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~ Healthcare can raise some difficult questions...

There’s One Simple Answer.

TheValley )-{ “Health System'

Whether its a routine check-up, a case of the flu,
or a situation requiring a hospital visit, you can
depend on The Valley Health System to provide
superior care. That’s because The Valley Health
System is an integrated system, committed to
providing our community with convenient access
to quality healthcare, while at the same time

controlling costs through increased efficiencies.

Our philosophy has made us the provider of
choice for more employers, delivering quality
care to over 780,000 Las Vegans — we are the
leader with nine specialized centers of medical
excellence, representing 3,500 of the finest
physicians and medical professionals. So, when
you're looking for answers to all your healthcare

questions, all you need is The Valley Health System.
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PREVIEW LAS VEGAS

PREVIEW “99 AGENDA

7:30 am - 8:30 am
free networking breakfast, exhibits
open

8:30 am - 11:55 am
Preview ‘99 program

11:55 am exhibits re-open

TICKETS

$50 for members of the Las Vegas
Chamber of Commerce or Nevada
Development Authority

$70 for non-members and everyone
at the door

Pick up: at the Las Vegas Chamber
of Commerce or at the Thomas and
Mack Center ticket office

Will-Call arrangements: call
641-5822 (option 2)

LAs VEGAs CHAMBER of COMMERCE
THE VOICE OF BUSINESS

i

For further information contact the Las Vegas Chamber
of Commerce Member Services Department at:

702-641-5822

(Option 2)

THE GLOBAL COMMUNITY of the 215t CENTURY

To know where we are going , we need to know where we are. Waich the future of southern Nevada unfold on
January 7th at the Thomas and Mack Center as the Las Vegas Chamber of Commerce and the Nevada
Development Authority present PREVIEW ‘99.

Preview is the biggest and most important business event of the year. Hear experts address key issues such as
growth, real estate, infrastructure, retail, finance, gaming, entertainment and economic diversification.

SPEAKERS

Pete Nordstrom Richard Lee
Co-President of Nordstrom, Inc. Director of Public Relations,
First American Title Company

Michael Klausman of Nevada

President, (BS Studio Center
Dr. Carol Harter

J. Terrence Lanni President of UNLV/Las Vegas

Chairman of the Board and
CEO, MGM Grand Hotel Casino John Robinson

New Head Foothall Coach of

the UNLV Runnin’ Rebels
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COMMENTARY

LYLE E.
BRENNAN
Associate
Publisher

The Supreme
Court’s recent
ruling on sexual
* harassment
demonstrated a
common sense
approach not
usually found in
our nation’s

highest court.

4 Nevada Business Journal & January 1999

f you are an employer, there

is a real possibility that, at

some point, you will have
to deal with the issue of sexual
harassment. Even if your work-
force is single gender, the threat
of a sexual harassment lawsuit is
a distinct possibility.

But the words “sexual harass-
ment” need no longer strike fear
in the hearts of employers.
Thanks to a new U.S. Supreme
Court ruling, employers can pro-
tect themselves from most, if not
all, sexual harassment lawsuits.
Through the establishment and
implementation of an anti-
harassment policy, for the first
time, companies have the ammunition to protect
themselves from sexual harassment lawsuits.

Last summer the Supreme Court handed down
two rulings dealing with sexual harassment. The
rulings are a mixture of good-and-bad news for
employers, with the good far outweighing the bad.

On the downside, the court made it clear that
companies are liable for the illegal behavior of su-
pervisors, even if top management is not negligent
and has no knowledge of the supervisor’s actions.

But the Court also gave employers common-
sense guidelines on how they can protect them-
selves from sexual harassment lawsuits. With al-
most 16,000 sexual harassment cases filed with
the Equal Employment Opportunity Commission
(EEOC) in 1997, the new ruling offers businesses
the best hope for insulating themselves from sexu-
al harassment lawsuits.

The ruling gives both the employer and employ-
ee clear responsibilities for dealing with harass-
ment issues. Employers must put in place an
“affirmative defense,” which requires them to de-
velop, disseminate and enforce a corporate policy
against sexual harassment. It is the responsibility

Protect Your Company
and Employees From Sexual
Harassment Litigation

of employees to take full advantage of the policy.

If an employer has an effective policy and the
employee does not use it, there is no case for
sexual harassment.

Developing an anti-harassment policy is not
difficult. It must contain certain elements in order
to provide your company with maximum protec-
tion under the new Supreme Court rulings.

With courts awarding hundreds of thousands of
dollars to victims of sexual harassment, it is criti-
cal for all companies to develop and implement a
written policy. And, while there is no bulletproof
protection from sexual harassment litigation, the
rulings offer businesses new hope for protecting
their companies, and employees, from harassment.

Suggested Guidelines For Developing
An Anti-Harassment Policy

* Create a written policy that is distributed to all
employees and recirculated at least once a year.
Include a statement indicating that all forms of
sexual harassment are against company policy
and will not be tolerated from anyone, includ-
ing supervisors and customers.

Communicate a clear understanding of what
behavior constitutes sexual harassment.
Incorporate a training program for supervisors
and managers.

Establish a strategy for responding to, and re-
solving, complaints.

Make sure the policy includes an encourage-
ment for employees to complain early, before
the matter gets out of hand. Assure them that
retaliation will not be tolerated and that every
effort will be made to maintain confidentiality.
Once the policy has been developed, make sure

that all employees read and return a signed
copy to management.

Seek legal counsel to review the policy before
it is distributed. ¥%

COMMENTS? e-mail: Ib.nbj@usa.net
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EMPLOYEE
RELATIONS

Knowing when
to let go

Even amidst the current tight
job market, a new study sug-
gests company executives are
divided over desperate mea-
sures designed to retain em-
ployees. While the initial urge
is to present a counteroffer,
Robert Half International re-
ports that 42 percent of CFOs
recently surveyed would refrain

“Some managers
may harbor lin-
gering doubts
about an employ-
ee’s loyalty.”

— MAX MESSMER, CHAIR/ CEO
ROBERT HALF INTERNATIONAL

from such proffers. Though
counteroffers are often made
impulsively, they do present
long-term issues. According to
Max Messmer, Robert Half In-
ternational chair and CEO,
managers “should first uncover
all the contributing factors that
led the individual to explore
other opportunities — and then
take a hard look at whether
these problems can truly be re-
solved. Some managers may
have lingering concerns about
an employee’s loyalty after a
counteroffer is accepted.” Also,
be prepared for challenges from
other staff, who may learn of
the agreement and question
their own salaries.

8 Nevada Business Journal & January 1999

THE ART OF NETWORKING DEFINED

WHILE MOST EVERYONE AGREES
ON THE IMPORTANCE OF PRO-
FESSIONAL NETWORKING, CON-
SULTING FIRM RUNZHEIMER
INTERNATIONAL OFFERS A FEW
KEY POINTS DESIGNED TO MAXI-
MIZE THE FRUITS OF DEVELOP-
ING AND SUSTAINING BUSINESS
CONTACTS. FIRST, DON'T AS-
SUME QUALITY NETWORKING
CAN ONLY BE ACCOMPLISHED IN
PERSON; TELEPHONES ARE
IDEAL WHEN DISTANCE BARRIERS
SEPARATE CONTACTS, AND E-
MAIL REPRESENTS A GOOD

ALTERNATIVE FOR THOSE SEEK-
ING TO REACH NUMEROUS
CONTACTS AT ONCE. ALSO,
DON’T CHAMPION THE COCKTAIL
PARTY AS AN IDEAL MEETING
GROUND. “SUCH CONTACTS
TEND TO BE BRIEF AND QUITE
TRIVIAL,” EXPLAINED SENIOR
RUNZ HEIMER CONSULTANT
ROLFE SHELLENBERGER. DON'T
OVERLOOK THE IMPORTANCE OF
NETWORKING WITHIN YOUR OR-
GANIZATION, AND DON'T CON-
FINE EXTERNAL NETWORKING
TO YOUR OWN INDUSTRY.

Though
most people

\ generally
MENTORING [ook for

N

the shadow of the groundhog
on February 2. a national
effort is underway to earmark
the day for a new kind of
“shadowing” experience.
America’s Promise is urging
members of the business com-
munity to invite youngsters
into the workplace on

February 2 for job shadowing.
Students can spend time with

a workplace host as he or

she goes through a normal
day on the job, giving
kids an up-close look
at how the skills they

learn in school are
put into action in
the workplace.
To ensure stu-
dents benefit =
academically from

THE ECcONOMY

Business leaders
expect strong
hiring activity

Given the recent press
received by the potentially
slowing national economy;, it
may surprise some to note a
recent survey conducted by
Manpower Inc. projects upbeat
hiring patterns in this year’s
first quarter. The Employment
Outlook Survey revealed 23
percent of the 15,000 polled
firms plan to increase their
workforce in the first quarter,
while 63 percent expect no
change. This compares favor-
ably to 1998’s rapid-growth
first quarter, when the same
survey showed 24 percent an-
ticipating increases and 62
percent expecting to remain
unchanged. “Aside from ex-
pected seasonal factors, there
is no indication that the labor
market is facing significant
layoffs or downsizings,”
observed Manpower CEO
Mitchell S. Fromstein.

A new Kkind of shadow to appear on Groundhog Day

job shadowing, the National

School-to-Work Office has
developed an extensive
curriculum educators
and employers
can use in con-
junction with
the event.
For more
information,
call Veronica
McGarry
at (202) 452-9441.




BusiNEss UP FRONT

CONSULTING

The growing market for
financial consultants

Finance executives have chosen an ideal
time to pursue consulting in record num-
bers. Companies are increasingly relying
on consultants as rapid expansion, mergers
and new technologies require managers to
establish greater staffing flexibility. In the
current economy, the rising numbers of
consultants hold mutually rewarding bene-
fits. “Project-based work offers financial
professionals the opportunity to not only
further develop their skills, but also explore
different industries,” notes Cecil Gregg, ex-
ecutive director of RHI Management Re-
sources. “From the perspective of compa-
nies faced with mission-critical work
[lacking] available full-time staff to com-
plete it, consultants with specialized expe-
rience are highly valued.”

EDUCATION
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Nevada AGC introduces
education program

The Nevada Chapter of Associated General
Contractors is taking part in a national pro-
gram designed to teach children about the
basic principles of construction. Using
hands-on activities, Build-Up! — A Toolkit
for Learning integrates into existing curric-
ula a “real world” basis for math and sci-
ence applications. Though the toolkits are
valued at $185 each, the Nevada AGC is
providing them free of charge to fifth grade
teachers in Northern Nevada. The kits con-
tain teachers’ guides, a book and video,
posters, classroom exercises, learning
guides and “building” supplies for 30 stu-
dents. The AGC will make 150,000 Build
Up! toolkits available nationally by Febru-
ary; for information about obtaining a kit
for a classroom, call Cathy Hartman at
(702) 329-6116.

SMART
INVESTING

Buy THE BUSINESS,
NOT THE STOCK

t’s almost impossible these
I days to turn on the television

or open a newspaper without
hearing or seeing something about
the recent volatility in the world’s
stock markets. We seem to have
turned into a nation obsessed with
tracking stock prices along with
the political scandal of the day.
Being aware of how the econ-
omy and how stock prices
are performing is a good

BY MICHAEL
L. DIERSEN

A recent university

executed only to make a quick
profit in the market, without

any real knowledge of the under-
lying business fundamentals.
That’s more akin to gambling
than investing.

If you study the writings of
some of the world’s greatest in-
vestors, such as Warren Buffett or

Peter Lynch, they say they
ignore the day-to-day fluctu-
ations of the stock market.

thing. However, focusing study indicated that However, they pay very close
toosntentlyifon: thearke el el oy attention to the underlying
as opposed to the underly- e wards Of half the fundamentals of the busi-

ing business fundamentals
of the companies you own,
actually increases your
odds of losing money.
There’s an old Wall Street
adage that says, “It’s not a
stock market, but a market
of stocks.” On any given day

“the market™ is up or down,
yet, the shares of a number

only to make a quick

profit in the market,

nesses in which they invest.
The thought process for
buying stocks or stock mutu-
al funds is really no different
than if you were going to
purchase a business of your

own. You’d want to identify
a company with good prod-
ucts, sound financials, a

proven track record, as well

of individual companies will  \ithout any real as management and employ-
often move in the OppoSite oo ees committed to making the
direction. For example, just knowledge Of the business a continued success.

this last August, as the Dow
Jones Industrials plummeted

14 percent because of the
Russian/Asian debt crises,
shares of Amoco were up
10 percent because of a
merger announcement.
Individuals aren’t the only
ones losing sight of the original purpose of
the securities exchanges; even profession-

als, such as mutual fund managers, have

fallen into the trap of “playing the market.”
A recent university study indicated that up-
wards of half the daily volume on the New
York Stock Exchange was “noise” — trades

After you had identified such
a firm, you would determine

if you could buy it at a fair
price. It’s not likely that

more akin to gambling you’d allow events in other

parts of the world deter you
from buying the company, as
long as those events did not
represent a substantial long-term impact.

As logical as this process sounds, people
“playing the market” often refrain from
making purchases during market drops
when such times actually represent the
best chance of obtaining a real bargain
for shares of quality companies. »»
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SMART INVESTING

continued

In the short run, market prices may
fluctuate downward, but in the long
run, management will make the
necessary adjustments to ensure
profitability. Investing in high-quality
businesses has historically been one
of the best ways to create wealth.

After buying a good business, you would
not “trade” the business the next day for a
quick one-point profit but would continue
to own it as long as it was earning money.
If there were an Asian or Russian crisis you
would not panic and immediately sell the
company. Instead, you would do a careful
analysis to determine what impact these
events were likely to have on profitability
and then make any necessary adjustments
to keep the business competitive.

This is exactly what the managers of
America’s great corporations are doing right
now. As a shareholder, you’ve hired these
managers to act in your best interest. Cer-
tainly in the short run, the market prices of
these businesses may fluctuate downward,
but in the long run, management will make
the necessary adjustments to ensure prof-
itability. If you or your money managers
have done the homework, there will be no
reason to panic and sell. Virtually every
year there is a world crisis of some sort, but
the world has not ended yet. Investing in
high-quality businesses has historically
been one of the best ways to create wealth.

The next time you contemplate purchas-
ing a stock, realize that the stock or stock
fund is merely the vehicle that allows you
to buy part ownership of quality businesses.
Ignore the day-to-day fluctuations in prices
caused by speculators playing the market
and instead focus on the fundamentals of
your underlying business portfolio. In buy-
ing the business, instead of the stock, not
only will you sleep better at night — you’ll
also make more money in the long run.

Michael L. Diersen, a 15-year veteran of
the securities industry, is senior vice presi-
dent of Wedbush Morgan Securities and
president of MLD Investment Advisory, Inc.
He currently manages more than 355 mil-
lion for over 700 clients across 23 states.

O o A o D o e s |
Quick QUOTES

Stock volatility renews
interest in re-pricing

Although the stock market’s roller coast-
er ride is encouraging more companies to
consider re-pricing the stock they give to
executives, Deloitte & Touche, LLP, a pro-
fessional services firm, wants to remind
companies that several issues accompany
such a decision.

Stocks have long been a key compo-
nent of executive compensation. However,

“Re-pricing may be disruptive to
shareholders, who may view the
action as rewarding poor stock
performance.”

— DAVID INSLER
DELOITTE & TOUCHE

problems emerge when a company’s stock
price falls significantly below the exercise
price of its stock options. The dilemma is
especially critical in industries such as
high-tech, real estate and healthcare,
where keeping employees represents a
major challenge.

“Re-pricing stock options can be disrup-
tive to shareholders, who may view the
action as rewarding poor stock perfor-
mance,” explained David Insler, a partner
in Deloitte & Touche’s Human Resources
Strategies Group, Western Region. As an
alternative, Insler notes the possibility of
re-pricing options for employees, but not
executives or directors. “This will send a
message to the markets that the company
wants to maintain employee morale, but is
not rewarding executives for poor stock
market performance,” he said.

Some alternatives to stock option re-pric-
ing Insler suggested include accelerating
the date for next year’s option grants, in-
creasing future grant size, changing or ex-
tending the vesting schedule or reissuing
options at a premium to the current price.

“The bottom line is that a company must
weigh all of these factors before making a
decision,” Insler concluded. “In some cases,
they may discover that the threat of losing
quality executives outweighs other issues.
They may also find an alternative to re-
pricing that still achieves their goals.”

Website: www.desertrad.com

382-XRAY

Angiography * Computed
Dexa ¢ Diagnostic Radiology
Diagnostic Ultrasound « Mammography
MRI & MRA e Nuclear Medicine
Open MRI ¢ Radiation Therapy
Stereotactic Breast Biopsy

NOVEMBER ‘98

Call for info or reservations

Willow Creek, Las Vegas’ most comfrchensi\'c
care residence, is opening its newest location on
the west side of town. We offer specifically
designed programs for those with Alzheimer's
Disease and Related Dementias, in a beautiful
home-like setting, Call to st up a personal tour
of our facility and let us answer your questions
about caring for your loved one.

395-3100

CREEK

MEMORY CARE RESIDENCE

*Preferred HMO Senior Day Care Provider
3351 N. Buffalo Dr.  Las Vegas, NV 89129
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TRAVEL
TOURISM

NEVADA LEADS FIGHT

AGAINST FEDERAL

THREAT TO TOURISM

evada’s tourism
Nindustry narrowly
dodged a big bullet at
- the tail end of the last
Congress in October.

We won a 2 }5-year
reprieve in implement-
ing a red tape exercise
at U.S. borders that
threatens to slow the growth of tourism,
and deter the visitors who fill our hotels
and gamble in our casinos. The reprieve
until March 31, 2001, allows us time to
marshal our travel, tourism, transportation
and trade industries, and every business that
depends upon them.

The Travel Industry Association of
America asked me and David Evans, senior
vice president of Starwood Hotels and Re-
sorts, the parent of Sheraton and Westin ho-
tels, to co-chair a national industry effort to
halt this bureaucratic boondoggle.

A cumbersome data-gathering system,
devised under Section 110 of the Illegal
Immigration Reform and Immigrant Re-
sponsibility Act of 1996, would force all
travelers to undergo U.S. Customs checks
not only entering the country, but — for the
first time — leaving as well! Purportedly,
the system would produce data that eventu-
ally could identify visitors who overstayed
their visas. But it provides no means of ap-
prehending or removing them or other indi-
viduals who are in the United States illegal-
ly. All it would do is create a hassle for
legitimate tourists, who would be stuck in
traffic lines at our borders with Canada and
Mexico, Nevada’s No. 1 and No. 7 sources
of international visitors.

Like other ill-conceived regulations,
Section 110 crept along the road to pas-
sage without much fanfare and nearly

BY TOM TAIT

was implemented three months ago on
October 1. Had we not put up a fight,
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we’d be stuck with
tourism-killing grid-
lock at all land and
sea border points. As
it is, Congress went
ahead and imple-
mented the program
at international air-
ports. Luckily, we
have a second chance
to prevent its installation at land and sea-
port entries, where it would hurt the most.

Tourism drives Nevada’s economy.

If we “build it,” and they don’t come,

we lose money and jobs. We are doing a
lot of building, particularly in Las Vegas —
Nevada’s largest single source of state tax
revenue. By 2001, Las Vegas will have
125,000 hotel rooms to fill, 16,000 which
are not yet built.

We need to make it convenient for
tourists to visit the United States, not put
up roadblocks. If additional data gathering
and record keeping are needed, let’s first
provide technology that can accomplish
these tasks without aggravating, and ulti-
mately discouraging, the tourists who pro-
vide our bread and butter.

We in Nevada’s business community can
seize this opportunity to join forces through
our chambers of commerce and other orga-
nizations and associations and speak in uni-
son to our elected representatives in Nevada
and Washington, where the battle will re-
sume all too soon.

Let’s not wait until it’s too late. Let’s tell
them now to revise Section 110 to prevent
it from disrupting tourism. &

e

Tom Tait is co-chair of a national effort by
the Travel Industry Association of America
and Americans for Better Borders to halt
Section 110. He is also executive director
for the Nevada Commission on Tourism.

'COMING & GOING

So-called immigration “reform” planned by
Congress will require travelers to undergo a Customs
check when entering and leaving the country. This

ill-advised legislation is guaranteed to snarl border
~traffic and discourage tourism vital to Nevada.
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Southwest renews
commitment to Nevada

S outhwest Airlines has renewed its
commitment to Nevada’s major
tourism markets by stepping up service
substantially. First, the airline is slated to
add non-stop service starting January 16
from Reno/Tahoe International Airport
to three Texas markets — Austin, Houston

Southwest Airlines is expanding
service from Reno/Tahoe Interna-
tional by adding non-stop flights
serving three major Texas cities.

help boost tourism between Reno and
Texas, a state to which Reno/Sparks
Convention and Visitors Authority offi-
cials have been looking recently as a
potential source for new tourists.
Southwest also recently announced the
addition of long-haul flights on a weekly
basis from Las Vegas to Baltimore, Cleve-
land, St. Louis, Tampa and Orlando. The
service is scheduled to begin January 14,
with one-way rates as low as $99. The
additional flights come as welcome news




S R R T R
TRAVEL TRENDS

to Las Vegas-area tourism officials, who
have long decried the consequences of
declining air traffic into McCarran Inter-
national Airport. Southwest constitutes
the number-one carrier at McCarran, with
140 regularly scheduled daily flights. Be-
tween Southwest’s announcements and the
launching this quarter of Las Vegas-based
National Airlines, hopes are high in the
community that air traffic into the region
may again take off.

Firm takes Internet travel

T Bost
AIRLINE 8

L as Vegas-based travelscape.com, a
company already posting a positive
track record in the $2 billion online travel
services market, recently established a new
Web site that it’s supporting with a multi-
million dollar advertising and marketing
campaign. The company has designed its
Web site to simplify and improve the on-
line travel planning experience.

Travelscape.com features Click.Less ar-
chitecture and a transactional engine allow-
ing comparative shopping and customiza-
tion of all-inclusive trip packages. The
company expects to attract 100 million
monthly impressions via co-marketing
agreements with more than a dozen Inter-
net gateways and hubs, including AT&T
WorldNet and Earthlink. It will also have
co-branding and revenue sharing agree-
ments with the Washington Post, San Fran-
cisco Chronicle and other online publishers
and destination sites. The company’s part-
nerships with hotel properties, airlines and
car rental agencies will enable it to provide
below-market fares, special rates and pref-
erential prices for customers.

BY BOB FELTEN

My VIEwW FROM JusT OUTSIDE
THE CUTTING EDGE

nteresting

phrase, Cut-

ting Edge. To
some, it sounds
painful. Others be-
lieve it’s the place
they just have to
be. Most of us
want to know
about it, but we
aren’t sure we
need to visit right
now. The cutting
edge is like a
remote vacation
spot. We’ll let our
adventurous neigh-
bor go there and
report back before we’ll risk our time
and money on the trip.

So what about new technology, state-of-
the-art gadgets and cutting-edge methods?
How comfortable are you with them? Be
honest with yourself. Were you the first
person you know to get a cell phone, per-
sonal computer or even a Web site?

If you are on the cutting edge, you're
relatively unusual. Only a small percent-
age of the population is composed of
“early adopters.” That’s the group that
embraces new technology and new prod-
ucts. The rest of us are more conserva-
tive, more difficult to convince, more set
in our ways.

Even in business, where there’s a
strong profit motive for being on the cut-
ting edge, many go there only reluctantly
and never seem to find it a comfortable
location. Some remain distrustful of and
intimidated by new technologies.

Personally, I freely admit to living just
outside the cutting edge. And I'll be writ-
ing this column from that vantage point:
just outside the cutting edge.

Now, I don’t want
you to think I'm op-
posed to change.
Quite the opposite. I
love all that is new.
I'm filled with admi-
ration for those who
have brought us all
the cool gadgets that
make every day easi-
er. Still, 'm a
Nevadan. I'm saddled
with a certain eco-
nomic conservatism,
appreciation of com-
mon sense and love of
individualism. These
attributes are not al-
ways at the top of the high-tech priority
list. My approach can be summarized
simply: if someone wants to give me all
the new high-tech items meant to make
my business and personal life easier and
better, I will happily accept them and use
them. If they want me to pay for them, I
will proceed a little more slowly.

I’1l assume most of you also have to
pay for things. This column will look at
the cutting edge with that thought in
mind. I'll discuss new technology, gad-
gets and methods from a practical per-
spective. And I'll remember it’s not al-
ways the creator of a new invention who
gets rich from it, but rather the innovator
who discovers its best use. I won’t be
worried too much about comfort on the
cutting edge, but I will be looking for
common sense. &

Bob Felten is an account executive and
creative director with Innerwest Advertis-
ing in Reno. He has more than 25 years’
experience in marketing communications.
E-mail him at bob @ innerwestadv.com.
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A safer way to bank?

Bank of America is testing new security
and safety features on its ATM VERSA-
TELLER machines at two Las Vegas
branches. Key features of the No Cash Se-
curity Advisor include flexible light level
sensing that closes an ATM if there’s little
or no light and a red/green Cash/No Cash
light designed to provide a universal and
multicultural indication of whether the
ATM is operating normally. Patrons of the
bank’s 4795 South Maryland Parkway and
1933 West Craig Road branches can see
the features in action. According to com-
pany spokespeople, Bank of America in-
tends to add the safety measures to
branches and ATMs as they open.

Lucent Technologies
rewires Summerlin

Las Vegas® Summerlin master-plan is par-
ticipating in a $22 million agreement with
Lucent Technologies to provide advanced
residential communications networks in
thousands of new homes. Lucent’s Home-
Star Wiring System will support voice,
video and data technologies throughout
homes. Residents will be able to surf the
Internet at the fastest available speeds,
chat with neighbors via a community in-

“The agreement assures residents
will move into the next century po-
sitioned as technology leaders.”

— STEW GIBBONS
. THE HOWARD HUGHES CORP.

tranet and see who’s at the front door by
changing the TV channel or picking up

the telephone. “The Lucent agreement as-
sures that Summerlin residents will move
into the next century positioned as tech-
nology leaders and trendsetters,” said Stew
Gibbons, senior vice president of The
Howard Hughes Corp.’s Summerlin divi-
sion. “As a master developer, we are
pleased to embrace technological solu-
tions that take real estate development to
higher levels.” Lucent’s agreement also in-
cludes Power Ranch in Gilbert, Ariz. and
Sunset Lakes in Miramar, Fla.
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CAPITALIZING YOUR BUSINESS

Whether for start-up or expansion, information

about small business financing is available

Jrom a number of reliable sources

BY Tom DYE

few years ago, I got a call from
a man who wanted to talk to a
reporter about his failure in

business. I was surprised, to say the least.
Usually, entrepreneurs call to tell me how
great they’re doing and ask if I can help

them spread the word about their success.

The man came in for an interview with
a tale of woe that gave new meaning to
Murphy’s Law of “What can go wrong,
will go wrong.” He plunged into the busi-
ness because the concept sounded
promising. He was tired of being an em-
ployee and wanted to live the American
Dream of working for himself. The
would-be entrepreneur had no knowledge
or experience in the type of business he
was entering; he had no clear business
plan, either. He had about $20,000 saved,
but no idea how much money he needed
because he had no financial projections.
The business failed within a year.

I tried to think of something intelli-
gent to ask him and finally said, “How
much do you have left?”” He reached
into his pocket and put a handful of
change on the desk.

His plight illustrates how not to start
a business. Launching a business takes
many things, including a great deal of fi-
nancial planning and knowledge. About
50 percent of new businesses fail in their
first year. A new business has to have
enough money. And that’s not easy to
find in Nevada.

“Compared to other states, there are
not as many resources for the small busi-
nessman in Nevada,” said John Scott, dis-
trict director for the U.S. Small Business

Administration (SBA) in Nevada. But
there are ways to find financing. Accord-
ing to Sharolyn Craft, who heads the
Nevada Small Business Development
Center, an entrepreneur needs to put up at
least 35 percent of the money for the
business. Others say at least 50 percent of
the capital should come from the entre-
preneur’s pocket. Those who haven’t
saved enough to start a business might
first consider finding a relative or friend
willing to provide capital, Craft added.
For those without such resources, the
center, which is affiliated with the Uni-
versity of Nevada system and has a rela-
tionship with the SBA, is a good place to
start. It counsels entrepreneurs about
compiling a business plan, which is vital
to obtaining a loan. You can find informa-
tion on programs and seminars by calling
the center’s Las Vegas office (702-734-
7575), North Las Vegas office (702-895-
0852) or Reno office (775-689-6677).
Craft and other experts say entrepre-
neurs can often obtain favorable terms on
a loan without a government guarantee.
Entrepreneurs who maintain good work-
ing relationships with bankers have an
advantage over those who must search for
a lender. Despite the number of small
banks and departments of larger banks in
Nevada that specialize in working with
small businesses, it’s often hard for entre-
preneurs to develop a working relation-
ship with a banker, said Tom Gutherie,
who heads the Southern Nevada Certified
Development Corporation (CDC).
Fortunately, entrepreneurs aren’t con-
fined to banks when seeking financing.




The federal govern-
ment licenses the
CDC to finance
small businesses.

It assembles loan
packages using the
two most popular
SBA programs:

7a and 504 loans.
The programs guar-
antee 75 percent of
bank loans of up

to $1 million and
80 percent of loans
of $100,000 or less.
These guarantees
make it more attrac-
tive for banks to
make the loan, be-
cause they know the
government will
repay should the borrower default. How-
ever, the borrower must have good credit,
sufficient colateral (such as a home) and
a seondary way to repay (such as a salary
from another job) if the business fails.
That’s why many experts recommend
you keep your current job while esta-
blishing your own- venture.

One of the more agonizing experi-
ences for any entrepreneur entails wait-
ing for loan approval. The SBA has an
arrangement with qualified lenders to by-
pass government bureaucracy and find
fast answers on loans. The SBAEXpress
program allows the lender to make most
of the approvals normally made by the
government agency. The program, which
has a $150,000 limit, enables the bor-
rower to receive an answer on a loan in
about three days.

SBA-guaranteed loans usually charge
two points above the prime rate and have
arrangements for paybacks as long as 25
years. The rates on 7a loans are variable,
which means they can change if the
prime rate goes up or down. About one-
fourth of all 7a loans are made by non-
bank lenders, the National Federation of
Independent Business reports. The fees
for these loans are often higher, but the

The SBA has an arrangement with
qualified lenders to bypass gov-
ernment bureaucracy and find fast
answers on loans. The SBAExpress
program allows the lender to
make most of the approvals nor-
mally made by the government
agency. The program, which has a
S150,000 limit, enables the bor-
rower to receive an answer on a
loan in about three days.

requirements are less stringent than those
banks often impose.

Gutherie, who can be reached at 702-
732-3998, said the SBA’s 504 loan-guar-
antee program is good for companies
seeking to finance new facilities or
equipment for expansion. His operation
can package up to a $2 million loan for a
borrower in which the certified develop-
ment company provides 40 percent of the
cost of the project at an interest rate of 7
percent, with 50 percent coming from a
bank at its prevailing rate. The borrower
is required to provide the capital for the
remaining 10 percent.

The 504 program is valuable for
entrepreneurs who want to own, rather

than lease, their buildings.
The Amato Commercial
Group packages loans and
finds promising sites for
entrepreneurs in the mar-
ket for a building, said
broker-salesman Marshall
Mast. According to Mast,
who can be reached at
702-242-6767, the tax ad-
vantages are similar to
home ownership. Profes-
sionals, such as lawyers
and doctors, and small re-
tail operations, often use
the benefits of the 504
program to buy an exist-
ing building or build a
new facility.

Gutherie can put en-
trepreneurs in touch with
Small Business Investment Companies, a
government-affiliated national network
that provides venture capital. The Angel
Capital Electronic Network is another
useful government program; it consists of
individual investors seeking to invest in
promising companies. The deals these in-
vestors make with entrepreneurs vary
from direct loans to purchasing stock in
the new operation, or a combination of
investments. According to Gutherie, the
government also has programs to finance
import and export firms, as well as those
owned by minorities or women.

For more information, the Small Busi-
ness Development Center offers a book
with listings of financial sources called
Financing Your Business. The SBA also
has a hotline that provides information
on its loans (1-800-UASKSBA).

Despite the gloomy talk about the
difficulty of borrowing money, small
business experts agree bankers are
aggressive and want to make deals.

Scott points out that SBA programs
provided a record $125 million in
financing to 433 Nevada firms last

fiscal year. That’s promising news for
those needing the financing necessary

to take their business to the next level. ‘
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REGIONAL
SPOTLIGHT

Churchill Economic
Development Authority

Pilot training grounds gunning
Jor an evermore varied future

see our own =\

VITAL STATISTICS

ou may think of Fallon as a sleepy little
POPULATION 1 Northern Nevada town, and you’ll find people grow their \\
23,860 lots of evidence to support that view. Al- businesses. We are ~
AREA falfa and dairy farms dot peaceful Churchill Coun- working closely with the S usvm;s
4,913 square miles ty’s countryside, and its population of just over Small Business Administra- =
Major CITy 23,000 leaves plenty of room to breathe in an area tion in helping area businesses &
Fallon that spans 4,913 square miles. However, one of the obtain lending. We've opened a &Y
PRIMARY ECONOMIC Lahontan Valley area’s most important economic satellite SBA office. and we now have *'\__,'
ENGINE contributors brings with it far flashier images a counselor situated here.”
Agriculture more reminiscent of Hollywood glamour: its Such economic development is becoming in-
MaAjor COMPANIES Naval Air Station (NAS) Fallon is the training site creasingly critical to Churchill County. Although
Kenner_netal, for the U.S. Navy’s “Top Gun” fighter pilots. its farming community has dabbled in an eclectic
Z':l%{g:slﬁc The contributions of NAS Fallon, established as variety of crops, including sugar beets and can-
NEWER BUSINESSES a military airfield in 1912, extend beyond provid- taloupes, alfalfa for Asian markets and dairy prod-
SMI Joist, ing a regional claim to fame: the base accounts for ucts for Californians represent its agricultural
Gemini Inc. 25 to 30 percent of Churchill County’s economy. mainstays. Its alfalfa market “has become a little
YEAR AUTHORITY EST. Add to that the fact that agriculture comprises one- depressed” due to Asia’s plummeting economy,
1986 third of the county’s tax base, and it’s easy to un- Walker noted. As much as the Asian economy rep-

EXECUTIVE DIRECTOR
Shirley Walker

derstand why the Churchill Economic Develop-
ment Authority (CEDA) has adopted “economic

resents a source of concern for many economies,
Walker talks of more long-range issues.

TRANSPORTATION diversification™ as its buzz-phrase for the future. “Our biggest problem has always been the lack
THOROUGHFARES Shirley Walker, executive director of the of an industrial park with an infrastructure in
U.S. Hwy 50 - CEDA, will tell you that Top Gun training isn’t place.” she stated. “The city of Fallon is making ef-
lEJé.];.t/l-\ini/S; 95 — the only exciting thing happening in the county. forts to rectify that, and Churchill County is also
North/South The CEDA’s emphasis on attracting new business working to locate an area suitable for more heavy

AIRPORT has drawn Arkansas-based SMI Joist, a company industry.” Though Fallon is just 26 miles from
Fallon Municipal that manufactures joist supports for walls and Fernley and its Nevada Pacific Industrial Park. as
Airport ceilings, and Gemini Inc., which makes letters well as 60 miles from Carson City and Reno and

RAILROAD for signage. “We're trying very hard to diversify their manufacturing/industrial sites, Walker says
Union Pacific so we’re not dependent on the base,” Walker ex- she’s not worried about the competition. “The

Naval Air Station Fallon
is home to the Top Gun

training program.
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plained. “We are growing at a rapid rate, and
we’re currently working with several companies
considering locating here. We’ve established our-
selves as a retail hub for such nearby towns as
Hawthorne, Lovelock, Austin, Yerington and
Fernley.” The retail landscape in Fallon has in-
deed changed dramatically in recent years; the
town now has a highly successful Wal-Mart, and
Rite-Aid, Taco Bell and Arby’s have recently ar-
rived in Fallon as well. Walker is especially
proud of the homegrown businesses finding suc-
cess in a more retail-oriented Fallon: “We love to

companies we have here looked into situating op-
erations at Fernley, and they preferred to be here.
We don’t need to be competitive. The rural areas,
Reno, Las Vegas — we all need to work together to
accomplish what’s best for the region. All of us
need to look at that carefully. If a firm finds a bet-
ter fit in Fernley, or vice versa, so be it. We want to
bring companies in, and we want the best for them,
but we also want the best for us. We want busi-
nesses that fit into the community, and we want
jobs people will stay with and enjoy. We want our
citizens to take pride in what we attract to the area.”




Churchill.Counr_v’s cash crop is alfalfa.

That civic pride is already evident
throughout Churchill County. Its denizens
regularly boast about its fine schools, vir-
tually non-existent crime, clean environs
and the recreational opportunities at such
area attractions as Stillwater National
Wildlife Refuge and Lake Lahontan.
“Quality of life is a cliché, but we really do
have it here,” Walker asserted. “Our com-
munity is very interested in its young peo-
ple; we have youth rodeos, sports clubs
and many other activities geared toward
youngsters.” The city of Fallon is also re-
building Old Oaks Park School to accom-
modate an arts council, regular theater
events and cultural fund-raising dinners.
The Churchill Community Hospital makes
Lahontan Valley “the only rural region
with the caliber of medical facility we
have,” Walker said. Reno-based physician-
specialists make regular trips to the area,
enabling residents te avail themselves of
TR U UPUHRMm-Tua ity TIRdite Cule.

What does the future hold for this re-
gional economy, which has known every-
thing from the boom-and-bust cycle of the
mining industry to the perpetual roar of
U.S. Navy fighter jets? “By 2010, I'd like
to see our«economy become fully sustain-
ing, so we won’t see the leakage from
the community into Reno and California,”
Walker envisioned. A growing population
may make that dream more attainable. If
the county sustains its present moderate
growth rate, it will see its 23,000 residents
swell to nearly 35,000 in the next decade.

Churchill County’s colorful history can
perhaps shed light on its prospects for fu-
ture economic success. Adaptability consti-
tutes a key attribute for enduring success.
The county’s morphing economy mirrors
the capacity for change characterizing the
global economy, boding well for this
Northern Nevada community’s future. &
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BANKING & FINANCE

M ICHAEL RICE joined GOLETA NATION-
AL BANK as vice president and divi-
sion manager for the SBA financing divi-
sion. Rice, formerly vice president of
sales for The Associates, will be based out
of San Rafael, Calif. and will oversee SBA
lending offices in Nevada and California.

BANK OF AMERICA
appointed BRENDA O.
MEAD senior vice presi-
dent and area manager
for its new private bank
division for the state of
Nevada. Bank of Ameri-
ca also named two new
branch managers. STEPHANIE ROMERO is
now assistant vice president and branch
manager for the bank’s Laughlin Branch,
while JEFF HAYWARD was named assistant
vice president and branch manager for its
Winnemucca location.

BRENDA 0. MEAD

MCGLADREY & PULLEN, LLP named two
members of its Las Vegas office to the
firm’s partnership. DANIEL T. GERETY and
Tim J. TIEFENTHALER are two of 27 new
partners and five new principals for the
company, the nation’s seventh largest ac-
counting and consulting firm.

FIRST SECURITY BANK OF NEVADA in Las
Vegas.appointed BRUCE FORD senior vice
president/credit administrator. Ford has
more than 13 years’ banking experience,
including posts with Nevada State Bank,
Security Pacific Bank, First Interstate Bank
and Pioneer Citizens Bank, where he most
recently served as lending center manager.

MICHAEL J. SMALL, CPA
joined DELOITTE & TOUCHE
LLP as a tax director
for the firm’s Las Vegas
office. His duties include
serving the tax consulting

and compliance needs of

MicHAEL). SmaLL  the firm’s clients. Small
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was most recently a shareholder in
O’Bannon Dunn & Small, CPAs.

BUSINESS SERVICES

COMPUTING RESOURCES, INC. an-
nounced the promotion of VANCE
WALKER to payroll services manager in its
Reno office. Walker now oversees all as-
pects of providing quality payroll services
for CRI customers, including the installa-
tion process, all phone center personnel,
payroll distribution and customer service.
Walker joined CRI in 1995 as phone cen-
ter manager.

DEVELOPMENT &
REAL ESTATE

TI TiTLE appointed DouG HANSEN di-

rector of sales and marketing for its
Las Vegas offices. Hansen, who brings
more than 18 years of sales and marketing
experience to his post, handles all market-
ing, new business development and the su-
pervision of company communications.

BURNETT HAASE CoON-
STRUCTION in Las Vegas
appointed two assistant
project managers in
SAM STANDTLANDER and
JASON BURNETTE. Most
: recently, Standtlander
SAM STANDTLANDER served as a tenant im-
provement coordinator
for The Howard Hughes
Corp. Burnette, who is
also the construction
firm’s plan room coordi-
nator, was previously a
communications center
supervisor in the Marine
Corps. Both are responsible for contract
administration, and Burnette also dissem-
inates plans for the company.

JASON BURNETTE

DeEL WEBB made several staffing changes
in recent weeks. The developer promoted
KEN HuLL from vice president of sales and
marketing for Sun Cities Las Vegas to
general manager at Sun City Georgetown

in Texas. CHRIS HAINES
was promoted to vice
president of sales and
marketing for Sun Cities
Las Vegas. The devel-
oper promoted DENNIS
BACOPULOS to general
manager of Coventry
Homes for Nevada and
Arizona. Del Webb also
announced the hiring of
L PN BiLL DIVELEY as vice
B, president of its commu-
: k. 1 nity association man-
‘4 agement division, and
SHANE SANCHEZ ~ SHANE SANCHEZ as head
golf professional for the Revere Golf
Course at Sun City Anthem.

Reno-based DERMODY
PROPERTIES appointed
AARON PARIS chief
operating officer. Most
recently COO and CFO
of Los Angeles-based
Tooley & Company, Paris
has spent 20 years in the
development and property management
fields. His responsibilities at Dermody
Properties include marketing, leasing, de-
velopment and acquisitions.

AARON Paris

PARDEE CONSTRUCTION
CompANY promoted KLIF
ANDREWS to vice presi-
dent-project manager for
the Las Vegas area. An-
drews. who joined Pardee
in 1997, has more than 10
years® experience in real
estate development and construction.

Kur ANDREWS

STAN GUTSHALL was
named vice president of
construction operations
for DEL WEBB’s Anthem
Country Club in Hender-
son. Gutshall transferred
=8 from the developer’s An-
STAN GuTsHALL  them Phoenix communi-
ty, and will oversee homebuilding con-
struction of the new community, supervise




the purchasing and design center divisions
and coordinate land development, sales
and customer service departments.

Las Vegas-based ROEL
CONSTRUCTION COMPANY,
INC. hired AARON KAZAR-
IAN as project engineer and
DESERAY MEISTER as ad-

ministrative
AARON KAZARIAN assistant.

Kazarian is currently work-
ing on Red Rock Country
Club; Meister possesses
six years of administrative
experience.

DESERAY MEISTER

ALLEN PAVELKA and KEITH
HATTON opened AMER-
ICAN CONSULTANTS EN-
GINEERING PARTNERSHIP
in Las Vegas. The firm
provides engineering de-
sign and management in
the areas of transporta-
tion, roadway design,

land development, water
and sanitary facilities
and drainage, as well as
‘construction
ment. Pavelka is presi-
dent of the new com-
pany, while Hatton is

manage-

KeITH HATTON

executive vice president.

= NINYO & MOORE GEO-
. TECHNICAL AND ENVIRON-
MENTAL SCIENCES CON-
SULTANTS named SHAUNA
H. MAYNE marketing co-
ordinator. Mayne, who
has three years’ experi-

SHAUNA H. Mayne  ence in marketing profes-
sional services, is responsible for the Las
Vegas company’s proposal preparation,
marketing materials and assisting compa-

ny principles in business development.

MicHAEL E. PIPKINS joined the hospitality
studio of Las Vegas’ JMA ARCHITECTURE
STUDIOS as senior job captain. Pipkins
has 11 years of experience in hospitality

and casino design, and has worked on
such high rise and casino projects as the
Sahara Hotel & Casino, Four Queens,
Boardwalk and Mandalay Bay.

KeLLER WILLIAMS REALTY-THE MARKET-
PLACE appointed ROSE MARY JACOBSON as
manager and team leader of its new com-
mercial office in Henderson’s Green Val-
ley. Jacobson has 20 years’ commercial,
industrial and development experience.

COMMERCIAL ROOFERS,
INC. announced SARA
MARTIN has assumed the
sales and service admin-
istrator post for the Las
Vegas-based company.
" TERI ANN Hicks was
hired as administrative
assistant to support the
company’s principals and
project managers. Martin
has been with Com-
mercial Roofers for 10
years, and Hicks has
spent 10 years in the
construction industry.

TERI ANN HICKS

EDUCATION

T HE UNIVERSITY OF PHOENIX appoint-
ed NicoLE HUDSON-DARMODY as cor-
- porate liaison for its
Nevada campus in Las
Vegas. Hudson-Darmody
has been with the Uni-
versity of Phoenix for
three years, most recent-
Nicote Hupson. | 1y serving as marketing
DARMODY coordinator and enroll-
ment counselor for the Phoenix and Neva-
da campuses. In her new capacity, she fos-
ters partnerships between the college and
local corporations to accomplish higher

education goals for corporate employees.

GAMING & TOURISM
OBERT ZITTO joined BALLY’S/PARIS
LAs VEGAs as vice president of
food and beverage. With more than

13 years’ experience in executive food and
beverage management, Zitto most re-
cently served as vice president of food
and beverage for Foxwoods Resort Casi-
no in Ledyard, Conn.

PEGGY LIMON joined
MARRIOTT as senior sales
manager for its six
Southern Nevada proper-
ties. Limon is responsi-
ble for area sales of the
properties. Marriott also
appointed JOEL RACKER
general manager of its
Las Vegas Convention
Center Courtyard Hotel.
Racker, who has been
with Marriott for more
than 12 years, is re-
sponsible for the man-
agement and operations
of the 149-room property.

JOEL RACKER

DOUBLETREE-LAS VEGAS
AIRPORT appointed peo-
ple to three key posi-
tions at its Club Hotel.
ROBERT BALMER is the
property’s general man-
ager, CRAIG SANDOVAL is
its food and beverage
manager and SANDRA
HORVATH is director of
sales. Balmer, who was
general manager of the
Doubletree Hotel in Eu-
reka, Calif., has more
) than 13 years of hotel
Craig SanpovAL  and hospitality experi-
ence. Sandoval has more
than four years of hotel
and hospitality experi-
ence, most recently as
sales manager of the
Club Hotel by Double-
O’Hare.
Horvath also has more

ROBERT BALMER

tree-Chicago

SANDRA HORVATH
than four years’ hotel and hospitality
sales experience, previously serving as a
corporate sales manager for the Las
Vegas-based St. Tropez Suite Hotel.
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PEOPLE ON THE
S MOVE

STATION CASINOS announced the promo-
tions of three vice president/general
managers of its Southern Nevada proper-
ties to president/general manager of their
respective properties. DON MARRANDINO
of Sunset Station Hotel & Casino and
Boulder Station Hotel & Casino, Kevin L.
KELLEY of Texas Station Gambling Hall &
Hotel and Jim HUGHES of Palace Station
Hotel and Casino are now presidents and
general managers.

Reno’s ELDORADO HOTEL/
CAsINO announced numerous
promotions in its hotel and
casino departments. In its ho-
tel department, Bub COYNER
was named director of house-
keeping services. MARK
KRAEBER is now hotel man-
ager, and DAMON WANCO was
promoted to executive house-
keeper. ROB LESTER was
named public area house-

keeping manag-
er, while TopbD
ANDERSEN now
serves as front

o office manager.
Damon Wanco In its casino de-
partment, the Eldorado pro-
moted three long-time em-
ployees. Both JEANETTE
SHAW and ROBERT CUMBUSS
were appointed executive slot Y
hosts. DAN MENDOZA is now Tobb ANDERSEN
race/sportsbook manager.

AMERISTAR CASINOs in Las Vegas named
MicHELE CORRAO director of recruitment.
Corrao is responsible for identifying qual-
ified candidates for top-level positions.
She brings 13 years of expertise to her po-
sition, and was formerly president of her
own firm, The Garvis Group of Louisiana.

GES EXPOSITION SERVICES named WILLIAM
H. EDWARDS executive vice president of its
new marketing and creative services de-
partment in Las Vegas. Edwards will pro-
vide creative development and brand mar-
keting for the firm’s products and services.
He comes to GES following 11 years at
McCann Erickson in Dallas, Texas.

THE VENETIAN RESORT-
HoTEL-CAsINO filled six po-
sitions at its Las Vegas prop-
erty. Twenty-year hospitality
veteran PETE BOYD has been
named director of catering
and convention services.
FRED T. WALTERS, of Forest
City Commercial Manage-
ment, iS now general man-
ager of The Grand Canal
Shoppes. ARTHUR KEITH, a
16-year hospitality industry
T veteran, was appointed direc-
v tor of hotel operations. MIKE

J~ g MANNING, the property’s new
ARTHUR KEITH  director of security, has 37
7 | years’ experience in security
and law enforcement. BRUCE
HIMELFARB, a member of the
gaming industry for 20
years, is vice president of
casino marketing. GEORG
PAULUSSEN, B
with more than
19 years’ culi-
| nary experience
was named ex-

BRUCE ecutive chef.
HIMELFARB

PAULUSSEN

MEDIA &
COMMUNICATIONS

Las Vegas-based MASSMEDIA ap-
pointed ALEZA GOLDSMITH public
relations coordinator.
Goldsmith’s responsi-
bilities include creating
press releases and assist-
ing with client and event
management. Goldsmith
previously held the
position of features

ALEZA GOLDSMITH

editor and production assistant for the
University of Nevada-Las Vegas news-
paper The Rebel Yell.

DRGM ADVERTISING & PuBLIC RELATIONS
announced several promotions and new
hires. The Southern Nevada company
promoted COLLEEN HIGGINS from account
coordinator to account executive. ROBERT
McWiLLIAMS was promoted from studio




manager to digital color systems supervi-
sor. Graphic artists SHELLEY SICKMAN and
JENNI CHIN-GREGORIO were promoted to
studio supervisors. MARY GREGO-SMITH
joined the Las Vegas-based firm as pro-
duction manager.

Las Vegas-based CREATIVE DYNAMICS
INC. added CHRISTINE JOHNSONG to its
staff as director of marketing and account
services. Johnsong’s duties include lead-
ing the account team activities of the
agency and assisting with sales and mar-
keting goals and objectives. She comes to
the company after recently serving as di-
rector of marketing for The Longevity
Network in New York.

THE ROSE/GLENN GROUP,
headquartered in Reno,
named LORNA SHEPARD
senior account planner.

Shepard brings more

than nine years’ major

3 market advertising ac-
LORNA SHEPARD

count supervision and
strategic planning experience to Rose/
Glenn. She has worked at some of the na-
tion’s leading advertising agencies, in-
cluding Ogilvy and Mather and J. Walter
Thompson, both in Chicago.

MEeDIA BROADCAST NETWORK hired
graphic and print designer THOMAS
VosicKy as creative services director.
Prior to joining the Las Vegas-based tele-
vision broadcast and production company,
Vosicky worked for KVBC TV-3 in Las
Vegas as the station’s art director. Media
Broadcast Network operates Las Vegas
television station KTV.

CONSOLIDATED REPROGRAPHICS appoint-
ed KEITH J. MESSER to head its new
digital publishing de-
partment in its Las Vegas
office. Messer previous-
ly held positions with
Xerographic Copier Ser-
vices and Kinko’s, both
A in San Antonio, Texas.
Keirh ). Messer  He has a bachelor of
in marketing

science from Eastern

New Mexico University.

MEDICINE

he medical staff of SAINT MARY’S

REGIONAL MEDICAL CENTER in Reno
recently installed new officers to represent
the more than 450 physicians affiliated
with the hospital. Taking on the chief of
staff position is BRIAN JUELL, M.D., a vas-
cular and thoracic surgeon. Other officers
include vice chief of staff DONALD VAN
DYKEN, M.D.; secretary of staff JOHN
WILLIAMSON, M.D.; and members-at-large
CoLBY LAUGHLIN, M.D., DAVID MATHIS,
M.D. and RICHARD MULLINS, M.D. Each
will serve a two-year term.

Vicky VANMEETREN assumed the title of
senior vice president, operations/chief ad-
ministrative officer for ST. ROSE DOMINI-
CcAN HosPITAL in Henderson. VanMeetren,
who has more than 15 years of healthcare
industry experience, has been with St.
Rose since 1996. Her duties now include
providing strategic direction for the hospi-
tal’s off-site ambulatory care services.

DOROTHY PERKINS was appointed to serve
as the certified nursing assistant member
of the NEVADA STATE BOARD OF NURSING.
Appointed to four-year terms, the seven-
member board consists of four registered
nurses, one practical nurse, one certified
nursing assistant and one consumer.

TELECOMMUNICATIONS &
TECHNOLOGY

USINESS COMMUNICATIONS, INC.

hired BRENT HALL and GREG SHUTE
in its Las Vegas division. Hall joined the
business technology company as the net-
work project manager, and oversees the
design and network configurations of
BCI's clients. As the structured data ca-
bling project manager, Shute is responsi-
ble for the company’s cabling division.

PLATINUM COMMUNICA-
TIONS promoted two
employees in its Las
Vegas offices. GREGORY A.
SACCONE was promoted
to senior global account
manager, and WILLIAM C.
“SKIP” MuMAW Il was

promoted to enterprise
account executive. Sac-
cone joined Platinum in
1995, Mumaw in 1997.
The Lucent Technologies
provider, based in Las
/8] Vegas and Somerset,
Wittiam C. Mumaw ~ NLJ., was recently named
for the second consecutive year to Inc.’s
annual ranking of the 500 fastest-growing
private companies in America.

JOHN PALMA joined NEXTLINK Nevada as
director of operations. Before joining
NEXTLINK, Palma worked in private con-
sulting and subcontracting for Business
Telecom Inc.

TRANSPORTATION

fter a seven-month executive search,

the AIRPORT AUTHORITY OF WASHOE
COUNTY board of trustees agreed to select
KRYS BART as its new executive director.
Bart comes to the Airport Authority of
Washoe County from San Jose Interna-
tional Airport in San Jose, Calif., where
he was assistant director of aviation.

UTILITIES

OUTHWEST GAS CORPORATION pro-

moted BiLL MooDY to director of cus-
tomer relations for its Southern Nevada
division. Moody has been with Southwest
Gas since 1979, most recently as director
of corporate development for the compa-
ny’s Las Vegas corporate headquarters. In
his new capacity, Moody is responsible
for the office, customer relations, meter
reading and service technicians, as well as
management functions for outlying areas
such as North Las Vegas, Henderson and
Bullhead City, Ariz.

The UTILITY SHAREHOLDERS ASSOCIA-
TION OF NEVADA elected CHARLES E. HUFF
to its board of directors. Huff is vice
president, secretary and senior gaming
counsel for the Boyd Gaming Corp. par-
ent and subsidiary corporations. Huff also
serves as “of counsel” for the law firm of
McDonald, Carano, Wilson, McCune,
Bergin, Frankovich and Hicks.
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Deregulation
in the Wired,
Wired West

No Room for
One-Trick Ponies

BY CINDIE GEDDES

etting the lights turned on in your new place is
easy today. You call the utility company granted
exclusive rights to provide service in your geo-
graphic area, wait a little while, flip a switch, and
then pay the rate set by the state regulatory agency. But come
January 1, 2000 (unless the Public Utilities Commission
deems a later date to be in the better interest of the public),
Nevada’s power will be deregulated, and everything changes.

Bringing on Competition:
What Consumers Can Expect

B illing, metering and customer service are considered
potentially competitive services in Nevada, but a final
decision on whether they’ll be regulated has yet to be made.
What is certain'is that the generation of power, through
deregulation, is deemed to become competitive. Federal poli-
cies also ensure the delivery system — the means of moving
electricity from one place to another — will still be regulated,
so reliability of service should be no different than it is today.
Electricity will be available on a nationwide transmission sys-
tem designed to avoid costly infrastructure duplication. The
production of electricity from power plants and hydroelectric
dams will be open to competition.

The system will also give rise to middlemen who will try to
find the cheapest power available and buy from or sell to other
middlemen or directly to customers. No longer will state agen-
cies be setting the prices you pay for power. “Being a con-
sumer in 1998, says Kathy Kollar, consumer education coor-
dinator for the Public Utilities Commission of Nevada
(PUCN), “is all about choice.” You may choose to stay with an
affiliate of your current power company, or you may choose a
new one. Either way, you will need to make an informed
choice, because the changes brought on by deregulation may
be huge. And we’re not just talking price.

Most consumers will notice the differences in costs from
competing companies, but you will be best served by looking
a little deeper. Competition will bring incentives to offer
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diverse terms, conditions and payment
plans in response to customer needs and
interests. More services may be offered,
different companies may offer different
groups of services and they’ll become
much more creative in their methods of at-
tracting you as a customer. Expect phone
calls and mailers offering you frequent
flier miles, free televisions and any other
promotional offers they can devise. Watch
out for scams. You saw it with the long-
distance companies, so you have an idea
of what to expect.

Be prepared. As an informed consumer,
you should know your energy needs
whether they be home. business, office,
farm or industrial facility uses. Review
past utility bills to see what you use, when
you use it, and how much you're paying
for it. You may see significant variations
over the course of a year, which could be
important. Prices for power may vary ac-
cording to season, day of week or time of
day. Your new bill may be an itemized list
of charges rather than the bottom-line
payment to which you are accustomed.

Large customers will be able to negoti-
ate special terms and conditions. But that
doesn’t mean the individual residential
user won’t be able to save some cash too.
Residential and small business customers
may be able to join together through a
marketer or aggregator who can negotiate
the best price on behalf of the entire group.

But don’t expect to just change compa-
nies and see lower rates. The full benefits
of deregulation, especially for the residen-
tial customer, may only be realized over
time. Market forces and the costs associ-
ated with the conversion to a more com-
petitive market will determine the actual
impact on your power bills.

Staying Competitive Amidst
Deregulation

I n preparation for the conversion, and
in order to compete with what is sure
to be an influx of new power com-
panies, Sierra Pacific Power Company
and Nevada Power Company are propos-
ing a $4 billion merger. Already approved
by their respective shareholders, the merg-
er is conditioned, among other things,
upon obtaining the remaining approvals of
the PUCN, the Federal Energy Regulatory
Commission, and the Securities and Ex-

Combined Service Territory

= Sierra Pacific Resources
Nevada Pawer Company

l

IDAHO

s

UTAH

KE MEAD

ARIZONA

change Commission. The PUCN was slat-
ed to give its decision on the proposed
merger early this month.

Sierra Pacific Power employs about
1,500 people and is based in Reno; Neva-
da Power employs approximately 1,900
people and is situated in Las Vegas. Both
bases will stay open post-merger, with
Reno serving as the corporate headquar-
ters and Las Vegas the utility headquar-
ters. Though mergers usually mean big
layoffs, the merged company, Sierra Pa-
cific Resources, expects no more than 250
people to lose their jobs. Steve Rigazio,
vice president of transmission, treasurer
and CFO of Nevada Power, says the merg-
er does not mean downsizing; both com-
panies are lean and fast-growing. And
with the immigration of new companies
after deregulation, employees with indus-
try experience in Nevada will prove more
valuable than they are today. Neither the
PUCN nor the respective power companies
expect laid-off employees to have a hard
time finding new jobs.

As Sierra Pacific Resources, the compa-
ny expects to serve more than 800,000
electric customers. Though that makes the
company mid-sized by national standards,
it will constitute the fastest growing power
company in the country. But you won’t ac-
tually get your power from Sierra Pacific
Resources. If the company has its way,
you'll be served by Nevada Power or Sier-
ra Pacific, both affiliates of Sierra Pacific
Resources. If the PUCN gets its way, you’ll
receive service through affiliates with en-
tirely new names. The merged entity’s af-
filiates would be allowed to state they're

associated with Sierra Pacific Resources
on all their advertising, but that doesn’t do
Nevada Power a lot of good. Proponents of
both sides of this argument claim leveling
of the playing field as their reason for sup-
porting their respective stances.
According to Kollar, when the new
company starts (expected to be in the last
quarter of 1999), it must be independent,
with only an “arm’s length” association
with the affiliates. That’s because it will be
a differently regulated company providing
different services, making the old names
inherently confusing to customers. Com-
panies from out of state can keep their cur-
Kollar argues,
Nevadans aren’t familiar with them. A sur-
vey did indeed show that most Nevadans

rent names because,

know the name of their local power com-
pany, but not those from other states.
However, Southern Nevada’s influx of
new residents presents atypical circum-
stances for Nevada Power in the name-
recognition game. Rigazio noted that 40
percent of Southern Nevada’s residents
are from California, and therefore will
recognize names like PG&E, Southern
California Edison and San Diego Gas and
Electric. “And they’'re 10 times bigger
than we are,” he states. Steve Oldham,
vice president of transmission for Sierra
Pacific, adds that other well-known names
have expressed interest in coming to
Nevada. Who hasn’t heard of Amway,
Texaco, or Chevron? He feels that if
Sierra Pacific Resources is to be an effec-
tive player. its affiliates have to be able to
keep the Sierra Pacific and Nevada Power
names. It’s a subject about which the com-
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“THE NEVADA POWER/SIERRA PACIFIC MERGER WILL INCREASE THE COMPETITIVENESS
OF BOTH COMPANIES, AS WELL AS MAKE FOR A FINANCIALLY STRONGER CORPORATION.”

pany feels strongly enough to consider
taking to court.

Another concern for Sierra Pacific and
Nevada Power is the issue of which will be
the provider of last resort. This company
will be responsible for offering service to
customers who don’t choose a provider, or
who live in a geographical location where
none of the companies chooses to operate.
It will also cover people who are credit
risks. No one will be left in the dark just
because the market becomes competitive.

The PUCN plans to take the provider of
last resort position out to bid by percent-
ages. For example, if Sierra Pacific pro-
vides service to 10 percent of customers in
the service area, it can bid on 10 percent
of the non-choosers. The company that
provides service to the credit risks can
write off losses as a distribution company.
But, as with everything else involved in
Nevada’s deregulation process, no final
decisions have been made.

A Vested Interest for
Companies and Consumers

Oldham and Rigazio feel strongly
about most aspects of deregulation
because, as ldham says, “The current util-
ity companies have the greatest stake in
this. They aren’t moving. Other entities
can choose to come in or not. Sierra Pa-
cific and Nevada Power have a vested in-
terest in how the rules play out.”” That
vested interest is one of the reasons the
two companies have worked so hard to
garner support for their merger. “Our em-
ployees actually cheered,” Rigazio says,
because they were so glad not to be taken
over by an out-of-state interest. He also
says they’ve received numerous support-
ive customer calls. And shareholders
voted 96 percent in favor of the merger.

Joyce Newman, executive director of
the Utilities Shareholders Association of
Nevada, a group made up of Sierra Pacif-
ic and Nevada Power shareholders, says
the merger bodes well for everyone. Since
the merger plans two headquarters in two
parts of the state, the professional jobs
will stay. The two companies are also
working hard to make sure no union jobs
are lost: the merged operation expects to
employ more than 3,200 people.

Rigazio says the merger will increase
the competitiveness of both companies, as
well as make for a financially stronger
corporation. That’s good news for share-
holders, and customers can expect the
same quality service and low rates to
which they’ve grown accustomed. The
state will benefit because jobs will stay in
state and income, resources, revenues and
the tax base will all be in Nevada, bucking
a national trend. Around the country,
many smaller power companies are being
bought out or forced out by larger compa-
nies. Sierra Pacific and Nevada Power are
determined to stick around.

The two companies hope to increase
their competitive edge by selling off their
generating plants and becoming a “wires-
only” utility, with or without merger ap-
proval. But the generating plants won’t be
closed; they’ll just be under new owner-
ship. Sierra Pacific and Nevada Power
will reinvest money raised from the sales
in new transmission and distribution facil-
ities. Expansion of the electric transmis-
sion system will help any distributors
when competition is opened in 2000, giv-
ing customers even greater choice.

Initiating the Millennium
with an Open Market

ith January 1, 2000 slated for the

market’s opening, questions regard-
ing the Y2K virus inevitably arise. But
folks at Sierra Pacific and Nevada Power
seem relaxed. “We’re not proposing any
delays,” says Doug Ponn, executive direc-
tor of governmental and regulatory affairs
for Sierra Pacific. Oldham adds that not
all competitors will necessarily be ready,
but Sierra Pacific and Nevada Power will.
And he hopes most of them are, so there’1l
be less confusion and fewer problems
with bringing the whole deregulation sys-
tem into being.

Kollar says the PUCN has been working
with utility companies on Y2K problems
separate from competition or merger is-
sues. She recommends customers ask the
companies courting their dollar whether or
how they’ve addressed the Y2K problem.

It’s all going to be complicated. But
that’s the nature of competition. And it
seems to work. Many consumers have no-

— STEVE RiGAZ10, NEVADA POWER

SOME THINGS TO ASK BEFORE CHOOSING
AN ELECTRICAL COMPANY

> Are prices fixed? For what time period?

> Are prices variable? Will they be based on
season, day of week, or time of day?

> Are there restrictions on how much energy
is used and when it is used?

> |s special metering required? Who pays for
it? How much?

> What h

whom?

> Can payment be made by cash, check,
electronic transfer, credit card?

» Who do | call if the service goes out, or if
there is a billing problem?

> Will personal information be released or
sold to a third party?

SOURCE: NATIONAL ASSOCIATION OF REGULATORY
UTiLiTy COMMISSIONERS AD Hoc COMMITTEE ON
CONSUMER AFFAIRS

ticed that their long-distance rates really
have dropped. And most prefer the oppor-
tunity to shop around and compare. But
people also like to know with whom
they’re dealing. Available resources cov-
ering utility deregulation are nearly over-
whelming, but don’t be afraid to dip into
the World Wide Web or make some phone
calls. The bottom line in this brave new
world of choice is going to be knowledge.
The more you know about the different
utility companies, what they offer, and
what you need, the more likely are your
chances that the power is going to come
on when you flick that switch in 2000. In
this case, knowledge truly is power. %
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The Utility of Deregulation: !

How Useful is It?

Past deregulated markets offer insights into
the future of the electric utility industry

hile it’s tempting to specu-

might impact Nevada’s electrical
market, a look at the conse-

endured government-mandated
competition; most indications
show that, when coordinated
properly, such deregulation can
be a boon to consumers as
companies improve products
and service to compete in hotly
contested markets.

tunity to see telephone service

bent phone service providers
designed a plan for regulation

1996 Telecommunications Act.
Much can be learned from how
phone service providers have
capitalized on competition.
“Sprint’s position is that
competition is definitely good,”
noted Lou Emmert, vice presi-
dent and general manager for

Sprint of Nevada, the incumbent :
provider. “It benefits consumers, :
¢ modating a more varied cus-

i tomer base encouraged Sprint
the market more quickly, and it's :

giving them choice. It also
brings products and services to

good for the companies, be-
cause it makes the pie bigger.”
The pie has indeed grown

opening, more than 60 compa-
nies have become certified to
provide local phone service in
Nevada. Sprint has about a
dozen interconnection agree-
ments with companies that are
either in business, such as MGC
Communications and NEXTLINK,
or close to opening shop.

that pepper Las Vegas phone
books are a result of this open
market; they belong to cus-
tomers of MGC, which began
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: offering service to Nevadans in
late about how deregulation :

1995. The local phone service

¢ provider has thrived in the de-

¢ regulated environment. It ended
quences of past market openings
may help clarify the picture. Vari- :
ous utility industries have already
. J. Montgomery, MGC president
i and CEO, the company is just

one byproduct of deregulation.

1997 with roughly 120 employ-
ees, and closed out 1998 with
500 staffers. According to Nield

“We’re seeing several things

i in the market, such as lower

¢ prices for local phone service,
¢ competition informing the public :
: of the services they’re offering
Nevadans had the first oppor- :

and the evolution of new prod-

i ucts,” Montgomery observed.
provider deregulation in action in :
1995. That year, the state public :
utilities commission and incum-

“The emergence of new prod-
ucts will continue throughout
1999, because technology now

i has an impetus to introduce in-
novations that monopolies
that preceded the U.S. Congress’ :

weren’t encouraging.”
Deregulation has also provid-

dle just our customers.” Accom-

to invest $190 million in 1998

i alone to enhance its Nevada

i infrastructure. Emmert’s advice
: to companies such as Nevada

substantially: since the market’s :
¢ lish and maintain effective

i communication with customer
: bases, regulators and employ-
: ees to help cope with the rapid
i changes deregulation brings.

Power and Sierra Pacific: estab-

Employees aren’t the only

: ones faced with the frustration
¢ of rapid change. Montgomery

© cites two camps of phone users:
The 310 through 320 prefixes :

those who grew weary of the

: single-provider system and

: those who “have no desire for
¢ choice and have the necessity
: for decision thrust upon them.

P//

“The market forces of competition bring

N

about improvements in price and product
that would not otherwise happen.”
— NIELD J. MONTGOMERY, MGC COMMUNICATIONS

It’s not a field of roses by any
: means, but when you sort

through it all, the market forces

: of competition bring about im-
: provements in price and product :
¢ that would not otherwise hap-  :
¢ pen,” he declared. :
©  While Montgomery would like :
. to see the public education ef-

i forts being applied to the open-
i ing of the electric utility market
i come to the phone market, Em-
: :mert asserts consumers bear

¢ ed the catalyst for change within :
: phone companies, according to
¢ Emmert. “We have lost a signifi-
: cant share of the market,” she
acknowledged. “It’s required us
i to look at our internal processes
¢ and procedures, which we had
developed over the years to han- :

the burden of informing them-

: selves. “Deregulation places

i more responsibility on con-

: sumers to become educated.

¢ They now have to know specifi-
i cally what kind of service they

¢ need. Understanding all their op-

tions requires research. Things

Consumers have witnessed

: the benefits of the natural gas
. industry’s deregulation for 20

: years. In 1978, the Natural Gas
¢ Policy Act set the stage for grad- :
: ual deregulation of gas prices at
¢ wellheads. By 1989, the federal
: government had removed all

¢ price controls on new and re-

¢ cently discovered natural gas.

i The Federal Energy Regulatory

: Commission also encouraged
pipelines to become open ac-  :
¢ cess carriers, allowing clients to :

contract directly with pipelines

: for service. “The objective was
£ to provide for a more competi-
: tive structure, increase efficien-
¢ cies and bring about lower

i prices,” explained Roger

: Montgomery (ne relation to

i Nield), vice president of pricing
: for Southwest Gas Corp.. which
¢ just recently merged with Tulsa-

based ONEOK.
Has it worked? “The natural

! gas industry has seen substan-

tial reduction in gas prices in the

! last decade or more,” Roger

i Montgomery stated. The pending
¢ deregulation of the electric in-

¢ dustry will make it more closely
¢ resemble natural gas markets,

¢ he added. “Electric companies

¢ have been vertically integrated —
i they generate, transmit and

¢ distribute power themselves.

¢ The natural gas industry has

i always had separate produc-

¢ tion, transmission and distri-

¢ bution companies. One of the

¢ won't be as simple as they were :
i in the past,” she noted.

primary objectives of restruc-

¢ turing the electric market is to
i break up utilities performing
¢ all those functions, doing what
i the natural gas industry has
i been doing for many years.”

“Competition has been an in-

¢ tegral part of the natural gas in-
¢ dustry for two decades,” Roger

i Montgomery continued. “Natural
i gas has always had to be com-

¢ petitive because we're selling

i heat, which can be provided by

: electricity. Our industry has

¢ never had a pure monopoly.”

Fewer industries and compa-

£ nies can claim such dominance
i these days. Fortunately for con-
: sumers, the news looks positive.
: For those willing to give electri-
¢ cal utility choice some thought,
i the future looks bright.
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Planning
Ior the
Unthinkable

= §" ashoe County businesspeopie are malikely to
forget New Year's Day. 1997 Dk sludge
and sewage poured inio offices and commer-
cial buildings. The current from e Soadms Truckee
River was so strong that employess 5ad 8o be evacuat-
ed. For business owners, that was 5ad csoush But
they also had to cope with losime commpamy records,
losing touch with customers and ssppiiers. and losing
revenue from damaged goods amd e &sseption of
operations. In all, around 280 ase2 Besmesses were
affected. Fortunately, no ons was Sl
While not all crises afiect S0 smsms. &= =5emi can
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sense to develop 2 compEEESNS SSmes Continu-
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selecting a trouble-shooime S=mn Sl deseaatine a
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mum level of opees e sl sssaem the orga-
nization until ¥ cEb Fe=m S " el of acuvity.
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management administrator for more than a
dozen years. He says a company should
look internally and make the best use of
available resources. “You don’t need to do
a lot of elaborate planning. Just determine
what’s in jeopardy, what will happen if
there’s an event. How will you protect
staff, customers and assets? How will you
keep your doors open so you can produce
goods and services and make money? How
will you protect data systems, computer
systems, telephone lines? How will you
communicate with the outside world?”

Once that’s determined, Clewe says to
look to the outside and figure out how you
can help or be helped by neighbors. He
cautions business owners not to ignore the
warning signs of an impending disaster. “If
you receive emergency notification, mobi-
lize your plan. Prior to Washoe County’s
flood, we had four hours’ notice that major
floodwaters would hit, but we had known
of the potential for several days.”

Judith Simpson, executive director of
Washoe County’s Partners in Education —
a private partnership between the Reno/
Sparks Chamber of Commerce and the
Washoe County School District — says she
and her co-workers learned the hard way it
pays to plan. The flood forced the evacua-
tion of their offices, and everything was
bulldozed — furniture, files and computers,
as well as a warehouse full of recycled
books and other materials. Employees
were not allowed back into the office until
January 6, and the organization was not up
and running for several more weeks.

Simpson says they now have a disaster
plan in place. The filing cabinets are on
wheels, and individuals have been ap-
pointed to remove computer hard drives in
case of evacuation. “A list with their
names and job duties is posted around the
office,” says Simpson, “with the tasks in
order of importance.”

Mary Henderson is president of Strate-
gic Alliances, a firm involved in govern-
ment and public affairs work. But during
the flood, she was public affairs director
for Washoe County. She says, “One of the
main things is to have a disaster plan in
place and practice it. You need a sense of
the organization and all its players. With
the flood disaster, we had representatives
of many agencies involved, and everyone
knew his or her role. You need a commu-

nications plan when your firm is cut off”

According to Henderson, Washoe
County’s emergency plan fell into place.
“All in all, everything went well for us,
and our preparations paid off.”

No Company is an Island

n an age of abundant communications
devices, the business world has be-
come a small place, and countless people
can be affected by one company’s crisis.
Yet, too few contingency plans address the
participation of business partners, cus-
tomers, emergency service providers, and
other organizations. Businesses need to
work in partnership with those dependent
on them, and on whom they are dependent.
They need to determine what other busi-
nesses are affected up and down the supply
chain. Then, they need to incorporate those
people into their contingency plans.
According to Clewe, “You need to help
the outside world, your customer base,
come to you. Tell them you are experienc-
ing a temporary setback, and you’ll be
back online really quickly.” He also says
to meet public safety people at the door
and show them where the problem is. “But
people must understand that public safety
may not be able to help them immediate-
ly. They need to plan for a minimum of 72
hours on their own. That means food,
water, and all the basics needed for short-
term survival. They must take steps to re-
duce the impact of the crisis.”

First Aid for Body & Mind

ike any emergency situation, people
exhibit signs of trauma after an
event. They may be disoriented, disbe-
lieving, or even too paralyzed to react.
Simpson states, “The most important
thing we learned is that a crisis is an emo-
tional time. The flood was so traumatic
that we received stress management from
the Red Cross.” For the Partners in Educa-
tion team, the Red Cross counseling was a
godsend. “We truly were in mourning, and
they gave us permission to grieve.” recalls
Simpson. “When you are hit with a disas-
ter, you can become sick when your sense
of balance and purpose are destroyed.”
As such, managers and staff need to be
psychologically and physiologically pre-

pared for the impact and stresses that
crises impose upon them. In turn, they
will more effectively respond to an event,
cope with the impacts, and handle the re-
covery activities needed to get the busi-
ness returned to a fully operational state.

P.R. and the liedia

eith Sheldon is president of Aztec

Communications, a Las Vegas firm
specializing in workshops and seminars in
high-concern, low-trust environments. In
his 25 years in the business, Sheldon has
learned that “particularly in crisis situa-
tions, companies need to establish and
maintain credibility with the public.”

Sheldon teaches four main ways to do
that: establish empathy and caring, estab-
lish competence and expertise, establish
dedication and commitment, and establish
openness and honesty. Of those four, he
says 50 percent of the people care more
about empathy and caring than anything
else. “Apparently, we’re doing a good job
of being high-tech, but we’re not doing a
good job of being high-touch.”

He says, “Companies need to recognize
the importance of being a straight shooter.
Be honest with the press; the public is for-
giving. Shareholders, customers, vendors,
employees are all important. Tell them
what’s happening.”

Sheldon advises business owners to re-
member that employees are a company’s
primary ambassadors. As such, owners
need to communicate clearly with supervi-
sors. “Usually the upper and middle man-
agement are part of dominant coalition, the
decision makers who serve as spokesper-
sons to communicate with employees and
the media. Often, they also communicate
with police, fire and EMT personnel.”

The Impending Y2K Issue

[T ost analysts agree: the Year 2000 Bug
(Y2K) is a real threat, and failure to
achieve total software and hardware appli-
cations is inevitable. They warn that even
if an individual business does achieve total
compliance, somewhere along the supply
chain a non-compliant entity is apt to af-
fect everyone else to whom that company
is technologically linked.
According to a statement from the Fed-
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CRISIS MANAGEMERNT

eral Emergency Management Agency
(FEMA), “Government agencies, public
utilities, businesses, and individuals
should consider disruption of computer-
based systems a serious risk to continuity
of operations.”

As such, business owners need to assess
their company’s vulnerability and take
steps to reduce their disruption of opera-
tions. Practical steps include 30-. 60- and
90-day-plus survival options. Y2K contin-
gency strategies and a Y2K-specific busi-
ness continuity process. FEMA stresses
that it has no authority or capability at the
national level to prevent computer disrup-
tions such as Y2K. Companies must take
personal responsibility to protect them-
selves against disaster.

First, Get Organized

ne good source for leamming crisis
Oplanning and response procedure is
FEMA’s Emergency Operations Center
Guidebook, which follows public safety
guidelines according to the Incident Com-
mand System used by fire. police and EMT
personnel. The book includes a checklist
of tools and methods needed for recovery.

FEMA’s guide outlines steps in the plan-
ning process, emergency management
considerations, hazard-specific informa-
tion and information sources. One of
those sources is a ready-to-print brochure
that can be handed out to staff. The guide
also includes a vulnerability assessment
chart. The business link to FEMA’s Web-
site is located at <hitp://www.fema.gov/
library/bizl.htm>.

Every county in Nevada has a plan for
disaster recovery, as does every level of
government in the U.S. Even so. experts
agree: nothing can take the place of good
old-fashioned personal responsibility. No
one else can minimize a company’s vul-
nerability to the unthinkable — and reduce
the impact of a natural, technological or
human-caused crisis — than those who
care most about the company’s long-term
survival. To help with the planning
process, crisis-management conferences
and Web sites abound. And the best time
to prepare is before that crisis arises. %
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Stock offerings represent a highly effective tool for ﬁ_ss

expansion. Nevertheless, not all companies are meant for

asinovations Inc. president and
CEO Steve Blad knows the ins and
outs of growing a company. That’s
why the four-year-old Las Vegas-based
gaming firm — maker of a card shuffler,
secured slot machine drop and proprietary
table games — is going public. Casinova-
tions, which purchased Gaming 2000 in
September, received permission from the
federal Securities and Exchange Commis-
sion (SEC) in October to undertake a pub-
lic stock offering projected to raise $3.75
million. When the sale is done, Wall Street
investors will own nearly 2 million of the
firm’s 7 million shares.
Larry Krause, who works for the ac-
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BY BRIAN E. CLARK

counting firm Arthur Andersen, said in
spite of the advantages of going public —
which include infusions of capital, stock
options for officers, higher visibility and
increased liquidity — the move is often dif-
ficult. “Though financial, legal and ac-
counting advisors can assist in the evalua-
tion of the pros and cons of going public.
at the end of the day it is a very personal
decision owners must make,” he said.
“That decision may be driven by subjec-
tive factors such as relinquishing certain
elements of company control.”

For Blad and Casinovations, however.
the decision to go public was made nearly
three years ago, when Blad joined the com-




an exhaustive disclosure document with
the SEC that includes audits, information
on officers and investors, financial state-
ments and other background material,” he
said. The company also hired an under-
writer (investment banker) to handle the
sale of its stock.

“Our SEC disclosure docu-

public stock offerings during his career as
a CPA and company executive. “Compa-
nies usually go public to raise money for
future expansion and growth,” he said.
“Obtaining money from the public market
place can be less expensive than getting it
through a bank. What you give up is your

about how they are fulfilling unmet needs
in the marketplace. And it’s great if
they’ve been newsworthy in a positive
way, because that gives them the kind of
third-party credibility Wall Street loves.”
Mike Bonner, a securities attorney with
Kummer, Kaempfer, Bonner & Renshaw

ment ran to 140 pages. This
requirement is designed to
protect future shareholders so
the public will know what it’s
buying and how the business
is run. This kind of disclosure
stems from the fallout of the
1928 Wall Styeet crash, when
it was discovered that some
publicly held companies did

“You must possess [a product or servicel that
makes you credible. You must also be able to de-
liver [your productl] to the marketplace. Ultimate-
ly, you must perform. With a stock offering, you
go from the smell of the garlic to the taste.”

— Steve Blad, Casinovations

in Las Vegas, has taken com-
panies public and then repre-
sented them in ongoing SEC
dealings. He’s also had to tell
potential clients that taking
their company public is not a
good idea. “They might be
good candidates,” said Bon-
ner, who has been practicing
law for 20 years. “But they
might not. I have to make

not have a standard reporting
requirement,” King explained.

In Casinovations’ case, it took several
months for the SEC to approve its applica-
tion, King said. “I've heard of some situa-
tions where it takes more than a year. It
depends on what questions and demands
the SEC has.”

Since the SEC granted approval, the
company has had to seek permission from
individual states to sell its stock. “We have
to provide states with the SEC disclosure
documents and then meet their require-
ments. Some states follow federal stan-
dards, while others have much stricter state
standards,” Casinovations has received
permission to sell stock in Nevada, Cali-
fornia, Idaho, Washington, Oregon, Illi-
nois and New Jersey, said King. “Now, it’s
up to the market forces. If the company
does well, the value of the shares should
go up. In principle, it sounds simple.”

.

To Offer or Not to Offer

hile the decision to go public made
sense for Casinovations, officials
with that firm, lawyers who deal with pub-
lic securities, investment brokers and other
advisers say selling stock to the public is
not for every expanding business. For
starters, it can take an initial investment of
$250,000 for lawyers and accountants, and
can mean yielding privacy and owner con-
trol to shareholders and outside directors.
Ron Radcliffe, CFO for the Rio Suite
Hotel and Casino, has conducted several

share of equity and some control. Some
people say there are disadvantages be-
cause you're working for shareholders,
but I think the benefits for owners and
shareholders should be the same.”

In 1994, Radcliffe took Mikohn Gam-
ing Corp. public in order to merge five ex-
panding companies. Those firms included
Mikohn, Casino Signs South, Casino
Signs North, Petersen Sign Co. and Cur-
rent Technology. The public offering
raised $51.75 million and gave public
shareholders 35 percent of the company.

“We went through all the required
steps,” Radcliffe recalled. “We met with
attorneys, underwriters, filed with the
SEC, got approval and went on a road
show to tell our story. But if people think
your market is stagnant, you're going to
be in trouble. There has to be a reason for
them to think the stock price is going to
get better. It all worked out well for us.
But in some cases, if you can borrow the
money from a bank and stay private, that
might be the way to go.”

For those who opt out of the private life,
several considerations are critical. Pre-
senting a compelling story to analysts and
potential investors is important, said Mike
Ballard, head of Ballard Communications
in Las Vegas, which conducts seminars
and provides consulting services for com-
panies considering a public offering. “The
best-performing companies are ones that
are operated well,” Ballard stated. “But
they also must have a strong image. They
have to have a compelling story to tell

these judgments based on my
experience. I would encourage company
executives to exhaust their other alterna-
tives first. They might be able to get bank
financing, money from other backers or
through joint venture opportunities.”

Wayne White, an investment banker
with Van Kasper & Co. in San Francisco,
said he, too, has told some business owners
to try another tack. “If I had money for
every time I said, ‘Golly, you shouldn’t go
public,” well, I'd have a bunch of money,”
he mused. “Not everyone needs to do it.
There are a lot of great private firms out
there that have grown without going to
Wall Street.” White said the first thing he
investigates when a company comes to him
is whether it has a solid management team
in place. “Then I look to see if they have a
market-tested concept. The last thing I look
at is how tough the competition is. If a casi-
no operation in Las Vegas came to me now,
I"d say, “Wow, I don’t know.””

Blad, of Casinovations, concurs with the
emphasis White places on effective man-
agement. “In addition to having sound
management in place, you must possess
something that makes you credible,” he
added. “You must have a fairly unique
concept in your product. You must also be
able to market that product and deliver it to
the marketplace, sustaining yourself while
that’s happening. Ultimately, you must
perform. With a stock offering, you go
from the smell of the garlic to the taste.”

“Going public certainly has its advan-
tages, because you can tap into public eq-
uity and debt markets,” Bonner added.
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“Typically, however, it doesn’t make
sense unless you are of a certain size, have
a good track record and healthy earnings
to boot. Otherwise, you won’t get the seri-
ous interest of a top investment banker.”

Now What?

hite, of Van Kasper & Co., said he

likes to tell business executives
that going public — though time consum-
ing and expensive — may actually be the
easy part. “What'’s hard is staying public,”
said White, a lawyer who has served as a
corporate officer for two major compa-
nies. “You have the obligation to continue
to grow your company and increase its
stock value at an acceptable rate. You have
to be able to perform and beat out the
competition, or at least come in a strong
second and increase in value. You can’t
just take the money; you’ve got to make
shareholders happy.”

According to Casinovations’ Blad, pleas-
ing shareholders means companies that
have been operating privately might have
to make some big changes in the way they
do business. “You can’t just decide you're
going public and then clean up your act,”
he noted. “It’s a process, a mode of opera-
tion. It’s a whole methodology of account-
ing. You really have to have your house in
order to work with the SEC. And you can’t
just look at this as a way to save a compa-
ny financially. In fact, it adds many more
cash outlays during the process.”

White noted that taking a firm public
can be especially difficult if it has been
family run. “The CEO is probably the
founder, but you have to have a strong
CFO who has experience and can handle
Wall Street,” he said. “That’s very impor-
tant. You have to report your performance
every quarter, have regular audits, produce
financial statements, run shareholders’
meetings and elect outside directors who
are responsible to shareholders. It changes

the whole game and for some, it can cre-
ate a difficult playing field.”

With a privately-held firm. Bonner said
managers usually are not under as much
pressure to constantly make money. “You
can have an off year and them be up
again,” he said. “The only one who knows
is the owners. If public. shareholders have
expectations of continued growth in rev-
enues and earnings. If you don't have that.
you’ll be criticized by stock analysis™

Another adjustment for executives who
go public is having their salaries and com-
pensation packages open to scrutiny. It
can be a culture shock.” he said “The top
five executives must report bow much
they make and what their perks are. in-
cluding club memberships. housss and
cars. And if the firm is run by 2 family.
they probably will lose some control.

“Going to Wall Street may be the best
way for a company to grow. Bommer con-
cluded. “But it’s something that takes a lot
of thought and investigation ™ &%
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t’s difficult to pay attention to the

news these days and overlook the

almost constant analysis of the

instability characterizing national

and international economies. Wide-
spread concern regarding issues ranging
from the “Asian contagion™ and falling
corporate profits to the potential collapse
of currencies in Russia and Brazil have
the pundits talking virtually nonstop about
what business people can expect from this
year’s economy.

However, the best way to understand
what business people might expect is to
ask them themselves. That’s the impetus
behind the second annual Deloitte &
Touche/Nevada Business Journal Eco-
nomic Outlook & Business Survey. Our
foray into assessing business leaders’ atti-
tudes about their companies’ economic
prospects in 1999 is at once revealing and
informative. Questionnaires sent to 1,139
Nevada business leaders garnered 301 re-
sponses on topics from the integrity of na-
tional and state economies to Y2K compli-
ance and estimated sales growth.

Most striking in this year’s survey is the
dichotomy between answers to abstract
questions about general economic perfor-
mance and responses to more concrete
queries about immediate staffing deci-
sions and anticipated 1999 income. Many
of Nevada’s top executives, while worried
about the sustained vibrancy of the econo-
my, still seem to believe their firms can
emerge from harder times unscathed. The
number of participants anticipating sub-
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stantial increases in sales, income and
staff would give anyone aware of develop-
ing economic problems pause.

“This is a good time to prepare a well
thought-out contingency plan for an eco-
nomic downturn, including a commensu-
rate reduction in sales,” cautioned William
R. Hartman, CPA, office managing partner
for the Nevada practice of Deloitte &
Touche LLP. “It’s unrealistic to believe
that in the early stages of a downturn, you
will gain market share to offset a reduc-
tion in market. Companies in weak finan-
cial condition do desperate things at the
onset of a downward economy. Not until
they collapse will market share be re-
leased for the survivors.”

That’s assuming the market officially
begins its irrevocable downward spiral.
“Recession is not inevitable — no one real-
ly knows the true effects certain problems
may have on the economy,” acknowledged
Hartman, who also serves as director of
Deloitte & Touche’s national gaming prac-
tice. “Businesses should be careful not to
lose opportunities [because of anxiety
about the future]. This is a great time to
manage your business very carefully.”

Leading a company effectively in un-
certain economic times means striking a
balance between taking caution and look-
ing out for serendipitous opportunities,
according to Hartman. “It’s a great time to
batten down the hatches and prepare your
officers for a storm. But don’t take down
the sails — you’ll be able to do that quick-
ly if the storm is confirmed.”

Although it’s difficult to predict the
economy’s true status 12 months from
now, it’s useful to determine the expecta-
tions of Nevada’s top business executives.
For within those expectations rests the key
to understanding the human forces shap-
ing and defining tomorrow’s economy.

RESPONDENT INDUSTRY

AMOUNT %
Gaming/Tourism/Leisure 83 27.6
8.0

RESPONDENT COMPANY SIZE

REVENUE AMOUNT %

lio

EMPLOYEES

Less than 25 107 35.6




THE NATIONAL/STATE ECONOMY

he survey asked state business leaders
for their opinions of how the national
and Nevada economies will perform in
1999. The responses indicate growing con-
cern for the health of the U.S. economy
and their industries’ national performance.

How will the national economy
in 1999 compare to 1998?

OVERALL SOUTH NORTH
Much better 1.0% 1.1% 1.0%
SHeE e o e
Aboutsame 658  64.7 68.0
Worse 167  20.0 10.4
RN 04 e -
DNDRE " 1.0 1.1 1.0

Overall, survey respondents seem to
think the national economy will perform
either on a par with or below 1998 levels.
The survey witnessed dramatic growth in
those asserting this year’s economy will
be “worse” than last year’s; such respons-
es almost tripled in percentage points over
last year’s survey (from last year’s 6.2 per-
cent to 16.7 percent).

In Southern Nevada, increased econom-
ic pessimism is even more apparent: re-
spondents who said they believe the econ-
omy will be “better” this year dropped
from 23.9 percent of last year’s total to
13.4 percent, while Southern Nevadans
anticipating the economy will worsen sky-
rocketed, from 4.9 percent to 20 percent.

Deviations from 1998’s results aren’t as
evident in Northern Nevada, where those
expecting an economic downturn went
from 6.2 percent last year to 11.4 percent
this year. Responses predicting a stronger
economy in the year ahead dropped less
than two percentage points, from 21.6 per-
cent total to 19.9 percent combined. Per-
haps Northern Nevada’s more modest
growth in recent years has inured the re-
gion’s business leaders to worries about a
substantial bust.

The public utilities industry posted the
most upbeat outlook for 1999, with 28.6
percent of participants expecting better
times for overall business and industry
this year and only 14.3 percent anticipat-
ing harder times (although public utilities

respondents are decidedly more pes-
simistic regarding the fortunes of their
specific industries, as forthcoming results
show). Also optimistic were service in-
dustry respondents, of whom 21.7 percent
expect an improved economy and 55 per-
cent expect economic performance equal
to that of 1998. At the opposite end of the
spectrum, none of the healthcare indus-
try’s participants responded that the na-
tional economy will improve; 91.7 per-
cent expect the economy simply to sustain
its 1998 health. Also taking a dimmer
view of economic acceleration were real
estate industry participants: only 11.9 per-
cent believe 1999’s economy will repre-
sent an improvement over 1998.

How will the economic condition of
your firm’s industry (on a nationwide
basis) compare in 1999 to 1998?

OVERALL SouTH NORTH
Much better  4.0%  3.1%  5.7%
Better 240 23.6 246
About same 53.2 5.8 55748
Worse 180 206 132
Muchworse o4 06 00
DND 0.7 0.6 1.0

In addition to anticipating a weaker na-
tional economy, many survey respondents
also expect their specific industries to per-
form at a lower level in 1999. Last year,
42.3 percent were looking forward to im-
proved industry performance; this year,
only 28 percent said they believe their in-
dustry will pick up pace. More also expect
their industries to worsen — 6.2 percent last
year, compared to 18.4 percent this year.

Southern Nevada shows a slight upward
trend in the number of those expecting in-
dustry conditions to remain static (from
48.4 percent to 51.8 percent). One promi-
nent Las Vegas banker remarks on the sta-
bilization in the region’s banking industry:
“There will always be an entrepreneurial
drive for small community banks, but I
think the market will level out due to ab-
sorption, both in Nevada and nationally,”
predicted Ed Jamison, president and CEO
of Community Bank. “There will still be
new banks. It’s just like [trees in] the for-
est — one falls, and another springs up.”

Aside from predictions of consistent

economic strength, Southern Nevada did,
however, register substantial decreases in
those seeing a rosy year ahead, from 40.7
percent to 26.7 percent. The percentage of
respondents. predicting slowed economic
performance approximately doubled,
from 10.9 percent to 21.2 percent.

Surveys from Northern Nevada show a
much smaller change in the percentage of
firms that foresee worsening conditions
(10.5 percent in 1998 compared to 13.2
percent this year); however, the percentage
of those awaiting improvements fell dra-
matically, from 46 percent to 30.3 percent.

Some Northern Nevada business lead-
ers express special concern for the re-
gion’s real estate market, which has re-
cently enjoyed expansive growth.
According to Don Wilkerson, president of
Gaston & Wilkerson Management Group
in Reno, oversupply has become a press-
ing concern. “The impact fees and laws
associated with building in California,
combined with the strength of the North-
ern Nevada real estate market, have led to
a tremendous influx of California devel-
opers in both single- and multi-family are-
nas,” Wilkerson noted. “I'm somewhat
concerned we may be setting ourselves up
for an oversupply. We have an immense
number of new neighborhoods under con-
struction or being proposed. When we
couple that with California Proposition 5,
which could cause layoffs in the gaming
industry, we see the possibility for over-
building exists.” According to Wilkerson,
alleviating the chance for oversupply re-
quires “proper planning and zoning to in-
sure approved projects will fit all market
segments, rather than be directed at one
economic level or another.”

Service firms constituted the most opti-
mistic survey group when asked about the
national health of their industry in 1999.
While 41.7 percent of service business
participants believe their industry is head-
ed for better times in the coming year,
only 11.7 percent anticipate a downturn.
Public utilities, on the other hand, showed
extreme apprehension regarding the
health of their industry nationwide. An as-
tonishing majority of 71.5 percent por-
tends rockier times for utilities in the next
12 months; none of the utilities respon-
dents foresees better times.
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How will the Nevada economy
in 1999 compare to0 1998?

OVERALL SOUTH NORTH
Much better 14%  1.6%  1.0%
BelterMiitin | 21.6° | 214
Aboutsame  53.9 549
Worse e e
o e
MUch Mol 20,00 00,

Overall, responses statewide exhibited a
very slight change in participants believ-
ing the state’s economy will perform on a
par with last year — 54.2 percent expected
no change last year, while 53.9 percent ex-
pect no change in the coming year. The
significant fall in “better”” and “much bet-
ter” responses (38.8 percent last year
compared to 23 percent this year) perhaps
can account for the sizable increase in
those foreseeing “worse™ state economic
performance. Those choosing that re-
sponse went from 6.9 percent last year to
21.6 percent this year.

Southern Nevadans tell a similar story;
while 41.3 percent of last year’s partici-
pants expected a better economy, only
22.7 of this year’s respondents do. The
percentage of Southern Nevada respon-
dents concerned about a worsening state
economy grew accordingly, from 6.5 per-
cent last year to 21.6 percent this year.

Among Northern Nevadans, those flee-
ing to the “worse” category haven’t come
exclusively from the “better” segment.
Participants expecting about the same

" economic performance statewide dropped
more than 7 percentage points, from 59.2
percent to 51.9 percent. This year, 21.7
percent of Northern Nevada’s participants
expect a “worse” Nevada economy, com-
pared to 7.9 percent last year. Respon-
dents expecting a “better”” or “much bet-
ter” state economy dropped from 32.9

percent to 23.7 percent.

Expectations for Nevada’s 1999 econo-
my run highest in the retail/wholesale in-
dustry, where 41.7 percent of participants
are looking forward to a better year ahead.
The healthcare industry posted the fewest
positive responses — 8.3 percent — but
also the highest number expecting Neva-
da’s economic strength in 1999 to stay on
a par with that of 1998 (75 percent).

Regardless of their industry, many of
Nevada’s business watchers are paying
careful heed to the fate of the state’s eco-
nomic engine — gaming and tourism —
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and how it might affect growth in other
areas of the economy. “What I'm hearing
from both my gaming and non-gaming
clients leads me to believe there’s a
more conservative air for 1999, noted
Michael J. Bonner, co-managing partner
of Las Vegas-based law firm Kummer,
Kaempfer, Bonner & Renshaw. “There’s a
lot of concern about overbuilding. In gen-
eral, though, I'm relatively optimistic. If
interest rates stay low, we’ll see continued
projects, but they’ll be smart projects.
People will put a little more thought into
what types of projects they build.”

And what of the impacts of California’s
Proposition 5? “It’s something that, before
it happened, everyone was afraid of, but
since it’s actually here, it’s not that bad,”
Bonner said. “Short term, we’ll see very
little impact because of the legal chal-
lenges facing Prop 5. In the long term it
could cut into business a little, but Las
Vegas is still the ultimate resort city desti-
nation. The Native Americans cannot
offer the entertainment venues we can.”

Do you consider Nevada a
good place to do business?

OVERALL SOUTH NORTH
Yes ~ 98.7% 99.0% 98.2%
NoOE 0. o6 100
DND ek 1.0

While affirmative answers have eroded
slightly, the responses to this question still
show overwhelming confidence in Neva-
da’s salubrious business climate. Last
year’s responses elicited positive answers
totaling 99.2 percent statewide, 98.9 per-
cent in the south and 100 percent in the
north. It’s unclear whether lower econom-
ic expectations are responsible for the
miniscule changes in this category.

Nearly all industries furnished 100 per-
cent endorsement of Nevada’s attributes
as a center for business and industry.
“Those positive feelings come from qual-
ity of life,” explained Jim Devolld, a se-
nior vice president with Pioneer Citizens
Bank in Reno. “In addition to quality of
life, people also enjoy the low tax rate, the
pro-business environment and the friendly
people. We do things really well now, but
we need to think about how we can im-
prove on our business-friendly attributes.
That search for improvement is what gives
us our edge over other states. We’ll remain
a popular place for business and industry

as long as we don’t become complacent
about offering positive attributes for busi-
ness owners.”

NEVADA’S REGIONAL ECONOMIES

he survey gave participants the oppor-

tunity to share their thoughts on how
Northern and Southern Nevada’s business
communities will perform this year. Their
responses in areas ranging from the econ-
omy to political leadership reveal some
thought-provoking results.

How will the economic condition of
your firm’s industry in Las Vegas/Reno
in 1999 compare to 1998?

LAS VEGAS RENO
Much better 5.7% 3.8%
Better ........ = 28.3__';
About same 48.2 48.2
Worse T Liegs 6.1
Much worse 0.6 10
DND 13 2.9

When it comes to regional, rather than
national, industry performance. Nevada’s
business leaders are more sanguine. This
year’s survey has many more respondents
expecting stable performance than last
year’s, from 38.5 percent to 48.2 percent.
Last year’s 47.8 percent of participants
expecting better industry performance in
Southern Nevada dwindled to 32.9 per-
cent. Respondents anticipating a worsen-
ing economy rose (from 13.7 percent to
18.1 percent), but not as substantially as
they did among Northern Nevadans.

Last year, 9.5 percent of the Northern
Nevadans responding forecasted poorer re-
gional industry performance; this year,
17.1 percent share such apprehensions. The
percentage predicting roughly the same in-
dustry health stayed virtually unchanged.
The “better” and “much better” categories
garnered 32.1 percent of the responses,
compared to last year’s 43.2 percent.

How will the Las Vegas/Reno
economy in 1999 compare to 1998?

LAS VEGAS RENO

Much better 1.6% 1.9%







LOOK WHO'S READING THE NEVADA BUSINESS JOURNAL l

The NBJ editorial staff conveys a refreshing ap-
proach on the state’s economic development
through well-written, fact-filled editorials. The array
of topics exemplifies the diversity of our industries —
industries which make Nevada’s economy the
strongest in the nation.”

Tim Carlson
President
Nevada Test Site Development

“The Nevada Business Journal’s new expanded for-
mat provides me with a timely, accurate portrayal
of statewide political and economic events, and
keeps me informed of people who are leading their
respective industries and promoting economic
growth in their area.”

Terry Wright
President/CEO
Nevada Title Company

“There’s Nevada—and then there’s the rest of
America. Nowhere else is as entrepreneurial, dy-
namic or trend setting—whether you're talking ed-
ucation, business, government or growth. Whatev-
er new ground Nevada is breaking will impact on
what we teach at CCSN. And what we teach im-
pacts on Nevada’s economic development and our
quality of life. To keep pace with this vibrant state,
I read the Nevada Business Journal.”

Dr. Richard Moore
President
Community College of Southern Nevada

“As a leading real estate developer in the fastest
growing state, I commend the /VB/ for illustrating
a clear picture and for providing substantial infor-
mation about the real estate industry, the economi-
cal advantages it presents, and the unprecedented
growth we are experiencing.”

Peter M. Thomas
Managing Partner
Thomas & Mack Company

“The Nevada Business Journal has been a great re-
source for presentations—it conveys factual infor-
mation on issues of great importance such as Neva-
da’s accelerated growth and robust economy.

I thoroughly enjoy reading this monthly publica-

tion from cover to cover.”

Elaina Blake
President
Blake and Associates

“The Nevada Business Journal is a tremendous
source of information for Nevada’s growing business
community. As our Silver State continues to boom,
the leading edge data provided by the NVB/ will be
an invaluable resource to all new entrepreneurs. A
key ingredient to successful business development
and a diverse business community is keeping all
businesses in the same loop. The NBJ fulfills this
role. I look forward to the continued success of the
NBJ and know that they will be instrumental in
keeping Nevada's business community on the right
track into the 21st century.”

Senator Harry Reid

“I rely on the Nevada Business Journal for its
in-depth business profiles and for information
on statewide business trends and issues.”

Dr. James V. Taranik
President
Desert Research Institute

“As incoming chairman of the Las Vegas Chamber of
Commerce, I read the NEVADA BUSINESS JOURNAL to
help me think ahead on corporate 2nd community
issues of common concern that affect us as we plan
for the future. The NBJ has the ‘right stuff", assisting
with the hard decisions necessary for short- and
long-term strategic plans for the continued favorable
development of Las Vegas.”

E. Edward Cirispell
General Manager
Imperial Palace

“The Nevada Business Journal is a very comprehen-

k sive magazine—I thoroughly enjoy it!”

Mary Kincaid

Clark County Commissioner

“First Security Bank of Nevada has been doing
business with the Nevada Business Journal for sever-
al years. They are very professional in their ap-
proach and objective in their reporting. The NB/ is
certainly informative and is very beneficial in reach-
ing our target audience of commercial business
owners.”

Russ Petersen
Senior Vice President

First Security Bank of Nevada

FOR SUBSCRIPTION AND AD RATES CALL TODAY, 702-735-7003.




Questions regarding regional economic
performance elicited an exodus from the
sunnier side of the street to a less opti-
mistic view. In the Las Vegas area, re-
spondents bracing for a more trying year
total 22.1 percent, up from last year’s 9.8
percent. That accompanies a drop of 16.7
percent in participants anticipating a re-
gional economic surge, from 43.5 percent
last year to 26.8 percent this year.

In Northern Nevada, the trend contin-
ues: those foreseeing worsening regional
economic trends expanded from 12.2 per-
cent to 26.5 percent, while respondents ex-
pecting stronger regional economic num-
bers dropped from 27.1 percent last year to
18 percent this year. Participants believing
the Reno area’s economy will perform at
about the same level as last year dropped
from 60.8 percent to 53.8 percent.

What is the outlook for Las
Vegas/Reno business growth over
the next three to five years?

LAS VEGAS RENO
Much better Af o & 2.9%
Betterfy Jo yiin: 3235l 34.0
Aboutsame 426 . 40.6
Worses) . 2. 195 ...18.0
Muchworse 00 00
DND 1.1 4.8

Rather than expecting anemic long-
term economic performance, Las Vegans
seem to believe their economy’s strength
will stabilize. Those answering “about
the same” rose to 42.6 percent, from
last year’s 26.8 percent. Those predict-
ing stronger economic performance
dropped from 56.2 percent last year to 37
percent this year. Business leaders ready-
ing for worse economic times rose only
slightly, from 16.9 percent last year to
19.5 percent this year.

Las Vegas construction industry scion
J.A. Tiberti perhaps sheds light on the phi-
losophy shared by those expecting eco-
nomic equilibrium, rather than economic
disaster. “I think the economy will level
off, and maybe even go down a little,”
stated Tiberti, who chairs the board of J.A.
Tiberti Construction Co. “But it will even-
tually break. I've been here 57 years, and
I've seen the economy go up and down
over those years — it always comes back.
The low points wake you up and make
you hustle. Don’t worry about Las Vegas.
It will be good. Just hang in there.”

In the Reno area, those abandoning the
“much better” and “better” responses
trended toward forecasting worsening
long-term economic conditions. Last year,
52 percent of participants expected a
stronger economy; this year, 36.9 percent
do. Respondents concerned about weaker
economic strength grew from 11 percent
last year to 18 percent this year. Those ex-
pecting roughly the same economic con-
ditions rose somewhat, from 37 percent
last year to 40.6 percent this year.

How do you feel about the
current political leadership
in Las Vegas/Reno?

LAS VEGAS RENO

Much better 1.6% 3.8%

The recent city, county and state elec-
tions, which gave Nevadans the opportu-
nity to either usher in new leadership or
reaffirm their faith in incumbents, may be
behind improvements in perception of po-
litical leadership. Southern Nevadans feel
significantly better about city and county
leadership this year: while 9.4 percent of
1998’s participants noted a rising faith in
political leaders, 19.1 percent did so this
year. Last year’s “worse” and “much
worse”’ respondents dropped from 43 per-
cent to 24.2 percent this year.

Hope for the potential accomplishments
of new leadership is also evident in North-
ern Nevada, where 27.4 percent of respon-
dents said they feel better about political
leadership (compared to 18.1 percent last
year). Last year, 26.4 percent of partici-
pants felt worse about leadership in the
coming year, whereas 21.8 percent ex-
pressed such concerns this year.

Although participants seem mostly sat-
isfied with the potential for quality leader-
ship, Grant Sims, executive vice president
of First American Title in Reno, asserts
the business community must assume a
more proactive role in determining re-
gional direction. “Business leaders need
to take an active role in convincing our
political leaders to look at downtown as a
prudent investment,” he urged. “We need
to continue to work to get strong business
leaders elected to the city council.”

Has Las Vegas/Reno improved
its ability to retain business
over the past year?

LAS VEGAS RENO
Yes ... 688%  463%
No: 1k T ahh domalil i Tl
DND 2.1 4.8

Las Vegans appear to have lost some
faith in the region’s ability to retain busi-
ness in the last 12 months. While a major-
ity of 68.8 percent endorsed Southern
Nevada’s ability to keep business in the
region, 76.6 percent did so last year.

The story is not the same in Northern
Nevada, where slightly more people this
year approve of the region’s track record
for preserving businesses integral to the
area. This year’s 46.3 percent response
supporting business retention compares to
last year’s lower 45.8 percent response.
However, the fact that fewer than half of
Northern Nevada’s participants answer
“yes” on this question means concerns
linger among business leaders in the area
regarding the ability to attract and keep
companies there.

For many Nevadans, simply retaining
business isn’t enough. Numerous survey
participants commented on the impor-
tance of economic diversification, espe-
cially as Nevada’s gaming industry faces
increasing competition nationwide. “The
two are so intertwined - the demise of
gaming has a direct impact on diversifica-
tion,” stated Sims, of First American Title.
“If the shortfall in gaming revenues con-
tinues, the effort to diversify will be terri-
bly hindered because government will be
forced to raise taxes, and the tax climate
will not be nearly as attractive.”

“We need to work much harder on eco-
nomic diversification,” added Bonner, of
Kummer, Kaempfer, Bonner & Renshaw.
“It is critical. In the past, regions that have
been highly dependent on service and
construction ran into problems — for ex-
ample, Phoenix.” Economic variety can
partly be fomented via “building better
graduate programs here to attract high-
tech companies,” Bonner prescribed.

NEXT MONTH
PART TWO OF THE ECONOMIC OUTLOOK
GAUGES BUSINESS PERFORMANCE,
EXPECTATIONS AND Y2K ATITUDES.
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In 1998, Nevada experienced
a record-breaking year in com-
mercial real estate transac-
tions. The volume of new
businesses and expansions
has kept the construction in-
dustry frantic. Nevada re-
mains a hot spot. Smart and
receptive, its real estate mar-
ket has come of age in the
national spotlight. As a result,
Nevada continues to attract
the attention and interest of
several prominent companies
and entrepreneurs. Recently,
we asked a number of indus-
try pundits in the retail, indus-
trial and office markets what
1999 held in store. Here is
what they had to say.

PHOTO: OPULENCE STUDIOS, INC.

by Tony lllia

INDUSTRIAL

PERRY MUSCELLI
CB Richard Ellis, Las Vegas

66 he local economy is slowing, and I'm

concerned about a slow-down in the
rate of construction. With the completion
of several mega-resorts, many suppliers
won't see the same volume as in the past.
As a result, the popular industrial market
in southwest Las Vegas is going to be im-
pacted. Expansion may stop. There is al-
ready some subleasing occurring, which
indicates signs of concern.

“As further indication of potential prob-
lems ahead, the vacancy rate is growing. At
present, the region has 4.5 million square
feet of unoccupied space. Developers are
becoming reluctant to build unless people
want to expand. This isn’t necessarily prob-
lematic. Building doesn’t need to sustain its
current hectic pace. Whether Southern
Nevada can continue to absorb its space is
the most important consideration.

“However, Henderson and North Las
Vegas are different markets — they’re more
driven by manufacturing. There will be lit-
tle change in these areas. New industrial
construction will continue in such places
unless a recession emerges and the nation-
al economy falters.

“One factor that may sustain the Las
Vegas market is price. If the price is low,
businesses will be drawn to Las Vegas, and
the city will benefit from a ‘herd” mentality.

If more companies move here, more will
follow. Nobody wants to be the first — the
pioneers. Typically, companies want to go
with a winner. Las Vegas is developing
more and more of a reputation as a winner
at attracting top companies.”

STEPHEN SPELMAN
Lee & Associates, Las Vegas

¢ ¢ believe 1999 is going to be a strong

year. We have quite a few projects
planned. There has been talk of possible
overbuilding, but those worries disap-
peared last year, when we experienced
record absorption rates. Currently, 50 mil-
lion square feet of industrial space is avail-
able in the Las Vegas Valley. The absorp-
tion rate has been 2 million square feet,
which is almost equal to the new inventory
coming online. We are absorbing what is
being built. We will see the same in 1999,
though we might see a little bit of a slow
down overall.

“One of our most important market indi-
cators is land prices, which have gone up
consistently over the last few years. If
prices go up, the end return has to rise. It's
very difficult to make speculative building
work because it requires an end return.
There is a breaking point where the Las
Vegas Valley can become less desirable if
rents rise. We may be due for a land price
adjustment; we haven’t experienced any
land pricing drops in recent history. That’s
important, because the big box user re-
quires a low rate.”
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new 20" X 29" advertising panels located on ol
the new “state of the art” receptacles being BESE=E
installed next to the bus stop shelters on the
Las Vegas Strip and surrounding tourist areas.
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2507 Industry 58 N
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Convention/Trade Show & Special Showings

To assist convention exhibitors, Bustop Shelters of Nevada offers eight different
convention packages that utilize our outdoor display panels in a combination of
locations. Each convention package offers locations:

1. In front of the Las Vegas Convention Center

2. On The Las Vegas Strip directly in front of major Strip Hotels

3. On all major access thoroughfares between McCarran International
Airport and Hotels on The Strip

4 On Las Vegas Boulevard North, which leads to the famous Downtown Hotels

Specdcular AdVGI’tlSlng with Promotions In Motion™

® Mobile units may be utilized on the Las Vegas Strip or anywhere in
the Las Vegas Valley to reach tourists, convention attendees or the
local population.

= @ 57 ® Promotions In Motion™ features the use of 3 dimensional exensons
: _g@g@@%n oll tull vinyl wraps and 7 panel groups of 3 rotating adverising pooeis
one on each side and one on the rear of the vehicle. Sice pames ===
8 ft. x 5 ft. The back panel is 5 ft. x 5 ft. (panel producion SSSEEE S s= o 3).
® Extreme back lighting intensity of the advertising pansis eosmm=s e

all important Las Vegas night time viewing (no ofier “os =ams =on =
advertising vehicles have back Iit panels).

Metro Display Advertising * Bustop Shelters of Nevada, Inc.
5425 S. Valley View Blvd., Suite 103 ¢ Las Vegas, Nevada 551 ¢

702-795-3325 ¢ Fax 702-795-3658




DAVID SCHUSTER
Grubb & Ellis/Nevada
Commercial Group, Reno

66T\ he Northern Nevada industrial mar-

ket, including Reno, Sparks, Fernley
and the new Tahoe-Reno Industrial Center,
experienced its best year ever, with more
than 5.4 million square feet of gross absorp-
tion. Net absorption more than doubled last
year’s numbers, at just over 4 million square
feet. Fernley has more than 1.5 million
square feet of space, with 750,000 square
feet coming online in 1998.

“The region has 1.3 million square feet
of new construction scheduled for 1999.
Over the past three years, developers built
1.3 to 1.5 million square feet of industrial
property each year. The large number of
distribution companies looking to locate
here is outstanding. We have been fairly
steady and predictable.”

PAUL PERKINS
CB Richard Ellis, Reno

“I think 1999 is going to be as busy as
1998 — but there might be less ab-
sorption. This will only occur because we
saw record absorption in 1998. Through
the third quarter of last year, gross absorp-
tion was 4.8 million square feet, an 85 per-
cent increase over the previous year. Net
absorption of 1.7 million square feet sur-
passed the total of all previous years ex-
cept 1993. This is a great place to do busi-
ness — it's becoming a mature market.
Businesses are finally realizing that fact.

“The Fernley market has experienced
some tremendous growth during the last
two years, with 5,000 acres of develop-
ment, including the 322,000-square-foot
Stanley Tools center, the 410,000-square-
foot Quebecor facility and the 256,000-
square-foot UPS Logistics building. Low
land prices, larger parcels and distribution
capabilities contribute to Fernley’s growth.

“Seven or eight years ago, people were
worried about running out of industrial
land. That's no longer the case. Reno/
Sparks is now the site of 3,000 acres of
land under development, and we're seeing
continued interest from Fortune 500 com-
panies such as Pfizer Drugs Inc., produc-
ers of Viagra, and Alcon, Inc., a vision care
company. Although they haven't acquired
land as of yet, both companies have com-
mitted to locate here.”
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BRAD PETERSON
CB Richard Ellis, Las Vegas

“We set a record this year, with 1.5
million to 1.6 million square feet of
net absorption, breaking last year’s record,
which was also a record year. I think va-
cancy will back up a little because of all
the new development. I suspect we will
keep pace, but perhaps not exceed, past
net absorption.

“At present, more than one million
square feet of new office space is either
planned or coming online in 1999. Typically,
Class A office buildings are the slowest to
lease because of their high-end rents. De-
spite this, there are new Class A office de-
velopments to watch for in 1999, including
the 150,000-square-foot Rainbow Corporate
Center at U.S. 95 and Rainbow Boulevard.

“The Howard Hughes Center is also de-
veloping 161,000 square feet of Class A of-
fice space. They have created the only true
office campus in Southern Nevada, which
is a major attraction. Hughes Center has
one million square-feet of Class A office
space. The availability of Class A space
notwithstanding, much of the total office
space market-wide has been absorbed by
back-office users, who don’t want to pay
the high rent.

“Even though it used to be rare, over the
last two to three years, we've had a num-
ber of speculative office buildings go up.
The capital market is strong enough to en-
courage-speculative building.”

TOM STILLEY
Colliers International, Las Vegas

¢¢] ast year we saw 1.2 million net
square feet of absorption, which is
very positive. Plus, we've added 1.7 million
square feet of newly completed space. The
trend is moving from less Class A office
space toward more flex back-office space
with extra parking and lower lease rates.
Many service-oriented companies, such as
call centers with large numbers of employ-
ees, prefer back-office buildings.
“In 1998, back-office tenants were the
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largest square foot users, and that will con-
tinue through next year. Developers are
going to have to be cautious about what
they build. The older areas in east Las
Vegas will feel the impact the most. That
area will have to reach a little harder to at-
tract tenants by offering lower rents. Our
overall vacancy rate was 13 percent, with
14 5 mulbion sguare feet of total inventory,
not incinding sovernment buildings.

“Smaller neighborhood buildings remain
popular Commmmity-sized offices, 20,000
to 25,000 sguare fest I size. will continue
to fill demands ™

RETAIL

ROXANNE STEVENSON
Grubb & Ellis/Nevada
Commercial Group, Reno

4 éE conomic expansion, steady resaden-
tial growth, low unemployment rates
and strong demographics confinue o sup-
port a healthy retail market in the
Reno/Sparks area. Retail centers reported
high occupancy levels as stores expanded,
repositioned and others came into the mar-
ket for the first time. Interest from retailers
has driven construction and activity
throughout the market. Reno/Sparks retail-
ers are benefiting from the rapidly expand-
ing economy and growing population. Over
92,000 new residents are expected to locate
within this area over the next 10 years.
“Although the Reno market will remain
strong, construction and leasing activity
will not exceed that of 1998. As additional
inventory hits the market — due to the con-
tinued repositioning of retailers, consoli-
dations, store closings and new construc-
tion — the overall vacancy rate may slide
slightly in 1999. However, tenant driven lo-
cations and Class A grocery anchored cen-
ters will contribute to low vacancy raies
for the next few years.”

KELLY BLAND
CB Richard Ellis, Reno

4 4W e have seen a continual exspamsin
of the retail market in Rena Ssais
area during the past four years. We fas o

come a regional destination for shopping.
As a result, our overall vacancy rate has
been very low. Most of the development
has been build-to-suit with very little spec-
ulative building. In most instances, 75 per-
cent of speculative building is pre-leased
by the time construction is complete.

“The first quarter of 1999 should be
more active than the first quarter of 1998.
There are two Eagle hardware stores,
130,000 square feet each, due to come on-
line. In addition, the Redfield Promenade,
which is currently under construction,
will come aboard with such tenants as The
Good Guys, Bed, Bath and Beyond, Cost-
Plus and Borders Books. A 134,000-
square-foot Home Depot at Interstate 80
and McCarran Boulevard will also open in
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Finding the Right Real Estate Agent

by Cindie Geddes

[T USED TO BE EASY

to find a real estate agent. College students
working during summer break, secretaries
who sold cottages on their weekends, un-
employed writers who wanted to eat more
than soup - anyone could do it. And they
did. Back in that day, buying and selling
real estate was relatively easy. But it was
also a time when young couples expected
to pay their mortgages off before their first
born left for college. Times have changed.
Laws are stricter, regulations harder to un-
derstand, and technology has made the
whole process a lot more like an invest-
ment and a lot less like a dream. In a day
and age when mortgages commonly out-
live marriages, do you really want to put
your hundred grand into the hands of your
Uncle Bill's second cousin who sold that
one house that time?

First, you should probably know what
Uncle Bill's second cousin does. Is he a Re-
altor, a broker or a real estate agent? Does
he represent both buyers and sellers? Is he
accredited as a Certified Residential Bro-
ker, Certified Residential Specialist or any
of the other designations the National As-
sociation of Realtors awards?

A real estate agent is licensed by the
state to represent buyers and sellers. A
broker is also licensed by the state, but
takes a different test that includes more
about financial responsibilities and ethics.
Only a broker can open an office. A Real-
tor is licensed by the state, a member of
the National Association of Realtors, a
member of the state Association of Real-
tors and may be certified at different levels
(like the certified residential specialist) de-
pending on the course work he or she has
completed. All of them are real estate

agents, but they are not all created equal.
According to agents at Century 21 Consol-
idated in Las Vegas, an ideal agent is expe-
rienced, knowledgeable, professional,
punctual, confident, shows a positive atti-
tude, has good communication skills, car-
ries specialty designations, has an affinity
for the programs available to you and is a
member of a well-recognized company
with market share.

To find this wonder-agent, it's best to
start the old-fashioned way — ask. News of
good service is best spread word-of-
mouth. Ask Uncle Bill if he’s ever bought
or sold a house with his second cousin. If
he did, would he do it again? Ask your
friends, your neighbors, your boss. You
can also choose an agency with a good rep-
utation; ask your banker, or drive around
the neighborhood in which you want to
live and check out the FOR SALE signs to
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ditional office visit or phone call
when in the market for a Realtor or
home, consumers are increasingly
turning to the World Wide Web for a
jump start on meeting their real estate
needs. As with virtually any form of e-
commerce, the range of Web sites and
products is quite broad. Yet, they all
have one thing in common: the objec-

tive of making house hunting more

convenient for potential buyers.

“Buyers can look at houses in the com-
fort of their own home,” noted Bob Mor-
gan, a Realtor with Realty Executives in
Las Vegas. “They can pull up a Web site,
enter their size and price parameters and
narrow down their options without all the
legwork finding the right home traditional-
ly involves.”

It's not just consumers who benefit from
Web-driven real estate searching; sales as-
sociates are also reaping the rewards of
the Internet as a marketing tool. “It’s an in-
expensive way to get more information
about my listed properties out to qualified
buyers nationally and internationally,” as-
serted Laura Worthington, a broker-sales-
man with Realty Executives. “One client
contacted me from France, a retiring mili-
tary family considering real estate in Las
Vegas. Fhat’s a client who normally would
not have called me.”

Both Worthington and Morgan have
noticed a recent upswing in the number of
clients coming from the Web. Morgan,
who, with partner Jackie Porter, began
marketing on the Internet about two
months ago, has garnered clients from
San Francisco and Pennsylvania. Wor-
thington has successfully listed and sold,
via the Internet, homes ranging in price
from $145,000 to $470,000. “Two years
ago, I sold three homes in one year utiliz-
ing the Internet,” Worthington recalled.
“This year, I've sold 12.”
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But is this just one more fad, or, like
other forms of e-commerce, is it here to
stay and expand? Worthington, whose Web
site at realtorlasvegas.com links to mort-
gage information and calculators, tips for
buyers and sellers and articles about the
buying process, expects real estate Web
sites to grow in popularity. “People are be-
coming very used to having access to more
information than ever,” she stated.

“Consumers are now prequalifying for
home loans over the Internet, in addition
to searching for properties in multiple
cities,” said Morgan, whose Web site is at
realtor.com. “People are using the Internet
for all kinds of shopping — real estate has
to be there, as well.”

If you're interested in employing the In-
ternet as part of your arsenal of real estate
search tactics, Worthington proffers some
advice: “You should know how to effec-
tively use a search engine,” she said. “After
that, remember it’s like any other adver-
tisement — it's a great way to obtain some
brief information, but you still need to in-
vestigate properties you may like. You'll
need to make human contact; you still
need an agent, a home inspector and oth-
ers who can give you more specific infor-
mation about a home.”

It’s not as simple as buying books at
amazon.com, but finding real estate on the
Internet is making life a lot less complicat-
ed for many consumers.
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see who specializes in that area. Then sim-
ply go to a few of the offices. sit down and
talk with some agents They won't charge
you for the interview. and you might be
surprised by the diferences between
agents. Darrell Plummer of Coldwell
Banker Plummer and Assoczmes Inc. in
Reno suggesis you misrvsss mwe= than
one, but probably no mors S=m thr=e o0
save yourself fime and confuson.

One thing you want o imow Som the
agent is how many howses &= or she has
helped clients buy or ==l = & k== year.
Just because someome E=s Besm @ the
business for 2 long e or b= s shick
ads doesn't mezn he or e = ouf regalarly
closing deals.

Don't be afrzid 1o 2=k & e a==as bas an-
other job. Do you w=mi somewme who is
just doing this pars-Tame 0 regresems you?
Also, some people wame small Srms be-
cause they feel it gives them mar= peTson-
alized service. Others wamt 2 &rms with
power and huge netwuorss.

Ask what percemizss of e zsents
business is representimgs Sapers and what
percentage is represesmme sellers A
buyer’s represeniziie = pand %0 Z=t the
lowest price he or she cam Sor 2 pasce of
property. A sellers as=a¢ &= pand %0 2=t the
highest price for 2 pisre of properss. You
want an agent cxperemwsd I boih but
you also wani an zs==f waw ==reks at
meeting your nesds.

Ask exactly what e a28= =il do for
you. Know the zs=ot's = pliam 2nd make
sure youre comforizhie wak = ¥ youTe
selling, have the zs==f det=l &= or her
marketing plan. K yom zre e @scuss
what kind of coniract the 2= w=mss you
to sign. Ask if he or she worss oo weck-
ends or after howrs woem you & be 2hile 0
look at property. Do thes kane 5= people
answering the phones so you can make ap-
pointments, or will you end wp mEssnE out
on your dream house becanss yom were
waiting for your zsemt to c=ll you back?

Here are some r=d fzss yom can look for
during your inferview process you plain
don’t feel comforiable w=h the person: an
agent shows you only ihe Esomss repre-
sented by his or her company: the 2gent is
not flexible with ks or her tme 2n agent
doesn’t make sure you re pre—guaiitied: and
an agent won't returm your c2lis Don't ask




an agent where the best schools are or
where the nicest neighborhood is. In order
to meet the law and avoid biases, it is ille-
gal for them to tell you their opinions on
such things. However, do feel free to ask
for information on schools, housing prices
and other concerns so you can form your
own conclusions.

The most important thing you will learn
from the interview process is how well you
like and trust the agent. If you're not com-
fortable with him or her for whatever rea-
son, go elsewhere. You will be spending a
lot of time together, and it can be a great
experience. Out of 38,000 to 40,000 sales
made per year, Robert Sadler, CEO of the
Reno/Sparks Association of Realtors, says
there are only about 20 complaints. Desiree
Leal of Century 21 Consolidated says some
agents and clients become good friends.
Sadler likens the relationship to a marriage.

Remember, you're a team. Your agent is
working for you. There is no need to pit
one agent against another in hopes of
getting a better deal. It doesn’t work that
way. All you'll end up doing is making two
people work really hard, while only paying
one — the one who closes the deal. It's un-
fair, it's rude and you wouldn’t want some-
one to do it to you. You can look at other
properties, Sadler stresses, but tell any
agents involved that you have a repre-
sentative and a contract. And do get a con-
tract up front. It will make everyone’s
work easier to have all the obligations
spelled out in the beginning.

But what if Uncle Bill's already talked
you into using his second cousin to find
your dream home? What if you've already
signed the contract and then find out he’s
putting up more red flags than China?
Divorce him. Sadler says you should
send the agent a letter terminating the re-
lationship and get a letter of agreement
back. If two people go into the contract,
two people need to dissolve it. Don't just
go to another agent.

Now, how to deal with Uncle Bill isn’t
quite so easy. Avoid the subject at the
family reunion, take two helpings of Aunt
Jane’s cobbler, don't forget his birthday,
and buy him a nice Christmas present.
Odds are he won't forget you divorced
his cousin, but maybe he never really
liked him anyway. ¥%
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Expanding the Industrial Horizon

Can Northern Nevada Support Two of the
Country’s Largest Industrial Parks?

xpected to be the largest industrial

park in the world in total acres, the

proposed Tahoe-Reno Industrial Cen-

ter completed closing transactions on
102,000 acres in Storey and Lyon counties
in September. But with a completion date
20 to 30 years in the future, and the current
largest industrial park in the country
just 20 miles away in Fernley, can the
Reno/Sparks area sustain a demand for
this much acreage devoted to heavy indus-
try and distribution/warehousing?

Fernley Lures Prominent
Industrial Operations

he Reno/Sparks region has tradition-
T ally been seen as a good distribution

and warehouse hub because rail
servers are available and the area is criss-
crossed with U.S. 395 and Interstate 80,
thus providing easy access for two major
modes of transportation.

So far, the area has proved advanta-
geous for the Nevada Pacific Industrial
Park, located in Fernley. The park, owned
and operated by Wade Development,
opened in 1996. Built on flat ground, the
center is served with municipal systems,
and the infrastructures are already in
place. I-80 runs through the park, high-
ways 50 and 95/395 are easily accessible,
and there is direct access to Union Pacific
Railroad, all of which make the Fernley
park an ideal jump off point for Southern
Nevada and California.

Nevada Pacific has already attracted
several Fortune 500 companies. UPS
Worldwide Logistics, Inc. located opera-
tions at the park, acquiring more than 200
acres to build a 256,000-square-foot facili-
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by Jennifer Rachel Baumer

ty. Quebecor Printing, the world's sec-
0SZnd largest commercial printer, was up
and running last September. Quebecor pre-
viously sought land in Reno, but couldn’t
find a large enough site or suitably quick
development time frame. At the Fernley
park, they were able to obtain necessary
permits in less time and at a lower cost.

The Fernley park is currently expanding
services, bringing in redundant fiber to
compliment existing fiber-optics services
for telecommunications and computeriza-
tion. Wade Development is also working
with Sierra Pacific Power Company on
plans for a second 25 kilovolt substation
expansion and redundant electrical ser-
vice. Southwest Gas recently installed a
high-pressure natural gas line. The sewer
treatment plant has tripled in size, and a
third I-80 interchange is in the works, all of
which should make the park more attrac-
tive to new companies. Wade Development
Company is also at work on a 400,000-
square-foot spec building on a 20-acre site.

The ongoing 15-year project has thus far
absorbed 450 acres of its 5000-acre total.
Heavy-duty marketing globally continues
to solicit new businesses, according to
Wade, who states Wade Development is
working with the Economic Development
Authority of Western Nevada (EDAWN) and
economic development agencies in Lyon
County. The developer is also communi-
cating directly with Fortune 500 compa-
nies and using brokers and references
from companies already located in Fernley
to reach new businesses.

But is there room in a region the size
of the Reno/Sparks area to accommodate
a second major industrial park?

‘Tm not overly concerned [about the

Tahoe-Reno Center] because from a com-
petition stand point, their products are dif-
ferent from Fernley’s and what Fernley
will continue to market. The Fernley prop-
erty has turned away some companies, and
we've suggested Tahoe-Reno,” Wade says,
because the companies are more suited to
the new industrial park. Wade adds that
the Nevada Pacific park considered the
Tahoe-Reno site, but found the cost off-
putting because of the grading required in
the hills.

Wade doesnt expect businesses will
leave the Fernley park to move to Tahoe-
Reno. “These companies have made multi-
million dollar investmenis at Fernley and
Tahoe-Reno doesn' fit their criteria.” she
explains. Wade believes the companies
headed for the Tahoe-Reno Indusirial Cen-
ter will constitute strong industrial opera-
tions, while Fernley expects to retain more
of an emphasis on distribution/warehous-
ing. The area is big enough for both parks,
she believes; Tahoe-Reno has challenges
Fernley doesn't, with mountains between
pockets of flat land, but Tahoe-Reno has
the Tracy Power Plant and could comple-
ment Fernley well, accepiing companies
Fernley’s codes, covenants and resiric-
tions (CC&Rs) prohibit.

‘It will help diversify the economy,”
Wade says. “I'm not looking at it as 2 nega-
tive; I see it as a positive.”

Tahoe-Reno Center Heightens
Regional Industrial Growth

ulf Canada acquired Asamera Ranch,
the site of the Tahoe-Reno Industrial
Center, through a land exchange. It
comprises 102,000 acres of land outside




Artist’s
rendering of
Dermody’s A
400,000-square-foot spec

building at the Tahoe-Reno Industrial Center.

ence between the Nevada Pacific and
Tahoe-Reno parks. “They both offer large
tracts of land for large businesses who
need rail access. Both provide for similar
needs and purposes.” He does add, though,
that UPS Worldwide Logistics would not
have built in Fernley if Reno had land to
meet its needs. “UPS was interested in a
parcel in Stead, but city of Reno develop-
ment requirements made Fernley better
suited to satisfying initial requirements.”

Perkins asserts there will be competi-
tion between the parks for the labor force,
Fernley drawing from its own population
base and Tahoe-Reno drawing from Reno
and outlying areas. While companies at-
tracted to the area aren’t necessarily
changing from industrial to high-tech, in-
dustry itself is becoming more high-tech.
As Perkins explains, “Industry is more so-
phisticated. Higher-skill employees are
needed. They make more money and they
need to be computer literate.”

Perkins doesn’t see differentiation be-
tween the parks in the types of companies
settling at each; he feels both parks will be
providing for manufacturing, warehouse/
distribution and heavy industry. He ex-
pects both parks to handle the same kind
of companies. “They’ll compete,” he says,
“and markets will come down.”

Dave Schuster, SIOR, CCIM, an industrial
specialist with Grubb & Ellis/Nevada Com-
mercial Group, agrees. “There will ab-
solutely be competition between the
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parks. Both are railroad-served. One is 16
miles from Reno, but the Fernley park may
end up with a higher profile.”

In comparing the two, Schuster pointed
out the Tahoe-Reno park is 16 minutes
from the airport, compared to Fernley’s 30
minute drive. In choosing one park over
another, “It comes down to amenities such
as labor pool, price of ground, where man-
agement wants to live. There’s definitely
room for two parks. Larger distribution
companies are looking to our area and big
manufacturers hope to push more dis-
tribution and manufacturing to Stead,
Reno-Tahoe and Fernley. Then we can re-
habilitate existing industrial parks in
Reno/Sparks with higher use and more em-
ployee jobs for the actual Reno/Sparks
area. In 1990 we were running out of land,
especially railroad-served parcels. Tahoe-
Reno, Stead, Fernley — all are served by
Southern Pacific railroad. That’s necessary
for manufacturers bringing in bulk materi-
al. I think the area will be served with a
good supply of industrial ground to attract
distributors and manufacturers for the
next 10 years. It's supply and demand, and
there are three areas to choose from.”

Planning Insures Against
Over-Building

ith two of the country’s largest indus-
trial parks located 20 miles apart, it
seems there would be a chance of

over-building on spec. of having more in-
dustrial space than can be Slled in the area.

Perkins doesnt express too much con-
cern about that prospect. “Bailding in
phases offsets the chance of failing — thisis
a savvy developmeni commmunity. They
watch the national rends and we're see-
ing 700,000-squarefoot bumldings pushed
back because developers are taking a wait-
and-see attitude. Indusirial developers all
know [they've got the same product]. The
variable is the cost of the Iand ~

Schuster doesn’t belisve there’'s much of
a chance of the parks f=ling as theyre
opting for 10-. 15 and Xvear absorption
projects. “Expect competition in pricing,”
he says. “One park emerging over another
with a higher profile will be the only thing
to escalate prices.” The existing park has
great tenants, he states. “but all it takes is
one big user for the others and they're off
to the races, t0o.”

“We have enough land and absorption
for six to eight years,” Nebesky says. “If we
know we’ll grow at a certain rate over 20
years, in order to have a healthy growth
rate of population and need, we have to
carefully determine how many acres a year
to develop. Do we plan for 10,000 acres a
year, or plan for 15,000, knowing 5,000 are
in areas that can’t or won't be developed?
How much is enough?”

That's a question many in Northern
Nevada’s real estate community are
asking these days. ¥%
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Southwest Engineering

Community contributions
important to successful firm

by TONY ILLIA

When two former
college buddies ran
into each other at
the now-defunct
Wonder World De-
partment Store,
they decided to
start a business.
That was 13 years
ago, and the end
result of that en-
counter is South-
west Engineering,
one of the premier
engineering firms

.

in Nevada.

(14 e were both tired of working

for other people and were
young enough to think we could do
it better,” states executive vice pres-
ident and partner Donald “Chip”
Maxfield, PE.

Indeed, in 1997, the company
posted $2 million in revenue, han-
dling more than 50 projects. Con-
stantly striving to improve and out-
perform themselves, the company’s
partners expect to record $2.6 mil-
lion in revenue for 1999. With 24 em-
ployees, Southwest Engineering is
currently expanding to a new state-
of-the-art 81,020-square-foot facility
in Las Vegas to accommodate the
firm’s growth. This marks the fourth
expansion since launching the busi-
ness in 1984. However, things were
not always so prosperous.

“We worked through wind and
rain, day and night, doing everything
ourselves,” says managing partner
Mark Jones, PE. “We took anything
and everything that came our way.”
Unfortunately, their first project de-
clared bankruptcy, and they were
unable to collect payment.

“It was a difficult time and our in-
duction into the business world,”
states Maxfield. Despite that initial disappoint-
ment, both partners persevered, working diligently
to build up the company. Today, Southwest Engi-
neering handles numerous high-profile projects,
ranging from public works and parcel planning to
private enterprise.

“We are gearing our business plan toward larger
developments,” states Maxfield. As a testament to
that, the firm recently broke ground on the $120
million, 100,000-square-foot Santa Fe Galleria
Hotel and Casino in Henderson. The facility will
feature a hotel, spa, fitness center, award-winning

Managing Partner Mark Jones (left) with
Executive Vice President/Partner Chip Maxfield

restaurants, casino, theme bars and meeting
rooms. In addition, there will be an Olympic-sized
skating rink and a 1,000-seat performing arts cen-
ter. Completion of the Santa Fe Galleria is sched-
uled for May 1999.

The company also broke ground on a $20 million
development project for Real Homes, Inc. in June
1998. At present, there are four new developments,
one of which is Azure Estates, a 40-acre residential
subdivision consisting of 200 lots, each measuring
6,000 square feet. Located in North Las Vegas,
these entry-level homes offer affordable housing

January 1999 & Nevada Business Journal 55



EXECUTIVE PROFILE

Robert Sadler

Chief executive for the RSAR refuses to
stand still for the status quo

obert Sadler likes to think outside the
Rproverbial box. Last year, for instance, his
ideas moved the RSAR out of its former
3,000-square-foot home into a brand new 15,000-
square-foot building — complete with training facil-
ities the organization can rent out to the public.

“[I like to] establish profit centers that assist the
Realtors, and at the same time, create income for
the association,” Sadler says, adding that he is
always looking for creative ways to make things
happen. In his previous position as head of the
Omaha Association of Realtors, Sadler established
a print shop to serve the needs of the members, as
well as other businesses. In three years, the print
shop showed a profit of more than $100,000,
and helped reduce association fees for the
RSAR membership.

Sadler emphasizes he doesn’t see him-
self as a manager. Rather, he likes to
think of himself as the head of a think
tank. “I have a great staff capable of co-
ordinating many good ideas. I encour-

For the past five
years, the CEO of
the Reno/Sparks
Association of
Realtors (RSAR)
has applied his
formidable skills in
the Washoe County
area, opening new
services and bene-
fits to the organi-

zation’s more than

ciation provides Realiors conimmmme sSwrston. as
well as the assoried prodocss segue=t Oy & siate
of Nevada. In addition the 2558 Sas 2 polieal ac-
tion committee that kecps sliveas oFf S==aes afect-
ing property rights n local Sats sl Sederl sov-
ernments. During elecion yems e assoc==tion
interviews politicians zhout Ser F=SpecTne poSi-
tions with regard to privais prapesty owmess nishis
and government infervenon 2t SaresmeTacy. As
CEO, Sadler is involved in 2 Shese aneus. Som pub-
lic relations to officer In=aliatams W0 polineal af-
fairs. The association hzs 22 cammmm=es and
SEhoommmnees dezfns with
=y aspers of com-
mesrsdl and residen-
2l real estzte in
Washoe County.
Part of Sadlers
¥b smzis bring-
g commmilice
pmposals 0 the
board of direc-

age them to think creatively. As a result,
they repeatedly develop potential solu-
tions to the issues at hand, which are
discussed and submitted to the proper

1,400 members.

wors S0 bemeScial
m=w policies can
be =mpiemented
0 bemer sermve the

association committees. The Realtors

meTmheTs

and the staff combine to create a

Anoiher aspect of

good team - developing pro-
grams that benefit the asso-
ciation and its members.”

I&s job tha Sadler
especzzliy enjoys
= lookmg to-

He adds that he gains
inspiration listening
to the ideas and
suggestions of mem-
ber Realtors, and

works to discover

the best ways to

meet their needs.

To that end,
Sadler is involved in
a number of RSAR
activities. The asso-
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growth of Washoe County. He is involved
with Team Sierra, a group of private com-
panies, associations and government agen-
cies that work together to bring businesses
to the community. Sadler says he would
like to see more Fortune 500 companies lo-
cate corporate and regional headquarters
in Washoe County. “I'm not interested in
warehouses; I'd like to see us grow in a dif-
ferent direction. Warehouses cover a lot of
square footage, but they don’t bring in
much income for workers,” he says,
adding that he would like to see the re-
gion’s average square footage per employ-
ee drop from the current level of 1,200
square feet to around 400 square feet.

Sadler says, although the city of Reno
maintains a fairly high profile within the
business community, locals perceive the
area as lacking a vision for growth. He as-
serts that perception is not reality. Nor
does he believe the gaming industry limits
the area’s appeal to companies interested
in moving to the area. “We’re a very viable
community. Employers prefer to see a
large pool of qualified workers when they
consider a potential location, and people
are concerned we don’t have enough em-
ployees available. However, I've lived in
big towns, I've lived in towns with high
unemployment, low unemployment. It
doesn’t matter. If you give companies the
right products and services, they'll find a
way to get the employees.”

Looking toward the future is always
foremost on Sadler's mind. During his
seven-year tenure with the Omaha Associ-
ation of Realtors, he was instrumental in
increasing the organization’s annual in-
come to more than $2 million. When the
Omaha association discontinued its proac-
tive philosophy, Sadler looked to Reno —
and the rest, as they say, is history.

Future RSAR programs on Sadler’s draw-
ing board include establishing a print shop
—which he says is a priority this year — and
gaining a larger presence on the Internet.

Declares Sadler, “It is rewarding and ex-
hilarating to work within and contribute to
a progressive organization such as the
Reno/Sparks Association of Realtors.” ¥%
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Continued from page 55

to the expanding ser-
vice industry. Expected
build-out for Azure
Estates is two years.
“We’re responsible for
the planning, surveying
and engineering of the
homes,” explains Jones.

Working with Richard
Tam Enterprises, South-
west Engineering has
been assisting in the
development of the
115-acre master-planned
North Mesa Plaza Com-
mercial Center in North
Las Vegas. Started in
1994, build-out of the
center could occur by
2003. The firm is respon-
sible for the planning,
design and construction
of a 55-acre retail center that houses such
tenants as Wal-Mart, Vons and Rite-Aid. In
addition, there will be a hotel and casino.

Impressed with the firm’s timeliness and
professionalism, Richard Tam Enterprises
retained Southwest Engineering once
again to develop the 240-acre master-
planned Cobblestone Ridge neighborhood
in North Las Vegas. Started in 1992, poten-
tial build-out of the community could
occur as early as 2003. Southwest Engi-
neering’s work entails planning, design,
staking, parks and storm drain facilities.
Upon completion, there will be 700 hous-
es, 400 apartment units and 40 acres of
commercial development.

Though Southwest Engineering is capi-
talizing on Southern Nevada’s current hec-
tic building pace, the firm and its princi-
pals have anchors in the community that
transcend the here and now. “We were
here making a business before anyone had
ever heard of a building ‘boom,” states
Jones. The partners recently reaffirmed
their local roots by accepting a challenge
put forth by North Las Vegas Mayor
Michael Montandon to breathe new life
into the mature areas of the city. “Both
Mark and I were raised here, and we're

Southwest Engineering will
donate $10 for every single-
family home and $3 for every
apartment unit engineered by

the firm throughout 1998

and 1999 to the North Las
Vegas Neighborhood Housing

Service, a non-profit organi-

zation dedicated to helping
families become homeowners

and revitalizing community

neighborhoods.

very passionate about
this town,” states Max-
field. As a result, South-
west Engineering will
donate $10 for every
single-family home and
$3 for every apartment
unit the firm engineers
throughout 1998 and
1999 to the North Las
Vegas Neighborhood
Housing Service (NHS),
a non-profit organiza-
tion dedicated to help-
ing families become
homeowners and revi-
talizing and improving
neighborhoods through-
out North Las Vegas.
A pleased Montandon
responded, “Southwest
Engineering has demon-
strated its commitment to the community
by reinvesting in our city.”

Southwest Engineering is just as com-
mitted to its clientele. “We believe in build-
ing long-term relationships,” states Jones.
Clearly, the firm’s philosophy works.
Southwest Engineering’s client list is ex-
haustive, covering the gamut from large to
small, reading more like a “Who’s Who” for
business and development in Nevada than
a record of customers. Clients include
Ribeiro Development, Del Webb Corp.,
Central Telephone Company, Charter
Health Care, Martin-Harris Construction,
Nielsen-Dillingham Builders, the city of
Las Vegas and U.S. Army Corps of Engi-
neers, among others.

“By keeping commitments, we assist our
clients in achieving their goals for success
while simultaneously providing a tremen-
dous source of referral business for our
company,” explains Maxfield.

Needless to say, extolling such virtues
has contributed to their tremendous suc-
cess. It comes as little surprise. Both
Maxfield and Jones seemingly possess the
experienced, problem-solving, work ethic
and inherent integrity needed to engineer
continued prosperity.
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Anthem brings new
concepts to Henderson

With the recent opening of Del Webb’s An-
them in Henderson, and the anticipated
opening of the golf course at Anthem Coun-
try Club slated for next month, the master-
plan developer is bringing some new ideas
for its company to the region. Anthem rep-
resents the first multi-generational master-
plan for the developer, with three different
product lines geared toward various mar-
ket segments. At build-out, the community
will harbor 12,000 homes.

Those homes sit on nearly 5,000 acres of
land. Upon annexation to the city of Hen-
derson, the property added 25 percent in
area to the Las Vegas suburb. However, ac-
cording to Henderson officials, that’s not
all the master-plan will contribute. Accord-
ing to a study prepared by ESI Corp., the
economic impact the community will visit
on the area during Anthem’s 13-year build-
out is significant. Projected benefits in-
clude property tax generation of more than
$212 million, $143.4 million in consumer
sales tax receipts, a 20-acre school site and
$153.5 million in aggregate taxes and fees
for the Clark County School District and
more than 3,400 direct and indirect jobs.
Officials in the Henderson area expect
other, more intangible benefits as well: vol-
unteerism from retirement-age residents,
for example, is expected to compose an an-
nual contribution worth nearly $11 million.

Builders Association fetes
award winners

The Builders Association of Northern
Nevada recently held its second annual
Banner Awards, with Steve Thomas of
“This Old House” as special guest speaker.
More than 100 participants entered con-
tenders in this year’s event, which high-
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Grand opening festivities for Del Webb’s Anthem Country Club huxury howme devclopment.

lighted 19 separate categories in such
areas as new home designs, interior design
and landscaping.

K&R Homes won best new home design,
up to 1,500 square feet, for its Monet plan;
the builder also captured best new home
design in the 1,501- to 1,750-square-foot,
under $150,000 division for its Traveler
floor plan. Ryder Homes of Nevada’s High-
ridge neighborhood took two awards as
well, for best new home design of 1,501 to
1,750 square feet, over $150,000, and best
new home design in the 1,751- to 2,150-
square-foot, under $200,000 range. Cole-
man Homes won best new home design in
the 2,151- to 2,750-square-foot division for
its Haddington plan. Double Diamond
Homes’ The Chardonnay received best
new home design honors in the 2,751-
square-foot and up category.

Other winners include: Homecrafters’
The Mountainshyre, top custom home
under $1 million; the Mostadei residence,
by Holmes Construction, best custom
home over $1 million; Highridge residence
5 by Ryder Homes of Nevada, best interior
design model priced under $200,000; Cen-
tex Homes’ The Juniper, best interior de-
sign model priced over $200,000; Heron’s
Landing by Taywood Dermody, best sales
office; Ruby Schwerin of Ryder Homes and
Diane Plummer of Double Diamond, out-
standing salespeople; Wingfield Springs,
best new planned community, Taywood

Dermody’s Herons Lamdine best new
home subdivision: Double Dizmonds The
Eureka, best landscapinssew home
model; Jeff Codega Planmine's Camsiin Cot-
tages, best landscaping-new home commu-
nity; and Dakota Cress by Clearacre Part-
ners, best multi-family progect

Industry professionals from around the
country were brought o Eeno o judge for
this year’s awards, which were started in
1997 to help the Builders Association rec-
ognize excellence in new home building
and residential masierplamned develop-
ments. The Builders Associztion of North-
ern Nevada has more than S members.

HomeGate opens first
Las Vegas hotel

The first Las Vegas HomeGate Sindios &
Suites property has opened = 1550 E.
Flamingo Rd., representing the 3&h na-
tional installment of the exendedsiay
chain. The new facility features fully
equipped kitchens, residential furmishings
and designs, as well as separate cooking,
living and sleeping areas. The 126 umits
also include work areas with data port
phones equipped with dual lines and di-
rect-dial numbers. Guests can take advan-
tage of a weekly maid service, full linen
service, on-site laundry facilities, valet ser-
vice, an exercise room, outdoor pool,
game room and three meeting rooms.




Tate & Snyder Architects earns regional honors

For the first time ever, a Nevada architectural firm has won the Western Mountain Re-
gion’s (WMR) firm of the year honors from the American Institute of Architects (AIA).
Tate & Snyder Architects received the honor, and three design awards, during the AIA’s
recent banquet at Bally’s in Las Vegas. One of Tate & Snyder’s recent projects is the
Community College of Southern Nevada’s High Tech Center. The center, which opened
last September, is a 33,000-square-foot facility located next to Palo Verde High School in
Summerlin. The firm’s design team created the main computer study area with an out-
door courtyard in mind, incorporating abundant natural light, high ceilings and large
amounts of open space. Tate & Snyder has offices in Henderson and Reno.

M.C. Neuffer Co. breaks
ground in South Meadows

M.C. Neuffer Co. recently broke ground on
a new office building in Reno’s South
Meadows Industrial Park. The 22,000-
square-foot, two-story office building is
slated for completion in mid-April. The
building, designed by Cathexes architects,
features exposed structural steel framing,
a glass curtain wall and clerestory, com-
posite aluminum panels and exterior stone
veneer. It is situated at 9650 Gateway
Drive, and will be the Reno headquarters
for MFT Consulting Engineers.

CB Richard Ellis notes
high absorption in Vegas

The third quarter of 1998 brought substan-
tial office and industrial space absorption
to Las Vegas, according to market reports
issued by CB Richard Ellis. In the office
market, absorption levels soared to 1.2
million square feet at the third quarter’s
end, a 78 percent increase from the same
time last year. More than 3.5 million square
feet of industrial space have been ab-
sorbed, up from 2.2 million square feet at
the end of last year’s third quarter. Howev-
er, 3.4 million square feet of new industrial

Triple Five opens custom
home community
Triple Five Nevada Development Corp.
opened its newest custom home com-
munity in Henderson. Roma Hills, mod-
eled after Italian architecture, compris-
es a 65-acre guard-gated community
with 144 home sites. Builders & Devel-
opers Corp. of North America devel-
oped the neighborhood, which is built
into the Black Mountain region off An-
dora Drive near Horizon Ridge Drive
The community will feature a two-acre
park and minimum home size require-

ments of 3,000 square feet.

Steve Green, vice president of Triple
Five Development Corporation.

space coming online in the third quarter
alone have pressured submarket vacancy
rates from 7.5 percent to 10.1 percent.

Kmart plans first Las
Vegas store in a decade

Kmart Corporation announced plans to
build a new 120,000-square-foot department
store at the southeast corner of Buffalo
Drive and Washington Avenue. The building
will constitute a one-story, 108,000-square-
foot Kmart department store, with a 12,000-
square-foot garden shop. The 25-year lease
between developer Laurich Properties and
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Kmart is valued at approximately $15 mil-
lion. It will be the first Kmart built in Las
Vegas in almost 10 years.

State’s 2nd largest apart-
ment transaction closes

Realty Management, Inc. recently an-
nounced its acquisition of four Las Vegas
apartment properties, representing a total
of 800 units. Valued at $44 million. the deal
becomes the second largest apariment
transaction in Nevada. With the addition of
the properties, Realty Management. Inc. in-
creases its owned real estate portiolio by
more than 23 percent.

Colliers International
opens Koll Business Center

New Tower at Hughes Center under construction Colliers Internalioie e
Doherty, Beth Mundo and Jennifer English

The Howard Hughes Corp. commenced construction on another tower at its Hughes Cen- announced the grand opening of Koll Busi-
ter complex in Las Vegas. The eight-story tower (pictured above) is scheduled for com- ness Center, an industrial park located at

pletion in October 1999, and will include 170,868 square feet of Class A office space. It the northwest corner of Valley View Boule-
will also offer adjustable floorplates from 1,000 to 22.000 square feet. Some of the tower’s vard and Post Road in Las Vegas. Koll Busi-
other features include a parking ratio of 3.5 per 1,000 square feet, unobstructed views of ness Center will ultimately include 600,000
the Las Vegas Strip, security station, building concierge and advanced fiber-optic com- square feet of space. Phase L. consists of
munications links via a minimum of two providers. approximately 150,000 square feet. ¥%

The S%

Las Vegas Chapter
~ of the
Associated
General Contractors

An association
run by
contractors,
for contractors.

Skill
Integrity
Responsibility
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Commercial Real Estate Market Report

LAS VEGAS: Due to unforeseen third quar-
ter reporting difficulties, Las Vegas retail
market figures are not available for this
time period. The next update for this com-
mercial real estate sector should be reflect-
ed in the fourth quarter numbers for 1998.

RENO: Economic expansion, steady resi-
dential growth, low unemployment and
strong demographics continue to supporta
healthy retail market. Retail centers report
high occupancy levels and good activity.

OFFICE MARKET - 3rD Quarter 1998

Development is increasing its pace over
the previous year. A total of 300,000
square feet is currently under construction
with another 845,000 square feet ap-
proved. South Meadows Marketplace, an-
chored by wiNco, opens by early 1999.

Two lifestyle centers, Meadowood Court
and Redfield Promenade, will open spring
1999 and include such tenants as Border’s
Books, Bed, Bath & Beyond, Cost Plus,
Barnes & Noble, The Good Guys, Best Buy,
PetCo, On the Border and Macaroni Grill.

RETAIL MARKET - 3rD Quarter 1998**

Higher rents in new developments are
driving average rents upward. Vacancy
rates remain stable; however, year-end fig-
ures may indicate a small increase as addi-
tional inventory hits the market due to the
continued repositioning of retailers, con-
solidations, store consolidations, store
closings and new construction.

NEXT MONTH:
Industrial Market Summary

INDUSTRIAL MARKET - 3rD Quarter 1998

TOTAL MARKET LAs VEGAS RENO ToTAL MARKET LAs VEGAS RENO ToTAL MARKET Las VEGAS RENO
Number of Properties 457 174 Number of Properties 201 76 Number of Properties 1,265 713
Total Square Feet 17,346,724 4,059,253 Total Square Feet 24,101,257 8,632,059 Total Square Feet 51,720,474 46,161,116
Vacant Square Feet 1,961,478 434,183 Vacant Square Feet 988,398 409,500 Vacant Square Feet 5,844,511 4,974,417
Percent Vacant 11.31% 11.50% Percent Vacant 4.10% 5.70% Percent Vacant 11.30% 10.80%
New Construction 299,898 123,509 New Construction 533,496 59,267 New Construction 1,966,082 3,016,645
Net Absorption 407,826 71,620 Net Absorption 485,952 - Net Absorption 350,680 3,680,923
Avg Lease SF/Mo (FSG — NNN)* $1.78 $1.42 Average Lease (NNN) $1.21 $1.03 Under Construction 2,072,260 o
Under Construction 948,942 345,400 Under Construction 1,643,277 421,662 Planned Construction 3,237,378 1,039,000
Planned Construction 1,885,519 165,700 Planned Construction 4,535,222 485,000 DISTRIBUTION — LESS THAN 10% OFFICE
CLASS ‘A’ OFFICE PROPERTIES POWER CENTERS — Number of Properties 413 606
Number of Properties 37 23 RETAIL CENTERS > 100,000 SF Total Square Feet 28,588,102 39,236,949
Total Square Feet 3,981,743 1,556,080 WITH MINIMAL OR No IN-LINE SPACE Vacant Square Feet 4,075,100 =
Vacant Square Feet 428,221 176,278 Number of Properties 19 3 Percent Vacant 14.25% —
Percent Vacant 10.75%  12.00% Total Square Feet (GLA) 5,689,615 1,080,400 New Construction 1,827,178 1,334,703
New Construction 96,000 69,500 Vacant Square Feet 356,459 6,300 Net Absorption 577,721 —
Net Absorption 179,194 22,668 Percent Vacant 6.27% 6.00% Under Construction 1,717,040 =
Avg Lease SF/Mo (FSG — NNN)* $2.07 $1.65 New Construction o 49,400 Planned Construction 2,983,540 1,039,000
Under Construction 306,298 145,800 Net Absorption 8,885 43,100 Avg Lease (NNN) < 10,000 SF $0.49 $0.46
Planned Construction 779,000 102,900 Average Lease (NNN) $1.30 $1.00 > 10,000 SF $0.40 $0.29
CLAss ‘B’ OFFICE PROPERTIES Under Construction o 382,727 MANUFACTURING — 10% - 20% OFFICE
Number of Properties 272 61 Planned Construction 65,100 100,000 Number of Properties 752 100
Total Square Feet 10,014,388 1,504,423 COMMUNITY AND REGIONAL CENTERS — Total Square Feet 17,506,631 6,462,556
Vacant Square Feet 1,196,491 150,920 RETAIL CENTERS WITH ANCHOR(S) Vacant Square Feet 1,155,049 -
Percent Vacant 11.95% 10.00% Number of Properties 110 44 Percent Vacant 6.60% =
New Construction 194,898 46,900 Total Square Feet (GLA) 14,502,970 6,506,475 New Construction o 410,000
Net Absorption 219,452 34,800 Vacant Square Feet 333,930 336,344 Net Absorption —220,238 =
Avg Lease SF/Mo (FSG — NNN)* $1.76 $1.40 Percent Vacant 2.30% 5.70% Under Construction 65,550 (¢}
Under Construction 634,621 67,600 New Construction 266,679 8,867 Planned Construction 253,838 48,000
Planned Construction 1,081,063 35,878 Net Absorption 313,299 — Avg Lease (NNN) < 10,000 SF $0.49 $0.48
CLASS ‘C’ OFFICE PROPERTIES Average Lease (NNN) $1.27 $1.05 > 10,000 SF $0.43 $0.29
Number of Properties 148 92 Under Construction 1,556,047 281,000 FLEX/MuLTi USE- OVER 30% OFFICE
Total Square Feet 3,350,593 998,750 Planned Construction 4,144,122 350,000 Number of Properties 86 -
Vacant Square Feet 336,766 181,085 STRIP CENTERS — RETAIL CENTERS Total Square Feet 4,940,426 =
Percent Vacant 10.05%  19.00% Number of Properties 72 27 Vacant Square Feet 614,362 =
New Construction 9,000 17,500 Total Square Feet (GLA) 3,908,672 919,611 Percent Vacant 12.44% =
Net Absorption 9,180 10,900 Vacant Square Feet 298,009 66,856 New Construction 138,904 =
Avg Lease SF/Mo (FSG — NNN)* $1.49 $1.10 Percent Vacant 7.62% 7.27% Net Absorption —-6,803 —
Under Construction 8,023 18,800 New Construction 266,817 [¢] Under Construction 289,670 =
Planned Construction 25,456 15,200 Net Absorption 203,187 - Planned Construction [o) =
* Average Monthly Lease Rates for Las Vegas reported Average Lease (NNN) $1.06 $0.96 Avg Lease (NNN) < 10,000 SF $0.62 —
as Full-Service Gross and for Reno as Net Net Net. Under Construction 0 140,662 > 10,000 SF $o.60 =
** Third-quarter 1998 retail figures for Las Vegas not Planned Construction 326,000 35,000 Abbreviations MG: Maodified Gross
yet available — 2nd quarter figures are provided. BTS: Build To Suit NNN: Net Net Net

FSG: Full-Service Gross SF:  Square Foot

LAs VEGAS STATISTICS COMPILED BY LEE & ASSOCIATES COMMERCIAL REAL ESTATE SERVICES
RENO STATISTICS COMPILED BY GRUBB & ELLIS NEVADA COMMERCIAL GROUP

GLA: Gross Leasable Area YTD: Year To Date
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LIFESTYLES

Day Spa Salons

REVIEWED BY KATHLEEN FOLEY

Euphoria Day Spa

702-233-8866 (west)
702-436-4247 (east)

Las Vegas

ccording to its brochure, Euphoria
Day Spa makes “tensions disappear as

gifted hands work their charm applying nat-
ural, beneficial products to your body.” If
this sounds like heaven on earth, you might
want to try an Anti-Stress Body Wrap, an
Aromatherapy Facial, or 50 minutes of
Swedish massage, “a truly serene experi-
ence for body and mind.” Spa treatments
can be used by all members of the family.
The Gentleman’s Facial includes a neck
and shoulder massage as well as the anti-
stress facial. Euphoria also features Cou-
ples Massage with oil, aromatherapy or re-
flexology for both of you in a private room
with two therapists. Mother-daughter spe-
cials are a favorite around Mother’s Day.

Euphoria combines its day spa with a
full-service salon and offers make-up
services with its exclusive cosmetics line,
Euphoria Essentials. You can even choose
to have your hair done in the spa, as well
as manicures and pedicures that include
skin treatment and hand massage.

Euphoria’s west location, at 9410 West
Sahara, is near The Lakes. A larger facili-
ty is located at the corner of Green Valley
Parkway and Sunset. Both locations are
open weekdays from 9 a.m. to 8 p.m. and
weekends from 9 a.m. to 6 p.m. They offer
monthly specials, and on Sundays, full-
service spa treatments are 20 percent off.

Dolphin Court Salon
and Day Spa

Las Vegas 702-432-9772

lla Wartenberg, owner of Dolphin
Court, has created two separate
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The spirited crew of Dolphin Court Salon
and Day Spa.

worlds in one establishment: a bustling
salon and a tranquil, serene spa. The salon,
with 35 hair stylists, 12 nail specialists and
seven private VIP salon rooms, is a con-
stant whir of activity set to a lively musi-
cal tempo. It offers 37 different retail lines
of makeup, hair care and skin care prod-
ucts, many exclusive to Dolphin Court.
The day spa, in contrast, is a peaceful
haven of dim candlelight, splashing foun-
tains and restful music. The spa offers all
types of massage including Swedish,
Shiatsu, reflexology and aromatherapy.
Clients can choose either a half or full
hour of massage, which can be accompa-
nied by a facial or skin treatment. Clients
can pamper their skin with everything
from mud to milk and honey, then enjoy a
refreshing Vichy shower. The spa also fea-
tures a sauna and steam room. Many spa
packages are available, including a six-
hour state-of-the-art special with massage,
pedicure and manicure, scalp treatment,
facial, skin treatment, spa lunch and a gift.
The original Dolphin Salon and Day
Spa is located in Summerlin at Lake Mead
and Buffalo, and the salon’s new location
can be found at Spring Mountain and
Durango. Call for hours of operation.

L'Essence Day Spa/Salon
Reno 773-323-2040
9 Essence is located at 131 California
Avenue in a comverted house, which
contributes to #is fmeadly. relaxing am-
biance. Owners Ja-Noa Barber and Holly
Hodgdon have operated L'Essence since
1990. Their saloa uses aromatherapy in all
its treatments and features Aveda Aro-
matherapy products and Goldwell hair col-
ors. Each haircut includes a siress-relieving
scalp treatment and a2 neck massage. The
salon also offers make-up services.

At the spa you can soak in an individual
Jacuzzi tub with oils or seaweed prepara-
tions, or take a seawater bath. Thallaso
(seawater) therapy has been used at spas
around the world to treat everything from
arthritis to depression. The spa also offers a
remineralizing skin treatment made with
powdered, concentrated seaweed. which
replaces the trace minerals lost through
stress and poor diet. Clients can also get an
herbal body scrub. a facial or other types of
body treatments. Classic Swedish massage
is used to relieve tension and relax tired.
aching muscles. Day of Beauty packages
can include a limousine ride to and from
the spa as well as lunch. L’Essence is open
Monday through Saturday from 9 am. to 7
p-m. and is closed Sundays. %




NEVADA

What are some of the greatest challenges you

foresee for Nevada’s economy in the coming

year, and how do we address those challenges?

BILL MARTIN
President/CEO
Pioneer Citizens Bank

he most identifiable eco-

nomic challenge entails
increasing tourism to meet the
supply new gaming properties
have created, thereby avoid-
ing fallout. Doing the math on
20,000 new rooms equates to
needing about 13 million new
visitors annually. I would
never underestimate the cre-
ativity and resourcefulness of
the gaming industry and the
Las Vegas Convention and
Visitors Authority to measure
up to the challenge of creat-
ing the necessary demand
over time. However, the re-
duction of aircraft equipment
servicing McCarran, com-
bined with the near capacity
usage of I-15, presents a
major logistical hurdle for
simply getting people here.
The reduction in aircraft
equipment servicing Las

Vegas is an economic deci-
sion the airlines make and
only economics will reverse
it. But we do know one thing
about a free enterprise system
— if there is an economic
void, someone will fill it. As
for the traffic plaguing our
California tourists, the solu-
tion is to widen Interstate-15.

BOB SHRIVER
Executive Director
Nevada Commission on
Economic Development

ne of the biggest issues,

both immediate and long-
term, encompasses workforce
development and skills train-
ing. As we diversify our econ-
omy and grow existing busi-
nesses, these concerns play a
critical role. We need busi-
ness, government and educa-
tional institutions to make
them priorities. Every time
we talk to a company consid-
ering coming to Nevada,

those are their first questions
— “What qualifications does
your workforce offer? Is your
labor pool adequately skilled
and educated?”

Business has a responsibili-
ty to become involved with
education. Business leaders
reap benefits when they part-
ner with community colleges.
as well as private educators to
develop training programs de-
signed to teach employees the
skills necessary with advanc-
ing technology. As workers
learn new skills, their produc-
tivity increases. In the short
term, we need to bring the
skills of our work force up to
par for the industries we want
to attract. For the long term,
we want to positively impact
the generations to come.

ROBERT N. BARONE
Chairman/CEO
Comstock Bank

For Southern Nevada,
the primary challenge

is filling the new hotel rooms
coming online. For Northern
Nevada, it’s figuring out

how to reinvent itself to at-
tract an evermore diverse
tourist population.

Leaders in the south have
started addressing the re-
gion’s most pressing concern,
as several hotels join to es-
tablish an airline. The north
is working to market Reno as
a destination resort rather
than just a gambling Mecca.
The region has skiing in the
winter, golf in the summer,
special events and many non-
gaming attractions. Those
marketing the community are
also working to bring more
conventions to Reno.

JIM STUART
Managing Partner
Colliers International

ithin the commercial

Wrcal estate sector, we
will need to carefully balance
supply and demand as vacan-
cies trend upward. Lenders
should be more conservative
in their approach to underwrit-
ing proposed projects while
developers should go into new
projects with a clear under-
standing on exit strategies.

The market momentum car-
ried projects through lease up
during the previous cycle. This
advantage will dissipate as
tenants are provided more op-
tions within the marketplace.
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INSIDE
POLITICS

Several eye candidacy as
Jones hints at leaving post

their right mind would challenge were she

by MICHAEL SULLIVAN l as Vegas Mayor Jan Jones, whom no one in

Fingers are cross-
ing and prayers
being invoked.
The news that
Jan Jones is
seeking a national
appointment and
not running for
reelection has a
couple of Las
Vegas councilmen
and a few local
community leaders
changing their
plans for next

spring.
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to aim for re-election, is actively seeking
the position of Democratic Party chairwoman. It’s
a position that would prevent her from running for
her third term, and clear the way for a plethora of
candidates to seek the coveted title as the city’s
most visible elected leader.

At the top of the heap are two current council-
men — Arnie Adamsen and Michael McDonald.
While the former has made no official pronounce-
ments as to his desire for the job, it’s well-known
that he’s not content to be a councilman for the
rest of his life.

McDonald has been a bit more bold, raising his
public persona and going after the ceremonial po-
sition of mayor pro-tem (he would become mayor
if Jones were to leave her post early). Neither will
run against Jones, but both will strongly consider
a candidacy should she vacate her post.

In a two-way race, the early edge would have to
go to Adamsen because of his tremendous fund-
raising abilities and wealth of knowledge on criti-
cal city issues. He’s a savvy campaigner who
knows how to win an election.

What McDonald lacks in campaign experience,
however, he would make up for in enthusiasm.
While he has said and done some things publicly
that could hurt him, the Metro cop is loved within
his own district, and could use that momentum to
fuel his campaign.

It’s not likely to be a two-person race, however.
Again, the title mayor of Las Vegas is too attrac-
tive not to receive serious consideration by many
prominent Las Vegans.

One name being tossed around by pundits and
pols is John O’Reilly, local attorney and former
Gaming Control Board chair. He would certainly
be able to garner support from a variety of com-
munity leaders, and would offer formidable oppo-
sition. As a novice campaigner, however, it re-
mains to be seen whether he could handle the
rigors of what promises to be a spirited race.

Former councilman Matthew Callister has also

Stay tuned for some fiscal surgery
courtesy Dr. Guinn

been mentioned as a contender. but appeass o be
content building his law practice. He's always been
popular with voters, but not with the establishment.
especially developers and home builders.

Many other names are sure to suriace in the
coming months — some credible. some extremely
laughable. Once serious fund-raising besins. how-
ever, that list will be whittled down as basiness
and community leaders cast their woiss — with
their checkbooks.

s this issue goes to print. local Iawmakers

are preparing to make their sojourn to

Carson City for the bi-annual legislative
session. This year’s Legislature should prove ex-
tremely interesting in light of last year's passage
of the 120-day time limit.

Many rules and regulations have been discussed
and plotted to make sure legislators can finish their
business by the June deadline. Nonetheless. there
are sure to be plenty of bumps along the way.

One thing that should make the job easier. how-
ever, is the strong leadership in both houses.
Speaker Joe Dini and Majority Leader Richard
Perkins will keep things moving smoothly in the
Assembly, and Senate Majority Leader Bill Rag-
gio is a master at running the upper house.

Another factor that might keep things on an even
keel is Governor-elect Kenny Guinn’s pronounce-
ment that the state will have to do some belt-tight-
ening. That could mean less wrangling for new
money while state departments and programs fight
to keep their current budgets intact.

Michael Sullivan is the president of Paladin Advertis-
ing, a Las Vegas government affairs consulting firm.



SPEAKING FOR NEVADA

What Does it Take to
Go Public In Nevada?

by DEAN HELLER, Nevada Secretary of State

oing public is never a sure thing,

and the decision to do so does not

represent a one-size-fits-all solu-
tion. Before setting out, some important
issues must first be resolved: Is your com-
pany ready? Are you and your manage-
ment ready? Are you willing to give up a
portion of your profit to provide a return
for investors?

Companies seeking to raise capital
should carefully consider these and a vari-
ety of other factors influencing the struc-
ture of a company and its securities offer-
ing. First, is your company properly
organized? The Nevada Secretary of State
Commercial Filing Office is the place to
start in Nevada. Your company can be or-
ganized as a corporation, limited partner-
ship or limited liability company. Your
corporate structure can play into what
type of security to offer. Common stock is
the security most often offered. It does not
require you to make any promises or guar-
antees regarding return-on-investment and
is usually the most appropriate choice for
start-up ventures. If you decide to execute
a debt offering, you must demonstrate
your ability to repay the debt. Limited
partnerships are typically used for certain
tax advantages. Limited liability compa-
nies combine the limited liability features
of corporations with the pass through tax-
ation of partnerships.

Second, does your company have a well-
defined business plan in place? A business
plan will assist in the drafting of a disclo-
sure document necessary to satisfying reg-
ulatory requirements when issuing securi-
ties. In determining which fund-raising
method is appropriate, a company should
balance factors such as the amount of cap-
ital required, the company’s development
stage, tax considerations, the necessity for
liquidity, costs, timing and the differing re-
quirements of federal and state law.
Throughout the entire process it is always

advisable to obtain the services of an expe-
rienced securities attorney.

Once you decide to go public and have
determined what type of offering is best
for you and your investors, you will need
to consider whether you will be exempt
from federal registration. Then you must
still consider Nevada securities statutes
and the applicable blue sky laws in each
state where you wish to offer your stock
for sale to investors.

Once the disclosure document is com-
plete and the application submitted to the
Nevada Securities Division, the approval
process by which the offering becomes ef-
fective depends upon the complexity of
the offering and the integrity of the sup-
porting information. When all problems
and questions are resolved, the Nevada
Securities Division issues a written letter
placing the offering in effect and the sale
of your securities can begin.

To facilitate stock sales outside Nevada,
the Silver State has joined 35 other states
in the Coordinated Equity Review (CER)
program. This program is available to is-
suers seeking to sell equity securities in of-
ferings that range from $5 million to $20
million. It provides a uniform state regis-
tration procedure designed to coordinate
the blue sky registration process in any or
all of the 43 states in which the issuer
seeks to sell. The CER program is designed
to target stock offerings going public on
the NASDAQ Small Cap, over-the-counter,
and other small exchanges. The offering
must also be registered with the SEC.

In 1997, the Nevada Securities Division
adopted several initiatives designed to ac-
complish the objectives of providing ways
of fund raising to small issuers and still
protect the investing public. An issuer can
raise funds through a public offering
under the SCOR program (Small Corpo-
rate Offerings Registration on Form U-7).
Fourteen states have adopted this simpli-

fied registration form. The question and
answer format permits a businessman to
fill in the blanks, file it with the state and
use it as the disclosure document. The
minimum offering price per share is
$1.00. And like the CER program, one lead
state works with the issuer to resolve any
concerns with states where the offering
will be sold.

Small businesses may encounter sever-
al problems when attempting to raise cap-
ital, including the costs associated with in-
stituting an offering and the uncertainty of
public interest. Consequently, the Securi-
ties Division adopt a rule similar to the
SEC “Testing the Waters™ provision. This
rule allows Nevada small businesses to
advertise on a limited scale prior to regis-
tering their securities. The purpose is to
allow these companies to determine
whether there is sufficient interest in their
offering to justify the cost of registration
and sale. Certain restrictions govern the
timing of the offering which must be pre-
ceded by a “quiet period” during which no
sales may be made.

Nevada has also incorporated the
Module Accredited Investor Exemption.
With the adoption of this rule, the Depart-
ment of Business & Industry established
a Nevada site as a ACE-Net operator.
ACE-Net offers a simplified means for
companies to make their stock offerings
available to investors in certain states over
the Internet. ACE-Net, which stands for
Angel Capital Electronic Network, is a
nationwide Internet-based listing service
that provides information to “angel” in-
vestors on growing businesses seeking up
to $1 million dollars in equity financing.

Before initiating a public offering, con-
tact the Nevada Securities Division at 1-
800-758-6440 and ask for a package that
includes the Nevada Revised Statutes, a
summary of the SCOR packet and infor-
mation on the CER program. ¥%
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EXECUTIVE PROFILE

by TONY ILLIA

“The natural gas industry
is unique because it is
not a necessity, unlike

water and electricity,
but rather an option,
a choice. As a result,

we try harder.”

— WARREN RUSTAD
SOUTHWEST GAS CORP.
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Warren Rustad

Southwest Gas exec finds much to
love about work and community

A warm, genial smile and extended
hand welcome visitors into Warren
Rustad’s office. He is the Southern Nevada
vice president of the Southwest Gas Cor-
poration, a company that services 1.2 mil-
lion customers in three states, and record-
ed nearly $2 million in sales last year.
Rustad appears pleasant, attentive, at ease.

“I believe you can make every day what-
ever you choose to make it,” he explains.
Perhaps that statement describes Warren
Rustad best: he has an infectious optimism
that makes people happy to be around him.
Sincere, honest and forthright — he’s the
type of person you’d want as a neighbor.

Those traits have been of vital impor-
tance in Rustad’s industry, which is driven
more by consumer choice than need. “The
natural gas industry is unique because it is
not a necessity, unlike water and electrici-
ty, but rather an option, a choice,” says
Rustad. “As a result, we try harder.” In-
deed, Rustad’s unique managerial style
pulls employees together, uniting them in
their effort to better market their product.

To a certain extent, much of that work
entails informing the public about natural
gas. It is the fastest growing type of utili-
ty in the nation. Its proponents assert nat-
ural gas is an optimum fuel source for
cooking, heating and drying clothes. It
burns cleaner and more efficiently than
other fuels. And since gas is not a vital
utility, the company strives harder to de-
liver superior service.

That is not an easy task. Southwest Gas
has 2,250 employees. They manage
21,166 miles of gas pipeline. In addition,
they answer each call in person, a rarity
when automated phone systems are com-

mon practice. Plus. the company is devel-
oping a division-by-division Web site that
enables customers to access their account
or other information 2£ howss a day. “We
recognize the Internet is the wave of the
future,” states Rustad. It = wet another
venue to improve customer coavenience.”
Always active in the comsmmnity. South-
west Gas sponsors innumerable charitable
events and projects. “Doins good things is
contagious,” he explains. “Nevada is filled
with people who have bis beamis.

“I take a lot of pride m taking care of
things myself.” beams Ruesiad This comes
as little surprise. During bis <2 years in the
gas utility industry. be has beld 2 myriad of
positions, from comosion comtrol o sur-
veyor to estimator. He besam as jumior
draftsman for the Arizoma Pablic Service
Company in 1956. “In those days you did
a variety of things™ says Rustad Working
and learning, he was promot=d Sive times
during his tenure with the company.
“There was never a job at wimch I didn't
want to be the best.” bhe reflects. However.
things changed significantly in November
1984 when Southwest Gas Cosposztion
bought out the gas utility division of Arn-
zona Public Service.

The end result of the acguisition was a
new position for Rustad and double the
clients for Southwest Gas. The company
jumped from servicing 300.000 o 600.000
customers, and Rustad was appoinied con-
struction manager. ~ It is extremely Impor-
tant to focus on the job at hand and not
look too far into the future” says Rustad.
Apparently, it has worked. Continually ad-
vancing, he has held six different positions
with Southwest Gas.  consinued page 68



by DIANE GLAZMAN

“We have a substantial
alignment of interests with
our customers. We own
our buildings. That’s impor-
t;mt, because [we plan to
servel our clients for many
years on an active property
management basis.”

— MICHAEL DERMODY
DERMODY PROPERTIES

F or Dermody Properties, creating long-
term relationships is not something that
ends with the client. It is a core philosophy
that also extends to its employees and the
communities in which the company devel-
ops its industrial complexes. According to
president and CEO Michael Dermody, this
focus has been the guiding force for provid-
ing a high level of customer service, main-
taining employee loyalty, creating operating
partnerships, and forming the Dermody
Properties Foundation, which supports non-
profit organizations throughout the country.

As one of the largest industrial develop-
ers in the country, Dermody’s formula
seems to work very well. The Reno-based
company has 12 million square feet of de-
velopment projects in Indiana, Georgia,
Arizona and Pennsylvania, as well as
throughout Nevada. Its holdings include
manufacturing, distribution, office, research
and development, as well as service/com-
mercial locations. In addition, the company
continues to be privately held, a fact
Michael Dermody points to with pride,
stating that it allows the firm to be more

Dermody Business Center is located in Las Vegas.

AT TVH E ToP

Dermody Properties

Building for the long term

responsive to the needs of its customers.

“Employees and customers are what
make a business. You don’t need manage-
ment if you don’t have employees, and you
don’t need management if you don’t have
customers,” says Dermody, adding that its
employees represent the developer’s most
important asset. With an average staff
tenure of almost 10 years, Dermody Prop-
erties provides continuity of service for its
clients, who often work with the same peo-
ple from a project’s beginning to its end, al-
lowing for what Dermody calls a “very con-
sistent, detailed level of service.

“The most important aspect to our way
of doing business is that we also have a
substantial alignment of interests with our
customers. We own our buildings. We
don’t handle third-party property manage-
ment for other people. That’s important,
because if you lease a building not owned
by the people showing it to you, there is a
different emphasis. We're going to live
with our clients for many years and serve
them on an active property management
basis,” Dermody says, emphasizing his
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DERMODY PROPERTIES

continued from previous page

Dermody Business Park in Reno spans 200 acres. Current residents include the Bureau of
Land Management, Social Security, Reno Air, Leviton and Nevada Bell.

company has a vested interest in meeting
customers’ needs.

Providing for those needs led Dermody
to offer “cradle to grave” service and to
bring as much of the development and
management of the properties in-house as
possible. “We provide customer service
from the very first moment we meet with
[the client] to the delivery of the final prod-
uct. We don’t outsource our services be-
cause we want to maintain the consistency
and depth of those services to our client,”
Dermody explained.

With an eye toward the long-term rela-
tionship, Dermody Properties begins the
building process with an assessment of its
clients’ needs. The leasing team sits down
with the client to review construction
needs,.and sometimes even the client’s
business plan, to ensure Dermody’s offer-
ings meet the client’s needs. After the as-
sessment phase, the terms of the lease are
worked out with the company’s in-house
real estate people, and construction begins
on the site. Once the client moves into the
new facility, Dermody handles the proper-
ty management. If a client wants to buy the
property, either outright or through a lease-
to-buy option, Dermody also provides fi-
nancing support. By taking advantage of
such complete service, the customer deals
with the same company from day one.

Looking toward providing this high level
of service has also led Dermody Properties
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to establish operating partnerships with the
California Public Employees Retirement
System (CalPERS) and Atlas Industrial
Corporation, an entity of Lazard Fréres
Real Estate Investors, LLC. Both partner-
ships give Dermody Properties increased
flexibility to provide its customers with
greater financial resources for expansion
into new markets. In addition, the partner-
ship with Lazard Fréres allows Dermody to
locate land for future development. “Raw
land is like inventory,” says Dermody. “Our
partnerships allow us to keep our shelves
well stocked.”

Another partnership of which Dermody
is proud is the Dermody Properties Foun-
dation. “When you do business in a com-
munity, it’s important to be a part of the
community.” he notes. The Foundation was
created to support non-profit organizations
through donations and endowments for ser-
vices to seniors, the arts, education, and
families and children. Dermody says it
speaks to the heart of the firm’s emphasis
on long-term relationships, going back to
its focus on customers and employees as
the company’s most important assets. He
talks with pride about the client who turned
over a $10,000 check for the foundation at
the grand opening of his new facility.

Dermody believes, “Customers are so
special, once you’ve created a relationship
it’s your job to provide the good service to
nurture and grow that relationship.”

WARREN RUSTAD

continued from page 66

In 1990, Rustad was asked to move to
Las Vegas. Although born in New York
City, Phoenix served as Rustad’s home
for most of his adult life. “The move to
Las Vegas was exciting,” he says. “Both
my wife and I visited the city frequently:
it’s an exciting, on-the-move place.
abounding with possibilities.”” The Las
Vegas move proved lucrative for both
Rustad and the company. He was now
in his first corporate position as manager
of the construction staff. Before long.
Rustad became well known among
employees and peers as a positive-think-
ing problem-solver.

In April 1996, the firm acquired North-
ern Pipeline Company. enabling the
utility to expand again. The scope of
Rustad’s duties also broadened. In Febru-
ary 1997, he was named vice president of
the Southern Nevada division. “The posi-
tion offers many challenges and great po-
tential, as well as the opportunity to
make a difference,” says Rustad. His re-
sponsibilities include the day-to-day op-
erations of the company.

Ultimately, it has been the broad vari-
ety of work experiences that has made
Rustad the effective manager he is today.
“I have worked in just about every aspect
of this industry, and have loved every job.
After 42 years in the industry, I had better
know this business,” he stated. Mean-
while, Southwest Gas continues to flour-
ish and thrive under his direction.

Rustad has found Southern Nevada the
ideal environment for flourishing and
thriving personally, as well. “One of the
nicest things about living in Las Vegas is
you are never without family or friends
visiting,” he observes. Rustad has been
married to his wife Joan for 23 years.
They have six children and eight grand-
children. Both Rustad and his wife love to
travel; they went to Liverpool, England
last year to see his daughter, Sherri, off to
veterinarian school. They seldom visit the
same place twice, having traveled to 39 of
the 50 states. “T like to explore new things
— it’s the thrill of seeing what is going to
come over the next hill.,” he says.

In Warren Rustad’s case, the next hill
undoubtedly holds continued success and
new achievements. ‘




MONEY MATTERS

Gan you afford to sell your husiness?

erhaps you’re ready to retire, or

maybe you’re looking to raise
capital for a new venture, or you may
have gotten word that someone is in-
terested in buying your enterprise.
Whatever the reason, you're probably
wondering whether you can afford to
sell your business. The answer de-
pends on a number of key factors, in-
cluding how much you need and how
the transaction is structured.

Once you’ve decided you are ready
to begin planning an exit strategy, a
good place to start is by asking your-
self what you expect to take away
from the sale. By first defining, and then
prioritizing, your needs, you can focus on
the most important aspects of the sale.

Coming up with a price
The valuation of a business is a highly
customized task, and putting a price tag on
your company is likely to be the most dif-
ficult step in the selling process. There is
no simple formula or rule-of-thumb for
computing the value of a business. In fact,
no matter how good you are at running
your operation, when it comes to attaching
a dollar value, it’s a good idea to call in
your CPA or other financial advisor who
has expertise in business valuations. An
accurate valuation puts you in an excellent
position to negotiate the sale of your busi-
ness on the most advantageous terms.
Complicating the process of attaching
value to your business is the fact that, to a
great extent, value is in the mind of the be-
holder. A buyer who has a strong strategic
reason for acquiring your company may be
willing to pay a premium over what the av-
erage buyer might offer. Another buyer

who is simply looking for certain assets to

augment his or her own firm may be less
willing to pay full value.

In terms of price, is there a minimum
dollar value you need to reach in order to
make the sale a reality? Are you looking
for a lump sum of cash, or a steady stream
of income, or some combination of the
two? Are you in a position to finance part
of the sales price? Generally speaking, if
you need to get the entire purchase price
at closing, you may have to compromise
on price. On the other hand, if you can
offer the prospective buyer an attractive
financing deal, you may be able to
command a premium.

Terms drive price

Quite often, the question of whether
you can afford to sell your business de-
pends not only on price but on the terms
of the sale. Here again, it’s important you
think seriously about what it is you want
from the sale. Are you planning to
sever all ties with your business, or would
you agree to consult on the day-to-day

operation of the business for a
specified time period should the
new owner make it a contingency?
Would you be willing to sign a non-
compete agreement?

Timing also plays an important
role. Is now the best time to sell or
would you be better off waiting? In
any case, be sure to allow time to at-
tend to any housekeeping details that
will help reflect your company in its
best light. Such details can range
from sprucing up your facilities to
addressing outstanding legal or cred-
it issues that may raise a question in
a buyer’s mind. And, to avoid being pres-
sured into accepting less than what you
had anticipated, allow plenty of time for
the sale to proceed.

Once you've determined your goals and
needs concerning price and terms, you will
be in a better position to identify and qual-
ify prospective buyers. Among potential
bidders might be competitors, suppliers,
customers and employees. An experienced
CPA, perhaps a CPA/ABV (who has been
accredited specifically in business valua-
tions), or business broker can help you un-
derstand the advantages and disadvantages
of selling to specific buyers.

Turning_vyour business into cash is a
complex endeavor. While you may see
your business as a living monument to
years of hard work and sweat equity, CPAs
say you must be realistic in determining
the price and terms of the sale. And, you
should be willing to make some compro-
mises. Rarely does the seller or the buyer
achieve all of his or her objectives. &

Prepared by the Nevada Society of CPAs.
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Aceounting, Cellular Firms Grow,
Mixed News in Home Health

xpansion news is largely positive

for the industries represented in

this month’s lists. Most account-

ing firms have either grown or
sustained last year’s staff numbers, an
indication of an expanding business
community in need of the services such
professionals furnish.

Also in demand are cellular and pag-
ing services, a demand reflected in the
growth in number of workers these firms
employ. In the second half of 1998,
two key telecommunications players —
ALLTEL and Sprint PCS — entered Neva-
da, supplementing a telecommunications
market already renowned for its progres-
siveness. The future looks bright for the
cellular/paging industry, as savvy busi-
ness consumers seek to avail themselves
of constantly evolving technologies.

Office supplies and furniture dealers
exhibited overall, though not dramatic,
growth since last year’s list, an expected
result in a state attracting many new busi-
nesses annually.

Home healthcare companies reveal
mixed news this year, with many either re-
ducing staff numbers or maintaining last
year’s employee levels. Any continuation
of that trend may prove problematic, as
Nevada contends with an already scarce
supply of medical professionals and a
steady influx of new residents.

This month also sees the addition of
two new lists — TV and radio stations. As
the state’s major metropolitan areas con-
tinue to grow, offerings in the realm of the
broadcast medium will diversify, ensuring
radio formats and TV programs to accom-
modate virtually any preference. &%
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Accounting Firms

ACCOUNTING FIRm PHONE

ADDRESS

Deloitte & Touche LLP

3773 Howard Hughes Pkwy., Ste. 490N
Las Vegas 89109

2 | Arthur Andersen LLP

3773 Howard Hughes Pkwy., Ste. 5005
Las Vegas 89109

3 | KPMG Peat Marwick LLP

2300 W. Sahara Ave., Ste. 300

Las Vegas 89102

4 | PricewaterhouseCoopers

3800 Howard Hughes Pkwy., Ste. 550
Las Vegas 89109

5 | Fair,’Anderson & Langerman

3811 W. Charleston Blvd., Ste. 110
Las Vegas 89102

6 | Freeman & Williams, LLP

3470 GS Richards Blvd.

Carson City 89703

7 | Solari & Sturmer LLC

164 Hubbard Way, Ste. C

Reno 89502

8 | Barnard, Vogler & Co.

350 S. Center St., Ste. 500

Reno 89501

8 | McMullen, McPhee & Co., LLC
429 Court St., Ste. 2

Elko 89801

10 | Pangborn & Co., Ltd.

333 N. Rancho Dr., Ste. 888

Las Vegas 89106

11 | L.L. Bradford & Co. CPAs

3441 S. Eastern Ave.

Las Vegas 89109

12 | Beadle McBride & Reeves

2285-E Renaissance Dr.

Las Vegas 89119

CONTINUED

= RANK

702-893-3100

702-836-8600

702-221-8200

702-691-5400

702-870-7999

775-882-3201

775-827-3550

775-786-6141

775-738-7157

702-646-0888

702-735-5030

702-597-0010
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Stare | CPAs |Orcs | INDUSTRIES SERVED

106 | 41 | 2 | Gaming, Manufacturing, Real Estate,
Public Sector

105 | 25 | 1 | Gaming/Hospitality, Retail, Const.,
Non-profit, Employee Benefit Plans

53 | 17 | 1 | Real Estate, Gaming, Const., Govt.,
Manufacturing, Telecommunications

35 | 15 | 1 | Gaming, Educational

30 | 8| 1 | Const., Medical, Gaming,
Retail/Wholesale, Non-profit, Real
Estate Dev.

27 | 13 | 2 | Waste Mgmt., Manufacturing,
Const., Gaming, Golf Course Privati-
zation, Local Govt.

19 6 | 1 | Healthcare, Const., Development,
Professional, Small Bus.

17 9 | 1 | Credit Unions, Manufacturing, Auto
Dealerships, Local Govt., Health
Svcs., Franchise Restaurants

17 6 | 2 | Local Govt., Agriculture, Restau-
rants, Wholesale/Retail

16 | 9 | 2 | Food/Beverage, Prof. Svcs.,

Retail, Const., Homeowners Assns.,
Non-profit

15 4 | 1 | Medical, Const., Prof. Svcs.,
Non-profit

14 7 | 1 | Const., Retail, Professionals, Real
Estate, Mortgage Banking

Ranked by Total Nevada Staff

ACCOUNTING SERVICES
Audit, Tax Mgmt., Consulting, SECFiess

Adbvisory, Bus. Process Risk Consus_ =t
Audit Outsrc., Compliance/OperaSonal alé
Audit, Tax, Consulting

Auditing, Corp. Taxes

Audits/Reviews/Compilations, Tax
Planning/Prep., Bookkeeping, Sst-uo
Accting. Controls Recrultm

Trad./Complex Tax, Mgmt. M &
Planning, Forecasts/Projection, Audsme

Auditing, Compilation, Review. T=x
Consulting, Accting. Sys.

Auditing, Tax Prep./Planning. Fnanca
Statements, Trust/Estate Svcs.. Bookie=mme
Peer Reviews

Auditing, Tax Prep./Planning, &
Payroll Svcs., Mgmt. Advisory Sees.

Auditing, Compilation, Review. &*h
Forensic Accting.

Auditing, Tax Prep., Bus. Vakzson |
Fin. Statement Prep., Estate

Financial, Tax, Consulting
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Today in the SUN:

‘Iron Mike' ready to shake off rust: He
jumped through the hoop. And, as a result,
the Nevada State Athletic Commission
figured Mike Tyson deserved a reward. So it
relicensed the wayward former heavyweight
boxing champion Monday ... Click for our
complete coverage.

What to do:

Wednesday: Open Mike Poetry

Admit it: There just isn't enough

poetry in your life. As usual, we can

help you. Just pop on your beret and

head down to The Word (Open Mike

Poetry) at the Enigma Garden Cafe,
918 S, 4th St. Readings begin at 7 p.m.,
and admission is free. Call 702-386-093%
for more information.

T.V. Tonight

Provocative Images, S p.m.,
VH1, Channel 33, Part of VH1's
Fashion Week, this one-hour show will be
overflowing with style. Expect a well-tailored
peek at top photographers like Marco
Galviano, Francesco Scavullo and Lillian
Bassman, an 80-year-old woman who
creates art from her fashion photos of the
1940s, tlick here for complete TV grid.

Movies

still playing: "A Soldier's

Daughter Never Cries."” The latest

Merchant-Ivory film is an
adaptation of Kaylie Jones' autobiographical
account of life as the daughter of nowvelist
James Jones, Click here for show times.

Featured:

Mow appearing on a screen near you: The
Rat Pack, in all their swanky glory, Download
this great screen saver and you'll be the
envy of all, baby. Click here for firee
download

Las Vegas Sun  Las Vegas Weekly

lasvegassun.com lasveqasweskly .com

1:48PM

October 21, 1998

Other Sun headlines:
'R Bell |

V¥ednesday night:

» Pop: Greg Kihn, 10 p.m.,
$10, Luxor (3900 Las
Vegas Blvd, S.,
702-891-11
» Lectures: Learn zbout
efficient irrigation
systems, 7 p.m., Free,
Desert Demonstration
Garde 3701 W, Alta,
702-258-7183)

» Comedy: George Carlin,
9 p.m., $35.20, Bally's
Celebrity Room (3645 Las
Yegas Blvd. S,
702-739-4567)

Ongoing: |
» Haunted Houses: Check
out Las Vegas Weekly's
complete guide, Click here,
» Yariety: 1998 Street of
Dreams at Seven Hills, 11
a.m.-7:30 p.m., $7.50,
Terracina at Seven Hills |
(1151 Villa Rica, |
702-263-2023) |

Search for events,

Las Vegas Life

Showbiz

Ivlife.com

Tvshowbiz.com
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ccounting Firms (continued)

Ranked by Total Nevada Staff

¥ | ACCOUNTING FIRM PHONE NV NV
& | Apbress STAFF | CPAs | OFcs | INDUSTRIES SERVED ACCOUNTING SERVICES
13 | Layton Layton & Tobler LLP CPAs 702-384-1995 | 13 4 | 1 | Const., Not-for-profit, Employee Audits, Reviews, Compilations,
606 S. 9th St. Benefit Plans, Credit Unions, Home- | roll, Fraud Investigation, Peer Rev. Swcs.
Las Vegas 89101 owners Assns., Retail/Wholesale

14 | Robert Ashworth, CPAs
1850 E. Flamingo Rd., Ste. 205

702-734-0084 | 12 3 | 1 | Govt., Gaming, Retail/Wholesale,

Tax Prep./Planning, Estate/Fin. Planning, Bus.
Non-profit, Restaurant/Bar,

Consulting, Auditing, Bookkeeping

Las Vegas 89119 Prof. Svcs.
15 | Joseph F. Zerga, Ltd. 702-732-2775| 11 3 | 1 | Gaming, Retail, Manufacturing, Audit, Review, Compilation, Bookkesping
2950 E. Flamingo Rd., Ste. L Prof. Svcs.

Las Vegas 89121

15 | O'Bannon Wallace 1 8 | 1 | Real Estate, Const., Medical, Legal, | Tax Return Prep./Planning, Fin. Stztements Sof- | Koy O'Sanmon
Langlands & Neuman LLP 702-382-9500 Manufacturing ware Consulting, Real Estate Consulting 1957
624 S. 10th St., Las Vegas 89101

15 | Sanchez, Sellers & Co., PC 702-696-9200 | 11 4 | 1 | Various Estate Planning, Bus. Profitability, ConsulSing. Tax | 8= Seles
2755 E. Desert Inn Rd., Ste. 180 Prep., Accting. Sys. -4
Las Vegas 89121

18 | Farmer & Tompkins CPAs, Ltd. 702-458-4272 | 10 3 | 2 | Const., Non-profit, Homeowners Accting., Auditing, Reviews, Compilations. Tax Daraz L Tompiars.
3834 Silvestri Ln., Ste. A Assns., Retail Return Prep. A, G
Las Vegas 89120 67

18 | Ovist & Howard, CPAs 702-456-1300| 10 | 3 | 1 | Small Bus., Const., Homeowners Corp./Indiv. Tax Prep., Bookkeeping Swes._ Sude- | Sancs Sowma O°A
7 Commerce Center, Ste. A Assns., Prof. Orgs. ing, Fin. Statement Prep. =
Henderson 89014

20 | Bullis, Crossley & Heimark, CPAS 775-882-4459 9 4 | 1 | Family Bus., Closely Held Corp., Tax Prep./Planning, Gift/Est. Planning, Forsnsic Joim R Sulics 5PA-PFS
206 S. Division St. Non-Profit, Manufacturers, Accting., Personal Fin. Planning, Audiins/Acc- =5
Carson City 89703 Prof. Practices ing., Problem Solving

20 | Garrett, Ebel & Associates 702-796-0052 9| 2| 2 | Const, Retail, Mortgage, Medical, Tax Prep., Audit, Bookkeeping, Consufiing Fn. | Sl S Caes
1785 E. Sahara Ave., Ste. 490 Homeowners Assns., Other Statement Prep., Tax/Fin. Planning ios A hel
Las Vegas 89104 =5

20 | Strong McPherson & Co. 775-826-9400 9 5 | 2 | Small Bus., General Public Tax Prep., Bus. Structure Design, Financal S=t= | Damnw & SSons
5865 Tyrone Rd., Ste. 102 ments, Mgmt. Advisory Svcs., Auditing -
Reno 89502

23 | Chavez & Koch, CPAs, Ltd. 702-433-7075 8 | 3 | 1 | Const, Gaming, Homeowners Auditing/Reviews/Compilations, Tax Prep Pl | Do S
2920 N. Green Valley Pkwy., Ste. 721 Assns., Svc. Ind., Retail, ning, Bus. Consult./Plan., Accting. Sys. Setups’ =5
Henderson 89014 Manufacturing Implementation, Small BUs. Startups, Bookk=soing

23 | Patton & Petersen, CPAs, Chtd. 702-367-1375 8 4 | 1 | Legal, Real Estate Dev., Const., Fin. Reporting, Accting./Bookkeeping, Profi=bil- | Sme= L S==un
2001 S. Jones Blvd., Ste. H Healthcare, Retail ty Analysis, Software Install./Integrfion. Conied | 7585
Las Vegas 89146 Sys. Assessment

25 | Bartig, Basler & Ray, CPAs, Inc. 775-323-7122 6 | 2| 1 | Govt./Municipalities, Manufacturing, | Audit, Review, Compilation, Tax/Esizts Plammime. = s & Ol
1325 Airmotive Way, Ste. 125 Agribus., Medical, Software/Com- Mgmt. Advisory Svcs. =
Reno 89502 puters, Financial

25 | Rogers & Haldeman, Ltd., CPAs 702-732-4302 6 2 | 1 | Medical, Legal, Dental, Veterinari- Tax Prep., Accting., Payroll Svc., Bookkssping Pauil S Fog==

1100 E. Sahara Ave., Ste. 106
Las Vegas 89104

25 | Weiner, Duranso & Co.

221 N. Buffalo Dr., Ste. B

Las Vegas 89128

28 | Curtis E. Ohlhauser, CPA
1325 Airmotive Way, Ste. 276
Reno 89502

28 | Gough & Carry, APC

601 W. Moana Ln., Ste. 8
Reno 89509

28 | Houldsworth, Russo & Co.

ans, Retail, Small Bus.
702-242-3444 6 4 | 1 | Small Bus., Real Estate, Individuals,
Svc. Ind., Manufacturers,
Retail/Wholesale Merchants
Const., Property Mgmt.

Tax Prep., Fin. Statement Prep., Acciing /AudSns
Svcs., Est./Tax Planning, Mgmt. ConsulSing

Computerized Bookkeeping, Tax Retum Pren.
Quickbooks Advisor, Financial Statements. 85 =5
Audit Rep., Startup Co. Consultation

Tax Planning, Bus. Structuring, Monthiy W=
up/Payroll

775-786-2555 5 1 1

775-827-8889 5 2| 1 | DND

702-269-9992 5 3 | 1 | Mortgage Cos., Wholesale, Manu- Audit, Tax, Bookkeeping, Profitability Consultass

1909 N. Green Valley Pkwy., Ste. B facturing, Not-for-profit, Real Estate 1956
Henderson 89014 Dev., Prof.

28 | Murphy, Bennington & Co. 702-869-4263 5 2 | 1 | Const., Real Estate Audits/Reviews/Compilations, Tax Retum Pr=n. | Mk Murmiy
6887 W. Charleston Blvd. Audit Rep., Software Consulting, Bookkesping =55

Las Vegas 89117

32 | Coffey & Rader, CPAs 702-876-8900 4| 2| 1 | Real Estate, Healthcare, Const., Write-up, Bookkeeping, Off-site Controlier Pawall | Siswes W Coey

6625 W. Sahara Ave., Ste. 6 Landscaping, Finance, Automotive =56
Las Vegas 89146

32 | John C. Cowee, CPA 775-246-3215 4| 2| 1 |DND DND Joim C Comes
13 Affonso Dr., Ste. D =80

Carson City 89706

32 | Lentz & Lentz, CPAs 775-323-1990 4 3 | 2 | Small Bus., Real Estate Tax Prep./Planning, Audit/Financial Stztement.

375 Vassar Fee-based Asset Mgmt., Registered Investment =80
Reno 89502 Advisors
32 | Lynn Broyles Detomasi & Co. Ltd. 775-423-6514 4 1 | 1 | Individuals, Small Bus., Bookkeeping, Payroll, Audited/Compiled/ Ly=s Broies Defomasi
260 S. Maine St. Farms/Ranching, Dairy/Ag. Bus., Reviewed F/S, Computer Sys. Setup ()
Fallon 89406 Non-profit 158
36 | Kemp, Burdick, Hinton & Hall NV LLC | 702-346-3462 3 1| 1 | Gaming, Const., Real Estate, Health- | Income Tax, Auditing, Compilations, Review. In- | Mask £ Tichenor CPA
590 W. Mesquite Blvd., Ste. 201 care Professionals, Local Govt. ternal Audit Replacement Bookkeeping/Payroll 1955
Mesquite 89027
37 | A Tax Service+ 702-242-1500| 2 | DND| 1 | Funeral Homes, All Other Bookkeeping, Corp./Indiv. Taxes, Parinerships, Bamy Schechier
3655 S. Durango Dr., Ste. 9 Fed./St. Compliance 1995

Las Vegas 89147

37 | Richard C. Hanseen, CPA 702-362-3123 2 1 | 1 | Const., Real Estate, Graphics/Re- Taxes/Compliance, Fin. Planning, Bus. AppliczSion | Richars C Hamseen

6155 W. Sahara Ave., Ste. 3 prod., Retail, Printers, Auto/Tire Re- | Processing, Fin. Statements, Estate Tax Planning. | 195=
Las Vegas 89146 pair Shops Bookkeeping

39 | Laurie A. Lee, CPA 702-456-2162 1 1 | 1 | Const., Retail Trade, Svc., Prof., Real | Monthly Accting., Compiled Fin. Statements, Re- | Laun=s A Les
5446 Birchbrook Ct. Estate views/Audits, Quickbooks Advisor DND
Las Vegas 89120

N/A | Kafoury, Armstrong & Co. 775-423-6505 | DND [ DND | DND | Gaming, Healthcare, Mining, Local | Audit, Tax Prep., Estate/Financial, Litigation Sup- | Jim Johnson
375 W. Williams Ave. Govt., Not-for-profit, Homeowners | port, Medical Billing, Performance Measurement | 1957

Fallon 89407

DND = Did not disclose

BI]BKLISTS m Note: The above information was supplied by representatives of the listed companies in response to faxed survey forms. Companies not appearing did not respond. To the best of our knowledge. the inf:
OF While every effort is made to ensure accuracy and thoroughness, errors and omissions do occur. Send corrections or additions on company letterhead to TopRank Nevada Statewide Book of Lists, Research [

= 2s of press time.
212 LV, NV 89104
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Home Healthcare Providers

Ranked by Total Nevada Emnlnveas

Home HEALTHCARE PROVIDER
ADDRESS(ES)

Home Health Services of Nevada
1810 Pinion Rd., Elko 89801

Network Alliance
39 Glencarran Cir., Sparks 89431

Option Care
3900 W. Charleston Blvd., Ste. G, LV 89102

Southern Nevada Home Care
6885 W. Charleston Blvd., LV 89117

Home Care Plus

1698 Meadow Wood Ln., Ste. 200, Reno 89502
3208 Goni Rd., Ste. 182, Carson City 89706
2110 E. Flamingo Rd., Ste. 325, LV 89119

Lend-A-Hand, Senior Services
50 Washington St., Ste. 101, Reno 89503

St. Rose Dominican Hospital Home Health
102 E. Lake Mead Dr., Henderson 89015

Home Medical of America
3321 Sunrise Ave., Ste. 103, LV 89101

Interim Healthcare of Las Vegas, Inc.
4055 S. Spencer, Ste. 116, LV 89119

Nursefinders
3505 E. Flamingo Rd., Ste. 1, LV 89121

In House Home Health
2225 E. Flamingo Rd., Ste. 310, LV 89119

Professional Healthcare Staffing
5300 W. Sahara Ave., Ste. 202, LV 89146

THC of Nevada
5231 S. Cameron St., LV 89118

Love N Care
2880 E. Flamingo Rd., Ste. A, LV 89121

Coram Healthcare
101 N. Pecos Rd., Ste. 101-107, LV 89101

Barton Home Health/Hospice of the Valley
1107 Hwy. 395, Gardnerville 89410

Five Star Home Health Care, Inc.
3227 Meade Ave., Ste. 5-B, LV 89102

VitalCare
39 Glencarran Cir., Sparks 89431

All Care Home Health
2475 S. Jones Blvd., Ste. 7, LV 89102

CTH Alternative Home Health/CTH Home Care
1001 N. Mountain, Ste. 1H, Carson City 89703

Hospice of Integrated Health Services-Las Vegas
2920 S. Rainbow Blvd., Ste. 140, LV 89146

Fallon Caregivers, Inc.
1035 S. Taylor, Fallon 89406

PharmaCare of Nevada
1380 Greg St., Ste. 217, Sparks 89431

Gerber Chiropractic Mobile Health Services
DND

Colonial Home Care
2755 E. Desert Inn Rd., Ste. 250, LV 89121

Virgin Valley Home Care
114 Sandhill Rd., Ste. E, Mesquite 89027

DND = Did not disclose

BOOKSZLISTS [IED

Note: The above i

PHONE(S)

775-738-7178

775-828-1010

702-258-0011

702-228-0282

775-828-1000

775-687-1530

702-894-9220

775-322-8414

702-564-4663

702-438-2273

702-369-5533

702-458-1137

702-894-9449

702-362-0711

702-796-1016

702-310-5000

702-453-4546

775-782-1510

702-248-4130

775-829-2224

702-222-0605

775-883-5757

702-361-1801

775-423-5560

775-359-2400

702-658-1420

702-733-8533

702-346-7565

was supplied by repi

No. of
EmpLOYEES

200

200

150

150

120

85

80

75

75

75

60

55

53

42

35

35

35

28

25

25

20

DND

DND

OWNERSHIP

Non-profit,
Private

Profit,
Private

Profit

Profit

Profit

Private
Non-profit
Profit,

Private
Profit
DND
Profit,

Private
Profit

Public,

Profit

Profit,
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Public,
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Non-profit
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Respiratory Therapists, Option
Care Kids Pediatric Program

Sl

SENIOR NV Executive
YeAr Est. IN NEvADA
Roberta Skelton, RN
1961

Joni Moss
1996

Ronald A. Memo, RPh
1986

DND
1992

DND
1990

DND
1992

Karen Thornton

1994
Gary J. Gilman, MBA
1989
Sylvia Ringling
1992
Michele M. Brett
1988
Jim Sides
1989
George McKee
1994
Mail-order Diabetic Prog., Kelly LeGrow
Specialty Rehab. Products 1997

Oxygen/Respiratory Therapy

Lifeline-

System

Chaplain, Volunteer

Natural

adjmts/therapeutic modalities

Ophelia Simmons
1995

Gayle Burton
1982

Gerald R. Conley
1994

Marlon B. Delavega, RN
1996

Joni Moss
1988

Patrick Reznak
1995

DND
1989

Emergency Response
Karin Maxfield
1992

Elizabeth “Betsy” Wollett
1995

Scott Henry
1985

DND
1995

care thru chiropractic
DND
1996

Nancy Nieva
1994

of the listed companies in response to faxed survey forms. Companies not appearing did not respond. To the best of our knowledge, the information is accurate as of press time
While every effort is made to ensure accuracy and thoroughness, errors and omissions do occur. Send corrections or additions on company letterhead to TopRank Nevada Statewide Book of Lists, Research Dept., 2127 Paradise Rd., LV, NV 89104

January 1999 & Nevada Business Journal 73



TopRankiiiNevada

STATEWIDE BOOK OF LISTS

llular & Paging Companies

Ranked by Total Nevada Employees

TotAL | INDEPENDENT| CompaNY |  YEAR
= | CeLLULAR COMPANY PHONE NevADA Nevaba | Owned | EsTIN
& | ApDRESs Empovees | Acents | Oumers | Nevaba | PARENT ComPpaNy HEADQUARTERS Sewmoz NV Bx=cls)
1 | ALLTEL 702-270-5581 390+ 20 16 1998 ALLTEL Little Rock, AR Mitch Johnson
840 Grier Dr., Las Vegas 89119
2 | AT&T Wireless Services 140 51 10 1986 AT&T Basking Ridge, NJ | Neal Vanlies
3763 Howard Hughes Pkwy., Ste. 200, LV 89109 | 702-734-1010 | Robert Kempie
230 S. Rock Blvd., Reno 89502 775-858-5000
3 | Sprint PCS 702-897-3600 | 100 80 8 1998 | Sprint Kansas City, MO | iobm ¥ Bscha®
3960 Howard Hughes Pkwy., Ste. 350, LV 89109
4 | Nextel Communications 65 15 3 1995 Nextel Communications Mclean, VA Waime Aesaos
899 Marietta Way, Sparks 89431 775-331-0899 Sope Wes—=
3610 S. Highland Dr., Las Vegas 89103 702-873-5000
5 | Pacific Cellular 702-732-2355 57 11 7 1991 USTEL Seattle, WA Rchas W Young
3256 S. Maryland Pkwy., Las Vegas 89109
6 | CellularOne 775-751-2100 40 4 5 1995 | Western Wireless Issaquah, WA ST Ades
150 S. Hwy. 160, Ste. C4A, Pahrump 89048
7 | Sierra Electronics 775-332-0367 35 0 2 1964 | Berry Enterprises, Inc. Sparks e War=
690 E. Glendale Ave., Ste. 9B, Sparks 89431
8 | PageNet 702-732-1177 25 50 2 1992 Paging Network Inc. Plano, TX Pail L Surther
3800 Howard Hughes Pkwy., Ste. 110, LV 89109
9 | Bear Com Wireless World Wide 702-252-7555 20 1 40+ | DND Bear Com Wireless World Wide | Dallas, TX M= <@
3871 S. Valley View Blvd., Ste. 14, LV 89103
10 | Aircomm Cellular & Paging, Inc. 702-364-1700 12 12 1 1994 Aircomm Las Vegas Foxar S=acir
4755 W. Flamingo Rd., Ste. H, Las Vegas 89103
10 | Nevada Wireless 775-353-3600 12 2 2 1982 Nevada Wireless Sparks S Sowe
593 Overmyer Rd., Sparks 89431
12 | Integrated Business Communications, Inc. 702-547-3400 9 0 1 1997 None DND Fa Teresr
2670 E. Chandler Ave., Ste. 3, Las Vegas 89120
13 | Lambda Communications 775-623-0202 6 1 1 1991 None Winnemeo= o A
663 Anderson St., Winnemucca 89445 Sheiz Jumce
13 | Will Call Communications 702-379-2900 6 0 6 1991 USTEL Los Angsles C2 Do Mares
2214 S. Rainbow Blvd., Las Vegas 89124
15 | Southwest Cellular 702-431-4000 4 2 2 1979 | Southwest Electronics, Inc. Las‘!kg' o Une
4555 E. Charleston Bivd., Las Vegas 89104
16 | Fast Page, Inc. 775-358-1100 3 DND 1 1985 Fast Page, Inc. Reno (=1 S==c
57 Cheney St., Reno 89510
17 | Night Beat Communications 702-435-3000 2 1 2 1997 Night Beat Communications Chaisworih, & Fope Cmers
4545 E. Tropicana Ave., Ste. 1, Las Vegas 89121
17 | The Cellular Guys 702-838-3777 2 1 1 1997 | The Cellular Guys Las Veg=s S CesSe
8465 W. Sahara Ave., Ste. 110, Las Vegas 89117
19 | C&T Communication 702-657-0400 1 0 1 1995 None N. L= Veg= S Moo=
3254 Civic Center Dr,, Ste. A, N. Las Vegas 89030
19 | Page Plus Cellular Communications, Inc. 775-333-5222 1 1 1 1992 Page Plus Cellular Comm., Inc. Remo Dare Waooe
1870-5 Vassar St., Reno 89502
19 | Procell 702-457-8111 1 1 3 1991 Procell LasVez=s Se= Maxphy
4865 E. Charleston Bivd., Las Vegas 89104

DND = Did not disclose

BUUKLISTS m Note: The above was supplied by rep ives of the listed companies in response to faxed survey forms. Companies not appearing did not respond. To th
OF While every effort is made to ensure accuracy and thoroughness, errors and omissions do occur. Send corrections or additions on company letterhead to TopRank Nevada St
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SPRINT INTERNET SOLUTIONS

nd ACC

You see coffee. Sprint sees data.
And how high-speed Internet communication

¢ can take your product from just an idea to the
. production line. So whether your business is
moving coffee beans to market, or satisfying
another customer need, Sprint can deliver
the data solution you need.

With a Sprint Dedicated Internet
solution, your data flows quickly.
No wait. No dialing. No busy signals.

£

i

Eg_ As a full-service Internet provider and

= : B ;

= leader in data communications, Sprint can
H customize a solution for your business. Select
33 high-speed Internet access, Sprint IP Security Services:™
n=

£ Web Hosting or e-mail. Create your own unique blend of Sprint Internet speed

and access to connect with consumers, suppliers and employees.

Sprint, we deliver your data anywhere in the world. Local, long distance -
over any distance. Sprint. We give you a whole world of communication choices.

For more information, call toll free:

1-702-244-7000

www.sprint.com/bizpark

== Sprint.

We help your business do more business®
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Office Supply & Furniture Dealers

Ranked by Total Nevada Employees

OFFicE SuppLy & FURNITURE DEALER

ADDRESS
IKON Office Solutions
680 Pilot Rd., LV 89119
Office Depot
4701 Cameron St., Ste. H, LV 89103
Facilitec of Nevada, Inc.
3475 W. Russeli Rd., LV 89118
Skipco, Inc.
6029 W. Charleston Bivd., LV 89146
Corporate Express
1375 Gary St., Ste. 103, Sparks 89451
711 Pilot Rd., Ste. D, LV 89119
Machabee Office Environments
7110 Placid St., LV 89119
Custom Office Supply, Inc.
350 E. Glendale Ave., Sparks 89431
1851 N. Carson St., Carson City 89701
Goodmans Inc.
5530 S. Valley View Blvd., LV 89118
Custom Office Furniture
301 S. Martin Luther King Blvd., LV 89106
Boise Cascade Office Products
3950 W. Diablo, Ste. B-2, LV 89118
Jeff's Office Supply
178 S. Maine St., Fallon 89406
Las Vegas Office Furniture Liquidators
3300 S. Highland Dr., LV 89109
A. Carlisle & Co.
975 Terminal Way, Reno 89502
Nevada Business Systems
4041 S. Industrial Rd., LV 89103
Oakmans
634 Ryland St., Reno 89502
TAC Inc.
2605 E. Flamingo Rd., LV 89121
Aaron Rents & Sells Office Furniture
4345 S. Industrial Rd., Ste. 2, LV 89103
Pitney Bowes
4560 S. Eastern Ave., LV 89119
Hogue LLC
4077 S. Industrial Rd., LV 89103
Brook Furniture Rental
4850 W. Flamingo Rd., Ste. 45, LV 89103
Sarret Office Supply Co.
555 S. Casino Center Blvd., LV 89101
Advance Marketing Corp.
3261 S. Highland Dr., Ste. 603, LV 89109
Carl's Used Office Furniture
2675 Mill St., Reno 89502
High Sierra Copiers
1907 N. Carson St., Carson City 89701
Lundberg's Downtown
369 5th St., Elko 89801
Office Pavilion/Dundas Office Interiors
770 Smithridge Dr., Ste. 700, Reno 89502
Executive Office Installation Inc.
1982 N. Rainbow Blvd., Ste. 136, LV 89108
Superior Business Communications
410 California Ave., Ste. A, Reno 89509
Reno Industrial Products-Discount Desks Etc.
955 S. McCarran Blvd., Ste. 101, Sparks 89431
National Laser Express
4200 W. Desert Inn Rd., LV 89102
Indoff
6646 W. Washington, LV 89107
M&M Office Supplies, Inc.
2325 Western Ave., Ste. 3, LV 89102
The Salix Group
1810 E. Sahara Ave., Ste. 103, LV 89104
Lincoln Office Solutions
5430 W. Sahara Ave., LV 89146

Ideal Office Equipment

1200 S. 3rd St., LV 89104

DND = Did not disclose

BOOKSTLISTS D
76 Nevada Business Journal ¥ January 1999
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PHONE

702-798-3366

702-739-0005

702-795-8833

702-878-9771

775-331-0304
702-932-8002

702-263-8800

775-359-7755

775-883-7755

702-795-0506

702-384-6996

702-740-8200

775-423-6078

702-369-9401

775-323-4195

702-733-2679

775-786-4466

702-737-1949

702-798-6134

702-796-7979

702-737-1005

702-871-3844

702-384-6175

702-735-0213

775-324-2228

775-883-6379

775-738-8449

775-827-1331

702-648-7683

775-323-5161

775-359-4440

702-251-9581

702-838-5818

702-386-1046

702-650-3335

702-252-7000

702-384-3814
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O 0\3‘% ‘i;x o ‘9":\«\:% \*5\*5@
Q@\“;‘\s & i‘\\\“ & 208 \;s\“ S \\“\F\\\"& OmiER
° Tech. Svcs., Netwk. Printing Sys.,
Outsourcing, Facilities Mgmt.
° e |eo|e o|eo e Interior Des., Space Planning
° oo . Design Services, Installation,
Warehousing
o |
. ejofe e | o | o | Design/Installation Svcs., Computer
Supplies, Printing/Forms Mgmt.
e|e oo . . Leasing
e °|e e [ o | @ | o | Printing, Invitations
efe ° °
ole e e
° L ° L] L]
o . oo
e|o|ofe|e ° New/Used, Material Handling Equip.
° ele|e e °
L
. e|e o |e Fine Pens, Gifts/Collect., Art/Graphic/
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e |0 L] e |e LN
e|e
Digital/Analog Copiers,
2ie Facsimile Mch.
e|o (0 |0 L)
L L)
. oo e | o | o | Installation Svcs.
L] LN o (e | o
e|o|ofe|e ° New/Used, Ofc. Furn.
e e
. oo efole
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Furn. Moving/Storage
. Bus. Recording Equip., Sales & Svc.
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° oo
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° L] L] el
L ] L] L]
° o |e o e e Copier/Computer Sup., Printing/
Engraving, Advertising Specialties
° ° oo

ComPANY TYPE Semor NV Exsc
YEeAR ESTABLISHED HeapouazTess
Retail/Distributor | Peter Chenusbino
1978 Valley Forge, PA
Contract Dale Redden
1984 Delray Beach AL
Contract Brian Colignon
1987 Tempe A7
Retail Gy Haoa™
1982 Las Vez=s
Contract Ker Sarmar
1983 Broosdieid. (O
Contract Carv Ma—anes
1940 =
Contract/Retzil | Gene Dicamson
1973 Speris
Contract/Distnib. | fl=mes C ==
1983 Phoesmx, A7
Retail A= C=mme
1985 Ias Ve
Distributor Jo= Sz
1988 ==L
Retail = Crsaarser
1975 Falor
Contract/Ret=d Wilian 3 Comr
1983 IxsVegs
Contract/Retal | Pack D PeSiman
1917 Re=o
Retad Sy M=
1992 2= ==
Retai Fowae Toes
1957 =
Retad L== Pty
1971 ==
Retzd Mk WMo
1986 =N g
DND Tumadd, &
Contract ScoT W=
1957 ==
DND 2mz= Ddelonz
DND G b
Contract/Retail | iam ML Sichardson
1948 I=es=
Contr./RE/Dstis. | L= Banas
1985 Sam Cemen= CA
Retad Cadl Gufig=
1990 R=o
Retad Sil Dwrmire
1986 = .
Retad Rcad B e
1942 =
Contract To= Heges
195< Sos=. D
DND Dazr Sshoc
1925 L= Veg=
Retzi Don Whisze
1978 R=o
Cnir./RE/Whi/Dsiz. | Rip Lonesgan
1979 Reso
Retzil James Czzowel
1993 Las Veg=s
Contract DND
1978 St Lous, MO
Retail Mary J. McDowell
1994 Las Vegas
Contract Lue Smith
1997 Toronto, Canada
Retail Perry Brown
1998 New York, NY
Contract/Retail | Ivan Eisenberg
1947 Las Vegas

of the listed companies in response to faxed survey forms. Companies not appearing did not respond. To the best of our knowledge, the information is
While every effort is made to ensure accuracy and thoroughness, errors and omissions do occur. Send corrections or additions on company letterhead to TopRank Nevada Statewide Book of Lists, Research Dept., 2127 P
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STATION
ADDRESS

Radio

TopRankiNevada

STATEWIDE BOOK OF LISTS

Television Stations

Listed Alphahetically

No. EMPLOYEES

AUDIENCE

RADIO: FORMAT

NETWORK AFFILIATE

Ace Group

TeLevision: HIGHEST RATED PROGRAMS

PARENT COMPANY
GENERAL MANAGER

KBUL 98 FM 775-789-6700 75 Female Country/Western Citadel Communications
595 E. Plumb Ln., Reno 89502 DND 25-54 Leonard Smart

KDOT 775-329-9261 50+ Male/Female | Active Rock Lotus Communications, Inc.
2900 Sutro, Reno 89512 Westwood One - Steve Groesbeck

KDWN 702-385-7212 DND Male/Female | News/Talk DND

1 Main St Las Vegas 89101 Associated Press 35+ Claire Reis

KELK-AM 775-738-1240 20 Female Adult Contemporary Elko Broadcasting Co.

1800 Idzho St., Elko 89801 ABC 25-54 Paul Gardner

KEMS 702-732-7753 100 Male/Female | Country Jacor Communications, Inc.
1130 £ Desert Inn Rd., Las Vegas 89109 DND 25-54 Mike Ginsburg

KENT 775-329-9261 50+ Male News/Talk Lotus Communications, Inc.
2200 Sutro, Reno 89512 Westwood One 25+ Steve Groesbeck

¥HWG Radio 775-322-9292 =25 Male/Female | Western/Country Hits & Classics Boyd Broadcasting Co., LLC
&5 Regency Way, Reno 89508 United Press 35-54 J. Robert Boyd

KHWY 702-737-9899 20 Male/Female | Adult Contemporary KHWY Inc.

101 Convention Center Dr., Las Vegas 89109 ABC 30+ Tim Anderson

KKVV Radio 702-731-5588 12 Male/Female | Christian Las Vegas Broadcasters, Inc.
3185 S. Highland Dr., Ste. 13, LV 89109 Salem Radio Net. 21+ Bill Bal

KLAV-1230 AM 702-796-1230 12 Male/Female | Talk/Information/Ethnic Gore-Overgaard Broadcasting
1810 Weldon PI., Las Vegas 89104 BNN 35+ Lisa Lupo

KLKO-FM 775-738-1240 20 Male AOR Elko Broadcasting Co.

1800 Idaho St., Elko 89801 ABC 18-49 Paul Gardner

KLSQ 702-284-6400 20 Male/Female | Spanish Hettel Broadcasting Corp.
6767 W. Tropicana Ave., Ste. 650, LV 89103 DND 18-49 Jose Valle

KLUC-FM 702-253-9800 40 Female Top 40 CBS Radio

6655 W. Sahara Ave., Las Vegas 89146 DND 18-34 Tom Humm

KMXB-FM 702-889-5100 35 Female Modern Adult Contemporary CBS Radio

6655 W. Sahara Ave., Las Vegas 89146 DND 18-34 Cindy Schloss

KMZQ-FM 702-889-5100 35 Female Adult Contemporary CBS Radio

6655 W. Sahara Ave., Las Vegas 89146 DND 25-54 Cindy Schloss

KNEWS Radio 702-735-8644 15 Male/Female | News/Talk/Financial Nevada Media Group

2001 E. Flamingo Rd., Ste. 101, LV 89119 CBS, Westwood One 35+ Ron Cohen

KOzZZ 775-329-9261 50+ Male/Female | Classic Rock Lotus Communications, Inc.
2900 Sutro, Reno 89512 Westwood One 25- Steve Groesbeck

KPTT 775-329-9261 50+ Male Sports Lotus Communications, Inc.
2900 Sutro, Reno 89512 Westwood One 18+ Steve Groesbeck

KQLO 775-322-0847 10 DND Spanish, Regional Mexican DND

600 N. Center St., Reno 89501 CNN Liriano Chavez

KQOL 702-732-7753 100 Male/Female | Oldies Jacor Communications, Inc.
1130 E. Desert Inn Rd., Las Vegas 89109 DND - Mike Ginsburg

KSFN-AM 702-364-8400 30 Male Sports CBS Radio

©655 . Salhara Ave., las Vegas 83146 DND Tom Humm

KSNE 702-732-7753 100 Male/Female | Soft Adult Contemporary Jacor Communications, Inc.
1130 E. Desert Inn Rd., Las Vegas 89109 DND 25-54 Mike Ginsburg

KSRN Radio 775-322-9292 =25 Male/Female | Music of America, Nostalgia Bozd Broadcasting Co., LLC
65 Regency Way, Reno 89508 United Press 45+ J. Robert Boyd

KVBC 105.1 FM 702-657-3105 20 Male/Female | Alternative Talk Sunbelt Communications
1500 Foremaster Ln., Las Vegas 89101 N/A - Dane Wilt

KWNR 702-732-7753 100 Male/Female | Country Jacor Communications, Inc.
1130 E. Desert Inn Rd., Las Vegas 89109 DND 25-54 Mike Ginsburg

KXNT-AM 702-364-8900 30 Adult News/Talk CBS Radio

6655 W. Sahara Ave., Las Vegas 89146 DND 35+ Tom Humm

KXTE-FM 702-889-7500 30 Male Alternative CBS Radio

6655 W. Sahara Ave., Las Vegas 89146 DND 18-34 Alen Gray

Star 102.9 FM 775-884-8000 9 Female Adult Contemporary MB Broadcasting

1460 Idaho St., Carson City 89701 DND 25-54 Paula Schofield

KAME TV 775-861-1102 50 Adults Mills Lane, Home Imgrovement, Star Trek Voyager, Cox Enterprises

4920 Brookside Ct., Reno 89502 UPN 18-49 Love Boat, Stargate, San Francisco Giants Marty Ozer

KCNG UPN 25 702-642-8847 12 All Star Trek: Voyager, 7 Days, Love Boat: The Next Wave, King-Kon§ Broadcasting
3840 S. Jones Blvd., Las Vegas 89103 UPN Moesha, TJ Hooker, Rockford Files Larry Hun

KEEN TV 17 702-798-6646 =3 Male/Female | Gold Fever, Wrestlinﬁ,, Hop-A-Long Cassidy, Western Innovative Technologies, Inc.
PO Box 28760, Las Vegas 89126 America One TV 45+ Theater, Adventure Theater, Hunting & Fishing Carol Mulanax

KGNG Channel 47 702-642-8847 12 Adults N/A King-Kong Broadcasting
3840 S. Jones Blvd., Las Vegas 89103 Home Shop. Net. 18+ Larry Hun

KINC TV 15 702-434-0015 20 Spanish Vivo Por Elena, Mi, Qequena Traviesa, Desencuentro, Entravision Communications
500 Pilot Rd., Las Vegas 89119 Univision Speaking Cristina, Primer Impacto, Sabaoo Gigante Gabriel Quiroz

KLASTV 8 * 702-792-8888 DND DND DND Landmark Communications
3228 Channel 8 Dr., Las Vegas CBS Dick Fraim

KLVX TV 10 702-799-1010 DND Adults Antiques Roadshow, Nova, Baking with Julia, Keeping Up Clark Co. School District
4210 Channel 10 Dr., Las Vegas 89119 PBS 35+ Appearances, Are You Being Served?, Teletubbies Tom Axtel

KNPB Channel 5 775-784-4555 30 DND DND Community-owned

1670 N. Virginia St., Reno 89503 PBS Rick Schneider

KOLO TV 775-858-8888 920 Female Jeopardy!, Wheel of Fortune, Local News, Oprah Stephens Group Inc.

PO Box 10000, Reno 89510 ABC 25-54 Bill Hall

KREN Channel 27 775-333-2727 35 Adults 7th Heaven, Frasier, Buffy the Vampire Slayer, Charmed, Pappas Telecasting

940 Matley Ln., Ste. 15, Reno 89502 WB 18-49 Dawson’s Creek, Felicity Don Brown

KRNV Channel 4 775-322-4444 120 Female ER. Dateline NBC, Frasier, Friends, Mad About You, Sunbelt Communications
1790 Vassar St., Reno 89502 NBC 25-54 Just Shoot Me Ralph Toddre

KRXI TV 775-861-1100 50 Male/Female | X Files, San Francisco 49ers, Ally McBeal, Simpsons, Cox Enterprises

4920 Brookside Ct., Reno 89502 Fox 18- King of the Hill, Seinfeld Marty Ozer

KTNV TV 13 702-876-1313 145 Male/Female | NYPD Blue, Drew Carey, 20/20, Spin City, Dharma & Greg | Journal Broadcast Group
3355 S. Valley View Blvd., Las Vegas 89102 ABC 25-54 Pete Bannister

KTV-Cable 62/TV 63 702-431-6363 15 Adults Ron Futrell’s Locker Room, Cop Talk, Nevada Issues Media Broadcast Network
2675 E. Flamingo Rd., Ste. 6, LV 89121 Kaleidoscope Darwin Paustian

KTVN Channel 2 775-858-2222 75 Adults Touched by an Angel, 60 Minutes, KTVN News, Everybody Sarkes Tarzian, Inc.

4925 Energy Way, Reno 89502 CBS 25-54 Loves Raymond, NFL Football, Hollywood Squares Lawson Fox

KVBC TV 3 702-642-3333 200 Male/Female | Friends, ER, Jeopardy, Wheel of Fortune, Frasier, Sunbelt Communications
1500 Foremaster Ln., Las Vegas 89101 NBC 25-54 News 3 at 6 p.m. Rolla Cleaver

KWU TV 5 702-435-5555 82 Male/Female | X-Files, The Simpsons, That ‘70s Show, World's Funniest Meredith Corporation

25 TV 5 Dr., Henderson 89014 Fox - Videos, America’s Most Wanted, Beverly Hills 90210 Rusty Durante

KVWB 702-382-2121 60 Male/Female | Frasier, Buffy the Vampire Slayer, Seinfeld, Seventh Sinclair Communications
3830 South Jones Blvd., Las Vegas 89103 WB 18-49 Heaven, Charmed Mark Higgins

DND = Did not disclose

BﬂﬂKUSTS m Note: The above information was supplied by representatives of the listed companies in response to faxed survey forms. Companies not appearing did not respond. To the best of our knowledge, the information is accurate as of press time.
OF While every effort is made to ensure accuracy and thoroughness, errors and omissions do oceur. Send corrections or additions on company letterhead to TopRank Nevada Statewide Book of Lists, Research Dept., 2127 Paradise Rd., LV, NV 89104.

January 1999 & Nevada Business Journal 77




ESGAPE TO BRIAN HEAD
FOR THE WEEK OR WEEKEND

SNOWMOBILING * SKIING * TUBING » SNOW
THE PRICE
KSI!I sﬁ«? I /z OSFK(I)T:EER

» DAY CARE - TUBING
o FAMILY ACTIVITIES SORTS

'TOLL FREE) 3k

@KLL @77—Bi°i RE:

1-877- 247-3760

Reservatis
“WE GCOVER THE Mo

o FAMILY PACKAGES e EXECUTIVE PACKAGES o CLUEE
° SNOWCAT POWDER SKIING © ALL BUDGETS =

JUST 3 HOURS FROM i,
www.bhresoris ¢




NEVADA
BRIEFS

ALLTEL to provide Internet
services

ALLTEL has introduced an array of Inter-
net services throughout Southern Nevada,
including Web site design, development,
hosting for businesses and basic Internet
access for consumers. ALLTEL’s Internet
service features direct-link connections to
the Internet for faster downloading, as well
as modem capacity that minimizes busy
signals. Customers also have access to
seven-day toll-free technical support.

Comstock Bancorp announces
third quarter profits

Reno-based Comstock Bancorp reported
its third quarter profits rose 81 percent to

$886,000. Earnings totaled $488.000 in
the same quarter a year ago. The bank at-
tributed the increase to strong mortgage
loan demand. Third quarter assets in-
creased 27 percent to $227 million, de-
posits grew 27 percent to $201 million and
loan originations grew 48 percent over lev-
els reported a year ago.

UCCSN Board of Regents receives
national acclaim

The University and Community College
System of Nevada (UCCSN) Board of Re-
gents was one of seven higher education
boards recently recognized by a national
association for its work toward increasing
the number of Nevada high school stu-
dents attending college after graduation.
The UCCSN board was featured as one of
the country’s “Boards that Make a Differ-
ence” for its Nevada Collaborative for
Academic Success. The program allows

high school juniors and seniors to take col-
lege-level courses for credit.

Sierra Health Services purchases
Mutual of Omaha business

Sierra Health Services signed a definitive
agreement to purchase the Nevada health-
care business of several Mutual of Omaha
subsidiaries, including Exclusive Health-
care, Inc., United of Omaha Life Insurance
Company and United World Life Insur-
ance Company. The transaction was com-
pleted December 31, and will translate into
approximately 34,000 new customers for
Sierra Health Services.

Brokers National Mortgage opens
Reno location

Brokers National Mortgage opened a new
office to serve the Reno area. The office,
situated at 4600 Kietzke Avenue, Building
H. Suite 188. supplements the company’s

AMERICA'S LONG
DISTANCE SERVICE

Communications
Technology...

A\

...the company that cares

CRC, Las \
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other Northern Nevada locations in Fallon
and Gardnerville. The office offers bilin-
gual service in Spanish, and furnishes a
variety of home loans and commercial
financing alternatives.

U.S. Bank opens Spanish
Springs branch

U.S. Bank opened its newest branch in-
side a Reno Albertson’s grocery store. Lo-
cated at 9750 Pyramid Lake Highway, the
bank provides products and services seven
days a week, and also offers 24-hour ATM
service. It becomes the only bank within
the Spanish Springs area.

Walk-in center name change
offers hetter description of care

Saint Mary’s Health Network in Reno
changed the name of its outpatient care
facility from HealthCare Plus to Family
Walk-In Health Center. The clinic is still
situated at 6580 South Virginia Street in
the Home Depot shopping center. It has
expanded hours, and is now open 7:30
a.m. to 6:00 p.m. Monday through Friday
and 8:00 a.m. to 4:00 p.m. Saturday and
Sunday. The walk-in center provides basic
family care for earaches, sore throats,

sprains, strains, minor fractures and other
simple treatment procedures.

Barrick Goldstrike hreaks ground

Barrick Goldstrike Mines recently broke
ground on a $330 million roaster project
on the Goldstrike property in northeastern
Nevada. Scheduled for full operation by
mid-2000, the facility will increase pro-
cessing flexibility and reduce overall pro-
cessing costs by 10 percent. Technology
incorporated in the project’s design in-
cludes $37.5 million in environmental pro-
tection equipment. It will employ a staff of
145, and is expected to raise Goldstrike’s
total capacity by 12,000 tons daily.

Las Vegas prices rise in October

The local overall cost of living in Las
Vegas rose for a fourth consecutive month
in October, according to the First Security
Las Vegas area Cost of Living Report. The
overall cost of living went up 0.7 percent,
compared to a 0.2 percent rise in the na-
tional cost of living. The only category to
fall in Las Vegas during October was
transportation. Six of the nine measured
spending categories rose, including cloth-
ing, groceries and healthcare. Education,

communication and recreation expenses
remained stable.

Call center comes to Summerlin

A national call center designed to combat
student loan defaults is slated o open in
Summerlin this month. The center will
initially employ 65 people. thoush =m-
ployment is projected to grow to 500 over
the next five years. Operated by Imds-
anapolis-based USA Group. the mation's
largest student loan guarantor amd ad-
ministrator, the center is movins =0 2
newly constructed 71.600-sguare—foot of-
fice building at Charlesion Boalevard
and Town Center Drive.

AT&T Wireless earns honers

AT&T Wireless Services™ Las Vegas disinict
garnered the highest rankines amons the
city’s wireless users, according o the I D.
Power and Associates 1998 Resadeatial
Wireless Customer Satisfaction Stady. The
study indicated the factors respomdents
deemed most important. They mclade call
quality, pricing options. corporate capabil-
ity, customer service. credibility/castomer
communication, roaming amd cowerase.
billing and cost of roaming. &

DOE awards grant to Nevada Test Site solar project

CSTRR President and CEO Rose
McKinney-James, left, and CSTRR
Chairman of the Board, Senator
Richard Bryan, right, accept a
check from the Department
of Energy Assistant Secre-
tary for Energy Efficiency
and Renewable Energy
Dan Reicher: In the fore-
ground is an example of a
residential solar collector.

he U.S. Department of Emersy |

(DOE) has awarded the Cosporz- |
tion for Solar Technology and Renmew- 1
able Resources (CSTRR) SIS2880 o |
establish markets for solar water heat-
ing in the construction indusiry. The
project will involve a cooperative effort |
undertaken by CSTRR. Pulic Home |
Corporation, Nevada Power Company.
The Nevada State Energy Office and
the University and Community College
System of Nevada. The DOE’s financial
assistance will offset the costs of the
planning and selection process. as well
as development of advertising and
marketing materials. Beginning this
month, homebuyers at Pulte’s Crown
Ridge community in Summerlin can
take advantage of the program by opting
for an all-electric home with a solar
water heating system.
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BUSINESS INDICATORS

ANALYSIS T

conomic activity picked up dur-

ing the late summer months.

Nevada’s taxable sales increased
6.83 percent in August over year-ago lev-
els. Growth in Clark County was 8.45 per-
cent, and taxable sales grew 6.32 per-
cent in Washoe County. In comparison,
U.S. retail sales were up 5.72 percent for
October over year-ago levels. All in all,
both in Nevada and the U.S., consumer
spending and confidence have kept the
economy expanding.

Overall economic conditions remain
favorable. The U.S., Nevada and Nevada
metropolitan areas report unemploy-
ment rates below 5 percent. Relatively
tight labor markets, a situation ripe for
wage escalation, has not set off inflation.
Price increases measured at the con-
sumer level increased nationally at 1.49
percent, measured year over year. As a
result, consumers’ real purchasing power
continues to grow.

Nevada’s gaming economy, having
posted essentially flat revenue collec-
tions through most of 1998, saw gaming
growth for September much improved
with increases of 5.60 percent statewide,
4.85 percent in Clark County and 5.72
percent in Washoe County. Visitor-
volume growth remains slow — both for
Las Vegas and Reno. The number of air-
line passengers grew at a tepid rate. The
opening of new properties in Las Vegas
before year 2000 is a source of optimism
for those believing the new properties
will kindle increased tourism, and a
source of pessimism for those concerned
about overbuilding. Thus, opinion is di-
vided about the future of this important
component of Nevada’s economy.

R. Keith Schwer
UNLV Center for Business
and Economic Research

LATEST PREVIOUS YEAR  YEARLY
DATE PERIOD PERIOD AGO % CHG

UNEMPLOYMENT i

Nevada 09/98 3.9 4.3 41 —-4.88
Las Vegas MSA 09/98 3.9 4.3 43 —9.30
Reno MSA 09/98 3.2 3.4 3.2 0.00

U.S. (SEASONALLY ADJUSTED) 10/98 4.6 4.6 4 SN L7

RETAIL ACTIVITY

2,055,883 6.83

Nevada Taxable Sales ($ 0oo) 08/98 2,196,219 2,179,351
Clark County 08/98 1,510,267 1,488,822 1,392,574 8.45
Washoe County 08/98 385,237 382,952 362,342 6.32
U.S. Retail Sales ($ miLLion) 10/98 227,145 224,882 214,861 5.72

GROSS GAMING REVENUE - g
Nevada ($ 0oo) 09/98 665,509,545 685,165,061 630,202,825 5.60

Clark County 09/98 506,476,102 519,546,420 483,025,565 4.85
Washoe County 09/98 93,858,086 94,993,571 88,780,870 5.72
CONSTRUCTION ACTIVITY
Las Vegas Area Permits
New Residences 3Q98 5,077 5,879 5,514 —7.93
New Commercial 3Q98 279 296 297 —6.06
Reno Area Permits
New Residences 3Q98 876 953 919  —4.68
New Commercial* = — — - —
u.s.
Housing Starts (coo0) 10/98 1,695 1,579 1,529 10.86
Total Construction ($ siLLioN) 09/98 660.6 657.8 623.3 5.98

HOUSING SALES

Las Vegas Area
Average Sales Price @ 1Q98 138,196 141,263 138,851  —0.47
Average Cost $/Sq. Ft. 1Q98 76.68 77-87 75.20 1.97
Average Mortgage Rate @ 1Q98 7.42 7.60 7.90 —6.08
Washoe County* — — — — =
U.S. Home Sales (000) 09/98 822 830 809 1.61
TRANSPORTATION
Total Passengers @
McCarran Int. Airport, LV 2Q98 7,649,117 7,367,606 7,633,379 0.21
Reno/Tahoe Int. Airport 3Q98 1,702,192 1,840,608 1,874,595 —9.20

State Taxable Gasoline Sales ($ 0oo) 08/98 80,020,386 81,583,771 77,532,753 3.21

POPULATION ESTIMATES R
1,779,850 4.09

Nevada 7/98 1,852,650
Clark County 7/98 1,255,200 1,192,200 5.28
Washoe County 7/98 311,350 308,700 0.86

NATIONAL ECONOMY e .
Consumer Price Index @ 10/98 164.0 163.6 161.6 1.49

Money Supply—M1 ( siLLion) 10/98 1,078.5 1,072.2 1,061.9 1.56
Prime Rate 10/98 8.12 8.49 8.50 —4.47
Three-Month U.S. T-Bill 10/98 4.08 4.74 4.95 -—17.58
Gross Domestic Product ($ siLLion) 3Q98 8,526.5 8,440.6 8,170.8 4.35

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

*Figures not available.
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by Joe Mullich

or years, I've listened

to nerds exclaim how

electronic mail is
going to revolutionize the
business world. No more
telephone tag. You just type
out a few sentences, click a
computer screen, and your
message is sent anywhere
on the globe.

Even though I'm not offi-
cially a nerd, I look like one,
so I'm qualified to comment
on this idiocy. I'm inundated,
on average, with 100 e-mails
a day. Half advertise Internet
sex sites (decide for yourself
whether I'm complaining or
bragging). Most of the rest
are from people forwarding
unfunny jokes. Several of my
largest clients now do this on
a weekly basis. Processing
all this information chews
up my work week — after all,
I’'m obliged to respond with
equally lame rejoinders.

Electronic mail, in my
view, is hardly the productiv-
ity tool it’s cracked up to be.

That’s why I was delighted
to hear the king of the nerds,
Bill Gates, is having such
problems with e-mail. As
I’m sure you know, Gates is
up to his glasses in litigation
with the U.S. government. In
essence, the feds contend
Microsoft’s business prac-
tices are to the technology

industry what Sherman
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An e-mail, by any other name,

still smells like a lawsuit

was to Atlanta. You know,
a scorched earth policy.

Much of the government’s
case is based on a bunch of
old e-mails from Microsoft’s
files. Now, many corpora-
tions are rethinking the value
of keeping old mail. One
major firm even offered
employees a bonus for purg-
ing their old electronic cor-
respondence. The company
said this was merely a spring
cleaning move. But most
people feel the company
wanted the messages erased
for the same reason Clinton
wishes Monica had used a
dry cleaner — to get rid of
the evidence.

The irony is that electronic
mail was originally pushed
as an easy way to keep in
touch with others. Now,
however, people are seizing
on the pitfalls created by the
casual nature of e-mail. An
e-mail dashed off in 30 sec-
onds could become the basis
for a lawsuit.

Lawrence Lessig, a Har-
vard law professor, says cer-
tain people refuse to send
him e-mail now for just this
reason. “E-mail is perhaps
the most contextually sensi-
tive piece of writing we
have, and culturally, we’re
going through this stage
where we don’t understand
how to read it,” he says.

One database
management firm
found 10 percent
of its employees
had from 5,000
to 10,000 elec-
tronic messages
saved on their
hard drives.

Okay, maybe people aren’t
writing Lessig because he
uses phrases like “contextual-
ly sensitive piece of writing.”

There’s no question,
though, e-mail subscribes to
the basic psychology that as-
signs strength and credibility
to the written word. If some-
thing appears in print, most
people ascribe a high level
of reliability to it. A study
found that people who ques-
tioned prices at a store easily
relented when the clerk dis-
played a typed price list
under a piece of glass.

It didn’t matter that the
list could have been typed
that morning, and changed
that evening. Because it was
in writing, people believed
it to be chiseled in stone,
just as if Charlton Heston
had carried it down from
some mountain top.

Judges and juries regard
e-mail transmissions as legal

documents, vetied by law-
yers and checked by proof
readers, broadcasting ihe mue
feelings of the persoa who
wrote them. In reality. most
e-mail is as casual as 2 guick
exchange in front of b=
water cooler.

The legality issue of
electronic correspondence.
“which in many Instances s
susceptible to beins mcom-
plete, crypiic and mssamder-
stood, has led a lot of people
to shun the use of el ™
says Sally Katzem who
used to head the US. office
of information and regu-
latory affairs. Other cs=ce-
tives sanitize thewr e-maal
creating CoOmmumigues as
boring and useless 2= the
typical office memo.

But everyone is becoming
concerned — and perhaps 2
little paranoid. Polk Compa-
ny, a direct marketing and
database management firm.
found 10 percent of its em-
ployees had betweea 5000
and 10,000 electronic mes-
sages saved on their compui-
er hard drives. Regarding all
those missives as ticking
subpoena time bombs. Polk
ordered — as the Associated
Press put it — “a delete-fest”

Never mind that. if those
e-mails are anything like
mine, 9,999 of them were
just bad jokes. ¥




WestPark Plaza Galleria

. New Class “A” Professional Office Space

Amenities
e Abundant Parking: 5 fo 1

® Floor Plans to Suit

_® Generous Tenant Improvement Allowance

e State-of-the-Art Security and HVAC Systems

® Incredible view windows

T
S
e

Location

* Henderson/Green Valley...Nevada's fastest growing sub market

o Located adjacent fo the Galleria Mall in the heart of Henderson's
largest commercial corridor.

e (Convenient access to Hwy. 95 and I-215 via Sunset or Russell Road

[Lease Terms

o Office space from 1,500 sq. ft. to 7,000 sq. ft.
e Suites available from $1.65 to $1.95 sq. ft., Net

GALLERIA MALL

MARKS ST.

e Five year minimum
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Cegacy of Security~

Preserve your assels
Protect your loved ones

Provide for the future

Family Limited Partnerships
. Limited-Liability Companies
& Corporate Planning
L i
N\ Asset Protection

S Wills & Trusts
Tax Planning

Elder Law

Complimentary
- Consultation
870-6060

ROBERT L.

BOLICK
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