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necessarily mean that people should be fired.  Of-
tentimes the solution is to move ineffective em-
ployees to a position that is better suited to their 
skill sets.  However, executives must be aware of 
needed changes before they can incorporate them.  
So the question becomes’ “It’s 8 a.m. do you know 
where your team is and what they’re doing?”

Do you hear opportunity knocking?
 Executives that have the insight to identity mar-
ket advantages and move on them quickly will sur-
vive this economy and be better positioned when 
the market turns.  One of the big advantages of this 
market is the abundance and availability of talent. 
The pendulum has swung and we now have a very 
different market. It was only a couple years ago that 
Nevada employers were competing for the best and 
brightest and engaged in bidding wars to recruit 
and retain talent.  In this economy, employers are 
enjoying a rare opportunity to hire talented profes-
sionals that are hungry and affordable.  By hiring 
now, company executives have the opportunity to 
enrich their labor force through these talented in-
dividuals that will become loyal members of the 
team.  While the short term inclination may be to 
“hunker down,” the long term strategy of seizing 
the opportunity to hire talent, will put your com-

pany in a much stronger position.  The only way to 
be aware of this and other opportunities is to listen.  
Do you hear the knock?

Can you speak the language?
 As the director of the state’s largest private 
higher educational institution, one of my jobs is 
to make sure our employees truly understand our 
corporate culture of customer and community ser-
vice, integrity and value.  This can only be accom-
plished through clear, concise and frequent com-
munication.   From the recruitment of staff mem-
bers through their retirement, the role of defining 
corporate culture remains with the organization’s 
leader.   How loud is your voice in communicating 
the culture of your company? 
 Do you have a plan for regular communication 
amongst the rank and file to ensure everyone un-
derstands the philosophy and direction the com-
pany is taking?

 There’s no doubt that we’re living in an interest-
ing economy with unique challenges.   But along 
with those challenges, comes opportunity. It’s up 
to our business leaders to recognize and embrace 
those opportunities by using all their management 
skills and business senses.

Charlie Nguyen is the campus director of the University of Phoenix Las Vegas Campus. University of 
Phoenix serves a diverse student population and offers associate’s, bachelor’s, master’s and doctoral 
degree programs from campuses and learning centers across the U.S., as well as online throughout the 
world.  For more information visit, www.phoenix.edu.

Do you see the advantages?
 Business executives throughout Nevada have been 
forced to rethink the way they do business and re-
evaluate all aspects of their business plans.  With the 
most challenging economy in recent history, smart 
business leaders are finding ways to take advantage 
of opportunities unique to this market. These oppor-
tunities include such things as reduced competition 
and a larger available labor pool.  As with every busi-
ness cycle, the market will change and the advan-
tages available now, will be gone.  Do you see the 
opportunities presented by the 2010 market?

Are you in touch with your staff?
 Do you know what the individuals on your team 
do on a daily basis?   Have you observed who is 
most productive, committed and willing to go the 
extra mile?  Are you aware of the people that ha-
bitually show up late with bad attitudes, are mar-
ginally productive then leave early?  As the leader, 
it’s your job to make sure your team is passionate 
about the company, understands customer service 
and maintains the levels of integrity you expect.  
In this marketplace, with so much available tal-
ent, mediocrity is inexcusable.  The time is now 
to carefully evaluate the effectiveness of your staff 
and make the needed modifications.  This doesn’t 

Winning in Today’s Market
Charlie Nguyen, Director - Southern Nevada Campus

Engaging Your Senses
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 When was the last time you heard about a politician keeping a campaign promise? 
Obama, who pledged to bring transparency to Congress and to broadcast lawmakers’ 
negotiations on C-SPAN, did nothing when Congress held closed-door hearings on the 
healthcare bill.  Harry Reid, who promised to represent the interests of Nevadans if we 
sent him to Washington, seems to have completely forgotten what state he represents.  
 But, just when you thought campaign promises are totally worthless, along comes Gov-
ernor Jim Gibbons, whose platform was based on not raising taxes.  Gibbons has actually 
kept his promise and stood his ground, despite the efforts of lawmakers, lobbyists, power-
ful unions and vested interests throughout the state.  
 Last spring, the Legislature presented Gibbons with a budget that included a 19 percent 
increase in Nevadans’ total tax burden, including a higher payroll tax, increased sales tax 
and a new tax on hotel rooms.  It would have been easy for him to give in and sign the 
budget – after all, Democrats controlled both houses of the state Legislature during the 
2008-2009 session, and it was obvious they had the votes to override his veto.  
 Instead, here’s what he said:  “Raising taxes during an economic crisis is foolish and 
shortsighted.  I made a promise a long time ago that I intend to keep. No new taxes. The 
legislature has chosen to waste their time and your money creating a budget filled with a 
billion dollars in new taxes that will hurt every single person in this state.  I will now stand 
up for what I believe in and VETO these new taxes.”
 As expected, the Legislature overrode the governor’s veto.  Does this mean Gibbons 
was foolish or politically naïve to veto the budget?  No – it means that he was upholding 
his principles and keeping his campaign promises.   
 Now it looks like the governor will have to call a special session of the Legislature 
to deal with the continuing budget crisis.  To his credit, Gibbons has been looking for 
creative ways to reduce expenses instead of raising taxes or borrowing money that future 
generations will have to repay.  
 In response to the growing budget shortfall, Gibbons has asked state agencies to pres-
ent recommendations that cut their budgets up to 10 percent.  On January 6, he presented 
an 8-point plan to cut state spending, chiefly by making changes in the way the state funds 
K-12 education, which makes up 54 percent of the Nevada budget.  He also proposed re-
pealing laws requiring local governments and school districts to enter into collective bar-
gaining agreements with employees.  “Unions do nothing to help educate our children,” 
Gibbons said. “The unnecessary tax money expended for union negotiations and special 
benefits can be used in classrooms to help our children learn, not pay for union officials or 
promote costly and often hostile negotiations.”
 Rory Reid, who is running for governor in 2010, commented, “I don’t think the gov-
ernor has shown leadership” in making his proposals.  That couldn’t be farther from the 
truth.  Jim Gibbons pledged not to raise taxes, and he is determined to keep his promise, 
whether or not it is politically expedient.  He has gained endorsements from former State 
Sen. Bob Beers and former U.S. Rep. Barbara Vucanovich.  He deserves the support of the 
Nevada business community as well.  We need elected officials who act more like states-
men and less like politicians.
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ccording to economists, only Michigan has suffered worse 
from the Great Recession than Nevada. Nevada’s too-
heavy reliance on gaming, sales tax and construction led 

us to this situation and economic development is on everyone’s mind. 
 But how do you build, grow and sustain diverse types of businesses 
in a state with no money?

No Silver From the State

 Part of what has, for decades, made Nevada so appealing to busi-
ness owners is its philosophy of independence – it’s fairly inexpensive 
and simple to start and run a business here, thanks to the absence of 
certain taxes and the typical bureaucratic red tape. There are fewer 
government employees to residents than almost any other state, which 
indicates a lack of government interference. And extending this lais-
sez-faire philosophy further, the Nevada Constitution actually prohib-
its any state investment in companies and organizations, except for 
those which are educational or charitable. 

A

Cultivating the “Benjamin’s”
By Jessica Santina

Cover Story

Raising 
Capital
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 Why no venture capitalists in Nevada? 
It’s a chicken-or-egg debate; many say 
there simply aren’t enough of the kinds of 
businesses that VCs like here, though it’s 
arguable that there might be, if there were 
a VC firm nearby. 
 “Our state hasn’t been focused on those 
highly scalable organizations that can be 
highly ramped up with products or servic-
es that are universal, like software or med-
ical devices, which can be marketed na-
tionwide or worldwide,” explained Dennis 
Wengert, deputy director for the Nevada 
district of the Small Business Administra-
tion. “We aren’t a state that’s historically 
been conducive to that. There hasn’t been 
a state or private infrastructure from a fi-
nancing point of view, so those companies 
aren’t attracted here.”
 Compounding the problem is Nevada’s 
economy; the Silver State is in too much fi-
nancial trouble to think beyond subsistence 
funding. “There isn’t an appetite or ability 
to devote funds to that kind of economic 
development activity when local leader-
ship is concerned with providing basic ser-
vices … So I think it’s been somewhat of a 
detriment to diversifying the economy and 
attracting high tech here,” Wengert added.

Traditional Lending Sources

 It’s a cruel irony. “Banks are hesitant 
to loan in poor economic conditions, but 
poor economic conditions require some 
lending and cash flow in order to see 
progress,” said Wengert, explaining that 
there are two situations in which busi-
nesses look for capital: survival and ex-
pansion. A company in survival mode 
has little to no cash flow, cash reserves or 
unencumbered assets, while a company in 
expansion mode enjoys strong demand, as 
well as adequate cash flow, reserves and 
liquidity.
 “We’ve got a public perception that a 
company in survival mode should get a 
loan,” said Wengert. “But in the last two 
years in Nevada, so many companies have 
been in survival mode, trying to get loans, 
while banks are in the business of loaning 
to expansion-mode companies.”

 While there are arguably many benefits 
to a lack of government interference, from 
an economic development perspective, this 
can be problematic. Such investment could, 
perhaps, enhance Nevada’s ability to draw 
high-quality, job-creating businesses. 
 According to those working in the trench-
es, this stipulation is fairly unique among 
states, and might possibly be complicating 
the recession’s effects further in Nevada. 
 “Anecdotally, I hear from companies that 
New Mexico, Arizona and Utah are doing 
a lot more, providing loans and things, and 
people are somewhat acidic in their atti-
tude, being frustrated with not being able 
to find money,” said Chuck Alvey, president 
and CEO of the Economic Development 
Authority of Western Nevada (EDAWN). 
“These people hear the state talking about 
needing to develop renewable energy and so 
forth, but the state won’t give them money 
to do it, so they see it as idle talk.”
 Such talk has twice in recent history led 
to ballot questions designed to change the 
Constitution’s ruling on the matter. “It failed 
both times, I think, because people didn’t 
understand it,” said Alvey, adding that there 
is no hard research that he knows of indicat-
ing that the rule has significantly affected 
economic diversification in the state.
 There are other issues complicating the 
struggle to find capital in Nevada—namely, 
that other traditional sources of funding are 
missing here, due to a general lack of com-
petitiveness. 
 “We don’t have a major venture capital  
(VC) firm located in Nevada,” said Dave 
Archer, CEO of the Nevada Center for En-
trepreneurship and Technology (NCET), 
which he describes as a sort of “clearing-
house for programs available for starting or 
growing businesses in Nevada.” 
 “Venture capitalists tend to invest in 
businesses that are geographically close by, 
usually within an hour or so driving dis-
tance. So the magnitude of investment is 
affected.” Archer explains that angel inves-
tors tend to invest up to about $1.5 million, 
while venture capitalist investment usually 
begins at $1.5 million; basically, that signifi-
cant multi-million dollar investment is lack-
ing in the state. 
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 Wells Fargo, the nation’s largest small 
business lender, considers “the Five C’s of 
Credit” before offering a business loan, ex-
plained Nevada’s Vice President of Com-
munications, Natalie Brown. These are: 
1) Character (What impression does your 
credit make on the lender, or how trust-
worthy is your credit record?); 2) Condi-
tions (How, precisely, will the money be 
used?); 3) Capital (How much of your own 
capital have you invested in the business? 
“Having your skin in the game sends the 
message that you are committed to mak-
ing your business succeed,” said Brown.); 
4) Capacity (How, precisely, will you repay 
the loan?); and 5) Collateral (What forms 
of repayment security can you provide the 
lender?) A sixth “C” may play a significant 
role as well; longtime Customers may fare 
better—a preference that’s fairly standard 
among bankers.
 Bill Uffelman, president and CEO of 
Nevada Bankers Association, said 
that while the perception is that 
banks aren’t lending, the prob-
lem lies with loan applicants, 
and a general lack of inter-
est in what they’re selling. 
 “People aren’t spend-
ing money; even people 
who are doing okay 
financially are sitting 
tight, reluctant to spend 
money because their 
neighbors got laid off 
and they’re wondering 
whether they’re next. So 
there’s a question of con-
fidence, and a lack of spend-
ing. That’s resulting in a lack 
of credit-worthy projects, and 
borrowers who wouldn’t just be dig-
ging themselves further into debt,” said 
Uffelman. “And I’m not going to make a 
speculative loan as a banker. I’d be called 
up short by regulators and stock holders. 
If you have a track record as a successful 
business person who’s made good deci-
sions, and you’ve banked with me for 15 
years, I’d probably be more willing to 
make that loan. And with the Small Busi-
ness Administration (SBA) guaranteeing 

a percentage, I’d be even more willing.”
 To make lending more palatable, the 
SBA reduces risk by guaranteeing two 
types of third-party business loans: 504 
loans geared toward hard, durable as-
sets, and 7(a) loans intended for all other 
capital needs. Through the American Re-
covery and Reinvestment Act (ARRA), 
guarantee levels were increased to 90 
percent through 2009, although there’s a 
movement within Congress to reinstate 
and extend that increase. 
 “It’s important to understand that 
banks want to lend,” said Uffelman. “The 
problem is finding borrowers who want to 
borrow, with qualified projects and quali-
fied credit.”

 Wengert said that 75 percent of Ne-
vada’s community banks lost money dur-
ing the third quarter of 2009. “That’s a lot 
of lending capacity sitting on the sidelines 
because they can’t take the risk of mak-
ing loans in an uncertain economy, where 
many indicators say we haven’t truly 
reached bottom yet.”

Connections to Capital

 Rounding up all the state’s sources of 
capital is a weighty task, but it’s one that 
the Nevada Commission on Economic 
Development is undertaking now, in its     

Cover Story | Raising Capital

Continues on page 22
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on-paying customers. Delinquent accounts receiv-
ables. Bad debt. All are a bane to businesses. Chances 
are good that your company has experienced them 
already. If not, it likely will at some point, particularly 
with today’s economy. 

 “In these economic times, many companies are strained finan-
cially as their clients do not pay invoices or bills in a timely man-
ner,” said Kevin Sutehall, a business and commercial litigation at-
torney in Hutchison & Steffen’s Las Vegas office. “Receivables that 
linger on the books hurt companies as they try to pay their own 
debts and fulfill other obligations.”  
 The upside, however, is you can take steps to collect past due 
income and minimize future bad debt.  “When you have provided 
a service, you need to do everything in your power to collect what 
is owed you,” said Ronnie Sloan, president and partner of the Las 
Vegas accounting firm, Fair, Anderson & Langerman. “Most times 
you’re going to be successful, sometimes not.”
 But how far should you go to get paid? If the expected benefits 
from a particular avenue of collecting outweigh the costs (staff time, 
money, effects on productivity), then consider it, experts said. 

  “The cost of the collection process is a business expense 
in itself,” said Ed Lubbers, founder and partner of Las Vegas-
based Lubbers & Borg. “Only pursue to the extent that makes 
economical sense to you and your business. Otherwise, you 
may find that you’ll be putting your own business into a fur-
ther financially stressful situation.”
 “Some companies want to collect every penny due them 
at all costs because they don’t want the reputation of being 
businesses that don’t collect debts,” said Reno-based attorney, 
Bruce Beesley, partner of the law firm, Lewis and Roca, and 
leader of its bankruptcy practice group. “They tend to spend a 
lot more time and money on collecting and have worse results 
than those willing to be flexible.”
 It’s ineffective to harass and threaten people, and litigate 
over small amounts, said Brett Axelrod, a reorganization 
bankruptcy attorney and a shareholder in the Las Vegas of-
fice of the law firm, Greenberg Traurig. “If you’re not lis-
tening to your customers and their issues, you’re too hoggy. 
What I always tell my clients is that pigs get fed, hogs get 
slaughtered.” 

N
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Collection Strategies

 The likelihood you’ll collect the full prin-
cipal owed you decreases exponentially as 
the account ages. 
 “Speed is key. If you’re looking at some-
thing that is 60 days overdue, you’ve a great-
er likelihood of getting 100 percent of that 
money. Once it gets to 120 days, you’ll be 
lucky if you get 50 cents on the dollar,” Axel-
rod said. The statute of limitations on debt 
resulting from a verbal contract is four years, 
from a written contract, six years.
 Therefore, it’s essential that your accounts 
receivables are monitored constantly. Some-
one inside or outside your business should do 
this and apprise you of all past due accounts 
routinely, perhaps weekly, Sloan said. All ac-
counts should be reviewed monthly.
 “If you’re not paying attention, then your 
customers aren’t going to pay attention to 
paying you,” Sloan added.  
 Look for any changes in payment pat-
terns, Axelrod said. Maybe a customer who’s 
always paid within 30 days has started pay-

ing late. Maybe a vendor’s checks suddenly 
are arriving from a different entity or are be-
ing signed by a different person. Heed these 
warning signs and act immediately. Call the 
customer and find out what’s going on. 
 “It’s always better to have frank conver-
sations and develop a relationship,” Sloan 
added. “That will get you higher on the list 
of people they need to pay.”
 The first step in addressing an unpaid, 
overdue balance is to call the client and try 
to collect. Sometimes the personal touch, in 
the form of a phone call from you or another 
principal, yields better results than one from 
an employee.
 “Typically it’s always the squeaky wheel 
that’s going to get paid,” Axelrod said. “The 
worst thing you can do is be in denial. Who-
ever makes the most noise or is the most 
essential to the business operations is more 
likely to get paid than a creditor who’s pas-
sively just waiting.”
 Don’t be eager to negotiate initially, but if 
the customer raises a legitimate issue, then 
consider haggling, said John Muije, attorney 

and partner with Muije & Varricchio, a Las 
Vegas business law firm. 
 Go into the call trying to get more, but 
have in mind the lowest amount you’ll ac-
cept and what terms you’re willing to offer 
to get it, Beesley said. That may be, for ex-
ample, a payment arrangement in which the 
client pays $300 a month until they pay off 
the balance.  As an incentive, you may agree 
to reduce their balance after they’ve paid a 
determined monthly amount for a designated 
time. Or maybe you offer to forego any late 
fees and interest. The goal is to settle on pay-
ments the client will be able to make. Be spe-
cific about due dates and amounts. 
 “You have to seek a win-win situation 
because some money is better than none,” 
Sloan said.
 If you’d like to continue providing goods 
or services to a client who owes you a large 
sum, ensure you’re getting paid up front or on 
delivery, but also get money for the past due 
amount, Axelrod said. To secure the older 
debts, try getting some collateral via a UCC-
1 Financing Statement agreement, which 
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creates a lien against the debtor’s personal 
property. Other security options include a 
written guarantee from the principal or a let-
ter of credit. 
 A forbearance agreement is also recom-
mended when attempting to secure older 
debts. It stipulates new provisions—a repay-
ment schedule and security requirements—
for the client paying off the old debt and as 
long as they abide by the terms, 
you agree to reduce the to-
tal amount owed. If the client 
violates the agreement, the full 
amount, including late fees and 
interest, is reinstituted. This al-
lows you to reward the client 
for paying and punish them if 
they don’t. 
 Communicate right away 
if a customer fails to follow 
through with a payment commitment, Sloan 
said. If they’ve agreed to pay you by the 10th 
of the month but don’t, call them on the 11th. 
Be cordial but firm in asking for payment. 
Perhaps even offer to pick up the check, if 
possible. 
 “Timely, consistent communication is es-
sential,” she added.
 Other tactics that can be used in-house are 
well-crafted collection letters and withhold-
ing service.
 “Not only can the letter sometimes elicit 
payment or lead to dialogue with the debtor to 
get the debt paid off over a period of time, but 
the letter also serves to put the breaching party 
on immediate notice of your position concern-
ing the contract that was breached,” said Mat-
thew Hippler, a commercial and real estate at-
torney in Holland & Hart’s Reno office.  “Also, 
the letter serves to document the origination of 
the dispute, which is important if the situation 
may eventually involve a lawsuit.”
 For debt equal to or less than $5,000, try 
small claims court (www.clarkcountycourts.
us, www.washoecourts.com), Beesley said. 
Ensure that whoever represents your compa-
ny in court, however, is prepared and knows 
the facts of the case. 
 “If you go to small claims, you’re looking 
at out-of-pocket expenses and costs of about 
$100 plus staff time to fill out the paperwork 
and process it properly,” Muije said.

Consumer Debt

 Consumer debt, as opposed to business 
debt, is incurred for consumable or depre-
ciating assets that aren’t considered invest-
ments. Examples of consumer debt include 
medical bills, credit card balances, car and 
student loans, and store-financed consumer 
purchases. When trying to collect on con-

sumer debt, companies can report delinquent 
accounts to one of the three credit bureaus, 
Muije said.
 A federal law, the Fair Debt Collection 
Practices Act (www.ftc.gov), applies to pur-
suing consumer debt, but only to collection 
agencies (businesses pursuing payments on 
debts owed by individuals and businesses) 
and other third parties doing the collecting. 
It mandates that debt collectors can’t call 
consumers outside the hours of 8 a.m. and 9 
p.m.; use profanity; threaten violence; con-
tact neighbors, family and friends about the 
debt; and more. Those reported violating the 
Act face a $1,000 penalty and must pay the 
suing party’s lawyer’s fees. 

Outside Resources

 If you’ve made reasonable efforts internal-
ly to collect on an account and still aren’t get-
ting paid, it’s time to seek outside assistance.
 “Self-help only goes so far,” Muije said. 
“It’s much better to deal with somebody who 
knows what they’re doing, who can protect 
you on one hand and achieve your goals on 
the other.” 
 Consider sending old accounts to a col-
lection agency. Some experts recommended 
passing them off at 90 days past due, others 
at 120, but the sooner, the better.

 “They become out of your hands so you’re 
not putting company time and effort in try-
ing to collect on them,” Beesley said. “If you 
get something back, it’s almost a bonus at 
that point.”
 Collection agencies are ideal for collect-
ing amounts of $1,000 or less and primarily 
retail and consumer claims, Muije said. They 
have resources and strengths typical com-

panies and attorneys don’t. For 
example, they handle volume, 
have more experience with skip 
tracing, and utilize form letters, 
batch processing, automatic di-
alers and private investigators, 
among others. They have access 
to numerous databases for credit 
report, national property and 
other searches.
 These firms typically 

charge a setup fee along with a percentage, typ-
ically between 25 and 50 percent, sometimes 
more, of any money they collect, Beesley said. 
 “Mean what you say, and say what you 
mean,” Lubbers said. “If you tell someone 
you plan to send them to collections, you bet-
ter do it.”
 For debt that exceeds $10,000, you may 
want to hire an attorney to try collecting it 
for you, Muije said. For anything less than 
that amount, it doesn’t make sense economi-
cally unless you can find a lawyer who works 
solely on a contingency basis. Those, howev-
er, are few. 
 “It’s not unusual for a lawyer to work on a 
25 percent contingency with a 5 percent one-
time, advance fee,” Muije said.
 Consider filing for a judgment against the 
owing customer. With a judgment, you then 
may garnish 25 percent of their net wages, 
seize their bank accounts and more. You 
may execute the judgment as a lien against 
the debtor’s property so if they ever try to sell 
it, they first have to clear the debt.  
 “Be aware that some assets will not be 
recoverable even if you secure a judgment,” 
Sutehall said. “Nevada is relatively debtor 
friendly, and its law shields many assets from 
collection.”
 “If a customer has defaulted on payment 
at the time you’re providing goods to them, 
you may file an Action of Reclamation to 

“It’s always better to have frank
conversations and develop a relationship.  

That will get you higher on the list of
people they need to pay.”

              - Ronnie Sloan
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retrieve what you’ve already delivered to or 
sent them,” Axelrod said. 
 If you suspect a company is acting fraudu-
lently, say distributing equity while debts are 
owed to creditors, you might pursue a receiv-
ership, Axelrod said. Such a filing requests 
that an independent, third party be brought 
in to manage the debtor’s assets and liquidate 
the company for the benefit of its creditors. 
This approach, however, carries with it the 
cost of paying the receiver. 
 Some companies, medical practices, for 
example, sell their accounts receivables on 
a contract basis to an agency called a factor 
to obtain cash before the accounts come due, 
Axelrod said. The factor assumes responsi-
bility for collecting on those accounts and for 
any losses. It’s an expensive option but allows 
a company to receive money up front and un-
burden themselves from having to collect.
 If you think it unlikely you’ll get paid on a 
specific overdue account, it’s a good practice 
to write it off your books. 
 “Write if off at the end of your fiscal year 
so you avoid paying tax on it,” Sloan said. 

 If you write $10,000 or more off of a cus-
tomer’s account, you may send them a 1099-
c form for that amount, Axelrod said. They 
then will have to claim on their taxes the total 
as income and pay tax on it. Again, consider 
if you really want to go this far before choos-
ing this route.

Proactive Measures

 Taking steps before accepting a new cli-
ent helps to avoid collection problems later.
 “In the current economic climate, it is 
more important than ever to know who 
you are doing business with and to under-
stand the customer’s business,” Hippler 
said.  “Unless you have a very good grasp 
of what financial situation your customer is 
facing, your business could be taking a risk 
by establishing a relationship with that cus-
tomer.”
 Before taking on a business as a new cli-
ent, run its credit report, Axelrod said. If its 
credit is marginal, don’t work with them 
or require a deposit or retainer. Or ask for 
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some type of security. Conduct a litigation 
search to determine if they’re being sued 
for failing to pay others. When you extend 
credit to a company, ensure your contract 
with them requires they give you annual 
balance sheets, profit and loss statements, 
and updated bank information. 
 “You have to choose your clients, when 
possible,” Sloan said.
 In the case of taking on new client con-
sumers, find out what their credit is like, 
Muije recommended. Discover how stable 
they are by determining if they’re em-
ployed, whether they own their home and 
how long they’ve lived in their current resi-
dence. Don’t sell to a consumer unless their 
credit is decent.
 Bill regularly and on time, Sloan advised. 
Consider printing an incentive of some sort 
on your invoices. Follow through with any 
such promises or threats. If your invoices 
indicate you’ll assess late charges and inter-
est on late payments, do it.
 “The better your policies, the less likely 
you are to have problems,” Muije said.

http://hutchlegal.com
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Holland & Hart is proud to serve clients such as the M
Resort because we, like them, constantly strive to provide
innovative solutions for our clients.

Holland & Hart is the largest law firm based in the Mountain
West with nearly 450 attorneys in 15 offices across seven
states and Washington, D.C.

Contact: Greg Gilbert, gsgilbert@hollandhart.com, 702-669-4620
3800 Howard Hughes Pkwy, 10th Floor, Las Vegas, NV 89169

Tim Lukas, tlukas@hollandhart.com, 775-327-3000
5441 Kietzke Lane, Second Floor, Reno, NV 89511

Fear is not a part of Anthony A.Marnell, III’s vocabulary.
When it comes to making decisions, his single-minded
focus is relentless—he goes “all in.” Las Vegas insiders
call him “a visionary,” “the next-generation Vegas player,”
and “a new Vegas mogul.” With the opening of his M
Resort on March 1, 2009, Anthony is already living up to
these titles.

Anthony was on the verge of a professional baseball
career as the catcher for the Las Vegas Stars, the AAA
team for the San Diego Padres, when a shoulder injury
sidelined that dream. But Anthony didn’t let that stop him.
He surprised everyone by starting a software company,
TRIRIGA, which helps companies manage large real estate
holdings and rental portfolios. Although Anthony continues
to provide his strategic vision to TRIRIGA as Chairman, it’s
the M Resort that has captured his imagination most
recently. Teaming up with his father, architecture and con-
struction genius Tony Marnell, on the $1.8 billion project,
Anthony continues the family’s longstanding commitment
to innovation. With its non-reflective floor-to-ceiling win-
dows, open-air environment, and breathtaking piazza
waterfall, they have created a resort destination like no
other. Visit www.theMresort.com to learn more.

ALL INNOVAT ION
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Rob Freymuller: I think that we all 
probably share the same ideal or goals 
of how do you cover 48 or 50 million 
Americans with affordable health in-
surance.  It’s interesting that we’ve 
mandated automobile insurance, but 
we don’t mandate healthcare insurance.  
There’s a significant portion of people 
in the population that can afford health 
insurance and choose not to buy it and 
use those monies for other things.  It 
seems there are some baby steps that 
could be taken to mandate insurance 
and be cognizant of small businesses 
and how that works out.  The insurance 
industry should speak forward in terms 
of pre-existing conditions, across state-
line competition and innovative prod-
ucts. A lot of that can take place and 
it doesn’t impact government spending 
at this point in time.  Coverage can be 
looked at in two different ways.  Ev-
eryone, in a sense, in our country is 
covered.  They could access an emer-
gency room, there are laws in place 
that everyone can be treated.  People 
get healthcare.  So, coverage needs to 
be redefined as insured versus access 
to healthcare.  The emergency rooms 
clearly aren’t the most affordable and 
efficient way to get that healthcare.  It 
appears that we’re looking to try to 
solve this whole complex global prob-
lem in one fiscal year and it needs to 
be broken into some clearer goals.
Mike Murphy: I think we’ve lost in the 
debate what the true goal is, at least 
where we thought it started out, which 
was, how do you improve the quality 
of care and how do you do it at a less-
er cost.  Most of the things that we’re 
debating about right now and talking 
about, aren’t really getting to the crux 
of either one of those things.  It’s get-
ting back to what’s the goal of health-
care reform.  We’ve heard it go from 
healthcare reform to health insurance 
reform.  The question is, what are we 
truly trying to get to?  What are the 
steps and what are the real things that 
are underlying that are going to get us 
there?

ealthcare has been a hot topic 
lately at both a national and 
state level.  With so many 
changes coming down the 
pipeline, many businesses 

are wondering how their companies 
will be affected.  Recently, executives 
representing healthcare in Nevada met 
at the law offices of Holland & Hart in 
Las Vegas to discuss the issues facing 
this changing and sometimes challeng-
ing industry.
 Connie Brennan, publisher of Ne-
vada Business Magazine, served as 
moderator for the event.  These month-
ly meetings are designed to bring lead-
ers together to discuss issues pertinent 
to their organizations.  Following is a 
condensed version of the roundtable 
discussion.

What are your 
thoughts on 
healthcare 
reform?
Charles Perry: I don’t have confi-
dence that congress has the tools that 
it takes to come out with something, 
much less the administration.  I haven’t 
seen anything that they’re doing right 

now that is going to accomplish what 
the goal is.
Dr. Sherif Abdou: They have the will.  
We are the tools.  They do have the will 
to do something that’s sustainable and 
measure change.  To get from the will 
to the applicable through a political 
process, it’s a challenge.  I think we’re 
all responsible in this.  If we’re will-
ing to participate, we are the delivery 
model.  I think there are going to be 
some laws and some bills that allow us 
to do so, if we wish to do so.
Dr. Carolyn Yucha: I think this is such 
a complex issue that’s been decades in 
the making that I don’t see how any-
body truly has the solution to this, 
and certainly it’s not going to hap-
pen quickly.  Until we stop concern-
ing ourselves about what’s best for me 
and what’s best for us, we’re not going 
to solve this.  Everyone has their own 
little things.  I’m sitting here saying, 
“I need more money for education,” 
you’re going to say you need your re-
imbursements to be higher.  We have 
to put all of that aside and go back to 
what is the ideal and create the ideal.  
We have to give up what’s best for us 
personally and I don’t see this happen-
ing.  This is just too complex with too 
many things hinging on it.

H
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M. Donald Kowitz: I agree with what 
Mike just said.  I think something will 
pass because I think there’s enough mo-
mentum, but I don’t think it’s going to 
really address what we set out to do.  I 
think both Congress and the Adminis-
tration wants on record that they passed 
Healthcare Reform.  But, in terms of 
really addressing the issues that you 
mentioned, cost and quality, I absolutely 
agree.  There will be more people cov-
ered, and for some people there will be 
lower cost, not because the cost of the 
system is less, but only because the gov-
ernment now helps to pay for that, which 
is probably appropriate in many cases.  
They can, in some sense, say that its 
lower cost for some people, but it’s not 
really addressing the cost in the system.  
I think that will be with us.  Then, like 
Sherif said, it’s going to be up to the peo-
ple in the industry to continue to have to 
address those quality and cost issues.
Abdou: Because the government will 
never control the cost.  The free mar-
ket will determine the cost.  And the 
government cannot change the quality.  
You cannot put it in the Bill of Rights 
that you must provide quality care.  It’s 
either we’re going to police ourselves 
and determine what quality is and is not 
and we’re going to deliver it, or we’re 
just going to continue to look at it as an 
industry and here you go.

Can you have 
meaningful 
Healthcare Reform 
without even 
discussing tort 
reform?
Abdou: Yes.
Kowitz: Again, it might not be compre-
hensive because, as has been said, the 
system is extremely complex.  So, you 
can do certain aspects of Healthcare 
Reform without touching tort reform, al-
though I think it’s something that needs 
to be addressed.  I guess it just depends 

on what the objectives are and are we re-
ally achieving them?  That might be one 
that helps with costs but, in many ways, 
they’re not really addressing cost.
Abdou: And tort reform is not going to 
happen or have any true impact on the 
cost of healthcare until we change the 
fundamental culture of the American 
society of being a litigious society.  If 
you limit it down to $50,000, I’m still 
walking around worried I’ll get sued 
for $50,000 in every case that I do.  So, 
I’m still going to protect myself be-
cause I look at everybody as a possible 
lawsuit.  Until we change that funda-
mental, it’s not going to impact the 
cost of healthcare.  As a matter of fact, 
if you look at the 12 states that have 
tort reform, the healthcare cost has not 
changed a bit.  The insurance premium 
changed.  That means I make a little 
bit more money because I pay less for 
malpractice insurance, but my behav-
ior didn’t change because I still look at 
every patient walking through the door 
as a possible lawsuit.  Therefore, I’m 
practicing defensive medicine.  But, 
so does the grocery store manager be-
cause, until we change the fabrics and 
the fundamentals of being a litigious 
society, tort reform is not going to have 
any impact on the cost of healthcare.

How long will 
it be before the 
community starts to 
feel the impact of 
Healthcare Reform 
and understand the 
changes? 

Abdou: Nothing goes into effect until 2013.
Murphy: But, there are significant 
bridges between now and then that are 
going to affect employers.  You’ve got 
an immediate expansion and extension 
of COBRA benefits to anybody who’s 
unemployed through the gap, through 
2013, for example.  There are some 
things that are going to affect the cost 
of the system between now and then.  
Yes, there are many things that don’t go 
into play until 2013, but there are stop-
gap measures that are going to impact 
people’s premiums from day one.
Kowitz: I think the revenue piece is go-
ing to go into effect early on.  As part of 
the tax increases they’re talking about, 
the fees on the insurance companies, 
those go in before.  But, you’re right, 
the care part is out into the future.

How are premium 
changes going to 
affect businesses?
Murphy: We did an actuarial study of 
what we believed the things that are 
laid out in the Senate and in the House 
would impact premiums for individuals 
as well as business owners in the State 
of Nevada.  We applied just some of 
the things we’ve seen.  Premiums will 
go up.  There are some inherent things 
that are in the underlying economics of 
this that will force premiums up.  One 
simply is the minimum mandated cov-
erage that’s out in the Senate bill right 
now is a richer benefit than what most 
Nevadans actually carry today, to the 
tune of, about 12 percent.  That’s going 
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to increase Nevadan’s, the small busi-
ness owners’ premium by 12 percent.  
Then you start to bring together the age 
bands, which arguably you could say is 
a very good thing.  Health insurance is 
expensive because healthcare is expen-
sive and that’s just the reality of where 
we live in this country right now.  Until 
you change those fundamental dynam-
ics, we can put all of these things to-
gether, but here’s what the package is 
going to cost.  We’ve estimated 70 per-
cent of Nevada businesses will see an 
increase post-reform based on what’s on 
the table right now in the Senate.
Kowitz: The Congressional Budget Of-
fice’s recently came out with their es-
timate to the same, health insurance 
premiums are going to go up.  They 
certainly talked about individual cover-
age going up.  So, even Congress’ own 
Budget Office is saying that.
Murphy: We’ve got the Cadillac Tax 
that’s out there, and this is just an exam-

ple of when you talk about a 10-year pro-
jection.  A lot of folks are sitting around 
Nevada today saying, but my benefits 
aren’t going to hit that Cadillac tax.  I 
don’t need to worry about it.  In New 
York, the threshold is about an $8,000 
value on benefits.  Anything above and 
beyond that will be taxed at a 40 per-
cent rate.  The minimum coverage that 
a business is going to need to carry in 

New York already will surpass that Ca-
dillac tax threshold.  Yes, we’re [Neva-
dans] significantly below that.  I’ve just 
run some simple numbers and they’re 
planning on ratcheting that $8,000 up 
by about three percent.  We all know, 
healthcare costs are going up at a greater 
rate than that.  I would argue that there’s 
very little in these bills that are going 
to control actual trend.  This basically 
means Nevadans will hit that Cadillac 
tax in 10 to 12 years depending on what 
you want to assume trend is.  We will 
hit it eventually.  There are going to be 
businesses out there that are paying this 
tax that have to fund this plan.  
James Kilber: Another thing that we’re 
seeing with the economy, which is huge, 
is that people are really watching their 
money now.  Which is, in the one instance 
good.  On the other hand, they’re waiting 
until they’re almost so sick that if they 
would come in early, we could take care 
of it earlier.  But, what we are seeing is a 
lot of patients waiting until the last min-
ute and the elevation of where they’re at 
and the care that they need at that point 
is phenomenal.  It’s added to the burden 
and to the cost of healthcare.

How big of an issue 
is Medicare fraud?
Nancy Whitman: It’s very big.  60 Min-
utes just did a whole program on that in 
Florida.  It’s terrible, millions and bil-
lions of dollars.
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“Health insurance is expensive because healthcare
is expensive and that’s just the reality of where

we live in this country right now.”
              - Mike Murphy
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Abdou: It’s absolutely huge.  And, there 
are an industry of lawyers to sit down and 
tell you how to go around the rules and 
regs.  The culture’s basis and core is so 
corrupt.  I took a class on healthcare law.  
They spend all this time telling us here’s 
the law and here’s how you go around it.  
It’s not how you follow it, it’s how you go 
around it.  I walked out of the class and 
said I’ve had enough of that.
Freymuller: I would propose that it’s 
also a reflection of the complexity of 
how those programs are administered 
and how they’ve evolved in a bureaucra-
cy of compliance.  An incorrect bill or 
an error is considered to be fraud when, 
in fact, it’s providers trying to figure out 
how to comply with a very complex sys-
tem that has evolved over time and not 
necessarily been designed.  When you 
look at another public option and plan 
that’s going to follow down that road, 
we don’t have those issues in the private 
sector.  You don’t hear about fraud and 
abuse and wasted resources in the pri-
vate insurance companies.  It doesn’t 
happen.  I think it’s a catch-all or um-
brella that’s used inappropriately and it 
casts a bad light on the providers as a 
reflection of that system.  I just say that 
the tough questions haven’t been asked 
or answered by our Congressional lead-

ers.  It’s not popular.  The Health Re-
form does not fix Medicare and that’s 
a problem.  It doesn’t fix Medicaid and 
that’s a problem.  That’s some of the ar-
eas that should be addressed in reform.
Whitman: One of my concerns is 
they’re talking about expanding Medi-
care.  If that is left up to the states, if the 
state received federal funds for five to 
six years, then what happens when that 
goes away from our state?  Our program 
is reducing reimbursements to hospi-
tals, to physicians.  We have fewer and 
fewer providers that will take Medicaid 
or Nevada Checkup.  What’s going to 
happen if we expand that income level?  
Right now, the state is one of the low-
est in the nation.  They’re talking about 
raising it to 133 percent of the Federal 
poverty level.  Yes, that will cover more 
people, but what impact is that going to 
have in our state on providers and reim-
bursements?  I think that’s a discussion 
that seems to be under the carpet that 
people aren’t talking about.  What im-
pact will that have on hospitals and phy-
sicians if Medicaid is expanded in this 
state, because it happens at the Federal 
level and we’re mandated to follow that, 
and reimbursement does not go up.  It’s 
at a rate where it was in 2002, it’s still 
very, very low.
Freymuller: Well, the Medicare pro-
gram and Medicaid were not designed 
as private insurance products, they were 
designed with specific goals and objec-
tives to provide healthcare to a senior 
population that’s no longer working.  It 
was designed as a cost-based reimburse-
ment, not to be in the private sector 
and competing.  Expanding that would 
place undue hardship on all providers.  
If we talk about quality, innovation and 
technology, we’re going the wrong way 
there, because the resources won’t be 
there to provide the healthcare that this 
country expects and deserves.
Murphy: The reality is that the cost 
trend in the Medicare program has gone 
up at a much faster rate than what we’ve 
seen in the private sector.  Medicare 
costs have doubled every four years, I 
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believe, since the inception of the pro-
gram.  Although healthcare trends are 
high in the private sector, they’re not 
that high, which would suggest that the 
private sector in and of itself is doing 
something to contain costs that Medi-
care is not.  I think 2017 is when the 
Medicare program becomes insolvent 
at current projections.
Abdou: It’s 2016.
Murphy: So, we’re right around the 
corner of talking about funding a new 
program with a program that’s argu-
ably on the road to insolvency as it is.

Is there going to 
be a continued 
demand for 
healthcare 
professionals?
Perry: I don’t see it lessening.  It’s the 
new graduates that are coming out that 
don’t have the practical experience.  
They have the clinicals that they get 
in the nursing schools, but they don’t 
have any bedside experience to serve 
a patient.  We’re working with SNMIC 
[Southern Nevada Medical Industry 
Coalition] and the Workforce Invest-
ment Board here to funnel some of 
those training dollars from workforce 
investment monies, and that’s what 
they’re for, to help employers be able 
to afford to train these people and put 
them to work.
Yucha: It’s comparable to a residency 
program as we do with physicians.  
They’re not expected to get out of 
school and function.  In nursing, they 
have less education and we expect 
them to work anywhere in the hospital 
they’re assigned to work and they’re 
not ready.
Perry: They come out expecting that’s 
going to happen also.  That’s another 
problem, the expectations the gradu-
ates themselves have that when they 
come out, they’re going to be imme-
diately employable at these real high 

salaries but they don’t have the creden-
tials to qualify for that.
Freymuller: When you talk about edu-
cation and the industry, healthcare gets 
kind of tainted in a negative fashion in 
the industry because of the cost.  When 
you look at healthcare in any city, sec-
ond to the local government, it is the 
number one employer.  It’s huge.  It’s 
a thriving, vibrant industry that con-
tributes probably the most to any lo-
cal economy.  I think that you want to 
have a better outlook on what health-
care does.  You hear sometimes that at 
a Federal level we spend 15 percent of 
the GNP on healthcare.  Well, what’s 
more important than our health?  May-
be we should spend 17 percent.  Maybe 
it’s not enough.  I think we need to 
change public perception a little bit 
about healthcare.  So, for young people 
in careers in healthcare, it’s an excit-
ing, growing dynamic field. It con-
tributes significantly to the economic 
commerce of a city and it shouldn’t be 
forgotten and not looked at.
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According to a study conducted 
by an Anthem Blue Cross Blue 
Shield actuary, the healthcare 
bill will effect Nevada employer’s 
rates by the following: increase 
by 101% for those companies 
that employ younger and 
healthier employees, increase 
by 13% for those that employ 
average age and average health 
employees and will decrease by 
28% for those that employ older 
and less healthy employees.
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Capital Continuum project. The NCED 
has identified a few grant sources as part of 
the project: four ARRA grants aimed at clean 
energy and energy efficiency projects; two 
U.S. SBA programs targeting scientific re-
search and development projects; and several 
$1,000 grants from the Idea Café, a private 
organization that supports innovation and 
originality among current and future small 
business owners. ARRA money is generally 
intended for “shovel-ready” projects, which 
excludes many startups.
 Additionally, the NCED serves as a refer-
ral hub to other capital sources or organiza-
tions offering business assistance. Executive 
Director Michael Skaggs says the NCED is 
closely monitoring the state economy, and 
has found that the national credit crisis has 
affect Nevada’s ability to draw and retain 
businesses. 
 However, Skaggs alludes to an uptick in 
foreign investment that he and Lieutenant 

Governor Brian Krolicki have helped to bro-
ker—in particular, from the Chinese. “Re-
cently, about 25 business people from China 
flew here and we put technologies in front of 
them,” said Skaggs. “We’re showing them 
things that are economic stimulus-types of 
businesses, so we’re matchmaking … for-
eign sources are one way, I think, that we’ll 
get out of this mess.”

Renewable Energy

 There are actually quite a few investors 
and lenders looking for highly scalable, high 
tech, high-paying job generators. One such 
organization is the Nevada Institute for Re-
newable Energy Commercialization (NI-
REC). Primarily funded by the Department 
of Energy, as well as some private funding, 
NIREC invests in clean energy, energy effi-
ciency and conservation technologies.
 “We’re an early stage investor,” said Presi-
dent and CEO Jim Croce. “We provide mon-
ey and support in the form of commercializa-

tion services, and take equity in companies, 
working with them to raise public and private 
capital. So we’re a long-term investor, and 
we’re very hands-on. Our mission is to accel-
erate the process of taking these clean energy 
innovations from the lab to the marketplace.”
 After making an up-front capital invest-
ment (typically around $150,000), NIREC 
assigns an entrepreneur-in-residence or sea-
soned business person to work alongside the 
inventor to ensure that the technology contin-
ues reaching milestones, a thorough business 
plan is formed and impressive presentations 
can be made to angel investors. 
 “Clean energy projects continue to enjoy 
a good level of both public and private sec-
tor support. Globally, it has grown [five-fold] 
between 2004 and 2008 … Clean energy, 
for the first time ever, became the fastest 
growing segment of venture capital, ahead 
of software and biotech, in the third quarter 
of 2009,” said Croce. Still, renewable energy 
isn’t always fail-safe in securing capital; 2009 
should see a year-to-year drop of 20 percent 
in worldwide investments.
  “We have a number of challenges in Ne-
vada in terms of competitiveness in attract-
ing private capital and trusted entrepreneurs 
who effectively manage money. We have a 
long road ahead in terms of becoming com-
petitive with other states who are actively 
stimulating investment,” said Croce. “I’d say 
Nevada needs to really get more organized 
as a state as to how we build up early-stage 
capital formation.” Croce adds that with the 
2009 investment drop and no venture capi-
tal here, many needed technologies aren’t 
making it to the marketplace, translating to 
missed economic opportunities.

Funding for Micro-Businesses

 The Nevada Microenterprise Initiative 
(NMI) is another important source of early-
stage investment. This private non-profit 
community development financial institu-
tion helps individuals find to-market money 
and become self sufficient, explained Anna 
Siefert, operations manager for the South-
ern Nevada office (NMI is also located in 
Reno). NMI works with individuals looking 
to start or grow businesses, offering manage-

Cover Story | Raising Capital

Continued from page 9
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established a Reno chapter of the U.S. An-
gels, a Palo Alto-based angel investor group, 
and are working to eventually bring a ven-
ture capital firm to Nevada.

Angel Investors

 There are roughly 400 angel groups 
around the country, with several privately 
funding and coaching entrepreneurs around 
Nevada. Their motivations, however, aren’t 
entirely benevolent, as William Botts, chair-
man of the Vegas Valley Angels, explained. 
Botts and his fellow investors, currently 
numbering around 35, essentially pool their 
private, discretionary dollars (they must have 
at least over $1 million in net worth or an in-
come of more than $300,000/year) in com-
panies they feel will provide a worthwhile 
return on their investments. Since 2003, said 
Botts, the Vegas Valley Angels have made 14 
investments totaling $12 million, in compa-
nies ranging in size and specialty, from high 
tech to low tech. 

 Botts explains that, unlike VCs, which 
tend to invest in lower-risk, higher return 
propositions at a later stage in a company’s 
development, angels invest earlier on, taking 
on greater risk for potentially higher returns. 
“Angel investors are looking automatically at 
about a 50 percent failure rate,” Botts said. 
“You’re all hoping for one home run.”
 Obviously, the likelihood of eventually 
making those returns keep angels investing. 
But Botts points to another reason: “A num-
ber of members in most angel groups have 
built companies and want to give back to 
their communities. They’ve been successful 
and know they can help.”

Getting Creative

 Financial advisors can offer some insights 
into other creative funding solutions. Evan 
Kirkpatrick, senior investment consultant 
with LBG Advisors, a financial advisement 
firm, says that private funding may be ap-
pealing. “We have access to non-traded debt 

ment and business development training and 
coaching from experts. 
 Additionally, as an SBA resource partner, 
NMI hosts the state’s only microlending pro-
gram, utilizing SBA funding to offer loans 
of up to $35,000 to startups or existing busi-
nesses. Any type of microbusiness (a business 
with 5 or fewer employees that lacks access 
to conventional lending sources) is eligible, 
except for adult entertainment, gaming, real 
estate investment and multilevel marketing. 
 How can NMI afford to take such a risk? 
“We can’t afford not to,” said Siefert, pointing 
to a 2007 study that found that 193,000 busi-
nesses in Nevada are microbusinesses. “With-
out this program, where do they go? They 
can’t survive—especially now.” Thanks to the 
NMI’s thorough counseling, defaults on these 
“risky” loans are only about 7 percent. 

Bridging the Gap

 In this same vein is C4CUBE, a business 
incubator comprised of two organizations: 
CUBE, a milestone-based advisement and 
shared resources non-profit, and C4 Venture 
Accelerator, a for-profit organization that as-
sists with finding and securing investments. 
“Our mission is to work with entrepreneurs 
and investors to increase job creation, and 
help entrepreneurs find resources to develop 
sustainable businesses,” said Ky Good, man-
aging director and co-founder. Unlike NCET 
or other referral organizations, C4CUBE ac-
tually explores entrepreneurs’ qualifications 
and the scalability of their ideas, helps them 
get patents and become incorporated, and 
helps locate funding. 
 Upon graduation from the University of 
Nevada, Reno, Good saw a need to bridge the 
gap between idea and industry. “Typically, 
entrepreneurs don’t know how to take their 
ideas to market, how to find funders, etc.,” he 
said. “Most investors are looking for steady 
deals, and most entrepreneurs are looking for 
capital and advice. Combining the two pro-
vides a vehicle that enables investors to see 
companies and reduce their risk.”
 C4CUBE’s access to investors around the 
country makes them an important connec-
tion for business owners. Additionally, Good 
and Executive Director Norman Smith have 
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financing funds that provide secured loans 
to small and mid-sized companies,” he said. 
“These funds generally aim to become In-
dependent Public Offerings (IPO) or merge 
within five years, but in the meantime serve 
as an alternative to bank loans.” Financial ad-
visors, he said, can counsel business owners 
about these and other funding solutions.
 It’s also possible to tap 401k and IRA ac-
counts for needed capital, depending on how 
the accounts are set up, explained Stephen 
Brock of Public Company Management, a 
Las Vegas-based consulting firm that spe-
cializes in helping small businesses raise 
capital. “Individuals can self-direct a portion 
of their retirement funds into startups that 
are building themselves to go public, so they 
can receive stock certificates with their self-
directed funds,” said Brock. Because this is 
a complicated process, an investment advi-
sor would need to guide anyone interested 
through the process.
 Brock’s specialty, however, is in helping 
companies to become IPOs in order to raise 

capital through the Nevada State Registered 
Offering (NSRO) program—Nevada’s an-
swer to providing its businesses with invest-
ment capital. Through the NSRO, companies 
can legally register and distribute shares of 
company stock to Nevada residents and 
qualified visitors. Though not for everyone—
eligible companies must have $1 million in 
sales with the prospect of $2 million by trad-
ing time—the NSRO makes it possible for 
certain companies to raise up to $1 million 
in just months.
 Though such a program isn’t unique (many 
states have similar offerings), Nevada doesn’t 
place restrictions on who can invest in what; 
issuers are simply required to disclose their 
financial information, and investors are left 
to their own devices to determine where, and 
how much, to invest. Plus, Nevada allows 
companies to advertise stock sales, which is 
forbidden elsewhere.
 “Through this route, companies can use 
their stock for compensation, expansion 
dollars and benchmarks for how they’re do-

ing—if you’re private, it’s hard to know what 
you’re worth,” explained Brock. “You can 
also use the stock to buy out other compa-
nies, so having the stock allows you options, 
where being private limits you. But it’s not 
for everybody.”
 It’s not for every investor, either. After 
all, many such companies have been turned 
down by other lending sources. “If a compa-
ny has a way to show the investor how to get 
their money back and then some, it should 
have a better response,” said Brock, pointing 
out that through the process of filing for the 
NSRO, and being under the SEC’s watch-
ful eye, a company is vetted and deemed 
viable—not that there aren’t companies that 
abuse the system. “In any investment, you 
should do your research. You can’t rely on 
good tips, or the fact that everyone is running 
for the same investment. You should always 
do your due diligence and decide if the com-
pany’s management is right for you.”

Capital Interests

 While the state’s independent business 
spirit can often be called a drawback to draw-
ing and growing diverse businesses, many 
say that this same spirit has brought us suc-
cess in the past, and will again, eventually. 
 Plus, many believe better financial times 
are around the corner, which may make 
raising capital a bit easier. “Once people see 
new housing, visitor volumes picking up and 
unemployment lowering, I think the demand 
situation will turn around and the lending 
environment will become closer to normal,” 
said Wengert.
 “I’m not an economist, but what I sense 
is that there’s pent-up demand,” said Chuck 
Alvey. “Investors have been sitting on the 
sidelines, and I’m sensing that it’s coming to-
gether. They don’t want to sit on their money 
anymore.”
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In Brief
A new study conducted by the Conference 
Board research group indicates that only 
45% of Americans are satisfied with their 
work.  This is the lowest level recorded by 
the research group in 22 years.
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What inspired you to get into the healthcare 
industry?
I’ve always been interested in providing a service 
to people and in healthcare. We get to help 
people when they are at their most vulnerable.  
When I was in school I had two mentors who 
were involved in hospital administration and they 
encouraged me to pursue this field.  I found that 
it was just what I was looking for.

How have you encouraged growth for your 
organization?
Primarily by emphasizing a commitment to 
providing a safe, service-oriented environment 
for our patients.  When they have a quality 
experience they tell others.  And at Sunrise 
we’ve been doing this for more than 50 years.  
In addition, we are very focused on building 
relationships with physicians and other partners 
who help us provide our services.

What do you feel has been your greatest 
accomplishment?
Being a good Mom with a demanding career.  
My husband and I have daughters who are 16 
and 14 years old. 

If you were stranded on an island and could 
only have one item with you, what would it 
be?
The Bible.  It would provide motivation and 
strength.

What values do you hope to pass on to your 
employees?
Create a safe environment for our patients.  
Commit to open and authentic communication.  
Show compassion and treat patients as you 
would want to be treated.

What lesson do you feel has been invaluable 
to you in your business?
Stay close to your customers – that includes 
patients, visitors, physicians, employees and 
others.

What do you anticipate for the future of 
healthcare in Nevada?
Continuous improvement in patient safety, 
patient satisfaction and clinical outcomes.  I 
hope we don’t see further cuts to Medicaid 
– 60% of the patients we serve at Sunrise 
Children’s Hospital are uninsured or on 
Medicaid and further funding cuts will put an 
unsustainable burden on the care we provide 
as the only children’s hospital in the state.

Face To Face | Southern Nevada

Sylvia Young
President

Sunrise Hospital, Medical Center 
and Sunrise Health System

Las Vegas, NV
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AU Goose Unveils Mining 
Solution
AU Goose, a mining service company in Reno, has 
presented a technology that allows mining companies 
to extract and test heavy metal ores using a timely, cost 
effective and dry method of recovery for 
both lode and placer ores.  This is the 
industry’s first non-toxic recovery 
system of its type and will 
provide the mining industry 
with a quicker, cleaner and 
more affordable alternative 
for mining exploration.

NV Energy 
Changing
Metering
NV Energy has selected Sensus’ smart grid 
technology for advanced metering infrastructure this 
year.  The energy company is expected to deploy as 
many as 1.3 million electric and 155,000 gas meters 
throughout the utility’s 54,500 square mile service 
territory. The deployment will affect 2.4 million 
consumers in Nevada, including those in rural Northern 
Nevada.
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2009 Second Best Year Ever for 
Existing Home Sales
According to the Greater Las Vegas Association of Realtors (GLVAR), 2009 was the 
second best year ever in Southern Nevada for sales of existing homes.  GLVAR reported 46,879 
local housing sales as compared to 28,618 total sales in 2008.  Southern Nevada’s best year was 2004 
with 71,963 homes sold.

Around The State

Department of Commerce’s 
NTIA Awards Nevada 

Grant for Broadband 
Data Collection and 

Mapping
The Department of Commerce’s 
National Telecommunications 
and Information Administration 
(NTIA) has awarded 15 states 
grants for broadband mapping 
and planning.  Of those 15 
states, NTIA has awarded 
Connected Nation in Nevada 
approximately $930,000 for 
broadband data collection and 
mapping activities over a two-
year period.  An additional 

$500,000 was also awarded for 
broadband planning activities 

over a five-year period in Nevada, 
bringing the total grant award to 

approximately $1.4 million.

Thomas & Mack and Sam 
Boyd Stadium Among 
Nation’s Top
The Thomas & Mack Center and Sam Boyd Stadium 
were the only university venues to rank in the top 20 
highest grossing venues in the world in their seating 
capacity categories in 2009.  The Thomas & Mack 
Center ranked #18 in the 15,001 – 30,001 seating 
capacity category and Sam Boyd Stadium was ranked 
#14 in the 30,001 or more seating capacity category.

Cord Blood America Moves Corporate 
Offices and Lab to Las Vegas
Cord Blood America, Inc., one of the largest cryogenic storage facilities in the 
United States, has moved their corporate offices and lab from California to Las 
Vegas.  The company cited the significant support they’ve received from the 
Nevada Development Authority as one of the reasons for the move.

Ogletree Deakins Expands to Las Vegas
Ogeltree, Deakins, Nash, Smoak & Stewart, P.C. (Ogletree Deakins), the third-
largest labor and employment law firm, has expanded into Las Vegas.  Tony 
Martin, formerly of Lewis and Roca, LLP will head up the office as managing 
shareholder.
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Tax and Spending Control could
have averted fiscal crisis

Free Market Watch | Commentary

About that TASC Amendment

Geoffrey Lawrence is a fiscal policy analyst at the Nevada Policy Research Institute.

emember when Tax and Spend-
ing Control (TASC), a proposed 
constitutional amendment in-
tended to limit the growth in state 
spending to inflation plus popu-

lation growth, was mocked and ridiculed? 
The aim of TASC and similar provisions in 
other states is to prevent significant increases 
in inflation-adjusted, per-capita government 
spending without voter approval. That goal 
would seem particularly relevant now that 
those spending increases have led Nevada 
headlong into a fiscal crisis.
 It seems hindsight is 20/20.
 A TASC-like amendment could have 
stopped Nevada’s fiscal woes before they 
even began. Had such a provision been in 
place since the mid-1990s, inflation-adjust-
ed, per-person spending would never have 
jumped by $291 in FY06 and it certainly 
would not have remained at such an elevated 
level over the next six years.
 A line drawn from the mid-1990s, on 
the chart adjacent, makes it painfully obvi-
ous that today’s fiscal crisis resulted directly 
from the absence of spending caps. Budgeted 
spending for the fiscal years between FY06 
and FY11 exceeded such a level by a com-
bined $3.64 billion. In fact, spending in the 
2009-2011 biennium, a cycle that has been 
derided by some lawmakers for spending 
“cuts,” would have been limited to $5.75 bil-
lion if TASC-like constraints existed. The 
$6.95 billion budget passed for this cycle en-
tailed the $1 billion in tax increases that the 
2009 legislature imposed on Nevadans.
 If the 2011 legislature makes those tax in-
creases permanent (as legislative leadership, 
no doubt, intends to do), you should expect to 
see another jump in state spending similar to 
what happened in FY06 once the economy 

recovers. That is the characteristic feature of 
Nevada’s tax-and-spend cycle: periodic and 
lingering jumps above the old per-person 
spending levels.
 In fact, if lawmakers on the Interim Fi-
nance Committee (IFC) get the new tax on 
small businesses they want, the next jump 
in spending could be even more pronounced 
than that of FY06.  At a time when legisla-
tors already have difficulty funding the pro-
grams they’ve created over the past several 
years, the IFC is driving to fund a bevy of 
new government programs. IFC lawmakers 
have appointed a new “stakeholder group” 
composed primarily of tax-dollar recipients 
to “envision” even more new ways for law-
makers to spend money.
 It is now clear why big-spending lawmak-
ers have consistently and vehemently argued 
against constraints on spending controls. It is 
equally clear why such controls are needed.  

Despite claims to the contrary, TASC-like 
controls would not hamstring the ability of 
lawmakers to respond to the state’s most ur-
gent needs. Under such a provision, lawmak-
ers are free to reassign state resources from 
one area of spending to a higher-priority area 
as the needs of the state change. It also allows 
for increases in inflation-adjusted, per-person 
spending when such increases are approved 
by the general electorate.
 Indeed, the primary function of a TASC-
like amendment is not to handcuff the re-
sponsiveness of state government, but to give 
control over the state’s most important deci-
sions back to the people.  
 Given the experience of recent history 
and the revenue dynamics now occurring in 
the state legislature, it is clear that Nevada 
taxpayers need the protection offered by 
TASC-like spending constraints now more 
than ever.

R
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Ask The Expert | Preventing Theft and Fraud

How to Prevent & Detect
Theft/Fraud in your Business

Kevin Finley
Owner

BookKeeping Express of Las Vegas
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       Be Aware

 Besides keeping an eye on financial statements, are there other 
ways a business owner can sense theft/fraud in his/her business?

 Business owners can cover their bases by requesting backup 
documents to accompany unsigned checks and unapproved 
expense reports. Further, they should keep in mind that the 
largest percentage of fraud is related to billing schemes where 
an employer “unknowingly issued a payment” by submitting 
invoices for fictitious goods or services, inflated invoices or in-
voices for personal purchases, misuse of the company credit 
card and check tampering.
 In addition to requesting backup documents, outsourcing 
your bookkeeping duties is a safeguard to theft. Outside pro-
viders are usually credible and less likely to be dissatisfied 
with your business. In the case that something looks wrong, 
bookkeepers should alert their supervisor as soon as possible. 
If it is the supervisor they suspect is behaving dishonestly, they 
should alert another superior they feel they can trust.

      Account for Every Dollar

 With small business downsizing in full swing, what are some 
easy ways a business owner can account for money coming in 
and out of the company without having to spend too much time?

 Business owners can take even further precautions and have 
their credit card and bank statements sent directly to their 
homes. They should initial all items so that the bookkeeper 
knows the owner has seen and approved them.

  Who’s at Risk?

 Are small businesses at greater risk of theft and fraud than 
businesses with over 100 employees?

 According to a survey conducted in 2008 by the Associa-
tion of Certified Fraud Examiners (ACFE), businesses with 
fewer than 100 employees are typically thought to have fewer 
or weaker controls in place than their larger counterparts, pri-
marily due to lack of personnel or financial resources.
 The study, which is based on data compiled from 959 cases 
of occupational fraud that were investigated between January 
2006 and February 2008, also notes that 81 percent of oc-
cupational fraudsters are also generally first time offenders, 
a result that remained consistent from their 2004 and 2006 
surveys as well. 

      Warning Signs

 What are some warning signs that business owners should pay 
particular attention to if they suspect a bookkeeper is stealing 
from them?

 In the case that inventory has increased or decreased yet 
sales have remained the same, it is likely that someone is be-
ing deceitful. Furthermore, a change in a standard operating 
procedure when it comes to bookkeeping reporting is always a 
cause for concern.
 We always advise businesses to assign more than one person 
to keep track of bookkeeping. Theft is more likely if there is 
only one set of eyes on the books.

1
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t’s been said there’s nothing more powerful than an 
idea whose time has come.  Sometimes that idea can 
reshape an entire industry.  In technology, it’s been de-
scribed as the “killer app” (application).  In retail and 
marketing industries, it’s called the “category killer.”  

 In the legal profession, some consider the legal service 
plan, especially those tailored for the small business mar-
ket, to be the much needed “application” for today’s small 
business owner.  Although legal service plans have been 
available for many years, the great recession has gener-
ated new interest in this approach to legal services.  Here 
in Nevada, small business owners and entrepreneurs are 
struggling as never before to meet the basic needs of main-
taining an enterprise, and if anything, the situation is get-
ting worse.  At the end of 2009, it was reported that more 
than 22 percent of Nevada businesses were past due in bill 
payments, an unappealing statistic that Nevada “owned” 
for most of the year.  In January 2010, the U.S. Bankruptcy 
Court of Nevada released data that indicates Chapter 11 
filings by businesses rose 44.8 percent in 2009 compared 
to the previous year. 
 There are many challenges to operating a small business 
and many of them have a legal component which should be 
addressed by legal counsel.  Yet many small business own-
ers – especially during the recession and its aftermath -- 
see legal counsel as a luxury rather than as part of the fun-
damental cost of doing business.  Legal service plans offer 
small business owners an affordable means for addressing 
common legal needs, such as general legal counsel, con-
tract review and employment issues and debt collection.
 In offering legal services in a “plan format” with de-
fined fees, small business clients can be more comfortable, 
knowing what to expect and what they will pay for these 

I
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services.  It’s a practical arrangement that allows small 
business owners to utilize legal services for preventative 
purposes rather than a necessity of last resort.
 Clients are more inclined to pick up the telephone when 
they have a question about a legal concern, and this is par-
ticularly true of small business clients.  Often, this has a 
beneficial result as the client is asking the question or ex-
pressing the concern before something becomes a problem.  
Many times the client does not recognize some important 
aspect of corporate formalities, such as maintaining corpo-
rate meeting minutes or a stock transfer ledger, things that 
can lead to major problems for the company and the owner.  
If a business owner is audited by the IRS and it becomes 
apparent that the company is not maintaining corporate 
formalities, the IRS could tax the business as a sole propri-
etorship rather than as a corporation, thereby substantially 
increasing the tax rate for that year and all previous years 
these records have not been maintained.  That would bank-
rupt many small businesses.
 The best legal service plans also offer clients access 
to law firms with a broad variety of legal services at one 
firm, which helps to ensure a familiar and consistent client 
experience.  On a given day, a small business owner may 
have legal questions that range from employment issues to 
corporate law to collections assistance.  Having access to 
legal counsel from one central and trusted source is impor-
tant.  Having an ongoing relationship with a law firm that 
is tested on its performance and client service is excep-
tional.  Having access to these services at an affordable, 
predictable fee structure is invaluable.

Joseph F. Dempsey, Esq. is one of the founding partners of 
Dempsey, Roberts & Smith, Ltd.

Legal Service Plans
An Idea Whose “Need” Has Come
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nies that stay up-to-date with IT im-
provements and invest in IT solutions 
that help them better serve their cus-
tomers will be at a competitive advan-
tage when the economy turns around. 
 An investment in your future is key 
to any success. Therefore, wise busi-
ness owners don’t neglect perfor-
mance and improvement, even if it 
means budgeting funds for informa-
tion technology services.  By mak-
ing a smart investment now, these 
companies may save money and po-
sition themselves to thrive when the 
economy recovers. Studies show that 
companies who encounter success 
following a recession must be pro-
active even during an economic lull. 
History has shown that businesses 
that invest in new technology during 

a slow economy recover faster than 
those that postpone the processes.
 It’s easy to temporarily improve 
profits in the short term by cutting costs 

and reducing IT services. This might actually help you weather 
the economic storm, but you risk losing your customer’s loyalty 
in the long term. You will need to have the fortitude and the 
belief that winning the customer service battle now will pay off 
later.  This approach is founded on strong economic principles. 
It’s common knowledge that the cost of losing your customers 
and the cost of acquiring new ones greatly outweigh the costs of 
keeping existing clients happy and loyal. The long-term return 
on investment leans strongly in favor of a customer-service strat-
egy during a recession. 
  As the economy continues to falter, keep your computer con-
sulting/IT services at the forefront of your mind. Be the business 
where customers receive prompt service. Don’t skimp on employ-
ee productivity and customer service enhancement tools. Let your 
business be known for urgency, responsiveness and quality. This is 
your chance to really stand apart from the crowd. 

 As we embark on a new year, many 
Nevadan businesses continue to be af-
fected by the economic slump and are 
scrutinizing their business practices. 
Many business owners are taking heed 
and still extending a great amount of 
caution when considering new infor-
mation technologies. In doing this, they 
may be jeopardizing customer relation-
ship management, affecting processes 
and creating as lack of efficiency in the 
workplace.
 While the economy still struggles, 
companies cannot ignore the fact that 
they should invest their money in ar-
eas that improve sales, better service 
customers and help increase efficiency. 
Savvy businesses know you can’t save 
your way out of a recession. Despite 
what’s going on, businesses that con-
tinue to invest in information technology 
know it will ultimately save money, keep current customers in a 
good state, and increase overall productivity.  
 While we hope to edge our way out of this downturn sooner than 
later, many organizations continue to bulk up the work load on limited 
staff, who are tackling multiple tasks as hiring freezes remain. How-
ever, there are programs available that allow businesses to bring on a 
technical consultant on a temporary basis and decide down the road 
whether to make the person a full-time employee. Such programs are 
smart, cost-effective ways to ensure quality job performance, without 
worrying about the expense of a full-time staff member. 
 Any decrease in productivity caused by understaffed businesses 
and overworked employees can be damaging to a business. Consul-
tants are there to overcome these obstacles by tackling any techni-
cal job in a professional, quality manner. They can handle various 
aspects of integration and back-office operations, and also assist in 
mandatory technology-related areas, such as regulatory compliance, 
security needs and any necessary software upgrades.
 Businesses should look at solid IT infrastructure as a “must-
have,” especially during these trying times. The correct IT systems 
can raise the level of an organization’s understanding of its custom-
ers, make more relevant data available to its sales force and help 
marketing develop more targeted and effective campaigns. Compa-

Michael Beardslee is president of IT Strategies 
International Corp.

Information Technology Implementation & Strategy

It should still be on the top of the list during
tough economic times

Be Aware
Information Technol-
ogy could be key to a 
businesses’ success

Tech.knowledge.me | Information Technology
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he historical policies of many politicians inconveniently 
create statutory and regulatory environments that clash 
with their current campaign promises and pledges.  In 
the name of environmentalism, these politicians passed 
anti-business laws, which now act as legal barriers to 

their current campaign promises.  At a young age most of us were 
taught the principle of how actions have consequences, and it does 
not take long in the business world to experience real world exam-
ples of this reality.  Unfortunately, many political leaders think their 
decisions and agendas are implemented in a vacuum.  They are only 
concerned with how the decision affects the current election cycle or 
whether it interferes with their current political exploit.  Compatible 
policies are impossible when your positions are founded on incom-
patible principles.  
 The contradiction between how track record affects current 
political positioning is evident in today’s debate on clean energy.  
The development of sustainable and clean energy is essential to the 
economic prosperity and independence of Nevada.  Our plentiful 
resources mandate that we should not continue to be a purchaser of 
energy but use technology to harness our states unique assets and 
transition to becoming a regional supplier of energy and energy re-
lated technologies.  Liberals have professed to embrace this position 
and continually campaign on the merits; unfortunately, their legisla-
tive track record deters, complicates or prevents real solutions for a 
green future.  
 Today’s liberal agenda cannot be implemented due to the legal 
regime created by their legislative history.  This agenda’s popular 
campaign rhetoric of “green jobs” and sustainable energy policy is 
irreconcilable with the consequences of the liberal legislative his-
tory.  There are numerous examples of how democrats have used 
and are using the promise of “green jobs” as foundational to their 
platform and central to their economic plans.  It is hard to be a seri-
ous advocate of “green jobs” when your past policies prevent their 
current creation. 
 A liberal’s definition of green jobs actually parallels their general 
definition of jobs.  As champions of big government liberals have 
demonstrated that job creation should be in the public sector.  For 
them, growth is accomplished by increasing the size of government 
programs, thereby necessitating the hiring of more administrators 
to implement the programs.   When the printing presses were re-
cently fired up to print all the money for the stimulus plan, only 
government programs were the beneficiaries.   So it stands to reason 

When today’s promises of
green jobs meet yesterday’s
policies of red tape. 

T

Inside Politics | Commentary

that for liberals “green jobs” is code language for an expansion of 
the Department of the Interior and the Environmental Protection 
Agency.  When a liberal stands in front of news cameras and dis-
cusses a vision of acres of solar panels, just think about how much 
time they have spent passing legislation preventing the economic 
development of these same acres or how their policies have been 
designed to protect the tortoises that roam these acres. In a Nevada 
real life scenario, the transmission lines leading out of Hoover Dam, 
having been in the desert over 50 years, are considered ‘historic’, 
and cannot be altered for the creation of solar power.  Liberals have 
not been actively engaged in working with businesses to figure out 
economically viable uses for the land.  They have been creating 
complex regulatory regimes, crafting barriers for entry, and have 
driven up the cost of doing business through bureaucratic red tape 
nightmares. 
 The current economic crisis facing Nevada is due to leaders im-
plementing policies designed around their political future not cre-
ated for the benefit of Nevadans.  There is no better example of this 
blatant hypocrisy than when looking at Yucca Mountain policies.    
Safety and sovereignty are two main reasons that opponents have 
challenged Yucca Mountain.  The basic premise being that it is not 
right for the Federal Government to force potential harm on Neva-
dans.  However, they fail to make this argument when deciding to 
force a system of remedy (healthcare) on Nevadans.   
 Energy policy is one of the more difficult political policies, since 
the decisions typically extend years beyond a political term. Tech-
nology used worldwide for reprocessing spent nuclear fuel is nearly 
a half century old. Developing new technology might take twenty 
years and billions of dollars. Translated, that means jobs, productiv-
ity, livelyhood, not a stipend for storing someone else’s trash. Ne-
vada’s future could and should involve the best minds in the world 
exporting technology and ideas. 
 Policies created out of political expediency and not founded on 
established principles do not work well together.  These policies are 
based on the changing winds of campaign donors, opinion polls 
or fragmented constituencies.  When a politician has foundational 
principles and values they can use these to test and evaluate poten-
tial policies.  When policies and positions are rooted in common 
unwavering principles they are harmonious and do not conflict with 
each other.

Mike Montandon is the former mayor of North Las Vegas
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elcome to the future 
of building and devel-

oping.  It’s here, and 
it’s green, and for those 

people who thought it was going to be 
selective, or at least elective, it’s quick-
ly becoming not only the norm, but the 
required.

 Which is just as well.  The idea that 
building green is building expensive is 
a myth, at least now.  Overall, LEED 
certified buildings make good sense 
and they’re becoming economically 
feasible.

LEED 
Certification
in Nevada

W
Christian
Klehm
LEED Faculty President, 
Energy & Environmental
Solutions, Inc.

Building Nevada

GROWING 
UP

GREEN
By Jennifer Rachel Baumer
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 “We are all connected and cannot 
view our actions on a construction proj-
ect as if they happen without effects in 
the greater environment as a whole,” 
said Christian Klehm, LEED faculty 
president of Energy & Environmental 
Solutions, a LEED project consultant 
company.  “By going green and increas-
ing the level of sustainable awareness, 
what we hope to do is help people un-
derstand the connection and realize they 
can build a building without increasing 
cost and footprint.  The goal is to have 
that project function better for the inhab-
itants inside the building, effect human 
health, increase productivity, help people 
have a better quality of life and increase 
assets while not deteriorating the envi-
ronment at all,” he adds. 
 “When LEED buildings first came out, 
there was a significant market cost for 
building,” said Dale Dunnet, design co-
ordinator/LEED AP, Miles Construction.  
“It’s not as bad now, and more people are 
seeing the payback.  With greener build-
ings and energy savings, they’re seeing 
a return on investment.  As energy costs 
increase, they’ll see that return on invest-
ment sooner and recoup their investment 
money faster. The more LEED buildings 
built the better the prices will be.  There 
was a big learning curve with the first 
LEED buildings built.”  
 LEED buildings don’t carry a cost 
premium.  “You can get a LEED certifi-
cation for the same construction budget 
you have already,” said Rick Van Diepen, 
LEED AP, senior associate, PGAL.  
“People think there’s a 5, 10 percent cost 
premium, but there are studies that show 
that high levels of green certified build-
ings are done on the same budget or even 
as a net savings.  A lot of different green 
building elements offset each other, so 
you can actually save money through in-
tegrated design and designing smartly.”  
 LEED certification isn’t just for new 
buildings with new construction budgets, 
though.  “The fastest growing segment of 
green building industry is renovations, 
existing building and maintenance,” said 
Van Diepen.

Who’s Building Green?

 So just who is building green in 
Nevada?  Are there LEED certified 
builders in Nevada?  Well, no, because 
LEED certification is by project, not 
by builder.  Builders, architects, con-
tractors and everyone else may learn 
from the U.S. Green Building Council 
(USGBC) but it’s the projects that are 
certified.
 And the projects are expected to 
become more common.  Van Diepen 
speculates that in the next five years, 
architectural firms still using LEED 
consultants to design green buildings 
will not get federal funded GSA proj-
ects.  “That shows how the federal 
government is looking at it,” he said.  
“This needs to be a part of the DNA 
for architects and contractors and en-
gineers who need to understand and 
implement [green building] in every-
thing.”  

 LEED is a baby step, meant to get 
the construction industry used to the 
idea of doing green building on every 
project. According to Van Diepen, ev-
ery new release of LEED certification 
standards (every year or two) makes 
getting points for certification harder, 
so that the level of green building be-
comes standard across the industry.
 “The International Energy Code, 
which governs all building depart-
ments and building codes across the 
country, is moving almost in lockstep 
with LEED and GBC toward the goal 
of carbon neutral buildings by 2030,” 
said Van Diepen.  “So the code man-
dated minimum is quickly chasing this 
whole industry, so people who think  
they don’t have to do it because ‘no 
one said I had to build green,’ by 2015 
all massive amounts of energy conser-
vation will be mandated by the energy 
code so they won’t be able to avoid 
it.”

Building Nevada | LEED

The only projec t  in Nevada to earn LEED® Gold cer t i f ica t ion under 
S tage 2 fo r neighborhood deve lopment,  Symphony Park is  t rans fo rming 
downtown Las Vegas in to a wor ld - c lass cu l t u ra l  and medical  center.  
This  new communi t y o f  ar t s  and ideas is  sure to change your think ing 
about  the possibi l i t ies o f  urban l iv ing.

www.symphonypark.com

©2010  Actual development may vary from developer’s vision.  
No guarantee can be made that development will proceed as described.
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Statewide, a variety of projects are LEED certified or seeking 
certification: 

Northern Nevada

• Tahoe Center for Environmental Sciences, Sierra Nevada College
• Patagonia Distribution Center
• Somersett Town Center, Somersett community
• Spanish Springs Corporate Park
• Bently Biofuels Outpost (first LEED certified retail convenience store)
• Belimo Americas campus

Southern Nevada

• Cashman Equipment
• Fontaine Bleau
• Harrah’s Caesar’s Palace expansion
• Facilteq
• The new FedEx facility 
• Nevada Cancer Institute’s Support Services Center
• The Animal Foundation (formerly Lied Animal Shelter)
• UNLV’s Greenspun College of Urban Affairs; Greenspun Hall
• ARIA Hotel Tower, City Center

Building Nevada | LEED

501(c)(3) nonprofit organization which 
sets the standards for LEED certification 
and the Green Building Certification In-
stitute (GBCI) which certifies projects.  
 Basically, a developer seeking LEED 
certification registers the project, docu-
ments each requirement to garner points 
for the level of certification he’s seek-
ing through the construction phase, 
then submits the documentation through 
GBCI for independent review.  The en-
tire process is done online, which is 
easier than the old, non-green version 
that required turning in a thick binder 
stuffed with photos.
 “The whole reason [for the process] 
is to design green buildings and prove 
all the things that make a building green 
were installed and the building actually 
performs and the mechanical systems 
and plumbing are efficient as they’re 
supposed to be,” said Van Diepen.  “It’s 
called commissioning the building and 
basically you’re proving your building is 
a green building.”
 Different certification levels require 
different proof, Van Diepen said.  It’s also 
handy to have experience.  “It’s a little 
confusing the first time for an architect to 
figure out.  In the past few years, the fall-
back for architectural firms getting their 
feet wet was to hire a LEED specialist to 
consult who has been through the process 
before, but more and more, architectural 
firms and contractors are not going to be 
competitive in projects if they don’t have 
more experience with it.”
 For now, most contractors and archi-
tects choose to work with a LEED Ac-
credited Professional and the APs are 
coming from all over the place.  
 “You’d think it would be primarily 
architects and contractors, people who 
deal first hand with green building con-
struction and design, but it’s amazing 
how many different people from dif-
ferent industries only slightly related to 
construction are interested in becoming 
LEED certified professionals,” said Van 
Diepen.  “People who are lawyers doing 
construction defect law, and sales peo-
ple are doing it to prove they know what 

Just What is LEED
Certification?

 The LEED® green building certifica-
tion program (Leadership in Energy and 
Environmental Design) is a voluntary na-
tional rating system for buildings designed 
to enhance conservation of resources and 
creation of buildings that are healthier 
for their human occupants.  Silver, gold 
and platinum certifications rank buildings 
and building components – LEED certi-
fication can be sought for materials use, 
materials transportation, core and shell 
of empty buildings, for existing and new 
buildings.  There are also neighborhood 
certifications for multiple buildings.  
 American Nevada Company built four 
LEED projects and has been involved 
with two more, including ANC’s flagship 
office building that achieved gold certifi-
cation, the first for the state of Nevada for 
core and shell.

 “You can seek just core and shell cer-
tification,” said Ed Schiel, vice president 
of ANC. “Then seek LEED certification 
for tenant improvements for tenant occu-
pied spaces.”
 ANC hired a LEED Accredited Profes-
sional to consult and guide them through 
the process.  “The commissioning process 
can be very costly and a bit bureaucratic.  
In a perfect world I’d like to see the pro-
cess streamlined,” said Schiel, adding 
streamlining the process could remove 
one potential barrier for more people pur-
suing LEED certification.

Simplifying the Green

 Klehm recalls working with a LEED 
pilot project in 1997 and has watched 
the process become simpler through the 
two bodies working with LEED certifi-
cation: the U.S. Green Building Coun-
cil (USGBC), a Washington, DC-based 

LEED Projects
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they’re selling as green product because 
it gives them more credibility that they 
went through the education process, 
public officials and more people in the 
City of Las Vegas, Clark County and 
Henderson are taking the class and tak-
ing the test and getting certified.”
 Whether developers, contractors and 
owners decide to work with an AP or 
not, it’s best to declare the level of LEED 
certification you’re shooting for before 
starting.  
 “I highly recommend clients do it as 
early as possible so the team is aligned 
around the same goals and they can 
manage the process in a tighter man-
ner,” said Klehm.  “Spending time up 
front is time well spent.  The more time 
spent up front reviewing what you want 
to do and clearly articulating and outlin-
ing goals and allowing time for working 
with design to reflect those goals, the 
better.”  There’s no cost for declaring 
the project, and incorporating the costs 
of materials and transportation into the 
budget up front can mean savings in the 
budget.
 There are rating points every step of 
the way, points for sustainability on site, 
reuse of materials, limiting transporta-
tion of heavy, bulky materials and for 
just being a little friendlier to the envi-
ronment.  
 “Over 30 percent of our materials in 
the building are recycled and 80 percent 
of construction water was recovered for 
dollars and kept out of landfills,” said 
Schiel.  This is cost effective as well as 
environmentally friendly.

Seeing Green Everywhere

 “The green building industry has 
been tripling in size for about the last 
five years and continues to do so in spite 
of the recession, so that’s showing this 
industry is here to stay and green build-
ing has really become mainstream,” said 
Van Diepen.
 The industry has changed.  Things 
considered high tech a few years ago to-

day are standard fare, like Low-E glass 
for windows which is just as cheap now 
as standard glass but offers enhanced 
energy conservation.  The more wide-
spread green building becomes, the 
more widespread the materials will be 
and where six or seven years ago there 
might be only one or two manufactur-
ers for materials, today competition 
between the various materials suppli-
ers and manufacturers is booming and 
prices are dropping.  
 When Nevada starts building again, 
much of it will probably be green.  
“There aren’t going to be any specu-
lative office, retail or industrial type 
buildings built certainly in the foresee-
able future,” said Schiel.  “It’s a func-
tion of where we are in the market cycle 
but when oversupply gets corrected and 
it makes sense to develop again, yes, I 
believe the majority of those buildings 
will either be LEED certified or at least 
environmentally friendly.”  

 “I think the primary reason to go 
green or to build green is to under-
stand that we are all connected and that 
through our actions we have a great re-
sponsibility and great consequence in 
the greater whole of the environment,” 
said Klehm.

Nevada has ranked 50th in the 
nation for the quality of its public 
K - 12 education according to an 
annual survey by Education Week.  
The survey gives Nevada an overall 
report card score of D+.  Nevada 
ranks 48th in the nation
in education spending.

mailto:info@distinctenergyperformance.com
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Las Vegas, 89103
Retail
Danoski Clutts Building Group, LLC has 
completed tenant improvement work on a 
Wendy’s.  The bulk of the work was on the 
exterior façade and the project is the first in 
Las Vegas to reflect Wendy’s new branding.  
Gary Guy Wilson Architects designed the 
tenant improvement.  The project is locat-
ed at Tropicana and Polaris.

Clark County,
Government
Ninyo & Moore has completed grading 
observation and testing and materials test-
ing and inspection services for the Coyote 
Springs Wastewater Treatment Plant.  The 
project included the design and construc-
tion of a water treatment facility that con-
sisted of a pump station, generator pad, 
meter vault, administration buildings and 
underground lines.  The plant is located on 
U.S. Route 93, north of State Route 168.

DealTracker
PROJECTS  |  SALES  |  LEASES  |  LOANS

Henderson, 89074
Office
The Korte Company has completed con-
struction on the South Hills Church Com-
munity.  The project was designed by JVC 
Architects.  Construction consisted of a 
40,000 SF building with an entry mall, cof-
fee shop, youth and children’s ministry and 
administration offices.  The building accom-
modates 3,000 occupants.  The project is lo-
cated at 9550 Manhattan Rd. on the south-
west corner of Pecos Rd. and Serene Ave.

Las Vegas, 89119
Office
CORE Construction has completed work on 
the Cashiering and Students Accounts Office 
at the University of Nevada, Las Vegas.  The 
Nevada State Public Works Board contracted 
CORE for the 3,365 SF remodel.  Assemblage 
Studio served as architect for the $417,000 
project.  The office is located on the first floor 
of the Donald W. Reynolds Student Services 
Center at 4505 Maryland Pkwy.

Carson City, 89703
Office
Shaheen Beauchamp Builders, LLC has 
completed an ambulatory surgery center 
and medical office clinic for GI Consul-
tants, Inc.  The 15,000 SF building will triple 
the size of GI Consultants’ medical practice.  
HMC Architects of Reno served as the 
architect for the project which is located 
at 1385 Vista Lane, adjacent to the Carson 
Tahoe Medical Center Campus.

Henderson, 89014
Office
ADR Holdings, LLC purchased a 3,224 SF 
office condo from Warm Springs & Steph-
anie Office Investors, LLC for $250,000 
or $78 PSF.  The seller was represented by 
Dana Berggren, LEED AP and Aaron 
Goldberg of Prudential | IPG Commer-
cial Real Estate.  The property is located at 
1546 W. Warm Springs Rd.
APN # 178-04-814-000

Las Vegas, 89148
Office
Andorra 9, LLC purchased 4,020 SF in the 
Medical Pavillion at Southern Palms from 
Ritaveh, LLC for $500,200 or $124 PSF.  The 
buyer was represented by Dana Berggren, 
LEED AP of Prudential | IPG Commercial 
Real Estate.  The property is located at 
6096 S. Fort Apache Rd.
APN # 163-32-212-023

Las Vegas, 89148
Office
Daniel Halby d.b.a. Halby Hair Trans-
plant, Ltd. purchased 6,604 SF from Zion’s 
First National Bank for $785,000 or $119 
PSF.  The buyer was represented by Ben 
Millis and Mike Lyons of NAI Las Vegas 
and the seller was represented by Ed An-
derson of Realty One Group.  The prop-
erty is located at 5524 S. Fort Apache Rd.
APN # 163-29-410-008

Reno, 89509
Office
Fuchs Investments purchased a 2,984 SF 
commercial property from Mt. Rose Pho-
tographic for $215,700 or $72 PSF.  The 
seller was represented by John Walker 

Henderson, 89014
Office
Las Vegas One Properties, LLC pur-
chased a 5,025 SF office building from 
Smith Family 2007 Trust for $769,000 
or $153 PSF.  The buyer was represented 
by Paul Hoyt, SIOR of Colliers Inter-
national and the seller was represent-
ed by Kimmen Olsen of LeaseCorp.  
The property is located at 2020 W. Sun-
set Rd. 
APN # 178-05-515-003

PROJECTS

Ethan Allen | Retail Home Furnishings Design Studio

SALES
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You don’t need a lot of grass to create an oasis.
With 30 apartment communities in Southern
Nevada, we understand the value of desert living. 
And, to us, that means adapting to our environment 
and respecting our limited resources.

Since 1999, we’ve been changing the way we 
landscape our properties. Through the Southern 
Nevada Water Authority’s Water Smart Landscape 
program, we’ve replaced more than a million square 
feet of turf with water-smart landscaping. 

We can tell you from years of experience:
Water effi ciency is more than a good idea;
it’s good for business.

Our residents appreciate our efforts to conserve 
water and we save on operational costs as well.

The Water Conservation Coalition challenges all 
of Southern Nevada’s apartment and condomin-
ium property managers to do the right thing by 
replacing unused grass areas with water-effi cient 
landscaping. Call 258-7291 to learn how you can 
save water and money while demonstrating that 
businesspeople can be leaders as well.

Water Effi ciency Is Everyone’s Business.

 Erik Proksch, Director of Landscape of Camden and Oasis Apartments,
Water Conservation Coalition Member

Photography by Studio J, Inc.
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properties are located at 2636-2656 Van 
Patten and 2627 Van Patten, respectively.
APN # 162-10-112-013 et al and 162-10-112-
007, respectively

Las Vegas, 89169
Multi-Family
Brandon & Tara Arthur purchased a 36-
unit apartment complex from The Bank 
of New Mellon for $725,000 or $20,694 per 
unit.  The buyer was represented by John 
C. West of Specialists Real Estate and 

Red Report | Deal Tracker

of Stark & Associates Commercial Real 
Estate/TCN Worldwide.  The property is 
located at 606 Mount Rose St.
APN # 014-193-14

Carson City, 89701
Office
Silver Sage Partners, LLC purchased a 
3,044 SF building from CJ Bawden for 
$337,500 or $111 PSF.  The buyer was rep-
resented by Bruce Robertson, CCIM of 
Sperry Van Ness in Carson City and the 
seller was represented by Thomas John-
son, CCIM, John Lynch and Tomi Jo Lynch 
of Sperry Van Ness in Reno.  The property is 
located at 3064 Silver Sage.
APN # 009-701-39

North Las Vegas, 89081
Industrial
Marco Washburn Realty, LLC purchased 
a 4,075 SF office/warehouse building from 
Kirkwood Bank & Trust Co. for $250,000 
or $61 PSF.  The buyer was represented by 
Dean Willmore, SIOR of Prudential | IPG 
Commercial Real Estate and the seller was 
represented by Colliers International.  The 
property is located at 2559 E. Washburn Rd.
APN # 124-36-312-012

Las Vegas, 89113
Industrial
Jane Source Properties, LLC purchased 
an 8,440 SF building from PF 1 Buffalo, 
LLC for $654,100 or $78 PSF.  The seller was 
represented by Pat Marsh, SIOR and Eric 
Molfetta of Colliers International.  The 
property is located at 6295 S. Pioneer Way, 
Building 16.

Las Vegas, 89106
Multi-Family
Joseph and Julie David, et al completed 
a short-sale purchase of Palm Court, an 18-
unit apartment complex, from KH Real Es-
tate Investment Fund, LLC for $125,000 or 
$6,944 per unit.  The seller was represented 
by Luis Velazquez of Marcus & Millichap.  
The property is located at 828 F. St.
APN # 139-27-310-008

Las Vegas, 89109
Multi-Family
Robert Jules Nevada Holdings, LLC pur-
chased the Van Patten Apartments, a 30-

unit complex, from Bank of America for 
$405,000 or $13,500 per unit.  The buyer 
was represented by Art Carll and Kim-
berly Owen of NAI Las Vegas and the 
seller was represented by Geoffrey West 
of CB Richard Ellis.  Robert Jules Nevada 
Holdings, LLC also purchased an additional 
10-unit complex named Bayview Apart-
ments from Bayview Loan Servicing, LLC 
for $185,000 or $18,500 per unit.  The buyer 
was represented by Art Carll, Kimberly 
Owen and Ben Millis of NAI Las Vegas.  The 
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the seller was represented by Art Carll and 
Kimberly Owen of NAI Las Vegas.  The 
property is located at 1075, 1089, 1107 and 
1121 Desert Inn.
APN # 162-15-510-005 et al

Las Vegas, 89113
Vacant Land
FedEx/FE Properties Las Vegas, LLC 
purchased a six-acre property from Post 
Rainbow, LLC for $4,845,000 or $19 PSF.  
The seller was represented by David Frear, 
SIOR of Colliers International.  The prop-
erty is located at 7000 W. Post Rd.
APN # 163-34-713-002

Las Vegas, 89147
Vacant Land
JDBA Vegas, LLC purchased 12.19 acres of 
land from Sean Reza Afshar for $4.2 million 
or $8 PSF.  The buyer was represented by 
Greg Valasquez of Single Net Properties 
and the seller was represented by Nelson 
Tressler, Doug Schuster, Curtis Allsop, 
Vittal Ram and Suzanne Sprenger of 
Grubb & Ellis | Las Vegas.  The property is 
located at 4355 S. Grand Canyon. 
APN # 163-19-211-002

Las Vegas, 89148
Vacant Land
Carl E. Ross Living Trust purchased 8.39 
acres from Vestin Mortgage for $2 mil-
lion or a little over $5 PSF.  The seller was 
represented by Anthony Hama of Sperry 
Van Ness.  The property is located at Fort 
Apache and Hacienda.
APN # 163-30-601-018

located at 10561 Jeffreys St.  Reported 
monthly rent is $2.43 PSF.

Henderson, 89074
Office
Ardyss International, Inc. leased 13,949 
SF of Class A office space from American 
Nevada Company for $1,036,550 on a 
three-year lease.  The tenant was repre-
sented by Laura Hart of Prudential | 
IPG Commercial Real Estate.  The prop-
erty is located at 2275 Corporate Circle.  
Reported monthly rent is $2.06 PSF.

Las Vegas, 89101
Office
Joseph A. Scalia, Ltd. leased 7,496 SF 
from Kint, LLC for $281,000 on a three-
year lease.  The landlord was represented 
by Soozi Jones Walker, CCIM, SIOR and 
Bobbi Miracle, CCIM of Commercial 
Executives.  The property is located at 
714 S. 4th St.  Reported monthly rent is 
$1.04 PSF.

Las Vegas, 89117
Office
Heart Check America, LLC leased 
10,000 SF from Winner Properties, LLC 
for $1,469,862 on a 10-year lease.  The 
tenant was represented by Jaime Valez 
of Keller Williams and the landlord was 
represented by Soozi Jones Walker, 
CCIM, SIOR and Bobbi Miracle, CCIM of 
Commercial Executives.  The property 
is located at 7690 W. Sahara Ave.  Report-
ed monthly rent is $1.22 PSF.

Las Vegas, 89121
Office
NCO Financial Systems, Inc. leased 
5,384 SF from Desert Inn Office Center 
for $257,042 on a 37-month lease.  The 
tenant was represented by Chuck Wit-
ters, SIOR and Kris Watier of Lee & As-
sociates and the landlord was represent-
ed by Kimon Olsen of Lease Corp.  The 
property is located at 2725 E. Desert Inn 
Rd.  Reported monthly rent is $1.29 PSF.

Las Vegas, 89123
Office
Selling Source, LLC leased 36,600 
SF from Barclay Las Vegas, Inc. for 
$4,354,360 on a 90-month lease.  The 

Henderson, 89052
Office
MD Realty of Henderson, LLC has 
leased the 48,047 SF Tuscano Medical 
Parc from BBSS, Inc. for $21 million on 
a 15-year lease.  The tenant was rep-
resented by CB Richard Ellis and the 
landlord was represented by Chuck 
Witters, SIOR, David Flynn and Kris 
Watier of Lee & Associates.  The 
building was developed by Steelhead 
Development, Inc. The property is 

landlord was represented by Jayne Cay-
ton and Bret Davis of CB Richard Ellis.  
The property is located at 325 E. Warm 
Springs Rd.  Reported monthly rent is 
$1.32 PSF.

Las Vegas, 89129
Office
MPower Communications Corp. leased 
39,478 SF in the Cheyenne Corporate 
Center from 333 MSA Fremont II, LLC 
for $9,931,722 on a 10-year lease.  The 
landlord was represented by Darren 
Lemmon of CB Richard Ellis.  The prop-
erty is located at 3300 N. Cimarron Rd.  
Reported monthly rent is $2.09 PSF.

Las Vegas, 89102
Retail
Savers leased 39,641 SF from PK Sale, 
LLC for $3,559,762 on a 10-year lease.  
The landlord was represented by Scot 
Marker of Colliers International.  The 
property is located on the southeast cor-
ner of Decatur Blvd. and Sahara Ave.  Re-
ported monthly rent is $0.75 PSF.

Las Vegas, 89119
Retail
Chase Bank leased 5,200 SF in the Mis-
sion Center from Weingarten Realty 
for $982,800 on a 10-year lease.  The ten-
ant was represented by David Johnson 
and Phillip Baca of NAI Las Vegas.  The 
property is located at Maryland Pkwy. 
and Flamingo Rd.  Reported monthly 
rent is $1.58 PSF.

Las Vegas, 89130
Retail
Total Image Salon leased 3,550 SF in Craig 
Crossing Shopping Center from WAW 
Properties, LLC for $355,923 on a five-
year lease.  The landlord was represented 
by Nelson Tressler and Mike Zobrist of 
Grubb & Ellis | Las Vegas.  The property 
is located at 5860 W. Craig Rd., Suite A-4.  
Reported monthly rent is $1.67 PSF.

Henderson, 89011
Industrial
Figueroa Motorsports leased 7,008 SF 
from S.T.W.M.S., V, Phase III, LLC for 
$116,754 on a three-year lease.  The land-
lord was represented by Colliers Inter-

LEASES
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national’s Michael De Lew, SIOR and 
Greg Pancirov, SIOR.  The property is 
located at 7715 Commercial Way, Suites 
100 and 105.  Reported monthly rent is 
$0.46 PSF.

Henderson, 89015
Industrial
Levi Strauss & Co. leased 130,000 SF on 
9.93 acres from Milgard Manufacturing, 
Inc. for $2,220,862 on a 39-month lease.  
The tenant was represented by Xavier 
Wasiak, SIOR of Grubb & Ellis | Las Ve-
gas and the landlord was represented by 
Michael De Lew, SIOR and Greg Pan-
cirov, SIOR of Colliers International.  
The property is located at 7600 Eastgate 
Rd.  Reported monthly rent is $0.44 PSF.

Las Vegas, 89032
Industrial
Goodwill Industries, Inc. leased 26,704 
SF in the Cadona Business Park from Car-
dona & Cardona, LLC for $109,620 on a 
two-year lease.  The tenant and landlord 
were both represented by Curtis Sand-
ers of NAI Las Vegas.  The property is 
located at 1605 W. Brooks Ave.  Reported 
monthly rent is $0.17 PSF.

Las Vegas, 89115
Industrial
Christy Lites Las Vegas, LLC leased 
31,200 SF in the Craig Distribution Center 
II from Roberts Ranch Venture, LP for 
$537,921 on a 63-month lease.  The ten-
ant was represented by Karolina Janik 
of CB Richard Ellis and the landlord was 
represented by Dan Doherty, SIOR, Patti 
Dillon and Ben Campbell of Colliers 
International.  The property is located 
at 4340 N. Lamb, Suites 100 and 110.  Re-
ported monthly rent is $0.27 PSF.

Las Vegas, 89115
Industrial
On Location, Inc. leased 6,046 SF from 
Harsch Investment Corporation for 
$83,952 on a three-year lease.  The tenant 
was represented by Mike Lyons & Ben 
Millis of NAI Las Vegas and the landlord 
was represented by Tom Elkington and Ed 
Aragon of Commerce CRG.  The property 
is located at 6180 N. Hollywood Blvd., Suite 
107.  Reported monthly rent is $0.39 PSF.

Las Vegas, 89118
Industrial
Milgard Manufacturing, Inc. leased 
8,963 SF from Cable Investments – Dia-
blo, LP for $170,754 on a 39-month lease.  
The tenant and landlord were both rep-
resented by Michael De Lew, SIOR and 
Greg Pancirov, SIOR of Colliers Inter-
national.  The property is located at 
5175 W. Diablo Dr., Suite 110.  Reported 
monthly rent is $0.49 PSF.

Las Vegas, 89118
Industrial
Kinetics Noise Control leased 6,406 SF 
from Brigite Land Management for 
$119,399 on a 39-month lease.  The ten-
ant was represented by Eric Larkin of 
Voit Commercial Brokerage and the 
landlord was represented by E.J. Paul 
Sweetland IV, SIOR of Colliers Interna-
tional.  The property is located at 6611 
Schuster St.  Reported monthly rent is 
$0.48 PSF.

Las Vegas, 89118
Industrial
Kelly II, LLC leased 10,448 SF from E & 
M Investments for $19,746 on a seven-
month lease.  The tenant was represent-
ed by Leo Biedermann of Commerce 
CRG and the landlord was represented 
by E. J. Paul Sweetland IV, SIOR and 
Brian Riffel of Colliers International.  
The property is located at 5033 Diablo Dr.  
Reported monthly rent is $0.27 PSF.

Las Vegas, 89139
Industrial
Grand Canyon Skywalk Development, 
LLC leased 9,401 SF of office/ware-
house space from Turnbull-Kent, LLC 
for $200,805 on a 38-month lease.  The 
tenant was represented by Soozi Jones 
Walker, CCIM, SIOR and Bobbi Miracle, 
CCIM of Commercial Executives and 
the landlord was represented by Jason 
Lybbert of Jan Bernard Realty.  The 
property is located at 5985 W. Wigwam.  
Reported monthly rent is $0.56 PSF.

Reno,
Office
Tony Castrignano of Sky Mesa Capital 
arranged for re-financing of McCarran A, 
B and C, LLC, a three-building 41,490 SF 
multi-tenant office.  The loan is for $3.5 
million over a 10-year term at a 6.95 % 
interest rate.  The refinance was done 
through Symetra Financial and low-
ered the existing interest rate and stabi-
lized the return for the investors.

Reno,
Industrial
Tony Castrignano of Sky Mesa Capi-
tal arranged for re-financing for 5401 
Longley, LLC.  The loan is for $2.5 million 
over a 10-year term at a 6.95 % interest 
rate.  The refinance was done through 
Symetra Financial and lowered the 
existing interest rate and stabilized the 
return for the investors.

LOANS

Post your deals at
www.theReDreport.com
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Pacific States Communications
4750 Longley Lane, Suite 102, Reno NV 89502

Sparkplug Communications
3744 Civic Center Drive, North Las Vegas, NV 89030

XO Communications
2240 Corporate Circle, Suite 100, Henderson, NV 89014

TW Telecom
3944 East Silvestri Lane, Las Vegas, NV 89120

Dataplus Communication
86 Corporate Park Drive, Suite 100, Henderson, NV 89074

Connecting Point Technology Center
2595 Fremont Street, Las Vegas, NV 89104

AIS - Voice & Data Networks
311 E. Warm Springs Road, Suite 100, Las Vegas,
NV 89119

Comtech Communications Systems
4330 West Desert Inn Road, Suite E, Las Vegas,
NV  89102

Telesphere
4670 South Fort Apache Road, Suite 200, Las Vegas,
NV 89147

Anderson PC
1050 East Flamingo, Suite W-366, Las Vegas, NV 89119

11

12

13a

13b

15

16

17a

17b

19a

19b

775.284.4103
psc-reno.com

702.878-8373
sparkplug.net

702.990.1000
xo.com

702.650.8626
twtelecom.com

702.795.3282
dpcnv.com

702.870-6411
cpvegas.com

702.360.2266
ais-vdn.com

702.221.9221
comtechlv.com

702.966.7800
telesphere.com

702.735.7101
andersonpc.com

Patti Madden
President

Peter Kasparoff
Senior Market Manager

Lynn Folkersen
Branch Manager

Deb Carmachel  
Vice President

Chris Tettamanti
CEO

Lester Keizer
CEO

Frank Yoder
President

Bruce A. Smith
President

Michael Simmons
General Manager

D. Paul Anderson
President / CEO

Business Telephone and Data 
Communications Solutions

Business Broadband Services including: 
Wireless Internet, Metro Ethernet, VPN
and VoIP Services

Local / Long Distance Service, Internet, VOIP, 
Colocation, Network Services

Business Voice Services, Co-location, Internet, 
Storage Transport, Managed Security, 
Managed Router, Shared Web Hosting

Cabling, Voice Installations, Fiber Optics and 
OTDR Testing, Surveilance Systems, Intercom 
and Paging Systems, Wireless Solutions

Business Continuity Services, Disaster 
Recovery and Business Continuity Planning, 
Compliance Services, Managed Restore

VOIP Systems, Hosted VOIP Services,
Network Services

Wired/Wireless/VOIP Voice Servers, Digital 
Voice Mail and Automated Attendants, 
Complete low voltage installations

Private, Fully Hosted Voice and Managed Data 
Services using Private IP Network

Fixed-Fee-IT, VOIP, Network Protection, Help 
Desk, Video Conferencing, Virtualization

27

25

23

23

16

14

12

12

10

10

1986
1

2001
1

1996
2

2007
1

1998
1

1984
1

1987
1

1991
1

2000
1

1996
1

A more comprehensive listing will be published in Nevada Business Magazine’s annual directory.
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Telecommunication/Networking Companies

Nevada Principal
Title

Phone
Website

Cox Communications
1700 Vegas Drive, Las Vegas, NV 89106

CenturyLink
330 South Valley View Boulevard, Las Vegas, NV 89107

AT&T
3763 Howard Hughes Parkway, Las Vegas, NV 89109

TelePacific Communications
3300 North Cimmaron, Las Vegas, NV 89129

Smart City Networks
3720 Howard Hughes Pkwy, Suite 190,
Las Vegas, NV 89109

Communication Electronic Systems
4080 East Lake Mead Blvd, Suite A, Las Vegas, NV 89115

Datanamics
140 North Stephanie Street, Henderson, NV 89074

TeleData Contractors
5160 South Valley View Blvd, Suite 100,
Las Vegas, NV 89118

Excella Communications
1700 South Main Street, Las Vegas, NV 89104

Integra Telecom
200 South Virginia Street Suite 100, Reno, NV 89501

1

2

3

4

5

6

7

8

9a

9b

RANK Company Address NV Staff* Established
NV Locations Services

702.383.4000
cox.com

702.222.4444
centurylink.com

702.866.0400
att.com

702.310.3100
telepacific.com

702.943.6000
smartcity.com

702.643.7566
cesvegas.com

702.697.2200
datanamicsinc.com

702.933.7600
teledatanv.com

702.888.2000
excellacom.com

775.284.4000
integratelecom.com

Marilyn Burrows
Senior VP, GM

Jeff Oberschelp
VP / GM, Nevada

Steve Menard
Director of Sales

Russell Shipley
Senior Vice President

Mark Haley
President

Franklin Ellis
Managing Member

Terry McGowan
President / CEO

Dennis Pritchard
President

Joseph A. Sheehan
CEO

Matt Smith
Senior Vice President

Internet, Digital Phone, Long Distance, Cable TV

Internet, Local / Long Distance Telephone, 
Networking, IT Techs

Internet, Local / Long Distance Telephone, 
Teleconferencing, Web Hosting, Networking

Local / Long Distance Telephone, 
Conferencing, VOIP, Internet, Data Networking, 
Web Hosting, Security Services, Data Storage

Voice, Internet, Data, Video Conferencing, Co-
Location, Hospitality and Convention Services

Phone Systems, Tele/Data Systems, 
Surveillance/CCTV, Paging / Intercom Systems

Network Design, Installation and Support

Voice, Video and Data Network Infrastructure

Internet, Data Networks, Digital and Analog 
Telephone, Business Phone Systems, Co-
Location, Hosting

Voice Services, Internet Access Services, 
Voice + Internet Solutions, Private Networking, 
Communications Equipment

1400

800

350

255

110

75

60

36

30

30

1998
4

2006
8

1984
1

1998
3

1998
4

1998
1

1977
1

2003
1

1995
2

1996
1
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Insurance • Fair Market • Consulting

Certified On-Site
Appraiser

Appraisals

5720 S. Arville St. Suite 119
Las Vegas, NV 89118

What’s Your Art Worth?

702.227.0220
www.artencounter.com

Cellular/Wireless Companies 

Nevada Principal
Title

Phone
Website

AT&T Wireless
5565 Glenridge Connector, Atlanta, GA 30342

Verizon Wireless
5555 Redwood Street, Las Vegas, NV 89118

Sprint
6391 Sprint Parkway, Overland Park KS 66251

Cricket Wireless
5795 West Badura Avenue, Suite 180, Las Vegas, NV 89118

Tessco
4775 Aircenter Circle, Reno, NV 89502

T-Mobile
12920 SE 38th Street, Bellevue, WA 98006

CC Communications
50 West Williams Avenue, Fallon, NV 89406

Metro PCS
500 Amigo Court, Las Vegas, NV 89119

Bearcom Wireless Worldwide
5905 South Decatur Blvd, Suite 13, Las Vegas, NV 89118

1

2

3

4

5

6

7

8

9

RANK Company Address NV Staff* Established
NV Locations Services

800.331.0500
wireless.att.com

800.256.4646
verizonwireless.com

800.877.4646
sprint.com

702.553.1233
mycricket.com

775.826.4448
tessco.com

800.866.2453
t-mobile.com

775.423.0020
cccomm.net

702.632.5880
metropcs.com

702.873.2489
bearcom.com

Steve Meinard
General Manager

Tony Heyman
Regional President

Dan Hesse
CEO

Jason Biado
Regional General 

Manager

Damon Weatherill
Vice President -
Western Region

Robert Dotson
President / CEO

Bob Adams
General Manager

Joe N Perez
Regional VP - Sales / 

Distribution

Tony Moskowitz
General Manager

Individual, Family, Prepaid and Data Plans, 
Rollover Minutes, Messaging & Internet, Laptop 
Data Cards

Individual, Family and Business Plans, Prepaid, 
Messaging, Mobile Web, Navigator, Family 
Locator

Individual, Family Business and Unlimited 
Plans, 4G Network, GPS, Nextel Direct Connect, 
Mobile Broadband Cards

Unlimited Individual and Family Plans, Wireless 
Broadband Internet Service

Wireless Products & Solutions, Network 
Infrastructure, Mobile Devices and Accessories, 
Installation, Test & Maintenance Products

Individual, Family and Business Plans, 
Residential Phone, Internet & Email, Prepaid

Telephone, Long Distance, Cellular, Television, 
Internet

Unlimited, Flat-Rate Talk & Text Plans, 
Corporate Email for Smartphones

Sales, Rental and Service of Products including 
Two-Way Radios, Cellular and Smart Phones, IP 
Video Surveillance Cameras and Radio Dispatch

500

300

120

115

111

100

78

70

24

1994
29

2000
21

2005
12

1999
9

1982
2

1990
24

1889
1

1994
5

1981
1
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*This list has been ranked by Nevada Staff
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Reno-Sparks 
 While small, the fourth quarter of 2009 
represented a step backwards from the 
positive market signals seen in the previous 
quarter. In the fourth quarter of 2009, the 
vacancy rate inched up slightly and absorp-
tion was again negative, representing that 
more industrial real estate was vacated than 
was occupied in the quarter. 
 The primary reason for this small step 
backwards is primarily due to the large 
amount of industrial facilities that were va-
cated in the fourth quarter. Leasing activity, 
while down relative to two years ago, was 
the second most active quarter in 2009. 
 The fourth quarter was defined by an 
oversupply of market inventory in all size 
ranges and product types, high landlord 
and seller motivation, and the majority of 
demand limited to existing market tenants 
moving into same or smaller sized indus-
trial facilities. 
 In looking at the big picture, the indus-
trial market has reached a relative bottom. 
While there have been significant increases 
in overall market vacancies, continued soft 
demand, and strong downward pressure on 
lease and sale rates, we are seeing signs of 
market stabilization. 
 Expect a long, slow, haul, but it is hope-
ful that 2010 will be the year that Northern 
Nevada begins to eat away at our record 
breaking vacancy rates. Hopefully, there 
will be less industrial tenant departures 
and consolidations, although there will 
be several significant ones, including Dell 
Computers and Coates and Clark, who have 
already announced departures in 2010. 
 Market conditions are expected to con-
tinue to be a struggle for developers and 
landlords and to be an incredible time for 
tenants and buyers.

Commercial RE Report | Industrial

Industrial Summary
Fourth Quarter 2009

Southern Nevada Analysis and statistics compiled by 

Applied Analysis, Northern Nevada Analysis and statistics

compiled by Colliers International Reno

INDUSTRIAL
TOTAL MARKET

Total Square feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease sf/mo (nnn)

Under Construction

Planned

WAREHOUSE/DISTRIBUTION

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

INDUSTRIAL/LIgHT INDUSTIAL/MANUfACTURINg

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

R&D/fLEX

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

73,517,637

11,258,359

15.3%

0

-197,889

$0.33

0

0

37,322,910

7,766,537

20.8%

0

232,441

$0.31

0

0

35,925,841

3,450,319

9.6%

0

-413,460

$0.52

0

0

268,886

41,503

15.4%

0

-16,870

$0.80

0

0

103,559,187

14,181,526

13.7%

462,000

-715,267

$0.63

0

1,061,414

66,454,059

8,842,282

13.3%

462,000

-546,109

$0.56

0

878,750

22,992,299

2,916,672

12.7%

0

-123,161

$0.68

0

182,664

14,112,829

2,422,572

17.2%

0

-45,997

$0.87

0

0

Las Vegas Reno

Next Month: OFFICE
ABREVIATION KEY
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Square Foot Per Month
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Las Vegas 
 The Las Vegas Valley industrial 
market continued to deteriorate with 
sustained negative absorption, while 
the remainder of ongoing construction 
projects wrapped up during the fourth 
quarter of 2009.  Inventory expanded by 
462,000 square feet during the quarter, 
or 1.0 million square feet for 2009, push-
ing inventories to 103.6 million square 
feet at year end. Space completed during 
the past year represented the lowest level 
since our data began being reported in 
the early 1990s.
 Demand for industrial space contin-
ued to contract as the sector posted a 
negative net absorption of approximately 
715,300 square feet during the quarter.  
With each quarter of 2009 posting nega-
tive demand, the market witnessed a neg-
ative net absorption of 3.8 million square 
feet for 2009, the first year in recent his-
tory in which more space was vacated 
than moved into.
 The imbalance in supply and demand 
continued to break barriers as the va-
cancy rate reached 13.7 percent by year-
end.  During the preceding quarter (Q3 
2009), the market reported vacancies of 
12.6 percent, while the vacancy rate one 
year ago stood at 9.1 percent. For per-
spective, the 10-year historical average 
vacancy rate is 7.9 percent.  The rise in 
vacancies impacted pricing, with average 
asking rents trending downward for the 
fourth consecutive quarter.  On average, 
across the valley and all product types, 
asking rents of $0.63 per square foot per 
month remained down 7.4 percent from 
the $0.68 witnessed during the previous 
quarter and 18.2 percent from the $0.77 
reported just one year ago.
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he US economy has shown continued, but 
cautious, signs of economic recovery.  The 
December 29, 2009, release of the New 
York-based Conference Board’s US Con-
sumer Confidence Index showed consumer 
confidence rising for the second month 

straight in November.  The Expectations Index climbed 
to 75.6 from 70.3, reflecting more optimism about the 
future on the part of the American consumer.  Still, 
consumers agree that the current economic situation 
is strained.  The Conference Board’s Present Situation 
index, a gauge of consumers’ assessment of the current 
situation, dropped to 18.8 from 21.2.  This is a 26-year 
low for the index.  There is some evidence of improve-
ment in the national housing market.  Prices appear 
to have leveled off and existing home sales spiked in 
November as first-time buyers raced to close pending 
sales prior to the November 30 cut-off for the recently 
extended tax credit.  Finally, the S&P 500, a broad 
measure of price appreciation in stocks, continued to 
climb, rising over 22% from the beginning of the year.  
 As we wrap up 2009, the Nevada economy contin-
ues to struggle.  Employment has fallen by 6.1% from 
November 2008.  Unemployment declined modestly 
from 12.6% in October to 11.8% in November.  Unfor-
tunately, this is not an indication of economic recovery.  
Rather, the drop is primarily a result of declining labor 
force as discouraged workers leave the labor force and 
people’s unemployment benefits run out.  The decline 
in taxable sales and gaming revenue in the state is, per-
haps, even more troubling.  In the past year, taxable 
sales have fallen by over 17% and gaming revenue is 
down by almost 12%.  These categories make up over 
70% of Nevada’s state revenue, and as a result, sug-
gest that the fiscal situation will continue to deteriorate 
in the coming year.  Visitor volume increased slightly 
this year, but the steep declines in gaming revenue and 
taxable sales suggest that visitors are being much more 
conservative in their spending habits.  
 Much of Nevada’s woes are evident in Clark County.  
Employment in Clark County was down 6.7% and the 
unemployment rate stood at a stark 12% in November.  
Taxable sales and gaming revenue are off by 19.0% 
and 11.1%, respectively.  Residential-permitting activ-
ity is flat and commercial permitting has fallen by an 
astounding 71.4%.  Despite the opening of the luxury 
properties at CityCenter in December, New Year’s Eve 
room rates climbed a modest $10 per room from last 
year.  This is evidence of continued weakness in de-
mand for tourism and gaming in Southern Nevada.  
 Washoe County has not fared much better.  The un-
employment rate stands at 11.3%.  Residential permit-
ting is down 25% over the past year and commercial 
permitting has fallen a dramatic 58%.
 Our general outlook for Nevada in the coming 
months is fairly bleak.  We expect Nevada to continue 
to shed more jobs, as firms expend their cash reserves.  
Although we do expect a modest increase in visitor vol-
ume, we expect that consumers will remain quite con-
servative.  This means that gaming revenue and taxable 
sales are unlikely to improve in the short term.

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

*Reflects the Reno-Sparks MSA which includes Washoe and Storey Counties

Mary Riddel, PhD
UNLV Center for Business and Economic Research
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 “The best business advice I 
have ever received was from 

my late father Jim Bell and 
late father-in-law JR Saxton, 

who were both family business 
owners in Las Vegas. Once 

I entered into the family 
business, they gave me the 
same advice – ‘Always pay 

cash, never credit.’”

Paula Bell-Saxton • President, Sacon Construction

“Be creative and think outside 
the box.  Be diversified and open 
to new ideas.  Never blame others 
and remember the buck stops 
with you.  Stay true to yourself 
and your values. Consistency is 
the key to everything.  And, most 
recently I was told…well behaved 
women rarely make history.”

Laura Jane Spina • Principal-In-Charge, RAFI Architecture

“If you can find a career 
that can keep you fulfilled 
professionally, you are 
lucky...Finding a job that can 
personally and professionally 
keep you happy is rare so 
embrace it and make the most 
of it every day!” 

Kathy Gamboa • Campus Director, University of Phoenix Northern Nevada

“Ask for help!  I was one of those 
‘do-it-all-myself’ entrepreneurs, 

never realizing that I held my own 
business success back by not putting 

my trust in others to help me, and the 
company, prosper.  I discovered how 

freeing it was to focus on what I
did well!”

What’s the best business advice
you’ve ever received?

The Last Word People

“Through advice, I learned that a 
leader is also a teacher.  The role 
as a leader is to teach directly and 
by example. This principle makes 
individuals and organizations 
great.  Hire people who know 
more than you do and to give 
them the autonomy and the 
resources to be successful.”

Brian Patchett • President and CEO, Easter Seals Southern Nevada

Stevenson Brooks • Owner, MBSB LLC - authorized licensee of Sandler Training in Las Vegas

“Don’t respond immediately 
to difficult situations.  When 
facing a difficult situation, it 
is most advantageous to not 

respond immediately.  Take time 
to think through the situation 

and strategize the best response.  
Often your first response, in 
haste, will not be your best 

response.” 

Jennifer Morss • Executive Director, Aid for AIDS of Nevada (AFAN)
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Sustainability
PDG along with CMWorks, has committed itself to Leadership in Energy 
and Environmental Design (LEED®).  The LEED Green Building Rating System 
is a voluntary, consensus-based national rating system for developing 
high-performance, sustainable buildings.  

While many architectural, electrical and mechanical firms have embraced 
LEED, most civil and structural firms have not had the experience on 
LEED-certified projects nor have they committed the resources to get its 
staff LEED accredited.

PDG/CMWorks have a broad bench of locally-based LEED AP (accredited 
professionals) from principals to structural and civil engineers as well as 
field construction management personnel.  As a firm, 20 percent of all 
staff has already become LEED accredited professionals, with others in 

the accreditation process.

PDG is proud to be on the Forest City/JMA Team 
for the New City of Las Vegas City Hall.

http://www.poggemeyer.com
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Does your 
company
need funding, 
but it seems impossible 
to raise capital in this 
economy?

We can help ...

info@PublicCompanyManagement.com
phone 702.430.1834

www.PcmcSeminar.com

Ask us for a  FREE  report that can help you learn how to:

 • Inject $100,000 to $900,000 into your business in Phase 1* 
 • Raise up to $1 Million more in Phase 2**
 • Achieve a valuation of $30 Million in Phase 3***
 • Position your company to grow nationally...and globally in as little as a year
 • Create Liquidity 
 • Fund Future Acquisitions 
 • Formulate Multiple Exit Strategies 
 • Create Personal Wealth 
 • Boost Your Company’s Prestige 

Learn how a little-known but increasingly-popular strategy can inject much-needed cash
into your business... even in this economy.

If your growth dreams have been frustrated by recession fears of bankers and venture capitalists,
this could be your answer.

* Based on founders offering.
** Based on registered state offering and public market platform development.
*** 30 million shares issued and outstanding trading at $1 a share. a registered investment adviser with the State of Nevada

http://www.PcmcSeminar.com
mailto:info@PublicCompanyManagement.com

