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Nevada Business Journal, Nevada Business Magazine and Nevada Business are divisions 
of Business Link, LLC. 375 N. Stephanie St.,Bldg. 23, Suite 2311, Henderson, NV 89014. It 
is listed in Standard Rates and Data, #20A-Business-Metro, State and Regional. TopRank 
Nevada – Annual Statewide Book of Lists is a publication of Nevada Business Magazine.

Advertisers should contact Sales at (702) 735-7003, or write to: Nevada Business Magazine, 
375 N. Stephanie St., Bldg. 23, Suite 2311, Henderson, NV 89014. Demographic information 
available upon request. Month-to-month circulation may vary.

Nevada Business Magazine is published monthly. Subscription rate is $44.00 per year. Spe-
cial order single-copy price is $7.50. 

All contents ©2015 copyright, and reproduction of material appearing in Nevada Business 
Magazine and TopRank Nevada – Annual Statewide Book of Lists is prohibited unless so 
authorized by the publisher. Publisher reserves the right to refuse service to any agency, indi-
vidual, business, company or organization.

CHANGE OF ADDRESS: POSTMASTER: Send address changes to Nevada Business Magazine, 
375 N. Stephanie St., Bldg. 23, Suite 2311, Henderson, NV 89014. Subscribers please include 
previous address or mailing label. Allow six weeks.

EDITORIAL SUBMISSIONS: Address all submissions to the attention of Tarah Richardson. 
Unsolicited manuscripts must be accompanied by a SASE. Nevada Business Magazine as-
sumes no responsibility for unsolicited materials.

DISCLAIMER: Editorial views expressed in this magazine, as well as those appearing in 
area focus and industry focus supplements are not necessarily those of the publisher or 
its boards.
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The Commentary

By Whose Authority?

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

Connecting the State
Nevada Business Magazine Turns Thirty
	 This	issue	marks	the	first	in	our	30th	Anniversary	year	and,	as	I	reflect	on	the	last	three	

decades,	I	am	struck	by	the	progress	we’ve	made.	Remaining	a	statewide	voice	for	business,	

the	only	such	publication	in	Nevada,	has	been	no	easy	feat.	The	state’s	economies,		including	

Reno,	Las	Vegas	and	our	rural	communities,	have	divergent	needs	and	providing	a	cohesive	

voice	to	all	Nevada	businesses	is	something	that	we	have	strived	for	over	the	last	30	years.	

	 While	decision	makers	in	Nevada	are	still	feeling	the	sting	of	a	recession	that	hit	us	

hard,	I’m	proud	of	the	fact	that	Nevada Business Magazine	has	remained	a	steady	voice.	

And,	even	though	we	changed	our	title	from	“Journal”	to	“Magazine”	and	have	undergone	

a	number	of	formatting	updates	over	the	years,	our	mission	to	serve	the	business	com-

munities	thoroughout	the	state	has	remained	the	same.	Since	I	purchased	the	magazine	

in	1987,	our	readership	has	grown	to	over	82,000	and	many	of	our	readers	have	been	

engaged	in	the	magazine	from	the	very	beginning.

	 There’s	a	common	saying	that	it	“takes	a	village”	and	I	think	that’s	apt	as	I	look	at	the	

success	of	the	magazine	over	the	years	as	it	is	a	direct	result	of	the	support	of	Nevada’s	

business	community.	As	we	go	into	this	New	Year	and	celebrate	30	years	of	doing	busi-

ness	in	Nevada,	I	would	like	to	start	the	year	with	a	heartfelt	thank	you	to	those	supporters.	

So,	whether	a	long-time	reader,	a	faithful	advertiser	or	a	business	executive	who	has	just	

discovered	the	magazine,	you	are	the	reason	we	have	been	successful.	

	 It’s	due	to	our	readers	who	are	actively	engaged	in	the	magazine	and	regularly	weigh	in	

with	comments	that	we	have	been	able	to	provide	the	product	that	we	have.	In	fact,	many	

of	our	story	ideas	are	suggested	by	readers.	And,	while	they	may	not	always	agree	with	

the	commentary	pages,	they	take	the	time	to	let	us	know	and	hold	us	accountable	for	our	

content	and	for	that,	I	am	thankful.

	 A	number	of	years	ago,	we	established	a	Northern	Nevada	advisory	board	to	help	

direct	the	editorial	content	for	that	end	of	the	state.	 I	am	grateful	 for	their	 involvement,	

direction	and	wisdom	and	appreciate	their	insights	into	the	business	community.	

	 We	maintain	a	controlled	list	of	subscribers	to	ensure	we	are	being	read	by	the	deci-

sion	makers	in	Nevada.	As	a	result,	our	advertisers	are	the	reason	we’re	able	to	keep	the	

lights	on.	So,	I	especially	wanted	to	thank	the	many	companies	and	business	leaders	who	

support	us	through	advertising.	Many	of	these	advertisers	have	become	more	than	clients,	

they’ve	become	friends.	

	 I	also	want	to	thank	our	team	of	professional	journalists,	designers,	editors,	research-

ers,	sales	reps	and	support	staff.	Just	as	our	clients	have	become	friends,	the	Nevada 

Business Magazine team	has	become	our	family.	They	are	smart,	driven	and	committed	to	

the	overall	goals	of	the	magazine.	Thank	you	for	all	your	loyalty	and	hard	work.	

	 Finally,	 I	want	to	thank	God	for	His	blessings	as	we	look	forward	to	continuing	our	

legacy	of	connecting	the	state’s	business	communities.	As	we	work	to	provide	articles	that	

shine	a	light	on	new	industries	and	companies	that	are	working	to	make	our	state	a	haven	

for	business,	we	invite	your	comments	and	suggestions.

Happy	New	Year!	

Colossians 3:17 (NKJV) “And whatever you do in word or deed, do all in the name of the 
Lord Jesus, giving thanks to God the Father through Him.”
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in PDF format on our website.

702.735.7003
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circulation and paid subscriptions.
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Vital Signs

Nevada 
Business
Journal is 

founded by Henry 

Holcomb as the 

only statewide 

business 

magazine.

82,000 
Readership 

milestone reached 

across the state of 

Nevada.

Nevada Business 

Magazine

publication drops “Journal”

for a more modern title.

Lyle 
Brennan 

with Associated 

Magazines 

Publisher acquires 

Nevada Business 

Journal. 

Red Report, 

a subset to Nevada 

Business Journal is 

born. Highlighting 

Nevada’s top 

commercial deals.

Digital 
Publication 

The print publication 

adds a digital version 

to further it’s reach 

and distribution.
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   Cover Story 

EDUCATION,	 economy,	workforce,	workers:	

pieces	of	a	puzzle	that	come	together	to	form	

economic	 development	 for	 Nevada	 and	 the	

ability	to	make	a	living	for	each	individual.	

R A I S I N G 
T H E

HIGHER EDUCATION IN THE SILVER STATE

GRADE
By Jennifer Rachel Baumer
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	 Johnson	 said	 incoming	 students	 are	

becoming	career-oriented	and	focused	on	

the	disciplines	they	need	to	study	to	be	part	

of	the	industries	growing	in	Nevada.	

	 “And	by	that	 I	mean	engineering	is	our	

fastest	 growing	 discipline,”	 said	 Johnson.	

“Last	 year	 for	 the	 first	 time	we	 had	more	

new	 freshmen	 in	 engineering	 than	 in	 the	

entire	college	of	liberal	arts.”	

	 The	 fastest	growing	colleges	are	engi-

neering,	health	sciences,	business	and	sci-

ence.	The	downturn	caused	students	and	

parents	to	reconsider	return	on	investment	

for	any	degree	a	student	might	earn.

	 “People	are	thinking	if	they’re	doing	this	

kind	 of	 spending	 on	 a	 four-year	 degree,	

it	 has	 to	 lead	 to	 something,”	 said	 Jessup.	

“Students	ask	all	the	time	what	to	major	 in	

and	my	response	is	that	you	can	get	a	good	

job	no	matter	what	major	you	choose.	If	it’s	

something	 you’re	 passionate	 about	 and	

want	to	excel	in	it,	there	will	be	a	job	for	you.”	

	 According	 to	 the	 U.S.	 Bureau	 of	 Labor	

Statistics,	 educational	 attainment	 and	 in-

come	 are	 linked.	 Earnings	 and	 unemploy-

ment	 rates	 by	 educational	 attainment	 show	

national	 unemployment	 rates	 of	 2.1	 percent	

for	individuals	with	a	doctoral	degree,	3.5	per-

cent	 for	 those	with	a	bachelor’s,	and	6	per-

cent	for	workers	with	a	high	school	diploma.	

People	with	a	doctoral	degree	made	median	

weekly	earnings	of	$1,591	in	2014,	while	those	

with	a	bachelor’s	came	in	around	$1,101	and	

high	school	graduates	made	$668.

	 As	Nevada	diversifies	its	economy,	Uni-

versity	 of	 Nevada,	 Las	 Vegas	 (UNLV),	 is	

tasking	its	colleges	to	grow	new	programs.	

If	 individual	 colleges	within	 the	University	

can	create	proposals	showing	demand	and	

can	provide	a	quality	education	and	a	good	

outcome,	 the	University	will	 accept	 those	

programs	and	allow	as	much	as	70	percent	

of	 tuition	 revenue	 to	 remain	with	 the	 stu-

dents	in	the	program.	“We’ve	already	given	

the	green	light	to	one	program	in	health	ad-

ministration,”	 said	 Len	 Jessup,	 president,	

UNLV.	

	 Nationally,	 according	 to	 2013	 Census	

figures,	 40	 percent	 of	 the	 working-age	

population	holds	a	two	or	four	year	college	

degree.	Nevada	stands	at	31.1	percent.		

	 “I	understand	that	this	state	has	35	to	38	

percent	 of	 our	 population	 with	 a	 degree,	

which	 may	 include	 an	 advanced	 certifi-

cate,”	said	Marc	Johnson,	president,	Uni-

versity	of	Nevada,	Reno	(UNR).	But	as	em-

ployment	projections	indicate	that,	nation-

ally,	 jobs	 in	 the	near	 future	will	 require	60	

percent	of	 the	workforce	 to	have	degrees	

and	highly	 trained	certificates,	 there’s	still	

an	extreme	skill	gap	in	Nevada,	and	higher	

education	is	the	bridge.	The	Governor’s	Of-

fice	of	Economic	Development	(GOED)	has	

identified	manufacturing	 as	 the	 economic	

development	 focus	 for	 Northern	 Nevada	

and,	to	some	extent,	Southern	Nevada.	

   Cover Story HIGHER EDUCATION
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Help from
Unexpected Quarters
	 Not	surprisingly,	the	recession	caused	a	

jump	in	enrollment	in	higher	ed,	and	just	as	

predictable,	recovery	caused	a	downturn.	

	 During	the	downturn,	College	of	South-

ern	Nevada	 (CSN)	 reached	a	historic	high	

enrollment	of	44,088	students	 in	fall	2010,	

which,	mixed	with	non-credit	enrollments,	

made	 it	 the	 largest	 institution	west	 of	 the	

Mississippi.

	 “During	the	recovery,	people	are	going	

back	to	work	and	we	want	them	to	do	that,”	

said	 Michael	 Richards,	 president,	 CSN.	

“There	 is	 a	 national	 trend	 as	 recessions	

come	 to	 an	 end,	 people	 go	back	 to	work	

and	they	leave	colleges.	This	current	trend	

of	 either	 stagnant	 or	 declining	 enrollment	

in	 community	 colleges	 is	 a	 national	 trend	

right	now.”

	 While	 Truckee	 Meadows	 Community	

College	 (TMCC)	 in	 the	 north	 experienced	

both	 an	 increase	 in	 enrollment	 during	 the	

recession	and	a	decrease	during	recovery,	

it	 also	 put	 in	 place	 some	 new	 certificate	

programs	 in	 manufacturing	 to	 meet	 the	

needs	 of	 new	 businesses	 like	 Tesla	 and	

Switch.	 It	didn’t	originally	 look	 like	 there’d	

be	enough	interest	for	the	program	to	keep	

running	 –	 then	 Tesla	 announced	 plans	 to	

build	in	Nevada.	Within	days,	TMCC’s	pro-

gram	had	a	waiting	list.

	 Where	Nevada	differs	is	in	the	number	of	

people	still	seeking	paths	to	degrees	even	

as	the	economy	recovers.	The	universities	

at	both	ends	of	the	state	experienced	slow	

but	 steady	 enrollment	 increases	 through-

out	 the	 recession.	 In	 each	of	 the	 last	 two	

CONTINUES ON PAGE 21

Michael

Richards
College of Southern Nevada

LEADERSHIP STARTS 
WITH EDUCATION

To find out more about MBA and Executive MBA programs, 
visit unlv.edu/mbaprograms

An MBA from UNLV isn’t just a degree. It’s a valuable tool you’ll use to 
transform business, to break new ground and to continually achieve new 
successes. You’ll learn from premier educators and scholars. And you’ll 
create and sustain mutually beneficial relationships with leaders from 

our business community. The business world is ever-changing. 
Will you change with it?

EVENING MBA 
• Finance concentration
• Management concentration 
 (HR, MIS, NVM)
• Marketing concentration

EVENING MBA / DUAL DEGREE
• MBA/JD (Juris Doctor)
• MBA/DMD (Doctor of Dental Medicine)
• MBA/MS (Hotel Administration)
• MBA/MS (MIS)

EXECUTIVE MBA
• Designed for senior- and 

mid-level professionals
• Accelerated 18-month 

schedule with classes 
held every other Friday 
and Saturday

• International Business 
coursework includes a

 capstone global experience

http://www.unlv.edu/mbaprograms
http://www.unlv.edu/mbaprograms
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   Feature Story 

By Chris Sieroty

ACCORDING	to	analysts,	Nevada’s	econ-

omy	will	continue	to	show	improvement	 in	

2016,	but	with	 a	 few	new	wrinkles	 thrown	

in.	Rising	wages	will	mean	more	disposable	

income,	 which	 in	 turn	 boosts	 consumer	

spending.	 Job	 creation,	 described	 as	 the	

single	 best	 indicator	 of	 economic	 growth,	

is	expected	to	add	more	than	52,000	work-

ers	to	company	payrolls	this	year,	accord-

ing	to	 the	Nevada	Department	of	Employ-

ment,	 Training	 and	 Rehabilitation	 (DETR).	

While	 tourism	and	hospitality	have	helped	

sustain	the	state’s	economic	growth	in	the	

last	 few	 years,	 housing	 is	 expected	 to	be	

even	stronger	as	prices	have	stabilized	and	

fewer	homes	are	falling	into	foreclosure.	

INCREASING
STABILITY

AND
GROWTH

2016

http://www.nevadabusiness.com
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   Feature Story 
	 “We	are	growing	again,”	said	Stephen	

Miller,	director	of	the	Center	for	Business	

and	 Economic	 Research	 at	 UNLV.	 	 “We	

are	not	quite	back	to	where	we	were	at	the	

peak,	before	the	recession.	We	are	in	the	

seventh	year	of	recovery.”

	 Miller	 described	 Nevada	 as	 “ground	

zero”	 for	 the	 recession.	 But,	 Tesla	 Mo-

torss	 coming	 on	 board	 this	 year,	 Switch	

and	 new	 casino	 developments	 on	 the	

Strip	are	good	news	 for	Nevada’s	 recov-

ery,	he	said.

	 Economists	 and	 industry	 analysts	

agree	 that,	moving	 into	 2016,	 the	 state’s	

economy	is	now	stable	with	the	possibility	

of	posting	a	3	percent	growth	rate	by	the	

end	of	 the	 year.	So,	what	will	 the	 state’s	

main	industries	do	this	year	to	reach	that	

3	percent	growth	rate?

Gaming and Tourism
	 Las	 Vegas	 continues	 to	 experience	

strong	 visitor	 volume	 and,	 in	 2014,	 even	

posted	a	record-breaking	41.1	million	tour-

ists.	 This	 year	 tourism	 is	 on	pace	 to	beat	

that	 record.	 However,	 casino	 revenue	 fig-

ures	took	a	small	dip	in	Nevada	last	year.

	 Rossi	Ralenkotter,	president	and	CEO	

of	the	Las	Vegas	Convention	and	Visitors	

Authority,	 couldn’t	 estimate	 visitor	 totals	

for	 2016,	 but	 said	 he	 does,	 “anticipate	

major	events	 like	 the	presidential	debate	

and	a	robust	convention	calendar	will	at-

tract	large	amounts	of	visitors	to	our	city.”	

	 He	 also	 attributed	 the	 Strip’s	 contin-

ued	 growth,	 despite	 a	 crowded	 casino	

industry	nationwide,	to	the	uniqueness	of	

what	Las	Vegas	has	to	offer.

	 “Las	 Vegas	 is	 more	 than	 a	 destina-

tion,	 it’s	 an	 experience,”	 said	 Ralenkot-

ter.	 “Much	 like	 our	 visitors’	 interest,	 Las	

Vegas	 is	 a	 destination	 that	 is	 constantly	

changing	and	evolving.	Whether	you’re	in-

terested	in	the	latest	gaming,	production,	

concert,	sporting	event	or	another	form	of	

entertainment,	there	is	always	something	

new	to	see	in	Las	Vegas	and	an	activity	to	

suit	every	taste.”

	 That	 diversity	 of	 offerings	 has	 had	 a	

mixed	impact	on	gaming	revenues.	Casi-

nos	statewide	collected	just	over	$11	bil-

lion	in	2014,	which	was	down	1.14	percent	

from	2013.	The	Strip	totaled	$6.37	billion,	

down	2.08	percent	 from	2013,	according	

to	the	Nevada	Gaming	Control	Board.

	 Ralenkotter	expected	conventions	and	

the	election	year	to	lead	the	way	in	2016.	

But	 what	 new	 projects	 will	 help	 attract	

new	 and	 returning	 visitors	 to	 the	 Strip?	

CONTINUES ON PAGE 26

Stephen.

Miller
UNLV

http://www.hutchlegal.com
http://www.hutchlegal.com
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“ My City National 
team watches over  
my investments.”
My efforts need to stay focused on knee and  
shoulder surgery, and not on personal investments. 
With City National in charge, I know there will be 
money set aside for my children’s education, for  
philanthropy and for other needs. They are my  
trusted financial experts. 

City National is The way up® for me and my business.

Steven Thomas, M.D.
Thomas & Bigler Knee & Shoulder Institute 

Hear Dr. Thomas’ complete story at  
Findyourwayup.com/BestExperience 

Find your way up.SM

Call (775) 461-2517 or visit cnb.com  
to find a Wealth Management advisor near you.

Non-deposit Investment Products:          n are not FDIC insured          n are not Bank guaranteed          n may lose value

Past performance is not an indication of future results. ©2015 City National Bank    

City National Wealth Management CNB MEMBER FDIC

http://www.cnb.com
http://www.cnb.com


Sponsored by

Technology
                          George Moncrief, Work in Progress • Billy O’Grady, City National Bank • Adam Englander, LaunchKey, Inc. • Connie Brennan, Nevada Business Magazine

David Hansen, Hansen Networks • Nathan Whittacre, Stimulus Technologies • Paul Anderson, Anderson Computing Systems, LLC
LEFT TO RIGHT

http://www.cnb.com
http://www.nevadabusiness.com


14 NEVADABUSINESS.COMNEVADA BUSINESS MAGAZINE   JANUARY 2016

nerability	to	be	able	to	remotely	jail	break	an	

iOS	device.

DAVID HANSEN:	It’s	direct	profit.	Before	you	

had	to	gather	information	that	you	can	sell	to	

somebody.	Now	you	 just	encrypt	 the	data.	

You	don’t	care	what	it	is.	If	you	think	it’s	valu-

able	to	that	person,	then	you	put	a	dollar	fee	

in	front	of	them.	It’s	the	most	profit	and	most	

direct	way	 to	make	money	 if	 you’re	writing	

those	 viruses.	 The	 biggest	 security	 threat	

is	the	internal.	That’s	how	most	of	them	get	

in	 these	days.	The	perimeter	 is	a	 really	big	

wall	that’s	hard	to	get	through,	but	it’s	simple	

to	get	 that	email	 in	 there	or	get	somebody	

infected	 at	 home.	 They	 take	 a	 USB	 drive	

home,	back	and	forth,	and	that’s	usually	the	

biggest	problem.	

PAUL ANDERSON:	Stick	 to	your	core	com-

petency	 and	 make	 sure	 the	 experts	 are	

dealing	with	those	things	that	need	to	be	in	

niche	markets.	Another	piece	is	educating	

the	consumer	of	the	data,	whether	it’s	us-

ers	and	attachments	or	your	own	iPhones.	

The	technology	 is	advancing	to	where,	on	

the	enterprise	 level,	you	can	control	some	

of	 those	mobile	 devices	 a	 lot	 better	 than	

you	could	even	just	six,	eight	or	12	months	

ago.	Education	 is	probably	 the	only	piece	

that	we	really	have	a	 full	ability	 to	control,	

and	basic	 stuff	 like	 [telling	employees	not	

to]	 open	 those	 attachments	 if	 [they]	 don’t	

know	where	they’re	from.

HANSEN:	As	much	as	I	want	to	agree	that	ed-

ucation	is	the	answer,	there’s	only	so	much	

you	 can	 educate	 certain	 people.	 That’s	 a	

daunting	challenge.	It’s	going	to	come	back	

to	building	more	 innovative	ways	and	more	

levels	of	protection.	 It’s	the	end	user	at	the	

computer	not	knowing	what	they’re	doing.

WHAT ARE 
THE FUNDING 
CHALLENGES FOR 
TECH COMPANIES?
MONCRIEF:	Access	to	capital	is	a	challenge,	

more	specifically,	 later	stage	series	A	and	

beyond	 of	 funding	 rounds.	 There	 are	 not	

lthough	 there	 are	 challenges	 fac-

ing	 	 the	 technology	 industry	 in	

Nevada,	 leaders	are	working	 to	

grow	the	field	in	the	Silver	State	

and	 attract	 larger	 tech	 companies,	 foster	

startups	and	support	STEM	education.	Re-

cently,	 technology	 experts	 met	 at	 the	 Las	

Vegas	office	of	City	National	Bank	to	discuss	

these	challenge	and	opportunities.

	 Connie	 Brennan,	 publisher	 of	 Nevada 

Business Magazine,	served	as	moderator	for	

the	event.	These	monthly	meetings	are	de-

signed	to	bring	 leaders	together	to	discuss	

issues	relevant	to	their	industries.	Following	

is	 a	 condensed	 version	 of	 the	 roundtable	

discussion.

HOW BIG OF AN
ISSUE IS SECURITY
IN TECHNOLOGY?
NATHAN WHITTACRE:	There	are	a	significant	

amount	of	threats	out	there,	and	they	grow	

each	day.	 The	average	user/employee	 isn’t	

aware	of	 the	significance	they	can	have	on	

a	security	network.	A	lot	of	small	businesses	

don’t	take	appropriate	precautions	to	make	

sure	 their	 systems	are	 secure.	Most	of	 the	

large	hacks	that	have	happened	come	from	

social	engineering,	whether	 it’s	socially	en-

gineering	an	email	in	a	way	to	convince	you	

to	open	it	and	you	get	the	CryptoWall	virus	

which	encrypts	all	the	data	on	your	network	

[forcing	 you	 to]	 pay	a	 ransom	 fee	or	pass-

words	that	give	complete	access	to	a	hacker.

GEORGE MONCRIEF:	Maintaining	backups	of	

your	IT	infrastructure	and	being	able	to	rede-

ploy	 that	 in	an	effective	and	 timely	manner	

is	definitely	one	of	the	key	things	you	can	do	

to	protect	yourself.	When	something	like	that	

happens,	you	can	say	“Well,	I	have	it	up	until	

the	last	hour	anyway.”	It	mitigates	the	risk.

ADAM ENGLANDER:	One	of	the	things	we’ve	

learned	is,	unless	you’re	a	very	large	compa-

ny,	don’t	do	it	yourself.	It’s	probably	not	your	

area	of	expertise.	What	we’ve	seen	time	and	

again	 is	 that	 things	 go	 really	well	 until	 you	

try	 to	 implement	 something	 yourself	 and	 it	

goes	terribly	wrong.	You	end	up	in	the	news-

papers	 with	 some	 terrible	 breach	 because	

you	 did	 everything	 right	 except	 this	 one	

piece.	The	ability	to	outsource	now	is	much	

greater.	With	services	like	ours	and	Okta	and	

OneLogin,	you	can	secure	your	systems	us-

ing	their	sign	on	technologies.	Making	secu-

rity	easy	for	the	user	yet	super	secure	for	the	

organization	is	always	a	challenge.	There	are	

lots	of	nefarious	 individuals	and	there’s	big	

money	in	being	able	to	find	these	loopholes.	

Someone	was	just	paid	$1	million	for	a	vul-

   Industry Focus

A
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   Industry Focus
a	whole	 lot	 of	 institutional	 venture	 capital	

firms	here	 in	 Las	Vegas.	Vegas	TechFund	

is	 probably	 the	 largest.	 There	 are	 smaller	

funds	[in	Northern	Nevada]	that	don’t	nec-

essarily	have	deep	pockets.	They’re	 fund-

ing	usually	in	the	C	rounds.	The	challenge	

that	I	see	with	startups	in	Vegas	is	that,	it’s	

easy	enough	to	get	C	round	funding.	How-

ever,	to	get	later	stage,	like	series	A	rounds,	

that’s	 much	 more	 difficult.	 That’s	 across	

the	 world,	 essentially,	 but	 it’s	 particularly	

more	difficult	here	in	Vegas.

BILLY O’GRADY:	 That’s	 actually	 a	 com-

mon	 theme	 across	 everywhere	 you	 go	

in	the	world	outside	of	the	Bay	Area.	The	

series	A	is	your	first	institutional	round	of	

financing	that	a	startup	technology	com-

pany	 will	 receive.	 That’s	 not	 typically	 a	

managed	 services	 company,	 but	 an	 ac-

tual	 software	 development	 	 -	 something	

that’s	going	to	revolutionize	or	change	the	

world.	Series	A	is	typically	your,	“I	found	a	

product	that	works.	We’re	going	to	go	af-

ter	the	customers	with	$4	to	$5	million	and	

spend	 that	on	engineering	 talent,	market	

talent,	 business	 development	 talent,”	

then	raise	a	series	B	to	provide	growth	fi-

nancing	to	really	attack	your	target	market	

that	you’ve	hopefully	figured	out	by	then.	

Getting	 your	 seed	 round	 is	 the	 easiest	

round	you’ll	do,	 then	 it	 just	progressively	

gets	more	difficult.	That	is	an	area	of	con-

cern	 because	we’ve	 have	 a	 nice,	 steady	

couple	years	of	growth.	Hopefully	we	can	

continue	that	trajectory,	but	it	is	unknown	

and	it	is	scary.

HOW DO YOU FIND 
AND RETAIN TALENT?
ENGLANDER:	Our	 biggest	 challenge	 for	 the	

next	 year	 is	going	 to	be	 talent.	 It’s	nothing	

new.	 The	 last	 10	 years,	 we’ve	 been	 hiring	

people	from	all	over	the	country	and	bring-

ing	them	to	Vegas.	The	problem	there	is,	be-

cause	it’s	Las	Vegas,	you’re	getting	25	and	

under	 for	 the	 most	 part.	 They	 view	 Vegas	

as,	“I’m	going	to	go	there	and	have	a	great	

time.”	Almost	no	one	who	lives	here	spends	

any	time	on	the	Strip.	We	spend	time	at	the	

parks.	We	spend	time	on	the	mountain.	We	

spend	time	doing	a	lot	of	outdoorsy	things.	

It’s	not	gambling	and	drinking,	but	 there	 is	

that	perception.	That’s	a	difficultly	internally	

that	every	company	has.	You	have	to	dedi-

cate	a	lot	of	time	to	ensuring	there	are	paths	

for	people	to	go	to,	they	have	somewhere	to	

move	and	something	new	to	do.	That’s	a	lot	

of	work.

ANDERSON:	In	our	office,	things	you	start	do-

ing	is	building	game	rooms	and	places	that	

you	wouldn’t	find	at	a	bank,	for	example.	The	

company	culture	is	key	because	you	can	be-

come	stagnant.	We	probably	don’t	have	the	

growth	factor	that	a	startup	would;	that	ceil-

ing	doesn’t	 raise	quite	as	 fast.	 I	 have	guys	

that	have	been	with	us	for	10	to	15	years	and	

part	 of	 that	 is	 because	 I	 hired	 them	when	

they	 were	 18	 and	 I	 finished	 raising	 them.	

That’s	part	of	building	that	culture	and	that	

trust	and	them	seeing	the	business	grow	and	

being	able	to	grow	in	the	company.

WHITTACRE:	 That’s	 what’s	 working	 well	 for	

us	 -	 hiring	 younger	 talent	 and	 people	who	

love	tech,	want	to	grow	up	in	it	and	defining	

their	certification	or	education	path,	paying	

for	that	and	walking	them	through	it.	We	tell	

our	guys	when	we	hire	them	early	on	that	we	

understand	they’re	not	going	to	be	here	for	

the	 rest	 of	 their	 career.	We’d	 love	 it	 if	 they	

would,	but	we	understand	they’re	probably	

not	and	we’re	going	to	build	 them	the	best	

career	while	they’re	here.	We’re	going	to	get	

you	 the	 education	 that	 you	 want	 and	 take	

you	down	that	road,	and	if	you	stay	with	us,	

we’ll	keep	nurturing	that.	We’re	not	going	to	

have	them	forever,	but	we’ll	do	the	best	we	

can	with	them	while	we	have	them.

MONCRIEF:	Developing	local	talent	from	our	

kids	here	 in	Vegas	 is	definitely	a	very	 large	

challenge.	 Once	 you	 get	 them	 trained	 up,	

Series A:
The	first	round	of	financing	undergone	for	a	new	business	venture	after	seed	capital.	Generally,	this	is	the	first	

time	that	company	ownership	is	offered	to	external	investors.	Series	A	financing	may	be	provided	in	the	form	

of	preferred	stock	and	may	offer	anti-dilution	provisions	in	the	event	that	further	financing	through	preferred	

or	common	stock	occurs	in	the	future.	

- Investopedia
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• Oversized lot with breathtaking view of golf course fairways,
 water features and mountains

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

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

• Sweeping spiral staircase entryway and amazing views

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

• Secure, quiet, family-friendly neighborhood

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

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

For a private viewing call 702.473.0592

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

Luxury Homes Division

LIC: #B.0143707.LLC 

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

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

LAS VEGAS’ PREMIER LUXURY COMMUNITYLAS VEGAS’ PREMIER LUXURY COMMUNITY

ACDONALD HIGHLANDS REALTY, LLC

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

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

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

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

Grandezza 

LAS VEGAS’ PREMIER LUXURY COMMUNITYLAS VEGAS’ PREMIER LUXURY COMMUNITY

  MACDONALD HIGHLANDS REALTY, LLC

  702.614.9100, Ext. 200  �  552 S. Stephanie St., Henderson, NV 89012  �  MacDonaldHighlands.com
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then	 keeping	 them	 here	 is	 a	 bigger	 chal-

lenge.	It’s	easy	for	any	capable	software	en-

gineer	 to	get	a	 job	 in	San	Francisco	at	 the	

drop	of	a	hat.	It’s	definitely	a	seller’s	market	

in	 that	 regard.	You	can	get	a	$150,000	 job	

there	 as	 opposed	 to	 a	 $70,000	 a	 year	 job	

here.	One	of	the	biggest	challenges	for	tal-

ent	retention	in	our	community	is	that	there	

are	very	few	larger,	more	established,	more	

cutting-edge	startups	here	like	the	Twitters,	

the	Facebooks	or	other	companies	that	are	

on	 par	 with	 that.	What	 I’ve	 seen	 over	 and	

over	again	is	a	startup	does	not	get	their	se-

ries	A,	so	they	shut	their	doors.	Here	you	are	

with	30	to	40	amazing	software	developers	

that	now	don’t	really	have	anywhere	else	to	

go	except	for	larger	startup	communities	like	

Boulder,	Austin,	Seattle,	LA,	San	Francisco,	

New	 York.	 They	 need	 other	 options.	 We	

need	to	attract	other	anchor	tenants,	larger	

tech	companies,	that	are	also	creating	those	

jobs	and	can	absorb	that	talent.

O’GRADY:	Having	a	staple	company	that	rep-

resents	technology	is	huge.	[Venture	capital-

ists]	 don’t	 understand	 the	 community	 out-

side	of	the	Strip.	There’s	been	a	lot	of	efforts	

from	Tony	[Hsieh]	and	that	group	to	do	stuff	

in	downtown	and	build	Work	in	Progress	and	

show	 there	 is	 this	 tech	community.	Then	 it	

comes	 down	 to	 making	 sure	 people	 stay	

here	and	not	jump	to	the	Bay	Area.	They	may	

only	get	paid	$85,000	to	$100,000	here,	but	

it	goes	way	further.

HOW CAN NEVADA 
BECOME A TECH 
HUB?
O’GRADY: This	 is	 Las	 Vegas	 and	 you	 don’t	

think	of	technology,	but	ten	years	ago	when	

you	thought	of	LA,	did	you	think	of	tech?	No,	

you	thought	of	Hollywood.	What	happened		

there	was	 the	government	and	 the	schools	

and	 educational	 support	 systems,	 accel-

erators	 and	 incubators	 came	 together	 and	

started	building	the	community	showing	the	

graduates	that	leave	these	schools,	USC	and	

UCLA,	that	 it’s	okay	to	stay	 in	the	commu-

nity	that	you	went	to	college	and	help	build	

something	special	there.	You	now	see	a	tech	

center	everywhere.	Go	back	to	the	roots	and	

that’s	how	it	started.	In	Vegas	and	Reno,	the	

right	people	are	here	doing	the	right	things.	

It’s	just	going	to	take	time.

ENGLANDER:	If	you	take	a	look	at	all	the	in-

cubators	and	all	the	places	that	have	these	

vibrant	 startup	 and	 technology	 communi-

ties,	it’s	about	the	university.	In	San	Francis-

co,	they	go	to	the	University	of	California	or	

Stanford.	In	Austin,	they’re	going	to	the	Uni-

versity	of	Texas.	In	Colorado,	they’re	going	to	

UC	Boulder.	Even	where	I’m	from,	Orlando,	

which	is	a	very	similar	economy	-	similar	size,	

all	tourism-based	-	they	made	a	huge	invest-

ment	in	the	University	of	Central	Florida	with	

biotech	and	computer	engineering,	and	now	

they	 have	 a	 bustling	 tech	 scene.	 It	 all	 just	

spawns	from	the	university.	The	best	talent	

go	 to	 the	 recognized	 universities	 because	

they	have	to	if	they	want	to	get	that	great	job.	

The	engine	for	growth	has	got	to	be	UNLV.	I	

know	last	year	when	I	was	talking	to	UNLV,	

they	said	their	computer	science	classes	are	

half	 full.	 They	 expanded	 and	 tried	 to	 build	

up	computer	science,	they	just	couldn’t	get	

the	students	in.	They’re	making	strides	with	

curriculum,	but	have	a	tough	time	filling	the	

classrooms.

MONCRIEF:	 There’s	 a	 lot	 of	 great	work	 go-

ing	 on,	 especially	 here	 in	 Nevada.	 There’s	

the	Nevada	STEM	initiative.	There	is	Hour	of	

Code,	which	is	always	a	good	introduction.	

One	of	the	challenges	is	breaking	down	the	

perceived	barrier	to	get	into	this	industry.	It’s	

really	straight	forward.	It’s	pretty	much	black	

and	white	-	if	this,	then	that.

ENGLANDER:	 If	 you	have	 talent,	you’ll	get	a	

job	and	make	good	money.	Even	terrible	de-

velopers	can	get	jobs.

WHITTACRE:	 The	 unemployment	 rate	 is	 ri-

diculously	 low.	We	stayed	under	5	percent	

in	our	 industry	even	through	the	recession.	

There’s	more	 jobs	 available	 than	 there	 are	

people	to	fill	those	jobs.

ANDERSON:	Vegas	 is	behind	the	curve	when	

it	comes	to	diversifying	the	economy.	That’s	

certainly	been	a	focus	on	the	state	level.	Re-

no’s	 done	 a	 tremendous	 job	 of	 developing	

venture	 capital	 firms,	 entrepreneurial	 tracks	

and	bringing	 in	 companies.	Now	you’ve	got	

Apple,	Tesla,	Amazon,	eBay	investing	almost	

half	 a	billion	dollars	 and	Switch	building	 the	

largest	data	center	in	the	world	up	there.	Their	

sole	 focus	 is	 to	 get	 away	 from	casinos.	We	

can’t	do	that	 in	 [Las	Vegas],	but	 I	 think	a	 lot	

of	that	will	trickle	down.	We’ve	got	some	big	

announcements	 coming	 out	 of	 Apex	 about	

new	 technology,	 and	 you’ll	 be	 able	 to	 de-

velop	industrial	parks	we	just	don’t	have	here	

in	 Southern	 Nevada	 yet.	 Our	 investment	 in	

STEM	was	$200,000	in	the	previous	cycle.	We	

bumped	that	up	to	$10	million	in	2015.	We’ve	

recognized	there’s	vocational	tracks	that	need	

to	be	focused	on.	A	big	part	of	that	is	making	

sure	we	have	the	educated	workforce.

HOW DIVERSE IS
THIS INDUSTRY?
WHITTACRE:	I	actively	look	for	diversity	in	my	

organization,	whether	 that’s	 female	 or	male.	

Having	the	different	personalities	and	different	

styles	 of	 approaching	 things	 is	 really	 good.	

Unfortunately,	it	has	traditionally	been	a	male	

dominated	 industry.	 I	 don’t	 know	 if	 it	 goes	

back	 to	 STEM	 education	 and	 getting	 more	

   Industry Focus
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girls	 involved	 in	 that	 type	of	 education	early	

on,	but	it	is	difficult	to	find	qualified	candidates	

that	want	to	work	in	the	industry.	My	company	

is	very	much	leaning	towards	the	male	side.

MONCRIEF:	 That’s	 engineering	 in	 general	 -	

hardware,	 software,	 electrical,	 mechanical	

-	you	name	it.	I	taught	at	UNLV	in	a	lot	of	dif-

ferent	courses	and	if	you	go	to	any	engineer-

ing	class,	there’s	maybe	two	or	three	women	

in	the	classes.	I	don’t	know	what	it	 is	and	I	

definitely	don’t	have	a	solution	to	it.	However,	

it	seems	that	women	are	 just	not	being	at-

tracted	to	the	engineering	business.

ANDERSON:	I	think	you’ll	see	a	shift	in	that	be-

cause	you	have	a	whole	new	generation	now.	

We	grew	up	without	a	device	 in	our	hands.	

Now	my	children	have	 anxiety	 if	 they	don’t	

have	 a	 device	 in	 their	 hands.	 That’s	 male	

and	female	both.	The	technology	is	now	in-

terwoven	into	their	lifestyle.	I	think	the	inter-

est	level	of	how	they	can	integrate	this	more	

into	 their	businesses	where	 they	choose	 to	

work	will	just	naturally	change.	It’s	less	about	

engineering	anymore,	just	because	the	inter-

faces	are	almost	an	emotional	attachment	in	

many	respects.	I	think	there	will	be	a	shift,	but	

I	 agree,	anytime	we	get	a	 resume	 from	 the	

other	gender,	we’re	excited.	There	is	maybe	

a	lack	of	talent	on	that	side	of	the	pool,	but	I	

think	we	all	look	for	diversity	and	we	all	look	

for	the	best	people	to	do	that	job.

O’GRADY:	 You	 need	 to	 have	 every	 culture	

or	 every	 person	 exposed	 to	 the	 sciences,	

to	 math,	 to	 technology,	 and	 they	 already	

are	through	the	consumable	nature	that	we	

have.	It’s	on	education	and	the	parents,	po-

litical	or	non-political,	to	get	the	community	

involved	and	to	educate	everyone	on	these	

industries	and	the	opportunities	there.

HOW ARE CLOUD 
SOLUTIONS 
RECEIVED? 
HANSEN:	As	much	as	we	could	easily	group	

every	 business	 together	 in	 the	 functions	

they	 do,	 every	 business	 still	 operates	 dif-

ferently,	 even	 inside	 the	 same	 industry.	

Sometimes	 it’s	 just	 innovation	 of	 how	 to	

get	new	businesses	to	adopt	and	embrace	

the	technology,	especially	 the	push	to	 the	

cloud.	It’s	a	big	thing.	Some	people	in	our	

area	are	scared	of	it.	We’re	one	of	the	com-

panies	that	embrace	it.	We	want	to	put	our	

clients	 out	 there	 as	 soon	 as	 we	 can,	 as	

soon	as	they’re	ready	for	it.

WHITTACRE:	It’s	the	“Apple-ization”	of	tech-

nology.	You	buy	an	iPad,	you	buy	an	Apple	

laptop	and	you	can	 seamlessly	 sync	 your	

data	 between	multiple	 devices	 and	 it	 just	

works	on	a	personal	market	-	a	consumer	

market.	 That	 doesn’t	 necessarily	 always	

translate	to	an	enterprise	situation	and	get-

ting	 those	similar	 technologies	people	are	

used	to	on	a	consumer	basis	to	work	on	an	

enterprise	 level.	When	you’re	dealing	with	

a	 small	 amount	 of	 data,	 it’s	 easy	 to	 syn-

chronize.	Across	many	devices,	across	the	

cloud,	it’s	a	lot	more	difficult	to	synchronize	

an	 entire	 enterprise’s	 data	 that	 anybody	

can	have	anywhere	they	want.

ANDERSON:	 A	 big	 part	 of	 that,	 though,	 is	

helping	the	client	understand	the	business	

intelligence	piece.	It’s	really	the	end	game	

and	what	you’re	 trying	 to	accomplish	and	

how	mobile	you	need	 to	be.	We	don’t	get	

a	lot	of	push-back	at	all	when	it	comes	to	

taking	their	stuff	to	the	cloud.	The	compli-

ance	piece	is	critical,	depending	upon	their	

industry	and	on	the	size	of	the	entity.	In	that	

area,	 they’re	 relying	 solely	 upon	 us	 to	 be	

that	trusted	advisor	and	take	us	at	our	word	

when	 it	 comes	 to	making	sure	 their	 com-

pliance	 is	 safe	and	secure	along	 the	way.	

There	are	certain	 things	you	have	 to	miti-

gate,	line	of	business	apps	that	have	to	stay	

on	premise	and	can’t	go	to	the	cloud.	But,	

for	the	most	part,	the	general	apps	go	right	

to	 the	 cloud	 and	 transition	 smoothly.	 The	

difference	 is	 that	 you’re	 becoming	 device	

agnostic	where	you	can	function	with	your	

data	wherever	you	need	to	on	whatever	de-

vice	 is	available.	As	you	 look	at	 the	vision	

of	what	the	cloud	 is,	 that’s	really	what	 it’s	

migrating	to.

HANSEN:	 There’s	 certain	 institutions	 that	

will	 never	 go	 [to	 the	 cloud]	 because	 of	

compliance	 issues.	 You’re	 going	 to	 find	

larger	 corporations	 are	 going	 to	 segre-

gate.	Some	 internal	concepts	will	always	

be	on	premise.	One	of	the	first	to	go	to	the	

cloud	 was	 Salesforce.	 What	 salesforce.

com	was	 essentially	 built	 on	 was	 taking	

part	of	your	organization	and	saying,	“We	

don’t	want	to	keep	them	tethered	behind	

this	 firewall.”	 They’re	 out	 and	 about	 and	

need	 to	 have	 access	 to	 information	 all	

the	 time	wherever	 they	are.	You’re	going	

to	see	those	types	of	things	happening	in	

corporations	much	more	where	you	 take	

certain	 departments	 or	 certain	 aspects	

of	what	 they	do	 to	 the	cloud,	but	 there’s	

still	 internal	 things	 on	 premise.	 Some	 of	

that	 might	 be	 line	 of	 business	 applica-

tions.	 Maybe	 they’re	 interacting	 with	

other	 equipment	 that	 physically	 needs	

to	 be	 located	 there	 and	 the	 connectivity	

between	the	cloud	and	that	just	isn’t	suf-

ficient.	You’ll	 see	hybrid	applications	 like	

that.	You’ll	never	see	100	percent.	 I’d	be	

surprised	if,	in	even	20	years,	it’s	over	70	

or	80	percent.
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CONTINUED FROM PAGE 9

years,	UNR	has	added	an	additional	1,000	

students	while	maintaining	a	six-year	grad-

uation	rate	of	59	percent,	slightly	above	the	

national	average	for	a	four-year	campus.

	 “We	consider	ourselves	an	access	insti-

tution,	which	means	we’re	maintaining	the	

nationally	competitive	high	six-year	gradu-

ation	 rate	at	 the	 same	 time	we’re	encour-

aging	low	income,	first	generation	students	

and	 under-represented	 students	 to	 come	

to	this	campus,”	said	Johnson.

	 In	Southern	Nevada,	UNLV	has	 enroll-

ment	 close	 to	 29,000,	 and	 achieved	 its	

largest	 incoming	 class	 ever	 in	September	

2014.	 The	 university’s	 incoming	 students	

are	mostly	from	Nevada’s	K-12	system.	

	 The	 role	 of	 K-12,	 said	 Johnson,	 is	 to	

graduate	students,	a	large	portion	of	whom	

will	 be	 able	 to	 take	 the	 level	 of	 technical	

training	 and	 degree	 training	 necessary	 to	

take	 jobs	 created	 by	 the	 new	 companies	

coming	in.	Toward	that	end,	there	is	close	

collaboration	between	the	Washoe	County	

School	District	(WCSD),	the	superintendent	

of	schools	and	the	presidents	of	TMCC	and	

UNR	 to	 provide	 remedial	 education	 and	

move	students	from	high	school	to	college.

	 One	 way	 of	 doing	 that	 is	 for	 WCSD	

teachers	to	teach	university	remedial	math	

to	 high	 school	 students.	 When	 students	

pass	 those	 classes,	 it	 indicates	 they	 can	

move	into	college	math	as	soon	as	they’re	

in	 college.	While	 10	 to	 12	 percent	 of	 stu-

dents	still	arrive	needing	remedial	math	or	

English,	things	are	changing.

Challenges and
Progress
	 One	 of	 the	 biggest	 challenges	 fac-

ing	 higher	 education	 is	 money.	 During	

the	 economic	 downturn,	 states	 including	

Nevada	pulled	resources	from	education.	

Across	 the	 country,	 universities	 and	 col-

leges	 were	 faced	 with	 raising	 tuition	 to	

cover	 the	 shortfalls,	many	 of	which	 have	

yet	to	be	made	up.

	 However,	Nevada’s	 leadership	 is	work-

ing	 for	 higher	 education.	 For	 example,	 in	

June	2015,	Governor	Sandoval	signed	a	bill	

authorizing	 $27	 million	 to	 launch	 UNLV’s	

School	of	Medicine.	“Given	what	was	going	

on	nationally,	UNLV	was	well	served	by	the	

state,”	said	Jessup.

	 Richards	cites	the	balancing	of	state	tu-

ition	policy	with	the	diminishing	investment	

of	 the	state	 in	higher	education	as	one	of	

the	 challenges	 and	 said	 that	 there	 needs	

to	be	more	consideration	of	what	students	

can	afford.	

	 Students	 attending	 community	 col-

leges	 –	 a	 lower	 cost	 alternative	 for	 lower	

division	 courses	 –	 are	 often	 older	 than	

those	 attending	 universities.	 The	 average	

community	college	student	is	27.	Many	are	

already	 working	 and	 have	 families.	 Once	
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considered	a	non-traditional	group,	 this	 is	

expected	to	become	the	norm.

	 “What	 has	 been	 termed	 the	 non-

traditional	student,	25	years	of	age	or	older,	

has	now	become	the	traditional	population	

in	 terms	 of	 size,”	 said	 Spencer	 Stewart,	

chancellor,	 Western	 Governors	 University	

(WGU).	 “Some	 projections	 indicate	 by	

2020,	42	percent	of	all	college	students	will	

be	25	years	or	older.”

	 WGU	 is	 one	 of	 the	 solutions	 put	 into	

place	to	serve	adult	learners	and	rural	com-

munities.	New	to	Nevada	 in	2015,	WGU	is	

19	years	old.	The	online	school	offers	more	

than	50	bachelor’s	and	master’s	degrees	in	

high-demand	fields	like	business,	IT,	teach-

er	education	and	healthcare.

	 WGU’s	 degree	 program	 offerings	 are	

tied	 to	 the	 state’s	 economy.	 “We’re	 trying	

*Source: Lumina Foundation 
http://strongernation.luminafoundation.org/report/#nevada
**Source: The Condition of Education 2015, At a Glance
http://nces.ed.gov/pubs2015/2015144_ataglance.pdf

Two to four year college degree

2008	 30.1%
2009	 30.4%
2010	 29.5%
2011	 30.0%
2012	 30.1%
2013	 31.1%

Educational attainment (1,492,052 Nevadans)*

Less	than	high	school	diploma	 84,908	 5.69%
High	school	graduate	 	 422,530	 28.32%
Some	college,	no	degree	 	 390,175	 26.15%
Associate's	degree	 	 127,391	 8.54%
Bachelor's	degree		 	 229,679	 15.39%
Graduate	or	professional	degree	 106,897	 7.16%	 	

NATIONAL UNEMPLOYMENT RATES BY
EDUCATIONAL ATTAINMENT IN 25-34 YEAR OLDS**

      2013  2014
Less	than	high	school	diploma	 15.1%	 	 13.7%
High	school	graduate	 	 12.1%	 	 10.5%
Bachelor's	degree	or	higher		 3.6%	 	 3.7%

NEVADA'S 1.5 MILLION WORKING-AGE ADULTS*

http://strongernation.luminafoundation.org/report/#nevada
http://nces.ed.gov/pubs2015/2015144_ataglance.pdf
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to	 align	 ourselves	 with	 current	 needs	 of	

the	workforce,”	 said	Stewart.	All	 four	dis-

ciplines	currently	offered	fill	Nevada	work-

force	shortages.

	 One	of	 the	challenges	to	higher	educa-

tion	Stewart	 sees	 is	 students	enrolling	but	

not	finishing	their	college	degrees.	“We	talk	

of	starting	college.	We	need	to	shift	the	con-

versation	to	completing	college	within	a	rea-

sonable	time	period.	We	don’t	do	great	ser-

vice	to	part	time	students.	The	data	indicate	

the	 longer	a	 student	 is	 in	college,	 the	 less	

likely	they	are	to	complete,”	said	Stewart.

	 University	 of	 Phoenix	 is	 also	 geared	

toward	the	adult	 learner	working	toward	a	

bachelor’s	or	master’s	degree.	The	school	

offers	 programs	 that	 complement	 state	

economic	and	workforce	needs,	according	

to	Paul	Green,	campus	vice	president,	Uni-

versity	of	Phoenix.

	 Community	 colleges	 are	 workforce	

development	engines	in	our	country	and,	

because	 of	 that,	 provide	 open	 access.	

This	 means	 community	 colleges	 are	

sometimes	 faced	with	 students	who	 are	

not	 college	 ready.	 Of	 the	 students	 who	

entered	CSN	in	June	2015,	from	some	40	

high	schools	 in	 the	Clark	County	School	

District	 (CCSD),	51	percent	were	college	

ready	in	English,	21	percent	 in	math	and	

28	percent	in	reading.

	 Institutions	 of	 higher	 education	 are	

working	 consistently	 with	 school	 districts	

in	Nevada	to	 improve	college	readiness	 in	

incoming	students.	High	schools	on	 three	

CSN	 campuses	 have	 100	 percent	 gradu-

ation	 rates	 and	 offer	 Jumpstart	 programs	
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and	 career	 technical	 education	 programs	

to	create	a	seamless	K-14	system.

	 In	Northern	Nevada,	TMCC	also	offers	a	

community	 college	 high	 school	 and	 enjoys	

a	 close	 working	 relationship	 with	 WCSD.	

Along	with	testing	students	in	11th	grade	to	

ascertain	college	readiness,	TMCC	also	has	

Applied	 Technology	 Center.	 The	 program	

that	accepts	11th	grade	students	and	by	the	

time	they	finish	they	will	have	attained	a	high	

school	diploma	and	a	technical	certification.	

	 Another	challenge	facing	higher	educa-

tion	is	defining	boundaries	–	where	do	com-

munity	colleges	stop	and	universities	begin?

	 “We	need	to	distinguish	our	mission	as	

clear	and	distinct,	and	yet	overlapping	with	

University	 of	 Nevada,	 Reno,”	 said	 Maria	

Sheehan,	president,	TMCC.	The	two	insti-

tutions	are	very	close	in	mission,	and	both	

are	responsible	for	teaching	lower	division	

courses.	 “But	because	 there’s	a	 focus	on	

community	 colleges	 offering	 workforce	

HEADSHOTS
by

Spencer

Stewart
Western Governors University
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technical	 training,	 the	 critical	 mission	 of	

the	college	providing	the	first	two	years	of	

a	four	year	experience	often	gets	confused	

or	even	forgotten.”

	 Which	 speaks	 to	 remedial	 education	

again,	 because	 students	 can’t	 move	 for-

ward	without	 basic	math,	 English,	 history	

and	science.

	 Sheehan	 added	 that	 another	 challenge	

is	the	mission	of	technical	training	since,	like	

other	community	colleges	in	the	state,	TMCC	

has	 undergone	 drastic	 reductions	 in	 base	

funding.	 “Yet	 we	 have	 the	 overwhelming	

need	coming	from	the	community	to	produce	

workers	that	have	technical	training.”

	 TMCC	has	 been	 fortunate	 in	 receiving	

state	 and	 federal	 grants,	 but	 those	 only	

stretch	so	far,	and	private	donors	can	sud-

denly	 switch	 their	 interests,	 leaving	 pro-

grams	 without	 a	 portion	 of	 their	 funding.	

Depending	 on	 grants	 and	 donations	 to	

create	wrap-around	 services	 like	 tutoring,	

advisement	 and	 remedial	 services	 is	 very	

challenging,	Sheehan	said.

Online, On Campus
or a Hybrid?
	 In	addition	to	WGU’s	online	offerings,	

the	 last	 several	 years	 have	 seen	 steady	

THE	Nevada	System	of	Higher	Education	recently	put	together	the	Institutional	Advisory	Councils,	created	

as	bridges	between	community	colleges	and	their	communities,	and	meant	to	develop	relationships,	build	

partnerships	and	provide	advice.		The	councils	are	community	links	to	community	colleges,	created	because	

community	colleges	are	considered	the	workforce	development	engines	for	state	and	regional	economies,	

and	can	benefit	from	a	direct	link	between	communities	and	colleges.

http://www.nevadabusiness.com
http://www.nevadabusiness.com
http://www.nevadabusiness.com
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growth	in	CSN’s	online	enrollments	where	

not	 just	 courses	 but	 25	 programs	 are	

available.	 However,	 not	 all	 students	 are	

ready	for	the	work	and	motivation	neces-

sary	to	succeed	in	online	instruction.	

	 “The	 challenge	 for	 all	 institutions	

offering	 online	 instruction	 is	 to	 have	

backup	 services	 available	 for	 students,	

tutoring	and	advising,	so	those	students	

can	be	more	successful,”	said	Richards.	

Online	education	must	be	working	 for	a	

lot	 of	 students,	 however;	 between	 2011	

and	2015	the	number	of	students	taking	

at	least	one	online	class	increased	by	11	

percent	 at	 CSN,	 with	 15,000	 students	

taking	at	least	one	class	online.

	 “In	 my	 experience,	 it	 depends	 on	

each	 student,”	 said	 Green.	 “Each	 stu-

dent	 is	 motivated	 by	 different	 goals	

and	 their	 level	of	 commitment	 varies	as	

well.	Some	students	can	only	study	at	a	

ground	 campus	 with	 a	 faculty	 member	

face	to	face,	while	others	prefer	studying	

online	due	to	their	heavy	work	and	fam-

ily	schedules.	If	students	are	focused	on	

learning,	then	they’ll	be	able	to	learn	the	

required	objectives	and	get	a	great	edu-

cation	no	matter	what	modality	they	are	

attending.”

	 It’s	 all	 about	 perspective.	 Jessup	

added	 that	 it	 can	 be	 easier	 to	 hide	 out	

in	 the	 back	 row	 of	 a	 physical	 campus	

classroom.	 Additionally,	 research	 has	

shown	 that	 critical	 thinking	 skills	 are	

practiced	 more	 in	 online	 classes	 than	

face	 to	 face,	 possibly	 because,	 in	 the	

online	world,	there’s	no	way	to	hide	from	

the	instructor.

	 “I	 tell	 students	 if	 you	can	 take	a	de-

gree	on	campus,	do	it,”	said	Jessup.	The	

benefits	are	social,	like	meeting	instruc-

tors	and	fellow	students,	and	networking	

opportunities.	“But	 if	you	can’t	come	to	

campus,	 take	 a	 degree	 from	 us	 online.	

It’s	still	UNLV,	still	 the	same	faculty	and	

highly	 ranked	 alternative.”	 UNLV	 has	 a	

thriving	online	program	with	several	dif-

ferent	majors	offered.	

	 “As	 the	 workforce	 needs	 become	

greater	and	more	complex,	you	need	more	

and	more	 people	with	 diverse	 skills	 and,	

really	,with	diverse	ways	of	thinking,”	said	

Jessup.	 “Choose	 a	 degree	 program	 that	

teaches	 you	 to	 think	 about	 things	 in	 dif-

ferent	ways	–	I	think	that	goes	all	the	way	

from	engineers	to	artists	and	graphic	de-

signers	and	everything	in	between.”

On October 27, 1986, President 
Ronald Reagan signed into law 

an act of Congress providing for the 
establishment of Great Basin National Park. 
The park was the 49th reservation to be so 
designated and became the first national park 
in Nevada.

http://www.acceleratedlv.com
http://www.acceleratedlv.com
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ECONOMIC FORECAST   Feature Story

In	 2014,	 Las	 Vegas	 benefited	 from	 the	

openings	 of	 the	Cromwell	 and	 SLS	 Las	

Vegas	among	other	projects.

	 And,	Ralenkotter	said	the	city	has	more	

than	$7	billion	in	projects	planned	or	under	

construction	over	the	next	few	years.	

	 “[In	2015],	we	saw	the	opening	of	the	

Grand	 Bazaar	 Shops	 at	 Bally’s,	 Omnia	

nightclub	 at	 Caesars	 Palace,	 Rock	 in	

Rio	 festival	grounds	and	 the	 first	phase	

of	 the	Mandalay	Bay	Convention	Center	

just	 to	 name	 a	 few,”	 Ralenkotter	 said.	

“[In	 2016],	 MGM	 Resorts	 International	

will	have	several	new	venues	including	a	

20,000	seat	arena.”

	 He	 said	 convention	 attendance	 was	

up	more	than	5.3	percent	over	the	5	mil-

lion	convention	delegates	last	year.	Mc-

Carran	International	Airport	is	also	help-

ing	 visitor	 numbers	 as	 arrivals	 and	 de-

partures	 surged	nearly	6	percent	 at	 the	

start	of	the	fourth	quarter.

	 Reno-Tahoe	 International	 Airport	

continued	 to	 post	 positive	 growth	 for	

2015,	with	the	latest	figures	for	total	pas-

sengers	up	4.3	percent.	

	 “In	 terms	 of	 visitor	 counts,	 we	 are	

slightly	 ahead	 of	 where	 we	 were	 last	

year,”	said	Jennifer	Cunningham,	interim	

managing	 director	 of	 the	 Reno-Sparks	

Convention	 and	 Visitors	 Authority.	 “We	

expect	 4.7	million	 visitors,	which	 is	 just	

above	last	year’s	4.6	million	visitors.”

	 Cunningham	also	 expects	 that	 num-

ber	 will	 rise	 as	 the	 Northern	 Nevada	

economy	 recovers.	 However,	 she	 said,	

the	 region’s	 hotels	 are	 already	 enjoying	

a	 9.1	 percent	 increase	 in	 their	 average	

daily	room	rate.	

	 As	 of	 December,	 the	 average	 daily	

room	 rate	 was	 $94.52.	 Those	 rates	 are	

a	 result	 of	 a	 combination	 of	 factors	 in-

cluding	 some	 upgrades,	 an	 improving	

economy,	 more	 conventions	 and	 an	 in-

flux	of	 company	executives	considering	

relocating	to	Reno.		

Real Estate
	 After	the	devastation	Nevada’s	hous-

ing	 market	 suffered	 during	 the	 reces-

sion,	 Southern	 Nevada	 experienced	 in-

creased	stability	in	its	real	estate	market	

last	year,	and	that	stability	is	expected	to	

continue	into	2016.

	 “Think	back	to	the	roller	coaster	ride	

when	home	prices	were	 rising	and	 land	

values	 were	 approaching	 a	 million	 dol-

lars	an	acre,”	said	Brian	Gordon,	a	prin-

cipal	 with	 Applied	 Analysis.	 “Then	 the	

recession	 brought	 with	 it	 falling	 home	

values	 and	 foreclosures	 for	 the	 better	

part	of	a	decade.	Now,	prices	are	more	

realistic.	The	real	estate	market	 is	more	

sustainable.”

	 Gordon	 said,	 overall,	 the	 Southern	

Nevada	 real	 estate	 market	 experienced	

increased	 stability	 in	 2015,	 and	 he	 ex-

pected	that	 trend	to	continue	 into	2016.	

He	 described	 housing	 prices	 as	 more	

sustainable,	with	 price	 appreciation	 av-

eraging	about	10	percent,	down	from	the	

pre-recession	high	of	30	percent.

	 Entering	the	new	year,	the	median	price	

of	 an	 existing	 single-family	 home	 sold	 in	

Southern	Nevada	was	just	above	$220,000,	

compared	 with	 $200,000	 at	 the	 end	 of	

2014.	 Home	 prices	 have	 bounced	 back	

steadily	since	bottoming	out	at	$118,000	in	

January	of	2012,	but	are	still	off	from	their	

highs	in	June	2006	of	$315,000.	

	 Going	forward	into	2016,	Gordon	be-

lieves	 the	 underlying	 fundamentals	 of	

the	 local	 economy	 remain	 sound	 with	

population	 and	 employment	 growth	

rates	 above	 the	 national	 average,	 and	

the	 region’s	 core	 tourism	 industry	

pressing	forward	with	all-time	high	visi-

tor	volumes.

	 “Expectations	 for	 the	 economic	 cli-

mate	bode	well	for	the	Southern	Nevada	

real	estate	market,”	Gordon	said.	“From	

a	 housing	 perspective,	 the	 number	 of	

home	sales	has	remained	elevated	while	

supply-side	conditions	have	remained	in	

check.”	

	 He	 added	 that	 price	 points	 have	

continued	to	rise	and,	while	the	pace	of	

price	 appreciation	 may	 slow	 this	 year,	

overall	 pricing	 trends	 are	 expected	 to	

remain	positive.	Gordon	said	the	recov-

ering	 housing	 market	 has	 led	 to	 fewer	

homeowners	being	underwater	and	 the	

risk	 of	 foreclosures	 and	 bank-owned	

assets	 flooding	 the	market	 has	 greatly	

diminished.

	 For	 the	 first	 part	 of	 the	 fourth-quar-

ter	of	2015,	6.7	percent	of	all	local	sales	

were	 short	 sales,	 which	 is	 down	 from	

10.6	 percent	 from	 the	 same	 period	 in	

2014,	 according	 to	 the	Greater	 Las	 Ve-

gas	Association	of	Realtors	(GLVAR).

	 Gordon	 did	 caution	 the	 “supply-de-

mand	balance”	for	vacant	 land	has	held	

prices	at	a	premium	relative	 to	 the	dev-

astation	 created	 during	 the	 economic	

downturn.

	 “Home	builders	are	finding	it	difficult	

to	 identify,	 acquire	 and	 improve	 land	

price	points	 that	make	 financial	 sense,”	

Gordon	 said.	 “Elevated	 land	 prices	 are	

forcing	higher	densities	and	many	of	the	
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challenges	 faced	 during	 the	

economic	 boom	 of	 the	 early	

to	 mid-2000s.	 Higher	 land	

prices	are	also	being	passed	

along	 to	 the	 end	 buyer	 of	

new	 homes,	 which	 is	 creat-

ing	challenges	from	a	pricing	

perspective.”

	 Gordon	 said	 that	 Bureau	

of	 Land	 Management	 (BLM)	

public	 land	 auctions	may	 be	

one	 solution	 to	 increase	 the	

availability	 of	 land	 at	 more	

competitive	 prices.	 He	 said	

this	 will	 be	 “a	 key	 issue	 to	 monitor	 in	

2016	and	beyond.	

	 In	Northern	Nevada,	Telsa	Motors	$5	

billion	battery	factory	and	the	business-

es	following	the	electric	car	maker	con-

tinue	 to	 have	 an	 impact	 on	 the	 region’s	

housing	market.	

	 The	 median	 sales	 price	 of	 an	 exist-

ing	single	family	home	in	Washoe	Coun-

ty	 is	 $280,000,	 $294,866	 in	 Reno	 and	

$264,000	 in	 Sparks.	 The	 median	 sales	

price	in	Fernley	was	just	over	$173,500.	

	 “Those	 are	 healthy	 numbers,”	 said	

Brian	 Bonnenfant,	 project	 manager	 of	

The	 Center	 for	 Regional	 Studies	 at	 the	

University	 of	Nevada,	 Reno	 (UNR).	 “We	

are	way	better	off	than	we	were	three	to	

four	years	ago.”

Economic
Development
	 The	same	could	be	said	for	Nevada’s	

efforts	 at	 economic	 diversification.	 Ne-

vada’s	 economy	 had	 been	 driven	 for	

years	 by	 gaming	 and	 construction.	 The	

reliance	 on	 those	 two	 industries	 drove	

the	 state	 into	 economic	 devastation	

when	the	recession	hit.

	 Economic	 development	 officials	 say	

they’ve	 learned	 their	 lesson.	 Now,	 the	

state’s	new	motto	is	“economic	diversity.”	

	 Gaming	revenues	have	improved	mod-

estly	and	construction	jobs	have	begun	to	

return	as	the	Strip	experiences	$7	billion	

in	new	projects	over	 the	next	 few	years.	

In	addition,	companies	are	looking	to	set	

up	shop	in	Northern	Nevada	in	particular.	

But,	are	these	efforts	paying	off?

	 According	 to	 Mike	 Kazmierski,	 CEO	

of	 the	 Economic	 Development	 Author-

ity	 of	 Western	 Nevada	 (EDAWN),	 they	

are.	 He	 said	 Northern	 Nevada	 expects	

continued	 significant	 growth	 in	 2016	 as	

more	companies	 take	advantage	of	Ne-

vada’s	tax	friendly	environment.	

	 Kazmierski	said	EDAWN	has	focused	

its	efforts	on	lobbying	technology,	data,	

logistics,	 e-commerce	 and	manufactur-

ing	 companies	 to	 the	 region.	 He	 said	

their	success	is	measured	by	the	number	

of	companies	who	visit	Northern	Nevada	

on	 a	 monthly	 basis	 and	 his	 organiza-

tion’s	close	rate.

	 In	 2015,	 EDAWN	 averaged	 10	 to	 12	

company	visits	per	month,	up	 from	four	

visits	 a	month,	while	 the	 closure	 rate	 is	

about	70	percent.

	 	 	 “Those	 numbers	 are	 not	 expected	 to	

decline,”	Kazmierski	said.	“This	is	before	

Tesla	hires	anyone.”

	 	 	 To	 illustrate	 his	 point,	 Ka-

zmierski	highlighted	the	three	

latest	 deals	 to	 be	 publicized.	

He	said	Quality	Bicycle	Prod-

ucts	 will	 add	 50	 jobs	 when	

it	 opens	 a	 Reno	 distribution	

center,	 and	BI	Nutraceuticals	

will	open	a	manufacturing	and	

distribution	 center	 in	 Reno	

and	hire	up	to	120	employees.	

	 	 	 	Meanwhile,	 eBay	 Inc.	will	

build	 its	 fourth	 data	 center	

at	 the	 Tahoe-Reno	 Industrial	

Center.	 Kazmierski	 said	 the	

new	companies	created	more	than	3,000	

jobs	 last	 year,	 a	 trend	 the	 he	 expected	

would	continue	this	year.

	 Kazmierski	 cautioned	 that	 housing	

is	 a	 concern,	 especially	 as	 apartments	

and	 homes	 are	 needed	 to	 house	 con-

struction	and	other	 employees.	He	 said	

the	 housing	 shortage	will	 be	 helped	 by	

“some	 repurposing	 of	 old	 casinos	 and	

new	houses	are	on	the	way.”

	 In	Southern	Nevada,	the	region’s	top	

economic	 development	 official	 charac-

terized	2016	as	a	year	of	“cautious	opti-

misim.”

	 “Every	 negative	 indicator	 continues	

to	 ratchet	 downward,	 and	 we’re	 finally	

seeing	 some	 positive	 wage	 growth	 for	

Nevadans,”	 said	 Jonas	Peterson,	presi-

dent	 and	CEO	 of	 the	 Las	 Vegas	Global	

Economic	Alliance	(LVGEA).

	 Weekly	 wages	 in	 Nevada	 averaged	

$854	during	the	second	quarter	of	2015,	

up	 2.5	 percent	 from	 the	 $833	 for	 the	

same	period	in	2014,	according	to	DETR.	

	 Peterson	 said	 Southern	 Nevada	 has	

some	 “pretty	 big	 opportunities”	 for	 de-

velopment,	 with	 the	 catch	 being	 land-

ing	 “some	 large	economic	development	

clients.”	He	said	absent	more	problems	

overseas,	Las	Vegas	should	see	contin-

ued	growth	through	2016.

	 Among	 the	 companies	 to	 relocate	 to	

Southern	Nevada	in	2015	was	Premium	Wa-

ters	 Inc.	which	will	 invest	 $10.7	million	 in	 a	
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local	plant	and	hire	29	employees.	eBay	will	

also	expand	its	data	center	operations	in	Las	

Vegas,	and	expects	to	spend	$182	million	on	

the	project.

	 “We	 have	 opportunities	 to	 attract	many	

different	 types	 of	 companies,	 but	 in	 the	

short-term	we’re	best	poised	to	attract	light	

manufacturers	 and	 distributors,”	 Peterson	

said.

	 One	example	is	Faraday	Future,	an	elec-

tric	car	company	that	recently	announced	it	

will	invest	$1	billion	to	build	a	900-acre	fac-

tory	 at	 Apex	 in	North	 Las	 Vegas.	 Peterson	

didn’t	 discuss	 Faraday,	 but	 said	 Southern	

Nevada	would	benefit	from	an	influx	of	jobs	

and	capital.

	 “That’s	 a	 positive,”	 Peterson	 said.	 “But	

these	 projects	 are	 few	 and	 far	 between.	

When	we	become	aware	of	opportunities,	we	

are	definitely	going	to	eagerly	explore	those,	

but	 we’re	 also	 focused	 on	 developing	 our	

own	talent	pool	of	young	entrepreneurs	who	

could	go	on	to	create	the	next	Fortune	500	

company	right	here	in	Las	Vegas.”	

	 Peterson	said	his	organization	can’t	sim-

ply,	“go	hunt	the	white	whale	while	ignoring	

the	other	fish	in	the	sea.”

	 Gordon	 added	 that	 a,	 “massive	 invest-

ment	of	this	nature	could	help	bolster	South-

ern	Nevada’s	manufacturing	profile	and	gen-

erate	a	significant	ripple	effect.”

	 The	Faraday	project	is	expected	to	bring	

4,500	jobs	to	Southern	Nevada.	Additionally,	

the	 company	 is	 projected	 to	 create	 13,000	

direct	 and	 indirect	 jobs	 and	 generate	 $760	

million	in	tax	revenue	over	20	years.	

Retail
	 While	weekly	wages	have	risen	modestly	

and	 the	 unemployment	 rate	 has	 declined	

over	the	last	year,	retail	analysts	say	that	an	

increase	in	take	home	pay	has	translated	into	

increased	consumer	spending	over	the	holi-

day	season.

	 Bryan	Wachter,	senior	vice	president	with	

the	Retail	Association	of	Nevada,	said	he	ex-

pects	that	consumer	confidence	to	carry	the	

retail	sector	into	2016.	He	said	taxable	retail	

sales	for	the	2014-15	fiscal	year	(latest	avail-

able	data)	were	$50.7	billion,	which	was	an	

all-time	high	and	a	6.3	percent	increase	over	

the	previous	fiscal	year.

	 “Consumer	 confidence	 is	 up,”	 Wachter	

said.	 “When	we	were	 in	 the	 recession,	 con-

sumers	cut	back	on	spending.	They	are	spend-

ing	money	now.	They	want	to	spend	money.”

	 Wachter	 said	 consumers	 may	 not	 be	

where	 they	want	 to	 be	 financially,	 but	 they	

are	more	 confident	 this	 year	 because	 they	

believe	 they’ll	 still	have	a	 job	when	 the	bills	

come	due.	He	added	that	over	the	last	three	

years,	a	lack	of	confidence	in	the	job	market	

has	kept	spending	down.	

	 “Consumer	 debt	 increases	 ...	 that’s	 a	

good	thing,”	Wachter	said.	“Credit	card	debt	

is	a	down	payment	in	the	future.	That	spells	

some	confidence	[that]	people	will	have	some	

income.”

	 Though	the	Retail	Association	hasn’t	re-

leased	its	growth	projections	for	retail	sales	

in	2016,	Wachter	did	say	holiday	hiring	was	

up	slightly	and	was	expected	to	reach	6,500	

in	 Nevada,	 with	 about	 10	 percent	 of	 those	

employees	carrying	on	in	full-time	positions.

Looking To The Future
	 Experts	believe	that	growth	in	Nevada	will	

continue	to	be	steady,	as	there	are	no	strong	

signals	in	the	economy	for	a	recession	similar	

to	2008,	or	even	the	technology	bubble	of	the	

early	2000s.

	 Both	 Peterson	 and	 Kazmierski	 expect	

more	companies	 to	move	 to	Nevada,	cre-

ating	 even	 more	 job	 opportunities	 and	

moving	the	state	toward	a	more	diversified	

economy.	

	 “Diversity	in	the	economy	is	going	to	re-

flect	a	broader	make-up	of	industries	than	

we	 currently	 see,”	 Peterson	 said.	 “I	 think	

there’s	a	major	misconception	that	a	diver-

sified	economy	means	that	we’ve	somehow	

forsaken	our	number	one	industry	–	gaming	

and	tourism.”

	 Peterson	 explained	 the	 region	 has	 a	

major	 opportunity	 to	 leverage	 its	 domi-

nance	in	gaming	and	tourism	to	attract	an-

cillary	industries.	

	 “From	 there,	 we	 have	 natural	 growth	

opportunities	 in	 logistics	 and	 distribu-

tion	due	to	our	geographic	 location	at	 the	

crossroads	of	the	Southwest,”	he	said.

	 All	in	all,	experts	agree	that	2016	is	look-

ing	 bright	 for	 Nevada.	 From	 increased	 di-

versification	to	recovering	industries	and	an	

abundance	of	 cautious	optimism,	 all	 signs	

point	 to	 a	 healthy	 economy	 for	 the	 Silver	

State.

ECONOMIC FORECAST   Feature Story
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Nevada’s population in July of 
1986, according to the U.S. Census 

Bureau, was 980,614. Just a year later, 
the state would crack the 1 million mark. 
Today, Nevada is home to 2,839,099 million 
according to the latest Census data available 
(July 2014).  Clark County’s population is 
2,069,681, up from approximately 463,087 
in the 80s. In addition, Washoe County’s 
population is 440,078, which is up from 
193,623 in the 80s.
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   Expert Advice COMMERCIAL RE

he legal industry is facing a fundamental pri-
ority shift that is impacting how law firms look 
at everything from their investment in technol-
ogy to how their office spaces are designed. At 

the heart of this shift are the disparate attitudes and pref-
erences between the generations that are currently in the 
workforce. The up and coming millennial generation has 
its own motivations and preferences and these are often at 
odds with the desires of the baby boomers. Nowhere else 
is this more evident than in how law firms are leveraging 
real estate workplace solutions to attract new talent and 
grow their clientele.
 A recent report, the 2014 Legal Sector Benchmark 
Survey from Cushman & Wakefield, showed that evaluat-
ing how real estate affects profitability, operations, client 
support and the generations of lawyers that work at a firm 
are all key factors in today’s decision making.
 Accommodating the needs and desires of multiple 
generations can be difficult. However, in the legal space, 
the industry is experiencing more pain than most as it is 
seeing what amounts to centuries-old traditions regarding 
office space, that have successfully served many genera-
tions, being completely tossed aside. 
 Law firms have always sought out new, fresh talent, 
and the millennial paradigm is intent on pushing that 
norm in a new direction. The survey showed that the 
younger generation prefers a more collaborative work en-
vironment, so law firms must draw their attention with al-
luring incentives like great building location and flexible 
layout. 
 This is difficult for some of the more conservative 
firms to accept. Legal space typically costs more than 
normal office space, and some partners have lived in their 
building’s area for years, so moving the firm to incentiv-
ize prospects with less than a quarter of their experience 
is not necessarily an attractive proposition. However, 
there are more flexible solutions beyond relocation; for 
example, having two or more smaller office locations. 

 Technology has made having multiple workspaces a 
possibility. According to the survey, “hoteling” is one 
example of a growing alternative. A firm that offers 
hoteling provides office space to employees on an as-
needed basis, as opposed to having a traditionally as-
signed office or cubicle. This reduces the amount of ac-
tual space a firm needs, lowering overhead costs while 
also helping ensure that everyone in the firm can access 
office resources when needed. A full 50 percent of re-
spondents to the survey stated that their firm will imple-
ment a limited firm-wide hoteling concept in the next 
ten years, up 12 percent from last year. Furthermore, 
private offices are getting smaller so there is less space 
required per attorney. As technology evolves, more and 
more lawyers are choosing to work from outside the of-
fice more often.
 A number of these trends are being seen in Las Ve-
gas’ legal sector. Many firms are looking to buy or build 
their own building and plenty of vacancies means even 
smaller firms are able to achieve that. These firms weigh 
the buy/sell option, and from there, it becomes a matter 
of inventory to buy or lease. 
 Attorneys are always going to be a big driver for office 
space in the Las Vegas region, especially those who are a 
part of the newer generation. These newcomers have made 
it a tenant market for the time being and building owners are 
adjusting to their wants and needs. Since younger partners’ 
whims tend to veer away from 20’ x 20’ personal offices 
like previous generations. In fact, 47 percent of the survey’s 
respondents stated that a firm will achieve below the tradi-
tional standard of 500 square feet per attorney ratios. This 
makes catering to their desires an act of creativity. 
 Law firms are constantly seeking to attract and retain 
both new talent and new clients. Today they are finding 
when dealing with boomers who demand a corner office 
with patent leather chairs and millennials who want col-
laboration and mobility, there is one, single guiding prin-
ciple to follow: be flexible.

T

THE NEW GENERATION OF
LAS VEGAS LEGAL SPACE

Daniel Palmeri is Senior Director of Cushman & Wakefield | Commerce
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   Around the State

St. Rose 
Dominican and 

Health Services 
Coalition 

Collaborate
Beginning on the first of this year, 

The Health Services Coalition and 
Dignity Health- St. Rose Dominican 

have announced a multi-year partici-
pating provider agreement for Coali-

tion members at all St. Rose Dominican 
hospitals. The Health Services Coalition is 
formed of several local employers and labor 
unions and its purpose is to negotiate con-
tracts for hospital and ambulatory surgery 
services on behalf of it’s members. The Co-
alition is the largest self-funded insurance 
group in the state and covers over 260,000 
individuals in Las Vegas.

RTC Introduces
Yellow Dot Program
The Regional Transportation Commission of South-
ern Nevada (RTC) has unveiled the Nevada Yellow Dot 
program. The program is a traffic safety initiative which incorpo-
rates a simple yellow dot window decal to alert first responders to critical 
medical information in order to improve emergency care for those involved 
in vehicle crashes or who suffer medical episodes on the roadway.

Prominence Health Plan Partners with Accolade
Prominence Health Plan (PHP) has partnered with Accolade, a technology-
enabled consumer healthcare engagement services company for large em-
ployers, payers and provider organizations. The partnership will provide PHP 
members with more personalized access to healthcare services.

Treasurer Says Federal Interest Rate Will Benefit Entire State
The recently announced federal interest rate hike will beneift Nevada’s overall investment position said State Treasurer Dan Schwartz. 
The treasurer’s office announced last month that the Local Government Investment Pool (LGIP) had tripled since January 2015 and 
both the LGIP and the overall general portfolio will see even larger gains in investments as a result of the federal rate increase. The rate, 
which was increased by 0.25 percent last month, is expected to increase earnings by seven fold from January of last year.

EDAWN Announces New and Expanding 
Companies at Reception
Held in mid-December, The Economic Development Authority of Western Nevada 
(EDAWN) welcomed over 30 companies who have chosen to locate or expand to 
the Greater Reno-Sparks region last year. The special reception was attended by  
hundreds of people. The event celebrated companies that have chosen to make 
Nevada their home and recognized companies for job creation and contributions 
to the regional economy.

Cox Named Exclusive Provider for Las Vegas Arena
Cox Business/Hospitality Network, a subsidiary of Cox Communications was recently named the exclusive technology integration/
telecommunication services provider for the Las Vegas Arena. Expected to open in April of this year, the arena will hold 20,000 
seats and host sports and entertainment events. Cox designed and constructed a 10-Gigabit diverse and redundant fiber optic net-
work for the Las Vegas Arena. The network will support wired and wireless Internet connectivity inside the venue and will allow 
for over 550 Wi-Fi access points in the arena with download speeds up to 20 Mbps. Connectivity will reach as far as Toshiba Plaza, 
the arena’s adjacent two-acre outdoor entertainment space.
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MOVERS & SHAKERS

Face
to Face

Managing Attorney
Davis Stibor

RYAN
STIBOR
Type of Business:  Law Firm  |  Hails from: Las Vegas | 8 years with company in Nevada | Based in: Las Vegas

“Just dive in,
you’ll only learn
through doing.”

How did you first get into
your profession?
I	entered	my	profession	at	a	San	
Diego	law	firm	practicing	real	estate	
syndication.	Then,	I	moved	back	to	
Las	Vegas	to	co-develop	and	serve	as	
legal	counsel	for	Cherry	Development	
high-rise	projects.

When you were a kid,
what did you want to be?
I	wanted	to	be	a	movie	director.	I	was	
always	fascinated	with	the	process	of	
making	a	story	come	to	life	through	a	
completed	film.	

What business advice would
you give someone just starting
in your industry? 
Just	dive	in,	you’ll	only	learn
through	doing.	Hands-on	training	within	
the	workplace	is	vital.	You	simply	cannot	
sufficiently	learn	a	skill	set	without	actively	
doing,	rather	than	passively	reacting.	

What is a little known
fact about yourself?
I	am	intrigued	by	philosophy.	
Philosophy	ponders	the	big	questions	
(existence,	the	universe,	purpose).	It	
challenges	conventional	mainstream	
thought	and	can	assist	by	placing	our	
position	in	the	world	into	perspective.	

If you could be any fictional
character who would you be?
Tony	Stark.	He’s	brilliant,	successful	
and	charismatic.	We	can	all	dream.

If you could have coined a single 
phrase of wisdom, what would it be?
“Knowledge	speaks,	but	wisdom	listens.”	
It’s	a	necessary	skill	to	show	when	words	
are	appropriate	and	when	silence	is	
necessary.	Some	of	the	most	fascinating	
people	I’ve	met	through	the	years	listen	
more	than	they	speak	so,	when	they	
do	speak,	their	words	contain	a	certain	
gravity	that	draws	others	in.	

What do you wish you would
have learned at the beginning
of your career? 
I	wish	I	had	learned	to	invest	against	
the	tide.	This	approach,	if	learned	
very	early	on	in	a	career,	can	assist	in	
leveraged	success.

If you could take back one
sentence you’ve ever spoken,
what would it be?
“I	can’t	because	...”	Usually	that	one	
sentence	slowly	squeezes	goals	that	
would	be	otherwise	achievable.

What do you want your
legacy to be? 
I’d	like	to	be	remembered	for	working	
hard	and	remaining	humble.	These	are	
the	two	most	important	things	to	me.	
I	hope	I	can	instill	the	same	values	in	
my	sons.
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Trigg Laboratories
Investing $1.5 million in building im-
provements to its new facility, Trigg 
Laboratories is bringing 63 jobs to Clark 
County. The company provides person-
al wellness products and will use their 
Southern Nevada facility to design, for-
mulate, fulfill and market their products 
to customers in 64 countries.

AZZ Galvanizing Services
Expected to open this month, AZZ Galva-
nizing Services is finalizing their new plant 
in the Tahoe-Reno Industrial Center near 
Reno which is the latest in a network of 43 
hot-dip galvanizing plants for the company 
throughout North America. The company 
specializes in an environmentally consci-
entious process of protecting steel from 
decay. AZZ expects to hire as many as 60 
employees in the first two to three years and 
is working to fill production, maintenance 
and administrative positions. 

CJ Pony Parts
Founded in 1985 CJ Pony Parts is building 
their largest distribution center in Las Vegas. 
CJ Pony Parts is one of the oldest Mustang 
car part accessories retailers in the world. 
The facility is expected to allow the com-
pany to fulfill product shipments to as many 
as 65 percent of their customers in the U.S. 
within a two-day period. The company ex-
pects to hire 75 employees in the next five 
years. 

Quality Bicycle 
Products
An international wholesale distribu-
tor of bicycle components and outdoor 
gear, Quality Bicycle Products (QBP) has 
opened a 75,000 square foot facility in 
Reno. The warehouse was chosen strate-
gically, allowing the company to expand 
its one-day delivery service to a network 
of independent retailers throughout the 
West. QBP expects to hire for at least 50 
warehouse, customer service and sales re-
lated positions. 

Premium Waters, Inc.
A water company, Premium Waters, Inc. 
has announced plans to locate a bottling 
and distribution facility in Southern Ne-
vada. The company, which is headquar-
tered in Minneapolis, MN will use the 
Nevada facility as a base for distribution 
west of the Rocky Mountains. The com-
pany is anticipated to hire 29 employees 
and invest $10.7 million into equipment.

Franzen-Hill
Expecting to hire up to 50 new employ-
ees, Franzen-Hill, headquartered in Tu-
lare, CA, has opened a new base opera-
tion in Reno. The company will support 
construction, maintenance, servicing and 
compliance testing for the petroleum 
industry and has been in business since 
1971. The new employees will have an av-
erage wage of $26.27. 

To submit suggestions for this new column, email editor@nevadabusiness.com.

A	new	column	for	2016, Welcome to Nevada will	highlight	some	of	the	state’s	newest	companies.	With	a	goal	

of	celebrating	economic	development	achievements	and	the	diversification	of	the	Silver	State’s	economy,	the	

editorial	staff	at	Nevada Business Magazine	will	publish	some	of	the	new	companies	that	have	relocated	or	

started	in	the	state	and	feature	them	in	the	Welcome to Nevada section.

mailto:editor@nevadabusiness.com
http://www.nevadabusiness.com
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Over the past three decades, the population of Nevada has 
nearly tripled and new business has transformed the Silver State.

Thank you to Lyle and Connie Brennan and  
Nevada Business Magazine for spreading the good news.

Congratulations on 30 years of keeping us informed. 

http://www.nevadabusiness.com
http://www.coxbusiness.com
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   Free Market Watch

s economist Murray Rothbard once put it, there is only one 
way to describe a minimum wage law: “It is compulsory 
unemployment.” If the activist group The Committee to 
Raise the Minimum Wage in Nevada gets their way, 

Nevadans will see exactly what Rothbard warned against. 
 The group has filed a petition to get a massive minimum wage 
hike on the ballot in 2016 as a proposed constitutional amend-
ment. Currently Nevada’s minimum wage is set at $8.25 an hour, 
or $7.25 if an employer offers health insurance. The constitutional 
amendment would have to get voter approval in 2016 and 2018. 
 If passed, the minimum wage would jump to $9.25 after the 
2018 election and grow by 75 cents a year from 2020 to 2024, top-
ping out at $13 an hour. 
 Economists of all stripes agree that higher minimum wages dis-
proportionately hurt small businesses that don’t have room in their 
already tight budgets to absorb the higher costs — but ultimately it 
is the disadvantaged and entry-level workers who’ll be hardest hit 
by this short-sighted initiative. 
 Mandating an artificially high wage does little to improve the 
living standards of low-income workers, and actually marginalizes 
the very people who most benefit from low-paying jobs. Teenagers 
who are trying to build their resumes will also be especially hard 
hit, as Nevada’s constitution would no longer exempt workers un-
der 18 from minimum wage requirements. 
 Research has shown that the majority of minimum wage em-
ployees are not adult workers who are trying to earn a “livable” 
income. The vast majority of minimum wage earners live in a 
multi-income household, and are using the job as a stepping stone 
to more lucrative employment opportunities. 
 The average family income for a minimum wage worker is over 
$50,000 per year, as most minimum wage workers are earning 
supplemental income for their entire household. Furthermore, over 
half of these employees are between the ages of 16 and 24, young 
workers who are looking to enter the job market — possibly for the 

very first time. Two-thirds of minimum wage workers earn a pay 
increase within the first year of their employment, showing that 
getting that first job is a vital step toward successfully earning 
higher income. 
 Unfortunately, it’s these very workers that would suffer the 
most under the proposed amendment, just like what happened in 
2015 when Seattle began increasing its minimum wage to an un-
sustainable $15 per hour. 
 The restaurant industry is one of the best barometers for mini-
mum wage employment, as many industry employees are paid the 
legal minimum. In the first six months after Seattle increased its 
artificially high wage, the industry saw bigger job losses than at 
any other time since the beginning of the recession. As union-
backed politicians price-fixed unskilled labor in Seattle, busi-
nesses that used low-paid labor did exactly what economists of 
all backgrounds had predicted - they began laying off their least 
essential employees. 
 This is not the kind of anti-worker public policy that should be 
imported to Nevada. Instead policymakers should pursue the low 
taxes and reduced regulations that foster economic growth. In a 
booming economy, as businesses compete for employees, wages 
will rise naturally without the heavy hand of government mandates. 
 To that end, Nevada should be making it as easy as possible for 
businesses to hire citizens who are trying to enter, or reenter, the 
workforce — not pricing such inexperienced and unskilled work-
ers out of the market. Income mobility, employment opportunity 
and economic diversity will do more to lift disadvantaged work-
ers from poverty than any kind of government price control over 
the cost of their labor.
 Artificially inflating the minimum wage might make some 
well-meaning social justice warriors feel better about themselves, 
but that ultimately won’t mean much to the aspiring employees 
and laid-off workers who find themselves with fewer job opportu-
nities moving forward.

A

THE MINIMUM WAGE
IS NOT JUST ANTI-BUSINESS
— IT’S ANTI-WORKER AS WELL

Michael Schaus is communications director for the Nevada Policy Research Institute, 
a nonpartisan, free-market think tank.

WORKERS	WHO	MAKE	THE	LEAST	ARE	HIT	HARDEST
BY	SHORT-SIGHTED	MINIMUM	WAGE	HIKES

COMMENTARY



http://www.nevadabusiness.com


37JANUARY 2016   NEVADA BUSINESS MAGAZINE

RETAIL
MARKET

By Doresa Banning

NEVADA’S	RETAIL	SHOWS	SLOW,
STEADY	IMPROVEMENT

THE	 retail	component	of	Nevada’s	commer-

cial	real	estate	industry	continues	to	recover,	

with	vacancy	rates	slowly	dropping.

Southern Nevada
	 In	 the	Silver	 State’s	 southern	 region,	 the	

retail	sector	shows	“moderate	recovery,”	said	

John	 Restrepo,	 principal	 of	 RCG	 Econom-

ics,	a	Las	Vegas-based	firm	providing	market	

trend	analysis	and	economic	research.	Lower	

gas	prices	have	left	more	money	in	people’s	

wallets,	wages	and	 income	have	 inched	up,	

tourist	visitation	has	increased	and	consumer	

spending	has	risen,	all	of	which	have	helped	

the	retail	landscape	improve.	

	 “The	trend	is	moderate	growth,	and	it’s	a	

healthy	growth.	We’re	seeing	new	construc-

tion	for	the	first	time	in	a	long	time,”	said	Bri-

an	Sorrentino,	 director	 of	ROI	Commercial	

Real	Estate	 Inc.,	which	specializes	 in	 retail	

shopping	centers	and	restaurant	brokerage	

in	Las	Vegas.

	 The	market	is	just	beginning	to	get	healthy	

again,	added	Jeff	Axtell,	executive	vice	presi-

dent	of	Vestar,	 a	developer	 and	manager	of	

commercial	properties	in	the	western	states.	

The	company	owns	and	manages	The	District	

at	Green	Valley	Ranch	in	Southern	Nevada.	

	 “The	market	is	kind	of	being	resurgent,”	he	

added.	“A	lot	of	tenants	who	had	never	been	in-

terested	in	Las	Vegas	in	the	past	five	years	are	

now	starting	to	have	an	interest	and	look	at	it.”

	 The	vacancy	rate	in	the	overall	Las	Vegas	

Valley’s	retail	market,	including	both	anchored	

and	unanchored	space,	was	10.9	percent	at	

the	end	of	2015’s	third	quarter,	the	most	recent	

period	for	which	data	are	available.	According	

to	Xceligent’s	Las Vegas, Nevada 3rd Quarter 

2015 Retail Market Trends	report,	this	is	a	drop	

from	its	most	recent	high	of	11.1	percent	at	the	

end	of	 2014.	At	 its	 lowest,	 the	 vacancy	 rate	

was	3	percent.	

	 “We’ve	been	pressing	down	since	2010,”	

Sorrentino	added.	“It’s	gone	down	every	year.”

	 However,	all	of	 the	prospectives	 looking	

at	 space	 isn’t	 translating	 into	 closed	deals.	

The	 problem	 is	 too	 much	 demand	 for	 the	

well-located,	anchored,	well-designed,	mod-

ern	space	and	little	to	no	desire	for	the	rest.	

Unanchored	retail	space	in	strip	malls	is	ex-

periencing	 the	 least	 activity,	 particularly	 in	

the	city’s	more	mature	areas,	such	as	various	

parts	of	central	Las	Vegas	but	excluding	the	

Hispanic	 neighborhoods,	 Sorrentino	 said.	

This	resulted	from	a	flight	to	quality	in	which	

tenants	moved	to	the	Beltway.	Today,	retail-

ers	continue	to	move	to	where	other	quality	

retailers	are.	

	 “Everybody	wants	to	be	in	the	same	loca-

tion	 literally,	 one	 intersection,	 one	 stretch	 of	

road,”	Sorrentino	said.	

	 Much	of	the	vacant	space	consists	of	retail	

product	people	don’t	want,	but	that	will	change	

as	the	market	continues	strengthening.	

	 “The	bullishness	will	 absorb	 the	not	dis-

ciplined	 or	 poorly	 positioned	 vacancy,”	 Sor-

rentino	 said.	 “Some	 of	 it	 will	 get	 absorbed	

because	there’s	no	place	else	to	go.”

	 Southern	 Nevada’s	 retail	 market	 lacks	

quality	 anchored	 space,	 which	 is	 more	 de-

sirable	than	the	non-anchored.	At	the	end	of	

   Building Nevada

Jeff

Axtell
Vestar



38 NEVADABUSINESS.COMNEVADA BUSINESS MAGAZINE   JANUARY 2016

   Building Nevada

four	grocery	store-anchored	centers	(Sprouts,	

Smiths,	Albertsons	and	Walmart)	are	sched-

uled	for	delivery	this	year	and	next.	

	 The	Valley’s	retail	sector	is	tracking	like	those	

of	similar	U.S.	markets	that	were	hit	hard	when	

the	 economy	 crashed—Phoenix	 and	 Tucson	

in	Arizona,	Southern	California’s	Inland	Empire	

and	even	some	parts	of	Florida,	Sorrentino	said.	

In	other	states	that	endured	the	recession	well,	

the	impact	on	retail	was	minimal	and,	therefore,	

the	sector	didn’t	have	to	recover.	

Market Trends and Challenges
	 The	 ratio	 of	 anchored	 spaces	 to	 small	

shops	in	an	anchored	strip	mall	has	changed,	

from	50:50	to	more	like	75:25	or	even	80:20.	

What’s	going	into	the	centers	instead	of	shops	

is	 places	 that	 offer	 services—gyms,	 fitness	

studios,	restaurants	and	salons	for	example—

that	people	can’t	obtain	online	where	they’re	

doing	a	lot	of	merchandise	purchasing.	

	 Retailers	that	aren’t	service	oriented	need	

something	to	draw	in	customers,	such	as	an	

entertainment	 experience,	 something	 to	 do	

or	attend.	For	instance,	the	Downtown	Sum-

merlin	mall	offers	farmers’	markets,	winter	ice	

skating	and	events	year-round.	

	 “We	anticipate	that	there	will	be	more	em-

phasis	in	adding	open-air	gathering	spaces,”	

Restrepo	said.

	 Other	retail	market	trends	include	absorp-

tion	 of	 traditional	 space	 by	medical	 entities,	

such	as	urgent	care	centers,	opening	of	medi-

cal	marijuana	dispensaries	and	U.S.	presiden-

tial	candidates	looking	for	short-term	space.	

	 The	 market	 continues	 to	 be	 challenged	

by	a	lack	of	anchored	supply,	Restrepo	said.	

Though	 consumer	 spending	 has	 increased,	

it’s	been	based	on	greater	utilization	of	credit	

cards	 than	on	upticks	 in	 real	wages	and	 in-

comes,	which	isn’t	ideal.

	 Due	 to	 market	 conditions	 in	 its	 target	

markets,	Vestar’s	strategy	for	the	past	five	to	

seven	 years	 has	 been	 to	 purchase	 then	 re-

model	 and	 reposition	 existing	 retail	 centers,	

Axtell	 added.	 It	 did	 this	 with	 The	 District	 at	

Green	 Valley	 Ranch	 in	 Henderson,	 convert-

ing	a	pedestrian	area	to	a	two-way	street	with	

parking,	 enhancing	 landscaping	 and	 adding	

tenants	(Victoria’s	Secret,	Bed	Bath	&	Beyond	

and	Bella	Vita	are	a	few),	which	resulted	in	a	

15	to	20	percent	increase	in	sales,	Axtell	said.	

Now,	however,	the	development	firm	wants	to	

shift	its	focus	in	the	next	three	to	five	years	to	

ground-up	development.	

	 Some	new	 retail,	 however,	 is	 being	 con-

structed,	 primarily	 in	 the	 southwest	 and	

southeast	 locales,	 said	 Sorrentino.	 For	 ex-

ample,	 in	 October,	 Breslin	 Builders,	 a	 Las	

Vegas-based,	design-build,	general	contrac-

tor,	began	construction	work	on	two	new	retail	

buildings	totaling	over	20,000	square	feet	on	

Cactus	 Avenue	 in	 the	 southwest.	 In	 Febru-

ary	or	March,	Vestar	plans	to	begin	work	on	a	

10,000-square-foot	pad	at	The	District.

	 Additionally,	 in	 Summerlin,	 the	 recently	

completed	 Downtown	 Summerlin	 has	 been	

a	boon	to	the	northwest.	The	mixed-used	de-

velopment	combines	1.6	million	square-feet	of	

retail	space	with	200,000	square	feet	of	office	

space.	Anchored	by	Dillards	and	Macy’s,	the	

mall	officially	opened	in	October	of	2014.

	 Two	planned	anchored	developments	slat-

ed	for	a	2016	completion,	according	to	RCG	

Economics’	 report,	 are	 the	 73,000-square-

foot	DCs	Plaza	and	the	152,000-square-foot	

Decatur	215,	both	in	the	northwest.

	 “They	are	a	combination	of	traditional	re-

tailers	plus	 in	 line	and	pad	site	 restaurants,”	

Restrepo	said.

	 Additionally,	some	projects	that	have	been	

on	hold	for	years	are	restarting.	For	example,	

September	2015,	only	about	5	million	square	

feet,	out	of	a	total	44	million	square	feet	of	an-

chored	space,	were	available,	RCG	Econom-

ics’	 Las Vegas Anchored Retail Survey 3rd 

Quarter 2015	report	showed.

	 With	184,000	square	feet	of	space	overall	

being	snatched	up	in	the	first	three	quarters	of	

2015,	according	 to	Xceligent,	net	absorption	

was	positive	in	all	retail	product	types	except	

unanchored	space.	

	 “Net	absorption	is	struggling	because	of	the	

lack	of	quality	anchored	space,”	Restrepo	said.	

	 Retail’s	leasing	rates	in	general	have	been	

flat	because	space	still	is	being	absorbed.	The	

average	asking	lease	rates	per	square	foot	in	

2015’s	third	quarter	ranged	from	$1.25	to	$1.78	

depending	on	the	product	type.

	 For	anchored	space,	asking	monthly	rents	

bounced	around	from	$1	to	$1.10	per	square	

foot	 between	 October	 2014	 and	 October	

2015,	Restrepo	said.	This	compares	to	$1.30	

in	the	third	quarter	of	2013	when	more	quality	

space	was	available.	

Retail For Sale 
	 Sales	 of	 retail	 properties	 have	 been	 ac-

tive.	For	example,	Cornerstone	Capital	bought	

148,791	 square	 feet	 in	 Crossroads	 Towne	

Center	in	the	northwest,	and	South	Main	LLC	

acquired	a	115,213-square-foot	 freestanding	

building	also	in	the	northwest,	per	Xceligent.

	 Whereas	 sales	 volume	 in	 the	 third	 quar-

ter	increased	quarter	over	quarter,	the	asking	

price	per	square	foot,	however,	was	down	$3.	

	 Due	 to	 the	 amount	 of	 available	 retail	

space,	 most	 developers	 continue	 to	 refrain	

from	launching	new	projects.

	 “Over	 the	 next	 two	 to	 three	 years,	 there	

might	be	an	opportunity	for	some	new	develop-

ment,	but	in	the	past	five	years	and	right	now,	

there	hasn’t	been	the	demand,”	Axtell	said.

RETAIL MARKET
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	 The	Las	Vegas	Valley	needs	more	good	re-

tail,	Sorrentino	said,	but	it	won’t	get	it	until	the	

housing	market	rallies	further.	

	 “Until	 that	 happens	 or	 the	 market	 looks	

back	 inside	 and	 starts	 redeveloping,	 you’re	

going	to	have	pent	up	demand	for	quality	re-

tail,”	he	added.

	 This	year	should	see	the	opening	of	IKEA	

in	the	summer,	the	completion	of	the	second	

phase	of	the	lifestyle	center,	Tivoli	Village,and	

the	debut	of	Henderson	Hospital,	the	anchor	

of	the	future	Union	Village,	a	170-acre,	mixed-

use,	healthcare	complex.

	 Otherwise,	 the	 retail	market	will	continue	

to	rebound	slowly,	and	we	can	expect	to	see	

more	of	the	same,	leading	to	continued	low-

ering	 of	 the	 vacancy	 rate.	 Restrepo	 said	 he	

expects	 lenders	 to	 move	 toward	 more	 ag-

gressive	lending	policies,	which	would	result	

in	additional	anchored	center	construction	as	

the	economy	improves.	

	 “We	think	we’ll	see	continued	strengthen-

ing	and	demand	for	retail	in	the	market,”	Ax-

tell	said.	“More	retailers	will	look	at	and	enter	

the	market.	New	retailers	will	open	stores	and	

make	commitments	to	opening	stores.”

Northern Nevada
	 The	Reno-Sparks	retail	sector	is	“recov-

ering”	 and	 “picking	 up	 steam,”	 said	 Kelly	

Bland,	senior	vice	president/principal	of	NAI	

Alliance,	a	Reno-based	commercial	real	es-

tate	firm.	

	 This	is	because	the	contributing	factors	

are	 improving.	 Reno-Sparks’	 unemploy-

ment	 rate	 dropped	 to	 6.7	 percent	 in	 Sep-

tember	2015	from	7.3	percent	the	previous	

September.	Consumer	spending	 in	August	

2015	was	up	6.9	percent	over	the	prior	year.	

Housing	prices	have	moved	upward,	help-

ing	 individuals	 strengthen	 their	 finances	

and	ability	 to	obtain	home	equity	 loans	 for	

construction.	 Increased	 demand	 for	 hous-

ing	has	led	to	a	spurt	of	new	construction.	

Further,	 the	 region	 continues	 to	 attract	 a	

number	of	new	businesses.	

	 “We’re	really	picking	up	and	going	into	next	

year	with	a	lot	of	growth	potential	and	jobs	and	

residences,”	Bland	added.	“That	then	leads	to	

more	spending	in	retail	environments.”	

	 The	retail	market’s	overall	vacancy	rate	in	

Reno-Sparks	at	the	end	of	2015’s	third	quar-

ter	was	 less	 than	 15	percent,	NAI	Alliance’s	

3Q15 Retail Market Report	showed.	That	rate	

is	“pretty	good,”	Bland	said,	as	it	compares	to	

the	most	recent	high	in	2013	of	17.6	percent.	

	 “The	rate	has	dropped	consistently	since	

2013,”	Bland	added.	“Now	is	a	good	time	for	

retailers	to	enter	the	Northern	Nevada	market	

because	product	is	available	at	good	rates.”

	 The	 sector	 is	 averaging	 about	 47,000	

square	feet	of	net	absorption	per	quarter,	but	

the	 industry	 would	 like	 to	 see	 an	 additional	

couple	thousand	or	more	square	feet	per	year	

taken	up.	

	 “It’s	just	the	internal	shifting	of	who’s	mov-

ing	 in	 and	who’s	moving	 out	 of	 the	 existing	

spaces,”	Bland	said.

	 Demand	 for	 first-generation	 retail	 space	

for	 anchor	 uses	 and	 shop	 spaces	 (under	

20,000	square	 feet)	has	been	minimal.	Most	

tenants	 entering	 the	 market,	 even	 anchor	

ones,	 have	 been	 getting	 second-generation	

space	at	attractive	prices.	

	 Consequently,	 limited	 new	 construc-

tion	recently	has	taken	place	or	is	underway.	

Minimal	demand	and	the	hefty	cost	of	devel-

opment	don’t	make	the	prospect	of	building	

economically	viable.	

“We anticipate that there will be more emphasis in adding open-air gathering spaces.”
- John Restrepo, RCG Economics

The District at Green Valley Ranch
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	 What	has	been	erected	recently	is	mostly	

of	10,000-	to	20,000-square-feet	pads,	such	

as	 a	 7,014-square-foot	 building	 in	 Reno	 for	

Sleep	Number,	 and	 facilities	 for	Dunkin	Do-

nuts,	Menchie’s	Frozen	Yogurt,	Jimmy	John’s	

and	Sparks	Marina	Dentistry	 at	 or	 near	The	

Legends	at	Sparks	Marina	outlet	mall.

	 Leasing	rates	are	firming	slightly	for	the	

better	 spaces,	 such	as	 in	 the	Meadowood	

region,	 and	 scattered	 throughout	 the	mar-

ket.	Rates	for	less	desirable	spaces	are	re-

maining	static.

	 “Some	of	the	best	pieces	of	real	estate	

are	 becoming	 more	 picked	 over,”	 Bland	

said.	 “The	 quality	 large	 box	 availability	 is	

becoming	a	little	bit	more	limited	in	the	best	

parts	of	town.”

	 Retail	property	sales	are	occurring.	Three	

significant	 ones	 in	 the	 third	 quarter	 of	 2015	

were	 Plaza	 800	 in	 Sparks	 for	 $4.2	 million,	

Greenbrae	 Shopping	 Center	 also	 in	 Sparks	

for	$5.2	million	and	the	Vista	Knolls	shopping	

center	in	Lemmon	Valley	for	$7.2	million.

	 Compared	 to	 that	 of	 larger	metropolitan	

areas,	 such	 as	 San	 Francisco,	 Phoenix	 and	

Las	Vegas,	the	retail	market	of	Reno-Sparks	

is	 taking	 longer	 to	 recover	 because,	 being	

smaller,	 it	 suffered	more	 from	 the	economic	

downturn.	 “The	 larger	 the	market,	 the	more	

demand	there	has	been	in	general	for	retailers	

to	be	moving	in,	so	there’s	kind	of	a	pecking	

order	of	sizes	of	markets,”	Bland	said.	

	 In	 terms	 of	 trends,	more	 regional	 dental	

offices	 and	 restaurants,	 such	as	Chick-fil-A,	

have	 opened	 in	 Reno-Sparks.	 In	 addition,	

grocery	offerings	have	been	changing.	More	

specialty	and	natural	grocers	have	emerged,	

and	99-cent	and	dollar	stores	have	boosted	

their	grocery	component,	both	of	which	con-

tinue	to	pressure	the	traditional	markets,	 like	

Scolari’s	and	Save	Mart.

	 For	 2016,	 Bland	 anticipates	 continued	

improvement,	declining	vacancy	rates	and	in-

creasing	demand.	The	region’s	economic	de-

velopment	should	 lead	to	additional	 retailers	

looking	to	expand	in	the	market.	

	 “With	 that,	we’re	 going	 to	 have	 a	 strong	

wind	behind	our	sails	for	the	foreseeable	fu-

ture,”	Bland	added.

RETAIL MARKET
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Join 2,000 business professionals, meet 100+ local 
business exhibitors, connect with local and state 
government agencies, and hear from community 

leaders on what the future holds. 

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

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

Bank of Nevada | Horizon Print Solutions | The Howard Hughes Corporation 
Las Vegas Woman Magazine | Nevada Broadcasters Association | Nevada Business Magazine
Nevada Drug Card | Nevada Public Radio | Nevada Resort Association | Nevada State Bank

Southwest Gas Corporation | UNLV Lee Business School | Vegas PBS

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

GET YOUR TICKETS TODAY!

$65 for Chamber members
$85 for non-members

VISIT PREVIEWLASVEGAS.COM OR CALL 702.641.5822

P
la

ti
n

u
m

S
p

o
n

so
rs

:

As of 12.16.2015

G
o

ld
S

p
o

n
so

rs
:

http://www.previewlasvegas.com
http://www.previewlasvegas.com


42 NEVADABUSINESS.COMNEVADA BUSINESS MAGAZINE   JANUARY 2016

DETAILS	An	$8.6	million	refinance	was	
negotiated	for	the	264-unit	Rancho	Verde	
Apartments.	The	transaction	was	structured	
with	a	10-year	term	and	30-year	amortization	
schedule.	NorthMarq	arranged	financing	for	the	
borrower	through	its	relationship	with	Freddie	
Mac.

NW

Sale, Office
ADDRESS	6900	Westcliff	Dr.,	89145
BUYER	Westcliff	Properties,	LLC
SELLER	Westcore	Properties
DETAILS	81,298	SF;	$18,250,000
APN	138-27-802-003
SELLER’S REP	Marlene	Fujita	Winkel,	CCIM	
and	Charles	Moore	of	CBRE

S

Sale, Retail
ADDRESS	5680	S.	Pecos	Rd.,	89120
BUYER	Ebrahim	Kaabipour
SELLER	Argyris	Enterprises
DETAILS	4,600	SF;	$2,450,000
APN	161-30-401-020
SELLER’S REP Nelson	Tressler	and	Michael	
Zobrist	of	Newmark	Grubb	Knight	Frank

Lease, Retail
ADDRESS	7211	S.	Eastern	Ave.,	Ste.	120,	
89119
TENANT	Boot	Camp	Las	Vegas,	LLC
LANDLORD	L.D.	Warm	Springs,	LLC
DETAILS	13,200	SF;	$351,000	for	five	years
TENANT’S REP Jakke	Farley	of	Virtus	
Commercial
LANDLORD’S REP	David	Grant	of	Colliers	
International

SW

Sale, Office
ADDRESS	2901	El	Camino	Ave.,	89102
BUYER	Anita	Dumitru	
SELLER	Bailes	Family	Trust
DETAILS	20,263	SF;	$2,780,000
APN	162-05-801-010
SELLER’S REP	Jeff	Berg	and	Mica	Berg	of	
The	Berg	Team	–	Sperry	Van	Ness

Sale, Office
ADDRESS	7650	W.	Sahara	Ave.,	89117
BUYER	Dr.	Lane	Smith
SELLER	7650	West	Sahara,	LLC
DETAILS	11,274	SF;	$1.6	million
APN	163-03-415-009

E

Sale, Retail
ADDRESS	1201	–	1240	E.	Charleston	Blvd.,	
89104
BUYER	Downtown	Rental,	Inc.
SELLER	US	Bank	National	Association
DETAILS	27,402	SF;	$2,250,000
APN	139-34-814-001
REP	(BOTH)	Wil	Chaffee	and	Paul	Chaffee	of	
NAI	Vegas

Sale, Land
ADDRESS	5366	Stephanie	St.,	89122
BUYER	Oxford	Investment	Partner,	LLC
SELLER	CRV	Classic	Properties,	LP
DETAILS	1.66	acres;	$190,000
APN	161-27-301-001
REP	(BOTH)	Robin	Willet	and	Wil	Chaffee	of	
NAI	Vegas

H

Sale, Retail
ADDRESS	10430	S.	Eastern	Ave.,	89052
BUYER	Heinrich	J.	Aberle	Trust
SELLER	Half	Shell	Entertainment	Group,	Inc.
DETAILS	6,800	SF;	$2,450,000
APN	177-25-813-003
BUYER’S	REP	Charles	Connors	of	Colliers	
International
SELLER’S	REP	Scot	Marker	of	Colliers	
International

N

Loan, Multi-Family
ADDRESS	98	S.	Martin	Luther	King	Blvd.,	
89106
LOAN OFFICER	Scott	Monroe	of	NorthMarq	
Captial

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

DEAL TRACKER

BUYER’S REP	Alexia	Crowley	of	MDL	Group
SELLER’S REP	Jim	Hill	of	ROI	Commercial

Sale, Retail
ADDRESS	1281	E.	Calvada	Blvd.,	89148
BUYER	Marlau	Partners,	Inc.
SELLER	Mountain	America	Federal	Credit	
Union
DETAILS	8,400	SF;	$510,000
APN 040-041-33
BUYER’S REP	Trish	Rippie	of	Trish	Rippie	
Realty
SELLER’S REP	Carol	Grabner	of	Access	
Realty	and	Brandon	Rawlins	of	Virtus	
Commercial

Sale, Retail
ADDRESS	5025	S.	Fort	Apache	Rd.,	89148
BUYER	Crossroads	Food	Court,	LLC
SELLER	PROP	1,	LLC
DETAILS	11,919	SF;	$3,475,000
APN	163-30-512-013
BUYER’S REP	Al	Twainy,	CCIM	of	Colliers	
International
SELLER’S REP	Adam	Malan	and	Deana	
Marcello	of	Logic	Commercial	Real	Estate

Sale, Industrial
ADDRESS	4305	Oquendo	Rd.,	89118
BUYER	Canmar	Inc.	and	Figueroa	Onroerend	
Goed	NV
SELLER	LNC	Company,	LLC
DETAILS	91,891	SF;	$10.5	million
APN	162-31-612-003
SELLER’S REP	Dean	Willmore,	SIOR	and	
Mike	Mixer,	SIOR	of	Colliers	International

Lease, Industrial
ADDRESS	4160	Cameron	St.	Ste.	D	&	E,	
89103
TENANT	MMJ	America	Holding	Company	and	
Nevada	Holistic	Medicine,	LLC
LANDLORD	United	Investments	Series	D,	LLC
DETAILS	14,020	SF;	$566,127	for	five	years
TENANT’S	REP	Lisa	Hauger	of	Sun	
Commercial	Real	Estate
LANDLORD’S	REP	Eric	Larkin,	CCIM	of	NAI	
Las	Vegas

WC

Sale, Office
ADDRESS	5961	S.	Los	Altos	Pkwy.,	89436
BUYER	Micro	Properties,	LLC
SELLER	Cypress	Hill,	LLC
DETAILS	5,503	SF;	$1,136,000
APN	514-370-06

Sale, Office
ADDRESS	9080	Double	Diamond	Pkwy.,	89521
BUYER	Morrison	Property	Investments,	LLC

http://www.nevadabusiness.com
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   Red Report
SELLER	First	Financial	Collateral,	Inc.
DETAILS	6,497	SF;	$245,000
APN	163-301-03

Sale, Retail
ADDRESS	1495	E.	Prater	Way,	89434
BUYER	Nevada	Property	Investment	
Enterprises,	LLC
SELLER	CSMC	2007	–	C4	Marina	
Marketplace,	LLC
DETAILS	15,740	SF;	$2,782,500
APN	037-020-43

O

Sale, Multi-Family
ADDRESS	2750	S.	Durango	Dr.,	89117	&	2120	
Ramrod	Ave.,	89014
BUYER	Pacifica	Companies	LLC	&	Pacifica	
Solevita	LLC
SELLER	Optimus	Dolce	LLC	and	Optimus	
Solevita	LLC
DETAILS	414	units;	$78,502	per	unit
APN	163-09-210-000	&	161-32-312-000
REP	(BOTH)	Patrick	Sauter	and	Art	Carll	of	NAI	
Vegas

Need more information? 
Contact Larry at (702) 262-6032 or visit our 

web site at www.lmconstructionco.com.

‘Building From Your Point of View’

 n SW corner of Sunset & Torrey Pines

 n Located in SW 215 corridor

 n Great access to 215 & 15 freeways

 n Concrete tilt construction

 n Covered loading docks

 n 32’ clear ESFR

 n Divisible from 20,000 sf - 45,000 sf

 n Q3 2016 occupancy

    Coming Summer of 2016 
Another Quality Design Build Project by:

 Nevada Idaho Arizona Utah
 NV Lic. B20042596A  ID Lic. RCE 25716 AZ Lic. R0C234591 UT Lic. 6132191-5501
 NV Lic. C40047156

SunSet PineS 
CommerCe Center

FREEMAN 

DECORATING

I-215

SUNSET

http://www.lmconstructionco.com
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SOUTHERN NEVADA NORTHERN NEVADA

	 The	 Reno/Sparks	 Retail	 market	 has	 de-

fiantly	 improved	 this	quarter.	With	new	con-

struction	of	retail	sites	in	the	last	few	months	

the	market’s	 vacancy	 numbers	 have	 stayed	

the	same	even	though	leasing	activity	has	in-

creased.			Lease	rate	have	improved	from	last	

quarter	and	there	is	interest	from	national	ten-

ants	along	with	local	tenants	expanding.		

	 UFC	 Gym,	 Dunkin	 Donuts,	 Nutrishops,	

Grateful	Gardens,	 Full	Pedal	 Indoor	Cycling,	

Jimmy	 Johns	 and	 others	 are	 all	 looking	 to	

open	new	stores	 in	 the	market.	 	Larger	new	

leases	signed	such	as	Smart	and	Final,	Pet-

co,	Sleep	Number	Mattress,	Chick	Fil-A	also	

shows	that	national	tenants	are	back	looking	

at	the	market.	Investors	are	also	showing	con-

fidence	as	there	were	some	notable	sales	of	

retail	properties	this	year.	

	 The	 market	 showed	 an	 overall	 vacancy	

rate	of	11.7	percent.	Shopping	center	vacancy	

was	 at	 14.4	 percent,	 power	 centers	were	 at	

17.4	percent	and	the	general	freestanding	re-

tail	vacancy	rate	was	at	7.9	percent	in	the	third	

quarter.	 Lease	 rates	 for	Reno’s	 retail	market	

ranged	from	$1.35	to	$3.00,	triple	net.	

	 Reno/Sparks	will	now	see	a	steady	growth	

in	retail	and	new	development	starting.	In	the	

case	of	Legends	at	Sparks	Marina	the	exte-

rior	pads	are	expected	to	be	developed.	With	

housing	sales	up	 in	the	area	and	good	retail	

locations	still	available,		rates	will	increase	this	

year	 and	 vacancy	 will	 continue	 to	 go	 down	

through	next	year.

	 The	market	is	improving,	but	there	is	still	a	

ways	to	go	to	absorb	some	of	the	vacancy	that	

is	out	there.	Store	closings	will	be	slower	than	

they	have	been.

	 The	Las	Vegas	Valley	anchored	retail	va-

cancy	 rate	 dropped	 slightly	 to	 11.4	 percent	

in	Q3,	2015.	At	the	end	of	Q3,	vacancy	rates	

ranged	from	9.3	percent	 in	power	centers	to	

13.2	 percent	 in	 neighborhood	 centers.	 With	

the	retail	market	just	above	the	10	percent	sta-

bilized	rate	and	taxable	retail	sales	at	all-time	

highs,	 the	Valley’s	 anchored	market	 remains	

fairly	healthy.	However,	its	recovery	has	been	

uneven,	with	 some	 submarkets	 doing	 better	

than	 others.	 The	major	 factors	 holding	 retail	

vacancy	above	10	percent	are	the	lack	of	good	

quality	 vacant	 space	 and	 the	 generally	 flat	

wages	of	workers.

	 Developers	 seem	 to	 be	 holding	 out	 on	

new	anchored	 retail	 construction	and	 that’s	

why	 only	 210,000	 square	 feet	 were	 under	

construction	at	the	end	of	Q3.	And,	there	 is	

only	225,000	square	feet	planned	in	a	market	

that	has	44.3	million	square	feet	of	anchored	

inventory.

	 Net	 absorption	 in	Q3	was	 approximately	

238,000	square	feet.	This	 level	of	absorption	

was	 just	 enough	 to	 keep	 the	 year-over-year	

absorption	positive	at	around	38,200	square	

feet.	 Two	 of	 the	 three	 product	 types	 had	

negative	 year-over-year	 absorptions.	 Neigh-

borhood	centers	saw	negative	absorption	of	

nearly	215,000	square	feet,	year-to-date,	and	

community	centers	saw	-124,000	square	feet.	

	 Space	 under	 construction	 in	 Q3	 was	

210,000	square	feet	in	two	projects:	Silverado	

Promenade	 in	 University	 East	 and	 Durango	

Arby	Plaza	in	the	Southwest.	There	was	also	

225,000	of	planned	anchored	centers	 in	 two	

other	 projects:	 Decatur	 215	 and	 DC’s	 Plaza	

both	in	the	Northwest.

   Commercial RE Report

RETAIL
SUMMARY
THIRD	QUARTER	2015

Southern Nevada analysis and statistics compiled by

RCG Economics, Northern Nevada analysis and

statistics compiled by Dickson Commercial Group.

TOTAL MARKET

Total Square feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease sf/mo (NNN)

Under Construction

Planned

POWER CENTERS

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

COMMUNITY CENTERS

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

NEIGHBORHOOD CENTERS

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

Las Vegas Reno*

* All numbers exclude regional malls

NEXT MONTH: INDUSTRIAL
ABREVIATION KEY

MGFS:

SF/MO:

NNN:

Modified Gross Full-Service

Square Foot Per Month

Net Net Net

RETAIL
FOURTH QUARTER

32,087,940

3,750,195

11.70%

28,820

0

66,189 

$14.12

7,024

12,366,120

 971,681 

7.90%

28,820

 77,124 

$13.38 

7,024

0

3,084,017

537,061

17.40%

0

 56,345 

$11.21

0

0

14,043,416

2,027,424

14.40%

0

 37,368 

$14.30 

0

0

44,262,684

5033768

11.4%

0

238,126

$1.03

210,000

225,000

 

 10,083,608

935,672

9.3%

0

-3,967

$1.51

0

0

 

 18,703,226

2,057,477

11.0%

0

236,680

$0.84

0

152,000

 

 15,475,850

2,040,619

13.2%

0

5,413

$1.03

210,000

73000
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he	second	estimate	for	U.S.	real	gross	
domestic	product	 (GDP)	 for	 the	third	
quarter	of	2015	reports	a	2.1	percent	
annualized	 growth	 rate,	 revised	 up	
from	1.5	percent	in	the	first	estimate.	

The	revision	mostly	 reflected	higher	 levels	of	 in-
ventory	 investment	 in	 the	 private	 sector,	 while	
consumer	 spending	 and	 net	 exports	 were	 re-
vised	downward.	Strong	consumer	spending	still	
remained	 a	 main	 contributor	 to	 U.S.	 economic	
growth	in	the	third	quarter.	U.S.	nonfarm	employ-
ment	 added	211,000	 jobs	 in	November,	 but	 the	
unemployment	 rate	 remained	unchanged	at	 5.0	
percent	from	October	as	labor	force	participation	
increased	 in	 November.	 These	 labor	market	 ef-
fects	solidify	the	Fed’s	decision	to	raise	the	federal	
funds	rate	at	the	December	Federal	Open	Market	
Committee	meeting.	A	strong	dollar	and	a	weak	
global	 economy	 could	 dampen	 U.S.	 economic	
growth	in	the	future,	but	a	strong	job	market	and	
consumer	spending	will	benefit	the	U.S.	economy.	
	 On	 balance,	 the	 Nevada	 economy	 posted	
positive	signals	from	the	most	recent	data	releas-
es.	 Seasonally	 adjusted	 statewide	 employment	
added	6,200	jobs,	and	the	unemployment	rate	fell	
from	6.7	percent	to	6.6	percent	from	September	
to	October.	September	taxable	sales	and	gasoline	
sales	(in	gallons)	were	up	strongly	by	5.1	percent	
and	5.2	percent,	respectively,	on	a	year-over-year	
basis.	Total	air	passengers	increased,	and	gam-
ing	 revenue	 decreased	 by	 5.7	 and	 2.9	 percent,	
respectively,	year-over-year.	
	 The	most	recent	data	indicate	continued	eco-
nomic	recovery	 in	Southern	Nevada.	Seasonally	
adjusted	employment	added	5,500	jobs	in	Octo-
ber,	up	by	3.5	percent	on	a	year-over-year	basis.	
The	 professional	 and	 business	 service	 sector	
added	the	largest	number	of	Clark	County	jobs	for	
the	month.	Total	McCarran	passengers	rose	6.4	
percent	from	a	year	earlier.	October	visitor	volume	
increased	5.4	percent	from	last	year,	reaching	its	
highest	monthly	count	 in	history.	Clark	County’s	
taxable	 sales	and	gasoline	 sales	 for	September	
were	higher	by	4.8	percent	and	4.8	percent,	 re-
spectively,	from	a	year	earlier.	Residential	permits	
rose	7.5	percent	from	a	year	ago,	while	commer-
cial	permits	remained	at	a	low	level.	
	 Positive	signals	also	were	posted	for	Washoe	
County.	 The	 Reno-Sparks	 seasonally	 adjusted	
employment	fell	by	0.3	percent	from	September	
to	October,	but	rose	3.3	percent	from	a	year	ago.	
October	 visitor	 volume	 increased	 9.6	 percent,	
while	total	air	passengers	decreased	2.6	percent	
from	last	year.	Taxable	sales	for	September	expe-
rienced	strong	monthly	and	yearly	gains,	up	by	3.6	
percent	 and	 12.3	 percent,	 respectively.	 Gaming	
revenue	for	October	increased	6.4	percent	from	a	
year	earlier.	Residential	housing	permits	rose	5.4	
percent	on	a	year-over-year	basis,	but	commercial	
building	permits	remained	low.	

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

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

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

Stephen M. Miller, Director

Jinju Lee, Eonomic Analyst

UNLV Center for Business
and Economic Research

GROWTH

DATE LATESTUNITS PREVIOUS YEAR AGO RECENT YEAR AGO COMMENTS

1266.4

6.6

4.450

887.58

4.400

96.63

919.3

6.5

3.308

755.96

948

33

4.105

65.46

4.062

209.8

6.0

0.633

67.96

195

17

0.260

14.65

0.420

142.900

5.0

238.0

243.7

123.6

106.4

447.3

18.12

1.060

16417.8

121.076

-43.891

2109.79

-2.68

2.14

1260.2

6.7

4.177

916.35

4.110

104.65

913.8

6.7

3.077

780.37

569

26

3.779

71.13

3.783

210.4

6.2

0.611

71.45

160

12

0.297

15.62

0.443

142.689

5.0

237.6

243.2

122.8

105.8

447.0

18.06

1.191

16333.6

119.243

-42.457

2,079.36

-2.78

2.05

1224.3

7.2

4.232

913.64

4.161

91.84

888.2

7.3

3.156

787.46

882

30

3.857

62.49

3.854

203.1

7.0

0.564

63.85

185

26

0.267

13.94

0.383

140.263

5.8

237.8

239.1

121.1

105.9

439.8

16.46

1.079

16068.8

107.749

-42.753

2067.56

-2.88

2.31

0.5%

-0.1%

6.5%

-3.1%

7.1%

-7.7%

0.6%

-0.2%

7.5%

-3.1%

66.6%

26.9%

8.6%

-8.0%

7.4%

-0.3%

-0.2%

3.6%

-4.9%

21.9%

41.7%

-12.6%

-6.2%

-5.3%

0.1%

0.0%

0.2%

0.2%

0.7%

0.5%

0.1%

0.3%

-11.0%

2.1%

1.5%

3.4%

1.5%

0.10%

0.09%

3.4%

-0.6%

5.1%

-2.9%

5.7%

5.2%

3.5%

-0.8%

4.8%

-4.0%

7.5%

10.0%

6.4%

4.8%

5.4%

3.3%

-1.0%

12.3%

6.4%

5.4%

-34.6%

-2.6%

5.1%

9.6%

1.9%

-0.8%

0.1%

1.9%

2.1%

0.5%

1.7%

10.1%

-1.8%

2.2%

12.4%

2.7%

2.0%

0.20%

-0.17%

Up Over Year Ago

Reduced

Up Over Year Ago

Down From Year Ago

Up Over Year Ago

Up Over Year Ago

Up Over Year Ago

Reduced

Up Over Year Ago

Down From Year Ago

Up Over Year Ago

Low and Volatile

Up Over Year Ago

Up Over Year Ago

Up Over Year Ago

Up Over Year Ago

Reduced

Up Strongly

Up Over Year Ago

Up Over Year Ago

Low and Volatile

Down From Year Ago

Up Over Year Ago

Up Over Year Ago

Up Over Year Ago

Reduced

Relatively Constant

Up Over Year Ago

Up Over Year Ago

Up Over Year Ago

Up Over Year Ago

Up Strongly

Down From Year Ago

Moderate Growth

Up Strongly

Year-Over-Year
Deficit Increase

Up Over Year Ago

Year-Over-Year Increase

Down From Year Ago

000s, SA

%, SA

$billion

$million

million persons

million gallons

000s, SA

%, Smoothed SA

$billion

$million

units permitted

permits

million persons

million gallons

million persons

000s, SA

%, Smoothed SA

$billion

$million

units permitted

permits

million persons

million gallons

million persons

million, SA

%, SA

82-84=100, SA

82-84=100, SA

05.12=100, SA

2009=100, SA

$billion, SA

million, SA

million, SA

2009$billion, SA

97.01=100

$billion, SA

monthly close

%, NSA

%, NSA

2015M10

2015M10

2015M09

2015M10

2015M10

2015M09

2015M10

2015M10

2015M09

2015M10

2015M10

2015M10

2015M10

2015M09

2015M10

2015M10

2015M10

2015M09

2015M10

2015M10

2015M10

2015M10

2015M09

2015M10

2015M11

2015M11

2015M10

2015M10

2015Q3

2015Q3

2015M10

2015M10

2015M10

2015Q3

2015M11

2015M10

2015M11

2015M10

2015M11

DATA

Employment

Unemployment Rate*

Taxable Sales

Gaming Revenue

Passengers

Gasoline Sales

Employment

Unemployment Rate*

Taxable Sales

Gaming Revenue

Residential Permits

Commercial Permits

Passeng..ers

Gasoline Sales

Visitor Volume

Employment **

Unemployment Rate*

Taxable Sales

Gaming Revenue

Residential Permits

Commercial Permits

Passengers

Gasoline Sales

Visitor Volume

Employment

Unemployment Rate

Consumer Price Index

Core CPI

Employment Cost Index

Productivity Index

Retail Sales Growth

Auto and Truck Sales

Housing Starts

Real GDP Growth***

U.S. Dollar

Trade Balance

S and P 500

Real Short-term Rates*

Treasury Yield Spread

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

   Business Indicators
NEVADA

CLARK COUNTY

WASHOE COUNTY

UNITED STATES

T
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What is your New Year’s resolution?

“My New Year’s 
Resolution is to have more 
fun with my family, lower 
my carbon footprint, help 
my clients’ develop and 
implement their projects, 
and not lose my sense of 
humor.”

“Ricky Gervais said 
it best, ‘I want to keep 
working out so that I can 
eat more cheese and drink 
more wine!’ But I also 
want to spend less time on 
my phone and more time 
connecting with those 
around me.”

“To find a good balance 
between work and 
my young family by 
understanding the needs 
of both, and how to unplug 
better at home.”

“Get out in our community 
and volunteer more! 
Southern Nevada has 
some incredible local 
organizations that help 
our less fortunate; women, 
children, men and our 
veterans. It’s my resolution to 
volunteer more of my time 
and talents and get friends 
and family involved as well.”

“That my strongest 
emotion will be ‘gratitude’. 
Grateful for Lisa and my 
sons. Grateful for the 
opportunities in a growing 
Reno. Gratitude fuels my 
effort and compassion and 
everything seems to be 
better when I am grateful for 
who and what is in my life.”

Jessica Rabbo | Owner
Core Studios

Pete McHugh | Assistant General 
Manager, Sands Regency Hotel
and Casino

Greg Gilbert | Partner
Holland and Hart

Jill DiFabbio | Agent
Western Risk Insurance

Glenda Monkarsh | CEO
Lippman Media

Brantly Compton | Founder
Move Your Mountain

“In 2016 I resolve to 
continue my company’s 
mission to help businesses 
grow and achieve their 
goals. Small businesses are 
the backbone of our country 
and I am grateful to support 
them. Happy New Year!”

   Last Word

http://www.nevadabusiness.com


We could all learn  
something at UNLV.
The campus of the University of Nevada, Las Vegas is a model of landscaping 
that’s both beautiful and water-efficient. Over the past decade, UNLV has  
converted more than a million square feet of turf to desert-friendly landscape 
resulting in annual water savings in excess of 45 million gallons. Through  
landscape conversions and technology enhancements, UNLV has decreased its 
annual water usage by 76 percent since 2001.  And that’s a good lesson for all of us. 

Learn what your company can do to save water.  
Go to snwa.com or call our conservation specialists at 702.862.3736. 

 

The SNWA is a not-for-profit water utility.

UNLV President Len Jessup

http://www.snwa.com
http://www.snwa.com
http://www.snwa.com


You feel the need to grow. To expand.  

To build your business into a juggernaut. 

You need Nevada State Bank. Our 

specialists have vision. And know-how. 

And real pioneering spirit, with a drive  

to make things happen. This is your 

future we’re talking about. So talk to 

a bank that gets it. And gets it right.

 

BRING YOUR BANKING HOME.

BANKING MEANS IMPROVING 

Product terms and conditions apply.
A division of ZB, N.A. Member FDIC  

nsbank.com  |  866.542.1121

http://www.nsbank.com



