strong 
traffic from millennials and others in its 
eight full-service physical branch offices. 
 At the same time, however, Silver 
State School Credit Union is outfitting 
all those branch locations with tablet 
computers that customers can use to 
start loan applications or handle other 
paperwork before they visit with a staff 
member.
 Two new locations opened by West-
Star Credit Union in Las Vegas, mean-
while, are teller-less but not employee-
less. Employees in the offices that are 
dubbed “service centers” rather than 
“branches” help customers open new 
accounts or begin the paperwork for a 
loan, but traditional services are handled 
at ATMs.
 “There is still a place in the world for 
the branch,” said Schmidt. “There is still 

branch at Cactus and Valley View in Las 
Vegas in mid-2018 and it’s expanding 
its full-service Serene Branch on South 
Eastern Avenue.
 In Northern Nevada, United Federal 
Credit Union has added five branches 
in Reno, Sparks and Carson City since 
2014, and DeLaRosa said he expects 
the credit union’s footprint to grow along 
with its membership.
 Credit union’s new locations don’t al-
ways look like branch offices of old.
 While the common wisdom holds that 
today’s financial customers — particular-
ly millennials — want to handle all of their 
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a significant share of our mem-
bers who want to connect with a 
person.”
 The double-barreled ap-
proach that combines technol-
ogy with lots of human contact 
is manifested behind the scenes 
as well.
 Silver State Schools Credit 
Union	 is	 beefing	 up	 its	 data-
heavy business-intelligence unit 
to support better customer-relations ini-
tiatives. At the same time, it’s teaching 
employees to do wide-ranging needs-
based assessments for their customers 
to replace the transactional philosophy of 
the past, said Arkills.
 With roughly 1,000 employees on ei-
ther end of the state, credit unions have 
been growing their workforces at about 
the same pace as the 2.5 percent job 
growth statewide.

now delays any overheating that 
would bring the good times to an 
end, he explained.
    No matter when the expansion 
cools, Schmidt added credit 
unions are far better positioned 
to weather the storm than they 
were before the recession.
    WestStar, rocked by real estate 
lending that went bad during the 
recession, has reduced its expo-

sure to long-term realty loans and more 
closely aligned shorter-term deposits with 
shorter-term lending.
 “We did it the right way and we came 
out healthy,” said Schmidt.
 Still, he is mildly unnerved that talk among 
economists about the possibility of an eco-
nomic	slowdown	might	become	a	self-fulfill-
ing prophecy if consumers become skittish.
 At United Federal, DeLaRosa said the 
strong ties between the credit union and 

 Executives see few clouds on the horizon.
 Although the national economic recov-
ery already is among the longest in U.S. 
history, Arkill said the leaders of Silver 
State Schools Credit Union expect only a 
mild recession in Nevada and they believe 
that	 it’s	more	 likely	 in	2019	or	2020	 than	
next year.
	 	 	 	 	 In	 part,	 that	 reflects	 the	 state’s	 late	
arrival to the recovery. The slow restart 

“There is still a significant 
share of our members 

who want to connect with 
a  person.”

— Rick Schmidt,
WestStar Credit Union

9060 West Cheyenne Avenue • Las Vegas, Nevada 89129 
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   Feature Story
union argument has been simple: “We’re 
different.”
 WestStar’s Schmidt explained, “Credit 
unions in general tend to be so focused on 
serving their members that the regulators 
don’t have a problem. We’re already trying 
to do the right thing.”

gives credit unions an unfair advantage 
in pricing loans and setting interest rates 
on savings. Credit unions respond, how-
ever, that their organizations’ operation 
as member-owned not-for-profit institu-
tions justifies the exemption, which has 
been	in	place	since	1934.
 Consumer Finance Protection Bu-
reau rule-making to protect consumers 
from	rapacious	financial	 institutions	also	
keeps credit union executives up at night.
 Generally, like in the recent debate 
over payday-lending rules, the credit 

its members allow the organization to 
thrive in good times and bad.
 “We are our members’ partners who 
help them navigate their financial deci-
sions. We do what’s best for our mem-
bership and that way we can continue to 
serve them with consistency no matter 
the economic situation,” he said.

Regulations
 While a solid Nevada economy buoys 
strong loan and deposit growth, credit 
union executives keep a close eye on 
the potential implications of legislative 
and regulatory developments in Wash-
ington, D.C.
 Their biggest concern stems from the 
efforts of commercial bankers to remove 
the tax-exempt status enjoyed by credit 
unions. Bankers contend the tax break 

IN BRIEF

Nevada ranks third in the growth of the 

number of women-owned firms over the 

past 20 years according to the seventh 

annual State of Women-Owned Business 

report, commissioned by American Express 

OPEN. The state has seen an increase of 

189 percent from 1997 to 2017.

Danny
DeLaRosa
United Federal Credit Union

Federally insured by National Credit Union Administration. Equal Housing Lender. 
Currently not offering financing for construction or raw land loans.

Michael Zufelt Sandy Thompson
Local underwriting, loan amounts from $1-5 million,

fixed terms from 5-10 years with 5-year rate adjustment.
Almost 50 years of commercial lending experience. 

Commercial Real Estate Lending
NO-PREPAYMENT PENALTIES!

Contact us today!
MichaelZ@OneNevada.org

Southern Nevada

(702) 948-5339

Contact us today!
MichaelZ@OneNevada.org

Northern Nevada

(775) 537-1450

mailto:MichaelZ@OneNevada.orgSouthern
mailto:MichaelZ@OneNevada.orgNorthern
mailto:MichaelZ@OneNevada.orgNorthern
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 A luxury gated community in the Reno-Tahoe 
area, Montreux has made a notable impression 
on those looking for the unique lifestyle Northern 
Nevada	 has	 to	 offer.	 The	 community’s	 726	 acres	
include 540 homesites, an exclusive Jack Nicklaus 
Signature golf course and a private, member-owned 
country	 club	 and	 fitness	 center,	 along	 with	 other	
amenities, many of which aren’t found in any other 
luxury community in the region.

A Community Built on
Neighborhoods
 All homes within Montreux are styled after the European 
Alpine architecture. It ties all the residences together, while 
allowing for separate and unique neighborhoods within the 
community as a whole. 
	 “One	of	the	great	things	about	Montreux	is,	there	are	different	
enclaves or neighborhoods, all with a charming, unique street 
scene,” said James Pickett, president of Ladera Ventures and 
resident of Montreux. 
 With a limited number of lots open for development, Ladera 
Ventures, a real estate company, purchased the remaining lots in 
2010. Ladera is currently developing and building new homes to 
create the newest Montreux neighborhood. The new development 

New Homes. New Opportunity.

On Par with
Luxury Living
Montreux

is called Parc Forêt, which translates from French to “Forest Park”, 
a perfect description when on site.
 “The best way to describe it is a semi-custom neighborhood 
within Montreux,” said Pickett. “Similar to some of the other 
enclaves, that have long since been built out, you pick one of seven 
floor	 plans.	 You	 choose	 your	 lot,	 cabinets,	 countertops	 and	we	
build your beautiful home. It takes the headache out of starting from 

scratch and hiring an architect.”
     Although Parc Forêt also utilizes the European 
Alpine	style	in	its	exteriors,	the	interiors	and	floor	plans	
are distinctly open and modern. “We’re really looking 
for a balance of modern living in a traditionally-styled 
community,” added Pickett. “We’ve been taking our 
time to do each home as its own project.”

Best of Both Worlds
    Situated in an ideal location, Montreux residents 
enjoy proximity to both city life as well as plentiful 
outdoor	 offerings.	 Less	 than	 20	 minutes	 from	

downtown Reno and the Reno-Tahoe International Airport, locals 
are never far from the action and conveniences of the city. At the 
same time, those that call Montreux home experience a retreat 
from the hustle and bustle that the Tahoe setting provides.  
“It’s the best of both worlds,” said Pickett.
 “In less than 15 minutes you are at Mt. Rose Ski Resort and 
you’re sitting on a chairlift,” said Pickett. “We’re also about 25 to 30 
minutes from Incline Village and the world-renowned Lake Tahoe.”
 The community itself boasts unrivaled views of the local 
landscape, including an internationally recognized golf 
course, mountains, creeks, walking trails and the forest where 
homeowners actually reside.
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James
Pickett
Ladera Ventures



 “We really do feel like this is where Tahoe begins,” 
Pickett	 explained.	 “Montreux,	 and	 specifically	 Parc	 Forêt,	 is	
surrounded by tall pines. You actually are in the Tahoe Forest 
right at the tree line.”
 Another draw for many residents is the spectacular change of 
seasons. Despite Montreux’s mountain-forest location, it’s always 
a little more tempered in comparison to nearby Lake Tahoe. The 
fall season, in particular, is the best time of year to appreciate the 
mild	weather	and	autumn	colors	without	the	summer	tourist	traffic,	
Pickett explained.

The Residents
 What was once thought of as a retirement community, 
Montreux has evolved into a multi-generational mix of families and 
business executives, in addition to the traditional empty-nesters.
 “Montreux historically, was planned as a second- or third-home 
community for people that also lived in  Palm Desert,” explained 
Pickett. “Now there are more families here than ever before. About 
70	percent	of	the	residents	live	here	year-round.”
 To welcome the growing number of families who call 
Montreux	home,	new	programs	are	being	offered.	Those	include	
a competitive swim team, tennis and golf lessons, a variety 
of summer camps and other youth activities and clubs for 
Montreux’s residents’ children and grandchildren to get actively 
involved in. These socially enriching features add to the welcoming 
atmosphere within the community’s gates. There is an amenity or 
group for all interests.
 Another group of residents that call Montreux home is what 
Pickett referred to as “California tax refugees”. Those residents 
understand	the	benefit	of	having	a	Nevada	address	and	the	tax	
relief	the	state	offers	when	compared	to	nearby	California.

 “They come here to save on taxes and end up loving it because 
of	the	natural	beauty,	less	traffic	and	quality	of	life.”	Pickett	explained.

Growth in Northern Nevada
 Drawn by the attractive business environment of the Silver 
State,	Northern	Nevada	has	seen	an	influx	of	new	industries	and	
developments. Along with this growth comes a boom to local jobs 
and the regional population. New company leaders and executives 
seeking higher-end community living won’t have to look far.
 Several major companies, including Tesla, Switch, Google and 
Apple, have made large land and building purchases in the Reno 
region. Although there are other communities within the area, 
Montreux	is	the	only	one	to	offer	full	luxury	amenities	and	the	only	
golf course to host a PGA event in the region.
 “One of my biggest goals and intentions in moving here was, 
I wanted a place that was great to raise a family, plenty of year-
round recreational opportunites and was also a pro-business 
environment,” Pickett said. “That’s really why it’s exciting for me, 
personally, and for my company. The opportunities abound and 
ingenuity and growth is encouraged here all with such proximity to 
year-round	recreation.	All	just	a	30	minute	flight	or	three	hour	drive	
from the Bay area and the Silicon Valley.”
 With a limited number of lots still remaining and no other 
groups	 of	 lots	 available	 for	 release,	 Parc	 Forêt	will	 be	 the	 final	
enclave in the Montreux community. Ladera Ventures continues 
to build homes in the Parc Forêt neighborhood with lots still open 
for development.
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NEVADA 
SUBCONTRACTORS

By Kay Foley

PLENTY OF WORK, NOT ENOUGH WORKERS

years ago and, although they’re still not 
back to pre-recession levels, he estimates 
the company is on track to record about $40 
million	in	sales	for	2017.	
 Chad Hirschi, president and CEO of 
Hirschi Masonry, said his Southern Nevada 
subcontracting business is also bouncing 
back from hard times. 
 “Our company hasn’t fully recovered as 
far as size goes,” he said. “We were bigger 
before the crash when the volume of work 
was much larger but, as for the overall health 
of our business, we’re completely back. We 
have a larger share of the market than we 
previously had because the market is much 
smaller.” Specializing in retaining walls, block 
walls and other masonry jobs for commer-
cial and residential contractors, his company 
employs more than 500 workers.
 Hirschi is also past president of the 
Nevada Subcontractors Association (NSA) 
and currently serves on its board. He said 
the organization’s members are “generally 
healthy and poised for growth.” Originally 

formed to protect the rights of subcontrac-
tors during construction defect legislation, 
the group now provides support for mem-
bers in several areas including legislative 
affairs,	 efforts	 to	 help	 the	 labor	 shortage	
and resources for members with issues 
relating to the Occupational Safety and 
Health	Administration	(OSHA).	Its	170-plus	
members include subcontracting compa-
nies in all facets of construction, as well as 
associate members providing materials or 
services to subcontractors.

Wanted:
Skilled Workers
 “Without a doubt, the biggest challenge 
for	 our	 members	 is	 finding	 skilled	 labor,”	
said	Hirschi.	“It’s	more	difficult	to	find	skilled	
labor	 than	 it	 is	 to	 find	 skilled	 supervisors.	
That’s been one of our biggest obstacles for 
the last three years.” Hiatt agreed with that 
assessment, saying he has a harder time 
finding	field	workers	and	equipment	opera-
tors than he does supervisors and superin-
tendents, who can be recruited from out of 
state, especially from California. He added 
that subcontractors in Northern Nevada 
who managed to survive the recession can’t 
grow because they don’t have the people to 
take on new jobs. 

 Building Nevada

“I started working for our family business 
in	1973	and	we’ve	been	through	a	lot	of	re-
cessions, but none as long as the one that 
began	 in	 2007,”	 said	 Bart	 Hiatt,	 president	
and general manager of A&K Earth Movers, 
Inc. “Our gross sales went from $50 million 
a year to less than $25 million. Although 
we had enough cash reserves to keep the 
doors open and hold onto our equipment, 
we lost about half our workforce.” His story 
is echoed by subcontractors across Ne-
vada, who held on during the long recession 
but	now	face	a	different	set	of	challenges.
 As the economy turned around and con-
struction rebounded, the jobs returned but 
not the workers. “We have the equipment 
to take on more work,” said Hiatt, “but we 
don’t have the people to operate the equip-
ment.	With	fewer	workers,	it	would	be	diffi-
cult to complete a job on schedule, so we’re 
careful not to take on more work than we 
can handle. A contractor who can’t com-
plete the work on time could be dinged with 
liquidated damages.”
 A general engineering contractor and 
subcontractor based in Fallon, A&K now 
has about 230 employees performing site 
work, gravel, asphalt and related jobs, even 
working in mines and out of state if that’s 
where jobs take them. Hiatt said business 
finally	 started	 to	 come	 back	 three	 or	 four	

Bart
Hiatt
A & K Earth Movers, Inc.
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 Jim Miller, COO of United Construction, 
said his company works with subcontrac-
tors in all phases of its large-scale projects 
– everything from earthwork, concrete and 
structural steel, to electric, plumbing, dry-
wall and painting. The Reno-based com-
pany provides design-build construction 
management services for large commercial 
projects like distribution centers and big-
box stores. “The number one challenge for 
our subs is a shortage of skilled labor,” he 
said. “People are entering the workforce 
because the construction sector is growing 
and is lucrative, but they lack experience.” 
 Miller explained that the lack of skilled 
labor	can	affect	the	schedule	for	projects	in	
two ways. There often aren’t enough people 
to get the job done on time and there’s also 
a concern about quality because of inexperi-
enced workers. “As a construction manager, 
we have to make sure that the work per-
formed conforms to the job requirements and 

is acceptable to the owner,” he explained. 
Subcontractors using inexperienced workers 
make	that	more	difficult,	he	added.

Solving the
Labor Shortage
	 “It’s	 definitely	 an	 employees’	 market,”	
said	 Miller.	 “Benefit	 packages	 and	 wages	
have been going up to keep folks aboard and 
bring in new people.” Hiatt said his company 
tries to be a step above what the market of-
fers	for	wages	and	benefits	in	order	to	keep	
its	employees.	Branching	out	 into	different	
types of projects and a variety of locations 
in both urban and rural areas and even go-

ing out of state when necessary is also an 
advantage. If jobs dry up in one area, he can 
shift people somewhere else and keep them 
on the payroll.
 Hirschi said his company amped up its 
benefits	package,	offering	dental	and	vision	
insurance coverage, a 401(k) program and 
paid	 time	 off	 for	 all	 team	 members,	 even	
general laborers. They also began a formal 
apprenticeship program to develop skilled 
stone masons and block masons. In addi-
tion to on-the-job training, the company of-
fers three months of classroom training they 
call their School of Masonry. 
 “We’ve had great success in moving 
people into skilled positions,” said Hirschi. 
“We’ve been able to increase compensation 
for	some	people	as	much	as	75	percent	 in	
less than 18 months. After that, it’s impor-
tant that we keep these people so our in-
vestment	in	training	pays	off.”	
 The current worker shortage is not likely 
to improve any time soon, according to Hi-
att. “A lot of vocational training has gone 
away, even though there’s good money in 
construction and people can earn up to 
$50,000 a year right out of high school,” he 
said. “We need hands-on construction peo-
ple, and we’ll continue to need them. Our 
infrastructure must be maintained and up-
dated and new infrastructure has to be built. 
Where do we get the people to do that?”
 To help recruit high school students 
and young adults considering their career 
choices, the NSA recently produced a TV 
commercial funded by a grant from the Ne-
vada Contractors Board. The ad promotes 
construction industry jobs and the salaries, 
benefits	 and	growth	opportunities	 they	of-
fer. The NSA is also working with local vo-
cational schools and technical academies, 
providing support and information for stu-
dents interested in construction as a career.

Prices on the Rise
 Another challenge for Nevada subcon-
tractors is price increases for the materials 
they need to complete their jobs. 

SUBCONTRACTORS Building Nevada

Chad
Hirschi
Hirschi Masonry
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A Bright Future
 “The economy is showing signs of 
great opportunity in the future,” said Hirs-
chi. “We’re on pace for 15 to 18 percent 
growth	 in	 the	 residential	market	 for	2017,	
and a lot of homebuilders believe we’re 
set for 20 to 25 percent growth in 2018. 
I	 believe	 there’s	 also	 a	 good	 five	 to	 six	
years of great projects on the Strip and 
elsewhere. If Nevada can get the contract 
for the Amazon headquarters, that will be 
a real boost to construction. In the next 24 
months, we’re poised for a really healthy 
economy in Southern Nevada and in the 
state as a whole.”
 Hiatt also expects continuing im-
provement in the market. He projected 
that A&K will see 2018 sales of around 
$45 million, compared to $50 million be-
fore the recession. “Nevada’s in a very 
good place, barring some major nation-
al event,” he said. “I predict two to four 
years of good progress.”
 As a design-build contractor, Miller 
thinks the market will continue to expand 
for several years since his company has 
many	different	types	of	projects	in	the	de-
sign phase, from industrial and distribution 
projects to work for government agencies 
including K-12 schools and higher edu-
cation.	 He	 said	 economic	 diversification,	
moving away from gaming and tourism 
into areas like distribution and technology, 
will help lessen the impact if the market 
does slow down.
 These new and ongoing projects are 
good news for Nevada subcontractors 
looking to rebuild their companies, but 
they’ll also create more challenges as 
competition for labor puts pressure on 
wages and increased demand for materi-
als leads to more price increases.
 Nevada subcontractors have had to be 
resilient and resourceful to survive the ups 
and downs of a volatile market. They’re 
now facing the future with optimism and 
with plans to overcome their challenges 
and	find	new	ways	to	succeed.

 “Our members are all seeing price in-
creases due to rising demand,” said Hirschi. 
“In some cases, they are incremental in-
creases, but other prices are skyrocketing. 
Getting price increases into bids in a timely 
manner and planning accordingly is a chal-
lenge all subcontractors face. Prices are an 
ever-moving target.”
 Hiatt explained that prices were held 
down while business was slow because 
suppliers wanted to hold on to their cus-
tomers. Now they’re rising again due to in-
creased demand, not only locally, but from 
other states, especially in locations that 
need to rebuild after natural disasters such 
as the recent hurricanes in Florida and Tex-
as	and	the	fires	in	Northern	California.

Safety Concerns
 An adjunct to the shortage of skilled 
workers is that inexperienced workers may 
not be fully aware of the dangers at job sites 
where equipment, tools and environmental 
hazards all present opportunities for injury.
 “Safety is a big issue for NSA members,” 
said Hirschi. “The risk involved in hiring inex-
perienced people is obviously greater than it 
is	in	hiring	someone	who	has	been	in	the	field	
for years. All workers have to undergo a 10-
hour OSHA safety training class and be certi-
fied,	but	inexperienced	workers	still	need	to	
be trained and coached on the job site.” 
 Hirschi said the NSA has a “very aggres-
sive” safety committee that helps members 
deal with workplace safety issues. “Our as-
sociation works to develop a strong working 
relationship with Nevada’s OSHA so we can 
provide information and resources to help 
our members meet OSHA’s ever-increasing 
demands,” he stated.

Rex Rollo

 With more than two decades of experience in 
the credit union industry, Rex Rollo serves as ex-
ecutive vice president and chief financial officer 
for America First Credit Union, the nation’s sixth-
largest credit union in terms of membership and 
nearly $9 billion in assets. 
 Rollo began his career with Utah Federal 
Savings Bank as a controller, working his way to 
executive vice president before joining America 
First. An active community member, Rollo vol-
unteers on the board for the Utah Center for Af-
fordable Housing and has previously served as 
treasurer for the Utah Center for Neighborhood 
Stabilization and Housing Plus. 
 Rollo received a Bachelor of Science in ac-
counting from Weber State College and a Master 
of Business Administration from the University of 
Utah. He is also a graduate of the Western CUNA 
Management School.

America First Credit Union

PO Box 9199
Ogden, UT 84409

P 1.800.999.3961
F 801.827.8647

americafirst.com

ADVERTORIAL PROFILE

Sam A. Schwartz
Practice Areas
• Bankruptcy
• Real Estate
• Personal Injury

 Samuel Schwartz is a 1997 graduate of Loyola 
School of Law in Chicago.  Prior to starting his own firm, 
Mr. Schwartz practiced commercial bankruptcy law, 
representing debtors and creditors on a broad range 
of business reorganization and restructuring matters 
involving a variety of industries, including South Edge, 
LLC, developer of Southern Nevada’s Inspirada Master 
Planned Community, W. R. Grace & Co.’s asbestos re-
lated Chapter 11 bankruptcies, Trans World Airlines, Inc., 
Zenith Electronics Corporation in its corporate restruc-
turing, Jitney-Jungle Stores of America, Inc. in its Chapter 
11 auction and liquidation, AmeriServe Food Distribu-
tion in its Chapter 11 liquidation, PhyAmerica Physician 
Services in its Chapter 11 restructuring, auction and 
sale, The Williams Companies as the largest creditor in 
the bankruptcy of Williams Communication, Inc., among 
several other debtors and creditors in Chapter 11.

Schwartz Flansburg, PLLC

6623 Las Vegas Blvd S 
Suite 300
Las Vegas, NV 89119

P 702.385.5544
F 702.385.2741
sam@nvfirm.com

nvfirm.com
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Sale, Office
ADDRESS	2460	Paseo	Verde	Pkwy.,	89074
BUYER NorthSummit Company, LLC
SELLER Henderson Covenant Group, LLC
DETAILS	73,000	SF;	$19.5	million
APN	178-19-313-007
BUYER’S REP Ted Stoever and Bryce Wiele of 
Colliers International

N

Sale, Industrial
ADDRESS	2917	Brookspark	Dr.,	89030
BUYER Auto-Chlor System of Las Vegas, Inc.
SELLER Brookspark Drive, LLC
DETAILS 10,128 SF; $1,050,000
APN	139-15-613-010
SELLER’S REP Sean Zaher of CBRE

S

Sale, Office
ADDRESS	2140	&	2190	E.	Pebble	Rd.,	89123
BUYER Paseo Verde Group, LLC
SELLER CVK, LLC
DETAILS	51,878	SF;	$12,648,000
APN	177-14-813-002	&	177-14-813-003
BUYER’S REP Ted Stoever and Bryce Wiele of 
Colliers International
SELLER’S REP Suzette LaGrange, CCIM and 
Kara Walker, CCIM of Colliers International

Sale, Multi-Family
ADDRESS	5400	S.	Maryland	Pkwy.,	89119
BUYER Bay Brdige Properties, LLC
SELLER	29SC	Country	Hills,	LP
DETAILS	208	units;	$91,346	per	unit
APN 162-26-312-004
SELLER’S REP Devin Lee, CCIM and Robin 
Willett of Northcap Multifamily

Sale, Land
ADDRESS NEC of Dean Martin Dr. & Southern 
Highland	Pkwy.,	89141
BUYER Century Communities of Nevada, LLC
SELLER NIM, LLC
DETAILS 6.52 acres; $2.8 million
APN	191-05-201-012
SELLER’S REP Kevin Higgins, SIOR of CBRE

SW

Project, Other
ADDRESS	9300	W.	Sunset	Rd.,	89148
CONTRACTOR OF RECORD Layton 
Construction
DETAILS Sunrise Health System recently broke 
ground on a new 80-bed psychiatric facility, the 

E

Sale, Industrial
ADDRESS	4480	Calimesa	St.,	89115
BUYER	777	Corporate	Relocation,	LLC
SELLER NLV Sagebrush, LLC
DETAILS	19,125	SF;	$2,237,625
APN 140-05-210-023
BUYER’S REP Sean Zaher, CBRE

Lease, Office
ADDRESS	6875	Speedway	Blvd.,	89115
TENANT Exhibit Services, LLC
LANDLORD Speedway Commerce Center, 
LLC c/o Harsch Investment Properties
DETAILS	23,675	SF;	$693,344	for	62	months
TENANT’S REP The Larkin Group of NAI 
Vegas
LANDLORD’S REP Rob Lujan, CCIM, SIOR 
and Jason Simon, SIOR of JLL

H

Sale, Portfolio
ADDRESS 4300, 4350 & 4500 E. Sunset 
Rd.,	89014
BUYER Henderson Town Center, LLC
SELLER American Nevada Company
DETAILS	194,757	SF;	$21.5	million
APN 161-32-411-002, 161-32-412-003 & 161-
32-412-009
SELLER’S REP Rick Reeder and Brad 
Tecca,	Cushman	&	Wakefield

Sale, Office
ADDRESS	98	E.	Lake	Mead	Pkwy.,	89015
BUYER Sarbjit Hudal
SELLER St. Rose Dominican Medical Plaza, 
LP
DETAILS	41,676	SF;	$2.8	million
APN	179-18-503-002
SELLER’S REP Stacy Scheer, CCIM and 
Grant Traub, Colliers International

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

DEAL TRACKER

Behavioral Health Center at Southern Hills 
Hospital. The 43,000-square-foot facility 
will treat patients using patient tracking and 
safety	systems	while	addressing	specific	
needs that overcrowded emergency rooms 
cannot provide. The estimated cost for this 
project is $26 million and it is slated to open 
in late 2018.

Sale, Industrial
ADDRESS	1901	Industrial	Rd.,	89102
BUYER Harvard Associates, Inc.
SELLER Independent Fire Fabrication, Inc.
DETAILS	8,986	SF;	$1,490,000
APN	162-04-706-004
SELLER’S REP Steve Nosrat of The Equity 
Group

Sale, Other (Motel)
ADDRESS	4975	S.	Valley	View	Blvd.,	89118
BUYER CCP Vegas, LLC
SELLER Tropicana Inn – Investments 2, LLC
DETAILS	59	units;	$107,627	per	unit
APN 162-30-501-011
SELLER’S REP Marcus Threats, CCIM of 
Marcus & Millichap

Lease, Office
ADDRESS 6283 S. Valley View Blvd. Ste. F, 
89118
TENANT Grimco, Inc.
LANDLORD Valley View I, II & III, LLC c/o 
Mark IV Capital Properties, Inc.
DETAILS	7,535	SF;	$412,836	for	five	years
TENANT’S REP The Larkin Team of NAI Vegas

WC

Sale, Office
ADDRESS	604	W.	Moana	Ln.,	89509
BUYER Leroy & Debra Del Don Trust
SELLER John E. & Janice W. Bostock 
Declaration of Trust
DETAILS 13,304 SF; $2,680,000
APN 024-122-10

Sale, Retail
ADDRESS	205	N.	McCarran	Blvd.,	89431
BUYER Oxfordacious, LLC
SELLER Frederick Enterprises, LLC
DETAILS	5,560	SF;	$2.7	million
APN 033-400-01

Sale, Retail
ADDRESS	701	S.	Virginia	St.,	89501
BUYER TMMR 1-DE SPE, LLC
SELLER	713	South	Virgina,	LLC
DETAILS	7,807	SF;	$1,551,327
APN	011-272-13

Sale, Retail
ADDRESS	955	S.	Virginia	St.,	89502
BUYER TMMR 1-DE SPE, LLC
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 Red Report
SELLER	955	South	Virginia,	LLC
DETAILS	12,508	SF;	$1,594,693
APN 011-332-12

O

Sale, Retail
ADDRESS	3100	Needles	Hwy.,	89029
BUYER Coker Ellsworth
SELLER El Mirage, LLC
DETAILS	73,000	SF;	$4,150,000
APN	264-21-810-007
REP (BOTH) Chris Lexis and Joe 
Leavitt of Avison Young

Sale, Office
ADDRESS 1103 New River Pkwy., 
89406
BUYER The Hagers, LP
SELLER Desi M. Moreno
DETAILS 8,000 SF; $2,525,000
APN	001-781-15
SELLER’S REP Dustin Alvino of 
Marcus & Millichap
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SOUTHERN NEVADA NORTHERN NEVADA

 As a result of the success of economic 
development	 and	 diversification,	 the	 area	
should continue to see successive growth 
both locally and regionally. Population 
growth	 has	 a	 pass	 through	 effect	 on	 all	
commercial	sectors;	office,	retail,	industrial,	
multi-family, investment and storage. The 
resulting	effect	of	this	continued	growth	has	
caused all aspects of development and in-
vestment to increase in cost. 
 The increased cost of commercial land 
and the increased cost of cost of construc-
tion and shortage of construction labor have 
pushed development cost to the point that 
we’ve seen a back-lash in that some proj-
ects and interested developers are pulling 
out of project and or waiting until the econo-
my cools down.    
 With the growth and investment in Reno, 
the	performance	of	the	office	market	reflects	
the same. There has been 16,480 square 
feet	of	net	absorption	Q3	2017,	compared	to	
22,098	square	feet	positive	in	Q2	2017	and	
26,687	 square	 feet	 Q1	 2017.	 	 This	 reflects	
a slowdown in growth to the extent that 
vacancy rates have dropped minimally to 
10.76	percent	overall;	per	 submarket	11.82	
percent in downtown; 8.86 percent in South 
Reno	and	8.72	percent	in	Meadowood.				
 Market growth was led by new leases 
and expansions by those such as Elemental 
LED Inc., Lighthouse Real Estate Solutions, 
Impact ABA Services, DR Horton, Inc. and 
Basin Street Properties.

	 Las	Vegas	Valley’s	office	vacancy	 rate	 in	
Q3	2017	declined	by	0.9	points	to	18.3	percent	
from	Q2	2017.	Compared	to	Q3	2016,	the	of-
fice	vacancy	rate	was	down	1.8	points,	 from	
20.1	percent.	Vacancy	rates	ranged	from	15.9	
percent for Class C space to a high of 20.8 
percent for Class B space in Q3. 
	 There	were	no	spec	office	completions	in	
Q3. On a year-over-year basis, completions 
stood	at	270,000	square	feet	at	the	end	of	Q3.	
The	 Valley’s	 office	 inventory	 remained	 43.4	
million square feet.
 As the vacancy rate declined, net absorp-
tion improved from the previous quarter as well 
with	+378,000	square	feet.	On	a	year-over-year	
basis,	net	absorption	was	at	+972,800	square	
feet. Of the four product types, only one saw 
negative absorption during the quarter, with 
Class	C	experiencing	a	drop	of	-25,700	square	
feet. This quarter’s improvements bring the va-
cancy	rate	under	19	percent	for	the	first	time	
since	Q4	 2009,	 when	 the	 rate	was	 climbing	
quickly in the wake of the Great Recession.
 At the end of Q3, four projects were un-
der	construction	 in	the	office	Market:	Sunset	
Hills	Plaza,	a	15,000-square	foot	office	build-
ing (Class C), Jones Beltway Business Park, 
a 16,480 square foot building (Class B), St. 
Rose Coronado Center #1, a 62,364-square 
foot building (Class B) and Downtown Sum-
merlin-Phase 2, comprising 150,000 square 
feet (Class A). The amount of planned space 
increased from the previous quarter and now 
stands at 626,000 square feet.

 Commercial RE Report

OFFICE
SUMMARY
THIRD	QUARTER	2017

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

Southern northern

NEXT MONTH: RETAIL
ABREVIATION KEY

MGFS:

SF/MO:

NNN:

Modified Gross Full-Service

Square Foot Per Month

Net Net Net

OFFICE
THIRD QUARTER

7,549,202

835,911

10.76%

0

 16,480 

$1.82

0

40,000

4,252,989

572,716 

13.47%

0

16,480 

$1.95 

40,000

0

1,949,248

241,707

12.40%

0

  - 0

$1.65

0

0

1,270,648

216,010

17.00%

0

  - 0

$1.35 

0

0

43,399,105

7,946,909

18.3%

0

378,044

$1.95

243,844

626,022

  

6,499,602

1,343,396

20.7%

0

168,376

$2.53

150,000

382,300

  

14,023,953

2,915,444

20.8%

0

161,158

$1.81

78,844

142,000

  

15,551,927

2,471,046

15.9%

0

-25,656

$1.84

15,000

101,722
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he “advance” estimate for U.S. real 
gross domestic product (GDP) for the 
third	quarter	of	2017	grew	strongly	at	a	
3.0 percent annualized rate. The main 
positive contributors of economic 

growth did not change from the last quarter. 
Consumer spending and business investment, 
including inventories, remain robust, and net ex-
ports and federal government spending further 
strengthened from their second quarter readings. 
U.S. nonfarm employment rebounded by adding 
261,000 jobs in October. The unemployment rate 
also	dropped	to	a	17-year	low	of	4.1	percent.	Sep-
tember retail sales growth accelerated to 4.4 per-
cent year-over-year thanks to a strong rebound in 
auto and truck sales. September housing starts 
also increased robustly by 6.1 percent from a year 
ago, and housing prices in the U.S. continued to 
increase. The Federal Reserve kept the federal 
funds rate on hold at its October meeting, while a 
December hike is expected by most forecasters.
 Nevada posted generally positive signals in 
its economic activity based on the most recent 
data. Seasonally adjusted statewide employ-
ment added a weak 200 jobs in September. 
Taxable sales in August climbed by 3.3 percent 
year-over-year, which is its slowest pace with the 
first	yearly	loss	in	Storey	County	in	2017.	August	
gasoline sales (in gallons), however, increased at 
the	fastest	pace	year-over-year	in	2017,	up	by	5.3	
percent. September gaming revenue rose by 3.3 
percent from last year.
 For Clark County, somewhat mixed signals 
emerged with the latest data. Seasonally adjusted 
employment lost 500 jobs from August to Sep-
tember. September visitor volume for Clark Coun-
ty continued its year-over-year decrease, down 
by 2.2 percent, while total McCarran passengers 
increased slightly, up by 0.4 percent. Septem-
ber gaming revenue, however, increased by 2.8 
percent from a year earlier. Clark County taxable 
sales	 for	August	climbed	by	3.7	percent	 from	a	
year ago, and gasoline sales grew by 4.8 percent 
during the same period. June residential housing 
permits gained 11.0 percent year-over-year. 
 Washoe County also experienced mixed sig-
nals in its economic activity. The Reno-Sparks 
seasonally adjusted employment added 2,000 
jobs and rose by 2.5 percent from last year. Year-
ly growth in taxable sales for Washoe and Storey 
Counties for August decelerated to 1.8 percent 
due to a large loss in Storey County. Septem-
ber gaming revenue increased robustly by 8.1 
percent year-over-year. Air passengers and visi-
tor volume also gained 6.0 and 4.0 percent, re-
spectively, during the same period. Residential 
housing permits in September decreased by 4.6 
percent from last year, and commercial permits 
showed disappointing 6 units, which is its lowest 
value since December 2008.

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 annualized rate

Stephen M. Miller, Director
Jinju Lee, Economic Analyst

UNLV Center for Business
and Economic Research
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Gaming Revenue
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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
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In the history of the United States,
who was your favorite President?

“Lyndon Johnson – He 
was thrust into office after 
Kennedy’s assassination 
and his leadership at 
that difficult time is 
historically overlooked. 
He was determined to 
carry on Kennedy’s vision 
and fought fiercely to pass 
the Civil Rights Act.”

“JFK – Even in difficult 
times, like the Cuban 
Missile Crisis, he used 
judgment and restraint to 
protect us from a serious 
war. He persevered 
through health issues 
and his speeches rallied 
people to break down 
cultural barriers.”

“As a life-long Democrat, 
my favorite president is 
actually a progressive 
Republican: Theodore 
Roosevelt. He used his office 
to expand business growth 
while simultaneously 
supporting worker’s rights, 
consumer safeguards and 
environmental protection.  
Bully!”

“In the modern era it’s 
Ronald Reagan. His 
message was about 
optimism and room for 
all people to pursue their 
passion. His idea that a 
rising tide would truly lift 
all boats is as profound 
today as ever.”

“John F. Kennedy – His 
vision for America and 
progressive thinking 
pushed the United 
States into the space and 
technological era of today. 
[He was] a hero in both 
war and civilian life for 
this country. [He was] a 
true American in thought 
and deed.”

Farhan Naqvi | Managing Partner
Naqvi Injury Law

Bill Marion | Partner
Purdue Marion & Associates

Scott Frost | President
Titan Brands

Nick Rossi | President/Sales Executive
LP Insurance Services, Inc.

Richard Copeland | Chairman
Thor Construction

Tim Brennan | Las Vegas Branch 
Manager, Mountain America Credit Union

“Barack Obama because 
he reinforced that, despite 
structural forces that 
oppose change, hope 
remains and the moral arc 
bends towards justice over 
time!”

 Last Word
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Fifty-two years ago, when conventional utility companies would not serve the desert 
valley, the residents of rural southwest Nevada throttled up their frontier spirit and 
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