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sional development for its active faculty mem-
bers. This allows them to understand the latest 
trends in their own professions and to pass that 
information on to their students. No one at Uni-
versity of Phoenix is learning or teaching from 
an out-of-date textbook that has no current ap-
plications. Students and faculty both have access 
to the dynamic online e-library that contains 
over 20,000,000 articles along with textbooks, 
scholarly journal databases and current industry 
journals. All of this is readily available 24 hours 
a day, seven days a week. 

Results 

 Having faculty who do more than just teach is 
paying off for both the University and its student 
base. Currently, the University as a whole has 
graduated over 538,000 students since its incep-
tion in 1976. In fact, 84 percent of University of 
Phoenix students say that the school helped them 
acquire job or work-related knowledge and skills. 
Ninety three percent applauded faculty effective-
ness in its end-of-course surveys. 
 In the end, instructors with experience in the 
field they teach find that their subject matter is 
more alive to their students. This engages the stu-
dents to have a better understanding of the chal-
lenges they will face in their chosen professions. 
Having someone who has been there and has had 
the experiences you may face in the future is in-
valuable to anyone still developing their career 
goals. Experience does matter ultimately to the 
student, instructor and the marketplace.

 There’s really no substitute for experience. 
With that in mind, University of Phoenix (UOP) 
requires its faculty members to have both the 
academic background to teach and, just as impor-
tantly, experience in the field they are teaching. 
Unlike many education institutions, University of 
Phoenix places great value on real life experience 
and recruits individuals who have a gift for edu-
cating as well as the talent to excel in their own 
chosen professions. That “dual-talent” pairing ul-
timately fosters successful students. 
 The University faculty all hold advanced de-
grees in the field in which they teach in addi-
tion to being working professionals within those 
fields. Thus, many of the faculty works part-time 
in their teaching role. Instead of simply teaching 
their students by the textbook, they teach through 
their own experiences in the marketplace. A fac-
ulty member  at University of Phoenix doesn’t 
just explain why doing something one way works 
better over doing it another way, they give exam-
ples from their own profession to illustrate those 
concepts to their students. 

Benefits of Experience 

 The benefits to this approach are obvious. 
Faculty benefit because their subject matter is 
not only familiar to them academically, but also 
tangibly. They know what’s around the bend for 
their students professionally and can provide that 
preparation, whether the student already works in 
their chosen field looking to advance or wants to 
break into the market for the first time. The stu-
dents benefit because they are getting a unique 
and distinctive insight into what is to come. 

Life Long Learning 

 Like their students, faculty are also learning 
and advancing their own education. The Uni-
versity places considerable emphasis on  profes-702.638.7279

Charlie Nguyen,

Director - Southern Nevada Campus

Experience Matters
Those who can’t “do” need not apply.

“Teachers teach more by what they are than by what they say.” – Author Unknown

“Learning is like rowing upstream: not to advance is to drop back.” – Chinese Proverb
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Lyle E. Brennan
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COMMENTS
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	 We	have	all	watched	the	situation	in	Greece,	where	failed	socialist	policies	caused	a	fis-
cal	crisis	that	almost	brought	down	the	entire	European	economy.		We’ve	also	seen	Califor-
nia	brought	to	the	verge	of	fiscal	collapse	by	an	ever-growing	burden	of	debt	and	unfunded	
liabilities.		It	should	be	obvious	by	now	that	the	Democrat	party’s	vision	of	cradle-to-grave	
government	handouts	will	lead	to	economic	ruin	for	the	nation	and	for	individual	states	that	
adopt	it.		
	 But—have	Nevada	politicians	learned	anything	by	these	disturbing	examples?		Just	the	
opposite.		The	2009	Legislature	directed	the	Interim	Finance	Committee	(IFC)	to	“review	
proposals	for	broad-based	business	taxes”	in	order	to	pay	for	what	it	called	“quality-of-life	
goals”	for	all	Nevadans.		These	goals	were	to	be	developed	by	a	hand-picked	committee	
called	the	Nevada	Vision	Stakeholder	Group,	comprised	mostly	of	people	with	a	vested	
interest	in	increasing	government	programs.		
	 The	IFC	wanted	to	use	taxpayer	money	to	pay	research	firm	Moody’s	Analytics	to	pro-
pose	ways	to	fund	the	so-called	goals	developed	by	the	Stakeholder	Group.		Although	Gov.	
Gibbons	vetoed	the	bill	authorizing	payment	for	this	boondoggle,	the	IFC	used	contingency	
funds	to	finance	it	anyway.		They	are	now	eagerly	awaiting	Moody’s	report,	which	they	will	
use	as	an	excuse	to	press	for	more	taxes	during	the	next	legislative	session.
	 It’s	simply	impossible	for	the	state	government	to	provide	everything	on	the	Democrats’	
wish	list	of	social	programs.		In	the	first	place,	we	don’t	have	the	money;	in	the	second	place,	
increasing	taxes	to	provide	the	money	takes	cash	from	an	efficient	system	(private	enter-
prise)	and	gives	it	to	an	inefficient	and	potentially	corrupt	system	(government).		
	 Nevada	 Policy	Research	 Institute	 (NPRI)	 recently	 issued	 a	white	 paper	 titled	 “One	
Sound	State,	Once	Again,”	which	details	proposals	to	not	only	reform	the	current	tax	struc-
ture,	but	also	 to	change	the	way	we	spend	tax	revenues.	 	Rather	 than	blindly	accepting	
what	Moody’s	Analytics	tells	us,	I	think	we	should	consider	some	of	the	ideas	in	this	report	
instead.		You	can	find	the	complete	article	online	at	www.npri.org/publications/one-sound-
state-once-again	.
	 On	the	revenue	side,	comprehensive	fiscal	reforms	would	include:	eliminating	the	modi-
fied	business	tax	(payroll	tax);	eliminating	the	insurance	premium	tax;	broadening	the	sales	
tax	base	to	include	food	and	services;	and	reducing	the	statewide	sales	tax	rate	to	3.5	per-
cent.		To	control	spending,	this	plan	suggests	limiting	the	growth	rate	for	state	spending	to	
the	rate	of	inflation	plus	population	increase	-	similar	to	what	was	proposed	in	the	Tax	and	
Spending	Control	(TASC)	amendment.		
	 Under	the	current	boom-and-bust	cycle	of	Nevada	budgets,	when	times	are	good	and	tax	
revenues	are	plentiful,	lawmakers	increase	government	spending	and	create	new	programs.		
During	lean	times,	they	don’t	consider	eliminating	any	of	these	programs;	instead,	they	look	
for	ways	to	raise	revenues	to	continue	funding	them.		All	expenditures	from	the	previous	
budget	cycle	are	carried	forward,	and	then	increased	by	adjustments	for	inflation,	caseload	
growth	and	cost-of-living	payroll	increases.		No	wonder	government	growth	keeps	going	
and	going	like	the	Energizer	Bunny.
	 NPRI	proposes	a	new	process	called	Budgeting	for	Outcomes,	in	which	the	Executive	
Branch	looks	at	goals	established	by	the	Legislature	(not	a	rubber-stamp	commission)	and	
then	solicits	bids	from	public	and	private	vendors	to	provide	the	services	needed	to	accom-
plish	those	goals.		Existing	programs	and	agencies	are	reviewed	periodically	to	see	if	they	
are	still	required	and	if	funding	is	needed	at	current	levels.
	 When	the	report	from	Moody’s	Analytics	is	released,	take	a	good	look	and	see	if	the	
proposed	“goals”	match	yours,	and	if	the	method	of	funding	those	goals	seems	practical	and	
equitable.		If	not,	let	your	state	legislators	know	that	we	should	consider	other	alternatives	
before	it’s	too	late.

Funding the Socialist Vision
Will Nevada Become Another Greece?
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Cover Story

hether	in	the	glow	of	Las	Vegas	neon,	on	Lake	
Tahoe	ski	slopes	or	under	rural	Nevada	stars,	
the	Silver	State’s	tourism	industry	plugs	steadily	
along	toward	a	rebound	from	its	steep	fall.
	 Industry	officials	would	love	to	spur	the	recov-

ery	of	Nevada’s	behemoth	industry	at	a	faster	pace	from	nearly	two	
years	of	severe	decline	in	both	leisure	and	convention	travel,	but	
they	still	see	reason	for	guarded	optimism	in	the	modest	strength	
of	recent	visitation	and	room	tax	data.
	 “While	we	are	certainly	happy	to	see	continued	positive	signs	
for	the	tourism	industry,	it	is	still	too	early	to	say	that	we	are	in	a	
recovery	period,”	said	Rossi	Ralenkotter,	president	and	CEO	of	
the	Las	Vegas	Convention	and	Visitors	Authority.	“We	need	to	
see	continued	positive	growth	in	all	of	the	visitor	and	economic	
metrics.	The	visitation	growth	over	the	past	eight	months	is	en-
couraging;	however,	visitor-spending	continues	to	be	lower	than	
in	the	past.”

Come on Back

	 Tourists	 are	 trickling,	 not	 flooding,	 back	 to	 Las	 Vegas,	 as	
much	by	car	as	by	air.	Passenger	counts	at	McCarran	Interna-
tional	Airport	 fell	 for	 a	 third	 straight	month	 in	April,	 though	
some	of	that	decline	may	be	attributable	to	the	volcanic	ash	that	
affected	Europe.	Airport	traffic	is	down	3.9	percent	thus	far	in	
2010,	as	more	than	12.7	million	passengers	have	used	the	airport	
this	year,	compared	with	more	than	13.2	million	last	year.
	 The	LVCVA	forecasts	a	3	percent	growth	 in	visitation	 for	
2010.	In	April,	visitation	to	Las	Vegas	ticked	up	by	0.9	percent	
over	 the	 same	month	 from	 last	 year.	 Convention	 attendance	
picked	up	for	a	second	straight	month	after	flagging	through	
January	and	February.	Average	daily	room	rates	(ADR)	snuck	
upward	to	$97	per	night,	a	3	percent	increase	from	the	same	
period	the	previous	year.	In	April	2007,	ADR	stood	at	$148	per	
night.

By Adam Candee

TOURISM
The Lay of the Land
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	 Crowing	about	a	Las	Vegas	hotel	room	for	
less	than	$100	seems	more	a	win	for	a	tourist	
than	a	resort,	but	any	growth	in	the	industry	
that	employs	nearly	30	percent	of	the	state’s	
workers	is	considered	notable	at	a	time	when	
Nevada’s	economy	searches	for	 the	bottom	
of	one	of	the	nation’s	steepest	declines.

Recovery?

	 Ralenkotter	 said	 he	 watches	 a	 few	 key	
metrics	to	measure	recovery.	The	first	is	the	
Consumer	 Confidence	 Index,	 which	 indi-
cates	how	readily	people	are	willing	to	spend	
their	 discretionary	 income.	 The	 Index	 has	
shown	growth	in	the	past	couple	of	months	
and	 is	 currently	 just	 above	 63.	 The	 Index	
needs	 to	 surpass	 90	 to	 indicate	 a	 positive	
outlook	on	the	economy	and	above	100	indi-
cates	strong	growth.
	 The	other	key	indicator	for	the	travel	in-
dustry	 as	 a	whole,	 Ralenkotter	 said,	 is	 the	
national	 unemployment	 situation.	 National	
unemployment	improved	slightly	to	9.7	per-
cent	in	May,	while	Nevada	hit	13.7	percent	
and	Las	Vegas	moved	to	14.2	percent	–	both	
record	highs	–	in	April.
	 “We	need	to	see	more	people	getting	back	
to	work	in	order	to	improve	the	economy	and	
the	 travel	 industry,”	 Ralenkotter	 said.	 “We	
will	be	much	more	confident	in	saying	recov-
ery	is	under	way	when	we	have	seen	several	
consecutive	months	of	positive	growth	in	all	
of	our	key	metrics.”
	 Keen	eyes	focus	on	CityCenter,	the	gleam-
ing	flagship	of	MGM	Resorts	International,	
as	the	barometer	of	Las	Vegas’	ability	to	stop	
its	slide.	Its	$8.5	billion	price	tag	and	mas-
sive	scale	would	invite	stares	even	if	it	were	
built	in	boom	times,	but	CityCenter	arrived	
in	December	2009	after	the	only	other	major	
Strip	projects	started	during	the	recession	–	
Fontainebleau	and	Echelon	–	abruptly	halted	
construction.
	 “Right	now,	CityCenter	 is	going	 to	be	a	
bellwether	 of	 how	 the	 industry	 does,”	 said	
Alan	Feldman,	senior	vice	president	of	pub-
lic	 affairs	 for	MGM	Resorts	 International.	
“Let’s	face	it:	it	is	the	thing	that	in	large	part	
is	driving	this	increase	in	tourism.	Everyone	
wants	to	see	the	new	kid	on	the	block.”

	 At	 the	 heart	 of	CityCenter’s	 76	 acres	 is	
Aria	Resort	 and	Casino,	 a	 luxury	property	
that	added	nearly	4,000	new	hotel	rooms	to	
Strip	 inventory.	The	resort	came	out	of	 the	
gate	 slowly,	 reporting	 an	 operating	 loss	 of	
$66	million	and	occupancy	of	63	percent	in	
the	first	quarter	of	2010.
	 “CityCenter,	 like	every	other	business	in	
town,	 is	 being	 affected	 by	 the	 economy,”	
Feldman	said.	“Under	 these	circumstances,	
given	that	we’ve	had	month-over-month	in-
cremental	growth,	it’s	a	very	good	sign.”
	 Feldman	attributed	much	of	 the	struggle	
to	 flagging	 convention	 business,	 which	 he	
said	 should	 rebound	 by	 the	 fourth	 quarter	
of	2010.	Convention	attendance	buoys	mid-
week	occupancy	in	hotels	in	both	Las	Vegas	
and	Reno.	CityCenter	anticipates	its	conven-
tion	business	surging	late	this	year	and	into	
2011,	 as	 advance	 bookings	 jump	 over	 this	
year’s	levels.
	 “Convention	rates	have	a	very	important	
impact	on	the	rest	of	the	rate	structure,”	Feld-
man	said.

	 These	 groups	 typically	 pay	 higher	 rates	
that	 result	 in	 a	 boost	 to	 the	 hotel’s	 overall	
pricing,	 allowing	 other	 properties	 to	 play	
off	 those	 increases.	 A	mid-June	 search	 on	
Aria’s	 website	 showed	 midweek	 rates	 as	
low	as	$119	per	night	next	month,	as	well	as	
a	“Grand	Opening”	offer	 for	 two	nights	at	
$149	including	a	$100	resort	credit.
	 Slashed	rates	and	package	deals	are	noth-
ing	new,	of	course.	Popular	travel	website	Or-
bitz	displayed	midweek	July	rates	at	four-star	
hotels	for	$50	per	night	on	the	Las	Vegas	Strip	
and	$39	per	night	in	the	Reno-Sparks	area.

Marketing Nevada

	 Despite	 budgets	 cut	 by	 declining	 room	
tax	 revenue,	marketing	efforts	 continue	 to	
be	 strong.	 A	 recent	 morning	 featured	 an	
LVCVA-backed	 ‘Camp	 Vegas’	 billboard	
ad	sponsorship	for	the	Today	show	on	NBC	
and	less	than	five	minutes	later	on	the	same	
network,	a	Travel	Nevada	giveaway	promo-
tion	on	a	local	news	morning	show.

XTREME ACCOUNTING

What’s Your Problem?

8880 W. Sunset, 3rd Floor • Las Vegas, NV 89148 • (702) 735-5030 • info@llbradford.com

Specialists in accounting, investment strategies, insurance, 
human resources, financial planning and company benefits.

Dustin Lewis, Partner

Cover Story | Tourism
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	 “It	is	more	critical	than	ever	to	continue	to	
aggressively	market	the	destination,”	Ralen-
kotter	said.	“Consumers	are	being	more	se-
lective	in	how	they	spend	their	travel	dollars,	
so	it	is	critical	Las	Vegas	is	top	of	mind.	We	
have	been	very	flexible	with	our	marketing	
plan	 and	 have	 made	 strategic	 adjustments	
based	on	consumer	research.”
	 The	effects	of	the	economy	trickled	up	to	
Nevada’s	primary	tourist	destination.	Hous-
ing	woes	and	job	losses	postponed	vacations	

for	leisure	travelers	and	skittish	corporations	
canceled	all	but	the	most	essential	business	
travel.	The	severe	struggles	of	the	California	
economy	resonate	particularly	deeply,	as	26	
percent	of	Las	Vegas	visitors	came	from	the	
Golden	State	in	2009.
	 “While	we	have	not	seen	a	distinct	change	
in	the	demographic	of	our	visitors,	the	reces-
sion	has	certainly	caused	a	change	 in	 their	
habits	 –	 specifically	 in	 their	 spending	 pat-
terns	 during	 their	 visit,”	 Ralenkotter	 said.	

“We	expect	 to	see	a	different	kind	of	con-
sumer	when	we	emerge	from	this	recession,	
not	just	in	the	tourism	industry	but	through-
out	 the	 economy.	 The	 recession	 has	made	
the	consumer	much	more	conscious	of	their	
spending	and	 therefore	we	have	seen	a	de-
cline	in	spending	across	the	board.”
	 Getting	people	into	rooms	represents	only	
part	of	the	battle,	though.	As	travelers	come	
determined	 to	 spend	 less	 once	 they	 arrive,	
searching	out	promotions	and	special	offers	
becomes	 the	 norm.	Yet	 for	 resorts,	 restau-
rants,	spas	and	shops,	only	so	many	2-for-1	
coupons	and	free	desserts	can	be	handed	out	
while	still	turning	a	profit.
	 “As	 a	 result,	 the	 low-budget	 traveler	 has	
largely	gone	away,”	said	Ellen	Oppenheim,	
president	and	CEO	of	the	Reno-Sparks	Con-
vention	&	Visitors	Authority.	“The	middle-	
and	upper-budget	consumer	is	still	interested	
in	traveling,	but	at	a	lower	price	point.”
	 The	Reno-Tahoe	market	experiences	 the	
same	slow	mending	as	Las	Vegas	right	now,	
also	relying	on	motorcades	of	Californians	to	
fuel	recovery.
	 “We	are	seeing	some	encouraging	signs,”	
Oppenheim	 said.	 “Four	 of	 the	 last	 five	
months,	 hotel	 room	 tax	has	been	 ahead	of	
the	 same	 month	 from	 last	 year.	 Not	 huge	
amounts,	but	nonetheless	ahead.	That’s	fol-
lowing	21	consecutive	months	of	declines.
	 “That’s	definitely	moving	in	the	right	di-
rection.	Do	I	think	the	economic	recovery	is	
complete?	Not	by	a	long	shot,	but	we	are	see-
ing	some	encouraging	signs	in	people’s	will-
ingness	 to	 travel.	 I	do	believe	 there’s	 some	
pent-up	demand.”
	 Oppenheim	 said	 her	 region,	 which	 bills	
itself	 as	 “Far	From	Expected”,	 promotes	 its	
outdoor	opportunities	as	much	as	its	resort	op-
tions.	She	talks	about	the	area	as	“authentic.”
	 “Refreshingly	offbeat	is	sort	of	the	DNA	
of	how	we	would	describe	 it,”	Oppenheim	
said.
	 That	means	the	typical	Reno-Tahoe	tour-
ist	looks	largely	the	same	as	in	the	past,	Op-
penheim	said.
	 “What	 they’re	 looking	 for	 when	 they	
come	remains	somewhat	consistent,	 in	 that	
regard,”	 Oppenheim	 said.	 “How	 they’re	

Continues on page 32

Turn The nexT ordinary meeTing
inTo an extraordinary meeTing

Full service event planners and caterers 

over 26 years 
experience 
in Southern nevada

702.364.0065 
soireeslv.com 

Turn The nexT ordinary meeTing
inTo an extraordinary meeTing

Full service event planners and caterers 

over 26 years 
experience 
in Southern nevada

702.364.0065 
soireeslv.com 

Turn The nexT ordinary meeTing
inTo an extraordinary meeTing

Full service event planners and caterers 

over 26 years 
experience 
in Southern nevada

702.364.0065 
soireeslv.com 

Turn The nexT ordinary meeTing
inTo an extraordinary meeTing

Full service event planners and caterers 

over 26 years 
experience 
in Southern nevada

702.364.0065 
soireeslv.com 

Turn The nexT ordinary meeTing
inTo an extraordinary meeTing

Full service event planners and caterers 

over 26 years 
experience 
in Southern nevada

702.364.0065 
soireeslv.com 

Cover Story | Tourism

http://soireeslv.com


10                                        July 201011                                        July 2010 July 2010                                        11

By Tarah Figueroa

n	the	midst	of	an	economic	downturn	
unlike	any	we’ve	seen	in	recent	history,	
being	named	one	of	the	“Best	Compa-
nies	to	Work	For”	is	quite	an	achieve-
ment.		The	unfortunate	fact	is,	with	so	

many	qualified	employees	in	the	market	to-
day,	many	executives	don’t	feel	that	offering	
extra	 incentives	is	 important.	 	However,	 the	
executives	for	this	year’s	twelve	“Best	Com-
panies”	disagree	and	counter	that	they	believe	
incentives	are	more	important	than	ever	to	re-
cruit	and	retain	the	best	and	brightest.		They	
contend	that	retention	is	still	valuable	to	every	
company	 and	 the	 employees	 they	 have	 are	
their	company’s	most	valuable	asset.		
	 Nevada Business Magazine’s	 annual	
search	for	the	best	of	the	best	began	several	
months	ago	when	employees	from	across	the	
state	 sent	 in	 nominations	 that	 touted	 their	
company’s	 qualities.	 	After	 extensive	 time,	
research	and	deliberation,	the	editorial	staff	
selected	this	year’s	honorees.
	 Each	 of	 the	 following	 companies	 have	
created	a	work	environment	that’s	conducive	
to	 both	 recruitment	 and	 retention	 and	 are	
among	Nevada’s	best	companies	to	work	for.

Advanced Information Systems

	 Formed	nearly	25	years	ago	by	brothers	
Frank	and	Mike	Yoder,	Advanced	Informa-
tion	Systems	is	a	 technology	company	that	
offers	 custom	 software	 development,	 net-
work	and	consulting	services,	among	other	
things.	 	The	 company	provides	 for	 its	 em-
ployees	a	company	paid	health	plan	as	well	
as	a	401k	plan	among	its	standard	benefits.		
The	company	also	gives	its	employees	some	
not-so-standard	 benefits	 including	 flexible	
work	schedules,	employee	stock	options	and	
company	paid	trips	to	the	bowling	alley,	con-
certs	and	movies	that	are	open	to	employees	
and	their	spouses.	
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	 When	asked	why,	President	Frank	Yoder	
responds,	“We	live	and	die	by	our	employees.		
We’re	only	as	strong	as	our	workforce.		If	we	
were	to	have	unhappy	employees,	we’d	have	
an	 unhappy	 workforce	 which	 means	 the	
quality	of	our	services	would	go	down	and	
that	would	be	detrimental	to	the	future	of	our	
company.”	
	 In	keeping	with	that	perspective,	the	Yod-
er’s	recently	purchased	Apple	iPads	for	their	
longest-serving	 employees	 and	 allows	 all	

employees	to	take	advantage	of	their	mem-
bership	at	the	Foundation	Room	at	Manda-
lay	Bay.		According	to	Yoder,	the	company	
hasn’t	let	anyone	go	because	of	the	recession	
and	they	will	continue	to	help	their	employ-
ees	as	individuals.
	 “During	an	employee’s	stay	with	us,	we	do	
everything	we	can	to	help	them	further	their	
career,”	he	said.		“We	will	send	people	to	train-
ing	on	our	dime	and	help	them	further	their	
skill	set.		We	want	to	help	the	individual	out.”

Advanced
Management Group

	 The	 employees	 at	 Advanced	 Manage-
ment	Group,	a	property	management	firm,	
love	their	jobs	and	are	not	shy	about	show-
ing	it.		Noreen	Oslchewski,	assistant	prop-
erty	manager,	said	it	clearly,	“I	love	my	job	
and	 I	 love	 coming	 in	 to	work	 every	day.”		
Adding	 to	 that,	 Jodie	 Bell	 from	 accounts	
payable	 in	 the	firm,	 says,	 “I	 love	working	
for	them,	definitely	the	best	company	I	have	
ever	worked	for!”
	 That’s	big	praise	for	a	company	that	op-
erates	within	one	of	the	most	depressed	in-
dustries	in	Nevada.		Even	so,	the	company	
has	 found	 a	 way	 to	 take	 advantage	 of	 a	
down	real	estate	market	and	has	doubled	in	
size	since	2008.
	 “Isn’t	that	crazy?”	says	Bret	Holmes,	pres-
ident	of	the	company.	“We	attribute	that	 to	
great	work	ethic,	hiring	the	right	people	and	
happy	clients.”	
	 The	 firm	 was	 founded	 in	 November	 of	
2006	and	has	approximately	60	employees.		
In	 addition	 to	 standard	 benefits,	 provided	
at	 no	 cost,	 the	 company	has	 the	 loyalty	 of	
its	employees	because	of	the	management’s	
genuine,	caring	attitude	towards	its	staff.
	 “I	care	about	the	employees	because	with-
out	them	I	wouldn’t	have	a	company,”	says	
Holmes.	 	 “It’s	not	all	 about	me,	 it’s	not	all	
about	what	 I	 can	 do	 and	who	 I	 know	and	
what	 I’ve	accomplished.	 	Without	 the	right	
people	in	place,	we	wouldn’t	be	able	to	con-
tinue	to	do	what	we’ve	been	doing.”

Desert Radiologists

	 A	medical	imaging	company	founded	in	
1966,	Desert	Radiologists	has	278	employees	
and	CEO	William	Moore	appreciates	each	
and	every	one	of	them.		“Your	employees	are	
always	 your	 greatest	 asset,”	 he	 says.	 “The	
truth	of	the	matter	is,	they	are	your	window	
to	the	world.		If	your	employees	don’t	put	on	
their	best	face	and	don’t	treat	your	customers,	
in	our	case	patients,	with	the	best	in	customer	
service	and	support,	you’re	not	going	to	sur-
vive	long.			If	you	don’t	have	good	employees,	
it’s	going	to	cripple	the	business.”
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	 Throughout	 the	 downturn,	 the	 imaging	
firm	has	maintained	 their	benefits	package	
that	includes	health,	dental,	vision,	401k,	dis-
ability,	life	insurance	and	a	generous	tuition	
reimbursement	 program.	 	Additionally,	 the	
company	 has	 instituted	 a	 program	 called	
“STARS”	 that	 provides	 monetary	 reim-
bursement	for	exceptional	service	and	acts	of	
kindness.		It	doesn’t	end	with	STARS	for	the	
employees.	The	management	at	Desert	Radi-
ologists	provides	gift	cards	or	paid	time	off	
when	they	witness	these	acts	as	well.
	 Moore	is	proud	of	the	fact	that	the	employ-
ees	love	the	company	they	work	for.		He	said,	
“Even	 some	 employees	 that	 have	 left	 have	
since	reached	out,	when	they	see	job	open-
ings,	and	we	hire	back	many	of	those	peo-
ple.”		The	company	has	dozens	of	long-term	
employees,	 including	 some	 that	 have	 been	
with	Desert	Radiologists	for	over	20	years.		
Part	of	that	loyalty	could	be	due	to	the	“Cal-
endar	 of	 Fun”	 the	 company	 instituted	 that	
provides	free	meals,	movie	days,	barbecues	
and	other	social	events	each	month.	

Life Care Center of Reno
	 Machelle	 Harris,	 executive	 director	 for	
Life	Care	Center	of	Reno,	believes	in	treat-
ing	 her	 approximately	 230	 employees	 like	
extensions	of	her	own	family.		“We	believe	
that	if	we	love	and	take	care	of	our	employ-
ees	 like	we	do	our	 families,	not	only	does	
it	make	the	business	more	successful,	but	it	
makes	 everybody	more	 successful,”	Harris	
says.	 	“I	completely	believe	 that,	especially	
if	you	work	full-time,	this	is	half	your	life	at	
work	and	you	should	love	what	you	do.		You	
should	love	coming	to	work.”
	 Life	Care	Center	of	Reno	is	a	skilled	nurs-
ing	 facility	 that	provides	 care	 for	both	 reha-
bilitation	patients	and	long-term	patients.		The	
company	 offers	 all	 the	 standard	 benefits	 in-
cluding	healthcare,	dental,	vision	and	also	of-
fers	leadership	training	for	its	employees.		The	
center	promotes	from	within	and	Harris	strives	
to	not	only	personally	know	each	of	her	em-
ployees	but	to	also	build	a	rapport	with	them.
	 “I	tell	them	from	the	beginning	at	orienta-
tion	that	my	door	is	always	open,	if	it’s	closed	
it’s	very	temporary,”	she	said.		“If	you	find	
the	best,	you	should	keep	 the	best	because	
that	just	makes	you	better	at	what	you	do.”

LL Bradford and Company

	 A	full	service	public	accounting	firm,	LL	
Bradford	has	strived	to	make	the	work	place	
feel	like	a	second	home	for	their	employees.		
“We’ve	always	worked	hard	to	have	a	family-
orientated	environment,	from	day	one,”	said	
Lance	Bradford,	 president	of	 the	 company.	
“Our	goal	 is	 to	have	a	place	where	people	
want	to	come	to	work	every	day.		That’s	the	
most	hours,	not	counting	sleeping,	where	you	
spend	your	time.”
	 In	order	to	achieve	that	environment,	the	
company	 has	 instituted	 half-days	 off	 for	
parents	to	spend	at	home	on	their	children’s	
birthday.	 	The	 company	 also	has	 quarterly	
activities	with	spouses	and	families,	cappuc-
cino	machines	in	the	office	and	has	allowed	
the	staff	to	design	their	own	break	rooms	to	
include	a	Wii	and	Guitar	Hero.		Many	of	the	
ideas	implemented	at	the	firm	are	employee	
driven.
	 “I	want	people	to	believe	they	work	with	
us,	not	for	us,”	said	Bradford.
	 The	 company’s	 benefits	 are	 also	 driven	
by	 the	employees.	 	Annually,	 the	firm	puts	
together	 a	 committee	 that	 includes	 an	 em-
ployee	 from	every	 level	of	 the	company	 to	
review	benefits	and	make	sure	the	company	
is	meeting	each	employee’s	needs.		Addition-
ally,	the	firm	has	bonus	incentive	programs.		
All	of	this	makes	for	a	company	that	people	
want	to	work	for.
	 “We	 just	had	 someone	 leave	us	because	
her	husband	had	a	job	transfer;	she	was	al-
most	 in	 tears	 having	 to	 leave,”	 adds	Brad-
ford.		“We	as	owners	of	the	company	have	a	
responsibility	to	the	people	that	work	for	us	
to	make	sure	that	they	continue	to	have	suc-
cess	in	their	personal	lives	and	can	continue	
to	take	care	of	their	families.“

ManagedPAY
	 A	family-owned	company	in	every	sense,	
ManagedPAY	 is	a	payroll	 and	professional	
services	firm	that	is	committed	to	its	employ-
ees.	 	The	company	offers	 its	34	employees	
a	health,	dental	and	vision	plan,	a	401k	plan	
that	is	100	percent	vested	and	employee	edu-
cation	reimbursement.		Bill	Rosado	is	presi-
dent	of	the	firm	and	his	partner	is	his	wife	
Maureen.		Their	goal	is	to	ensure	that	their	

employees	are	taken	care	of	and	are	provided	
with	job	stability.
	 To	that	end,	rather	than	cut	employee	pay	
or	 lay-off	 employees	 because	 of	 the	 reces-
sion,	Rosado	rather	cut	his	own	pay	 to	see	
the	 company	 through.	 	 He	 keeps	 his	 staff	
up-to-date	on	where	the	company	stands	and	
strives	to	let	each	employee	know	how	much	
they	are	appreciated.
	 “The	last	thing	I	would	ever	want	to	worry	
about	is,	if	I	came	up	with	a	disease	is	how	
am	I	going	to	pay	the	bills?		Anytime	some-
one	 is	 facing	a	crisis,	we	pull	 them	 in	and	
say,	‘Do	not	worry	about	your	pay.		Take	off,	
communicate	 with	 us,	 we’ll	 figure	 every-
thing	out,’”	Rosado	said.
	 “This	is	a	very	difficult	time	for	owners,	
with	most	companies	letting	people	go,”	he	
adds.	 “We	 care.	 	 It’s	 not	 because	we	want	
to	be	named	as	 the	best	place	 to	work,	 it’s	
because	my	wife	and	I	are	very	grateful	for	
what	 we	 have	 accomplished	 and	 what	 we	
have	in	our	lives.”

McCarthy Building Companies

	 A	100	percent	employee-owned	company,	
McCarthy	 Building	 Companies	 has	 a	 his-
tory	of	caring	for	 its	employees.	 	The	firm	
was	founded	in	1864	and	became	employee-
owned	in	2002.		With	the	change	in	owner-
ship,	came	a	shift	in	attitude.
	 “Everybody	takes	a	much	more	pro-active	
approach.	 	Our	 folks	 feel	 like	 they’re	 a	 lot	
more	 accountable	 for	 their	 everyday	 job,”	
said	Randy	Highland,	president	of	 the	Ne-
vada	and	Utah	division.		
	 The	building	company	offers	its	employ-
ees	healthcare	benefits,	which	are	added	to	
often,	as	well	as	a	retirement	plan,	training	
and	up	to	$25,000	in	tuition	reimbursements.		
Additionally,	the	company	has	begun	a	new	
wellness	 program	 to	 promote	 the	 overall	
health	of	each	employee.
	 “We	want	to	encourage	our	employees	to	
be	fit,	have	less	stress	in	their	lives,	better	nu-
trition	and	better	time	management.		We	are	
trying	 to	create	a	culture	of	healthy	folks,”	
said	Highland.
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Holland & Hart is proud to serve clients such as the M
Resort because we, like them, constantly strive to provide
innovative solutions for our clients.

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

Contact: Greg Gilbert, gsgilbert@hollandhart.com, 702-669-4620
3800 Howard Hughes Pkwy, 10th Floor, Las Vegas, NV 89169
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Fear is not a part of Anthony A.Marnell, III’s vocabulary.
When it comes to making decisions, his single-minded
focus is relentless—he goes “all in.” Las Vegas insiders
call him “a visionary,” “the next-generation Vegas player,”
and “a new Vegas mogul.” With the opening of his M
Resort on March 1, 2009, Anthony is already living up to
these titles.

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

ALL INNOVAT ION

www.hollandhart.com
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don’t	 give	 client	 change	 orders	 without	
communication.	We	want	 to	 explain	 that	
this	 is	 what	 needs	 to	 be	 done	 that’s	 dif-
ferent	than	the	original	scope	of	work.	It’s	
going	 to	 cost	 you	more,	 or	 some	of	your	
staff	can	take	care	of	it	for	a	lesser	price.	
So	what	 is	 your	 preference?	 They	 get	 to	
choose.	We	don’t	just	arbitrarily	do	it	and	
then	send	out	an	invoice.
McNair:	 I’ve	 run	 into	 that	 situation,	 too.	
The	key	right	now	is	communication	with	
our	 clients.	 That’s	 the	 most	 important	
thing	that	we	have.	The	economy	is	tough,	
we	all	know	that,	and	if	you	keep	in	touch	
with	your	clients,	you	keep	on	top	of	things	
with	them.
Katina Peters:	 We’ve	 also	 worked	 with	
our	clients	in	changing	how	they’re	doing	
business	 to	 make	 things	 easier	 for	 us	 to	
practice,	and	doing	more	up-front	training	
with	their	staff.	
McNair:	Maybe	even	employing	the	employ-
ees	in	their	firm	to	do	some	of	the	things	that	
they	can	do	that	they	never	did	before.
Peters:	Better	utilizing	their	resources.
Baker:	 Client	 training	 can	 provide	 some	
real	efficiency.
Stout:	This	is	a	very	small	town,	and	so	a	
lot	of	times	we	do	just	eat	the	fees	because	
we	care	about	the	client.	We’ve	had	a	rela-
tionship	with	 them	and	we	want	 to	make	
sure	 that	 they’re	 healthy,	 even	 if	 they’re	
closing,	as	healthy	as	they	can	be.	In	that	
sense	we	do	end	up	 taking	a	hit	because	
of	those	relationships,	and	because	every-
body	knows	everybody	else	 in	 this	 town.	
You	have	to	be	careful	to	take	care	of	the	
people	who	watch	out	for	you.

What should a 
business look for 
when hiring an 
accounting firm?
Patrick Thorne:	One	thing	they	can	do	is	
go	to	the	Nevada	State	Board	of	Accoun-
tancy	website	and	see	if	they	actually	are	
a	 CPA	 and	 the	 status	 of	 their	 license.	 I	
think	that’s	important.
Keeton:	 There’s	 a	 big	 difference	 too	 in	
the	 type	of	practitioner	 that	you’re	 look-

hen	 trying	 to	 conserve	
funds,	 many	 businesses	
look	 to	 their	 CPA’s	 for	
help.	 	 Whether	 through	
tax	breaks	or	better	finan-

cial	 organization,	 having	 an	 accountant	
that	 is	 trustworthy	 and	 knows	 their	 way	
around	the	many	changing	tax	laws	is	im-
portant	for	all	businesses.		Recently,	execu-
tives	representing	the	accounting	industry	
met	at	 the	 law	offices	of	Holland	&	Hart	
in	Las	Vegas	to	discuss	some	of	the	issues	
they	face	as	well	as	some	of	the	important	
things	businesses	need	to	remember	about	
their	own	accounting	practices.
	 Connie	 Brennan,	 publisher	 of	Nevada 
Business Magazine,	 served	 as	moderator	
for	 the	 event.	 	 These	 monthly	 meetings	
are	 designed	 to	 bring	 leaders	 together	 to	
discuss	issues	pertinent	to	their	industries.		
Following	 is	 a	 condensed	 version	 of	 the	
roundtable	discussion.

How has your 
pricing structure 
changed to help your 
clients through the 
recession?
Sharon McNair:	What	we’ve	done	is	go	to	
regular	billing	rates	 instead	of	 just	main-

taining	 the	 minimums.	 That	 helps	 a	 lot.	
We’ve	 saved	 a	 couple	 clients	 because	 of	
it,	because	they	didn’t	meet	the	minimum.	
The	actual	hours	came	to	a	couple	hundred	
dollars	 less	 than	 the	minimum.	We	went	
ahead	and	billed	them	at	the	regular	rates.
Reg Baker:	We’re	all	classy	people	in	this	
room,	but	there	are	some	competitors	out	
there	that	get	very	aggressive	in	their	pric-
ing	and	we’ve	got	to	deal	with	that.
Lynda Keeton:	What	I’ve	been	finding	is	
that	a	practitioner	who	underbids	gives	the	
impression	to	the	client	that	it’s	a	fixed	fee.	
Then	 they	 get	 a	 change	 order	 that	 turns	
out	to	be	even	double	of	what	I	originally	
bid.	What	do	you	say	to	the	client	who	says	
you	came	in	three	times	higher	than	XYZ	
company?	It’s	an	ethical	dilemma.	Do	you	
tell	the	client,	“I	can	only	share	with	you	
what	I	know,	and	here’s	what	I	know	and	
you	need	to	be	prepared,”	or	do	you	match	
the	bid	knowing	that	you’re	going	to	take	
a	loss?	
Brenda Stout:	 Nine	 out	 of	 ten	 times	 I	
find	 that	 the	 client	 comes	 back,	 because	
that	 person	 who’s	 charging	 half	 of	 what	
I	 charge	 knows	 the	 value	 of	 his	 work.	
They’ll	go	to	the	less	expensive	accountant	
and	 then	a	year	or	 two	 later	 they’re	back	
and	say,	“Oh,	boy,	now	we	need	fixing.”
Ronnie Sloan:	 You	 can	 ask	 them	 to	 be	
mindful	of	 the	change	order	process.	We	

W
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ing	for.	I	don’t	have	a	tax	practice.	I	don’t	
know	IRA	rules	and	regulations.	I	am	ex-
tremely	overt	in	having	that	discussion.	If	
you	 need	 somebody	 that	 has	 a	 deep	 tax	
background,	 well,	 you	 want	 to	 talk	 to	
tax	professionals.	 If	you	need	somebody	
because	you	know	you	have	debt	compli-
ance	audits	or	want	to	go	public	and	have	
an	audit	issue,	then	talk	to	the	audit	pro-
fessionals.
Stout:	 The	 question	 that	 I	 would	 say	
the	 client	 has	 to	 ask	when	 they’re	 inter-
viewing	potential	CPAs,	 is	 “who	 else	 in	
my	industry	do	you	do	work	for	because	
each	 industry	 has	 its	 own	peculiarities.”	
It’s	important	for	the	CPA	that’s	going	to	
service	 that	 client	 to	 understand	 the	 pe-
culiarities	of	that	industry.	If	they	can	get	
a	 specific	 referral	 from	 someone	 else	 in	
their	 industry,	 then	 that	 gives	 them	 the	
comfort	 that	 that	 accountant	 is	 going	 to	
know	what	to	do	to	help	them.
Richard Bowler:	When	you	 analyze	 the	
character	 of	 accounting	 firms,	 there	 are	
firms	that	understand	generally	accepted	
accounting	principles	(GAAP)	and	make	
sure	 that	 they	apply	 it	always.	There	are	
other	firms	that	I	don’t	know	whether	they	
understand	it	or	not,	but	maybe	it’s	more	
convenient	not	to	apply	it.
Matt Swan:	We’ve	found	that	when	a	po-
tential	client	comes	 in	and	 the	first	ques-
tion	they	have	is	how	much	do	you	charge	
and	 they	 want	 to	 negotiate	 the	 fees,	 we	
sometimes	just	turn	them	away	if	that’s	all	
they’re	 worried	 about.	 They’re	 just	 look-
ing	for	cheap,	not	for	good.	And	so	we	just	
learned	over	time	that	if	they’re	price	shop-
ping,	they	can	go	somewhere	else.
Bowler:	 In	 our	 firm	 we	 like	 to	 turn	 it	
around	 and	we	 select	 the	 client	 that	 we	
will	 accept.	 I	 think	 that	 attitude	 causes	
you	to	end	up	with	a	client	that	is	coming	
to	you	because	 they	 recognize	 the	value	
of	what	you	do,	they	recognize	the	value	
of	quality	service,	they	recognize	the	val-
ue	 of	 coming	 to	 someone	who	has	 both	
the	experience	and	knowledge	 to	handle	
things.	When	we	 as	 an	 accounting	 firm	
are	selective	in	the	clients	that	we	accept,	
it	also	mitigates	the	retention	problem	be-
cause	we	have	clients	that	see	the	value	of	

our	work.	They	realize	 that	what	 they’re	
paying	isn’t	too	much.	So,	the	question	is	
not,	 what	 questions	 should	 they	 ask	 us,	
but,	what	questions	should	we	ask	them?

How big of an issue is 
collections?
Swan:	We’ve	actually	put	 a	 little	 sign	out	
on	the	front	counter	that	when	you	come	in	
to	pick	up	your	tax	return,	payment	will	be	
made	or	you	don’t	get	your	tax	return.	That	
has	solved	a	lot	of	problems	for	us	from	a	
collections	standpoint.	We	explain	 to	peo-
ple,	do	you	walk	out	with	a	can	of	peas	from	
the	grocery	store	and	say,	“I’m	going	to	eat	
them	first	and	see	 if	 I	 like	 it	and	pay	you	
next	month.”	That	doesn’t	happen	anymore.	
We’ve	 lost	 very	 few	 clients	 because	 of	 it,	
and	most	of	them	have	been	understanding.	
Sloan:	What	was	 a	 challenge	 for	 us	was	
having	a	high-end	client	who	has	a	great	
reputation,	 has	 paid	 us	 lots	 of	 fees,	 and	
then	all	a	sudden	is	on	the	collection	list.	
How	 do	we	 handle	 that?	At	 that	 point,	 I	
step	 in	coming	 from	being	a	partner	and	
say,	 “what’s	 going	 on,	 how	 can	 we	 help	
you?	This	is	unusual	for	you.”

10TH ANNIVERSARY
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Baker:	Are	you	providing	any	financing?	
I’ve	 heard	 of	 firms	 taking	 the	 amount	
that’s	due	and	then	rolling	it	into	a	loan	but	
just	staying	current	on	the	earnings.
Keeton:	I	have	a	client	that	has	asked	for	that.
Peters:	We	have	taken	liens.
Sloan:	We	have	taken	stock.	It’s	a	new	era	
of	how	to	get	paid.	You	have	to	be	very	cre-
ative	and	respectful	at	the	same	time.
Stout:	This	is	my	first	year	I’ve	used	a	col-
lection	agency.
Baker:	That’s	interesting	to	hear,	 though,	
because	that’s	always	been	traditionally	a	
taboo.
Peters:	It’s	our	last	resort.
Keeton:	Once	they	hit	collections	they’re	
gone.	It’s	almost	as	if	the	second	I	say	col-
lections,	they	are	gone.
Stout:	This	 last	year	we’ve	had	to	go	 to	
collections,	 and	 I’ve	 had	 clients	 come	
back	 to	 do	 their	 tax	 return	 and	 I’d	 say,	
“why	 didn’t	 you	 just	 return	 my	 phone	
calls	 and	 we	 could	 work	 out	 the	 pay-
ment?”	 Many	 people	 are	 finding	 them-
selves	in	that	position.

Swan:	 You	 hate	 to	 see	 them	 leave,	 but	
that’s	just	what	we’ve	had	to	do.

What can businesses 
expect as far as new 
accounting and tax 
regulations?
Baker:	 The	 IRS	 has	 launched	 a	 taxpay-
er	 registration,	 and	 it’s	 a	 double-edged	
sword.	It’s	hard	for	CPAs	to	come	out	and	
be	against	that	because	the	general	public	
is	going	to	see	it	as	a	good	thing,	and	in	
some	 respects	 it	 is.	You’ve	already	got	a	
lot	 of	 registration	 right	 now.	What	we’re	
talking	 about	 is	 beginning	 a	 registration	
process	 for	 the	 rest	 of	 the	 competition,	
the	 H&R	 Blocks	 and	 some	 of	 the	 other	
tax	 preparers.	 When	 they	 get	 registered	
and	start	telling	people,	they	took	the	IRS	
exam	and	passed,	and	are	now	approved	
and	 can	 do	 whatever	 you	 need	 to	 have	
done	 for	 the	 IRS.	That	 raises	what	 used	
to	be	a	marginal	competitor	to	a	level	that	

approaches	 what	 the	 CPAs	 had	 through	
their	registration	and	their	competencies.	
McNair:	In	the	eyes	of	the	consumer.
Baker:	 That’s	 something	 we	 need	 to	 be	
concerned	 about,	 because	we	 are	 talking	
about	 bringing	 a	 whole	 new	 category	 of	
competition.	
Keeton:	A	great	analogy	would	be	if	you	
go	to	a	doctor.	If	you	go	to	a	doctor,	you’re	
not	going	to	the	nurse	practitioner	or	 the	
LPN.	That’s	the	equivalent	of	a	non-CPA	
in	 that	 environment.	 And	 that’s	 a	 really	
great	analogy.	If	you’re	going	to	an	attor-
ney,	you	go	to	an	attorney	and	not	a	 law	
clerk	or	a	paralegal.	Swan:	A	lot	of	them	
don’t	know	the	tax	laws	and	that’s	part	of	
the	 reason	 why	 the	 IRS	 wants	 them	 all	
registered.	
Peters:	I	think	the	biggest	thing	that	busi-
ness	 people	 can	 do	 is	 consult	 with	 their	
CPA	 before	 they	make	moves	 right	 now	
because	so	much	is	changing	that	they	need	
to	consider	audit	and	tax	rules.	There’s	so	
much	going	on	and	there	are	a	lot	of	wrong	
steps	that	they	can	take	making	decisions	
without	first	consulting	with	us.	

Is the IRS more 
aggressive in 
today’s economic 
environment?
Peters:	The	 IRS	 is	 really	 trying	 to	deny	
every	 little	 thing	 that	 they	 can	 possibly	
throw	back.
Baker:	It’s	not	just	the	IRS.	It’s	the	states	
too.	
McNair:	 I	 don’t	 know	 how	many	 of	 you	
have	 had	 unclaimed	 property’s	 audit,	 but	
I’m	involved	with	my	first	one	right	now.	
And	 what	 they’re	 looking	 for	 are	 those	
checks	that	haven’t	been	cashed	that	were	
written	for	payroll	that	people	didn’t	pick	
up.	And	 they	want	 the	money.	 The	 state	
wants	the	money.
Peters:	Another	big	issue	is	the	indepen-
dent	contractor	versus	employee.	The	IRS	
and	 the	 states	 are	 trying	 to	 reclassify	 in-
dependent	contractors	as	employees	of	the	
company	so	the	companies	will	then	have	
to	pay	out	those	back	taxes.	I	went	through	
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a	seminar	on	that	specific	issue	and	it’s	be-
coming	a	bigger	issue	nationwide.
McNair:	Also,	 tip	 compliance.	The	 IRS	
has	 a	 brand-new	 group	 that	 goes	 after	
employers	 to	 pay	 their	 share	 of	 the	 So-
cial	Security/Medicare	on	the	unreported	
tips	of	their	employees.		It’s	that	form	that	
you	file	annually	where	you	list	your	total	
sales	and	your	credit	sales	and	the	credit	
card	 tips	 on	 it.	You	 establish	 a	 percent-
age.	They’re	using	that	percentage	to	ap-
ply	as	cash	sales	now.	In	this	economy	it	
can	really	hurt.

Is the IRS conducting 
more audits now?
McNair:	They	are.	They’ve	beefed	up	their	
staff.
Keeton:	We	have	a	client	under	audit,	one	
of	my	clients.	They	have	Mexican	subsid-
iaries.	Anything	 foreign	 is	 tripping	a	 trig-
ger.	We	can	be	clean	as	a	whistle.	The	only	
reason	we	got	tripped	is	because	it’s	foreign.
Thorne:	They	 are	 looking	 at	 cash	 in	 for-
eign	accounts	real	closely	now.
Peters:	A	lot	of	questions	on	foreign.	For-
eign	this,	foreign	that.	So	they’re	definitely	
looking.
Baker:	There’s	a	big	push	for	 the	 IRS	 to	
get	the	electronic	filing	numbers	way,	way	
up.	It	makes	it	a	lot	easier	for	them	to	do	
audits.	It’s	easy	for	the	computers	to	auto-
matically	 start	 cranking	 out	 those	 letters	
asking	questions.	So	I	 think	you’re	going	
to	see	the	audit	rate	continuing	to	creep	up	
particularly	 as	 to	 electronic	 filing,	 those	
percentages	get	higher.
Swan:	 It’s	mandatory	next	year,	 to	e-file.	
We	chose	to	e-file	this	year	everything	that	
we	possibly	could,	and	when	I	 look	back	
on	it,	it	was	much	nicer.	We	had	a	lot	more	
control	over	things.	We	had	a	lot	of	them	
kicked	back,	but	we	figured	it	was	better	to	
work	on	them	this	year	and	clean	them	up.
Baker:	For	most	clients	 it’s	a	good	 thing	
because	they	get	their	refunds	faster.
Thorne:	They	get	an	almost	instantaneous	
confirmation	that	it	was	filed.
Swan:	Extensions	too.	When	we	did	exten-
sions,	we	now	get	the	confirmation	back	that	
it	had	been	approved	right	from	the	IRS.

that	makes	her	 a	 tax	professional.	So	 it’s	
not	 just	 the	 taxpayer	 themselves	 that	 are	
screwing	themselves	up.	If	you	don’t	know	
tax	law	then	you	don’t	know	how	to	answer	
those	questions	right.
Peters:	We’ve	seen	that	QuickBooks	has	
been	very	beneficial	in	a	lot	of	cases.	They	
did	a	good	 job	 in	marketing.	 It’s	a	pretty	
powerful	 program,	 it	 can	 do	 a	 lot	 for	 a	
small	 business	 and	 different	 businesses.	
We	 found	 that	we	have	 a	 little	 less	work	
doing	the	actual	write-up.		But,	we	do	a	lot	
of	helping	with	QuickBooks.	We	help	set	
it	up,	clean	it	up,	train	them	on	how	to	use	
it	appropriately.	It’s	a	little	more	of	a	shift.
Swan:	For	us	QuickBooks,	where	we	can	
just	 transport	 files	 back	 and	 forth,	 has	
helped	our	firm.	We	might	not	be	doing	
the	 day-to-day	 bookkeeping	 but	 we’ve	
transitioned	 into	 assisting	 them	 and	 be-
ing	 the	 expert	 in	 QuickBooks	 making	
us	more	valuable	 than	had	we	been	 just	
been	doing	the	bookkeeping.	They	realize	
how	much	they	need	us	now	because	they	
messed	up	QuickBooks.	We	have	to	come	
in	and	fix	it.
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Baker:	There’s	a	lot	of	positive	value,	but	
there’s	always	going	to	be	the	more	likeli-
hood	that	those	audit	rates	are	going	to	go	
up	as	a	result.		Does	anybody	have	any	ex-
perience	with	audits	that	are	just	left	dan-
gling?	I’m	starting	to	see	more	and	more	
of	that,	when	the	IRS	will	open	up	an	audit	
and	not	close	it	out.
Stout:	I	can’t	even	get	return	phone	calls	
from	a	supervisor.
Swan:	 We’ve	 called	 the	 taxpayer	 advo-
cate	three	times	this	year	to	get	problems	
resolved.	 And	 before	 it	 might	 have	 been	
once	 in	a	blue	moon,	but	 this	year	we’ve	
had	three	of	them.

How has accounting 
software such as 
QuickBooks changed 
the industry?
Swan:	 Where	 we’ve	 seen	 issues	 is	 with	
Turbo	Tax,	 not	QuickBooks,	 because	we	
aren’t	 doing	 the	 high-end	 clients.	 Turbo	
Tax	 is	 fine	 if	 you’ve	 got	 the	 very	 basics,	
but	if	you	have	any	exceptions	on	there,	the	
questions	they	ask	can	be	misleading,	and	
people	will	 then	answer	 them	 to	 the	best	
of	their	knowledge,	which	is	almost	zero.	
Stout:	It’s	not	just	the	taxpayer	who’s	us-
ing	 the	 Turbo	 Tax.	 Before	 tax	 season,	 a	
waitress	at	a	place	where	I	have	a	monthly	
association	meeting	came	up	to	me	and	of-
fered	me	her	services	because	she’s	been	
doing	 taxes	 for	 everybody	 at	 that	 place	
for	 years,	 thanks	 to	 Turbo	 Tax.	 Because	
she	 can	 afford	 the	 bucks	 for	 Turbo	 Tax,	
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LVCVA and NDA Partner to
Attract New Business
The	Las	Vegas	convention	and	Visitors	Authority	(LVCVA)	has	partnered	with	
the	Nevada	Development	Authority	 (NDA)	 to	 attract	 business	 to	 Southern	
Nevada.		The	partnership	provides	NDA	with	permanent	booth	space	in	the	
Las	Vegas	Convention	center	to	promote	the	advantages	of	moving	a	business	
to	Las	Vegas,	giving	them	an	audience	of	over	1.5	million	business	travelers	
each	 year.	 	 Additionally,	 NDA	 has	 begun	 a	 new	 California	 ad	 campaign	
designed	to	specifically	pull	businesses	in	from	that	state.

Unemployment Rate
in Nevada Highest
in the Nation
According	to	the	Bureau	of	Labor	Statistics	(BLS)	
the	overall	unemployment	rate	in	Nevada	climbed	
to	 14	percent	 in	May,	 beating	out	Michigan	who	
previously	 had	 the	 highest	 unemployment	 rate	 in	
the	country.		Additionally,	the	unemployment	rate	
for	teens	in	Nevada	is	now	the	second	highest	in	the	
country	at	34.6	percent.

Minimum Wage 
Increases in Nevada
Effective	 this	 month,	 the	 Nevada	 Labor	
Commissioner	 announced	 a	 $0.70	 increase	
to	the	current	minimum	wage.		Nevada	
follows	a	two-tier	wage	system	and	
the	 increase	will	 result	 in	 a	 new	
minimum	wage	of	$8.25	per	hour	
or	 $7.25	 per	 hour	 for	 those	 of-
fered	health	benefits.

http://hutchlegal.com
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What inspired you to get into
your industry?
As a child, before I even knew what 
lawyers did, I would say that I wanted to 
be an attorney.  After about five years in 
Washington, DC working for a national 
non-profit organization, I decided to go 
back to law school.  I continue to enjoy the 
competitive nature of litigation.

How do you encourage growth and 
development within your organization?
In my career, I have benefitted from working 
with employers willing to take chances 
with me and allow me to try new things 
and pursue new aspects of my work.  I 
am convinced that good people want to 
improve, do good work and excel in their 
professions.  My job is to provide the 
opportunity to attempt new tasks and use 
sometimes hidden skill sets.  

What is your biggest business challenge?
Breaking down the misperception that 
the way things have always been done 
represents the best way to do those things 
in the future.  There is a certain comfort in 
familiarity; however, the old way often is not 
the best way.  At Watson Rounds we try to 
figure out the best way to attack each case 
or issue.  Oftentimes, the best way involves 
employing a novel approach.

If you could say one thing to the next 
generation, what would it be? 
Find something that you love to do 
and make it one of the pursuits of your 
life.  Don’t be discouraged by setbacks 
or difficulties.  In the end, passion and 
perseverance will prevail.

What is the best advice you’ve ever 
received?
Do your best even when nobody is watching.

What do you anticipate for the future
of business in Nevada?
Nevada is struggling out of a very difficult 
recession and has its best years ahead of it.  
Nevada has a bright future ahead of it and 
it will be exciting to be a part of its future.

Face To Face | Las Vegas

Ryan E. Johnson
Partner

Watson Rounds
Las Vegas, Reno, San Francisco

Number of Employees: 35+
Years in Nevada: 7
Years with Company: 3
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	 The	 company	 has	 been	 lucky	 in	 that,	
since	the	downturn	and	unlike	many	other	
construction	 companies,	 they	 haven’t	 had	
to	let	very	many	people	go.		“Our	strategy	
is	 to	 keep	 our	 best	 and	 brightest	 so	 that	
when	 the	market	does	 turn	 around,	we’re	
in	the	best	position	possible	to	take	full	ad-
vantage	of	the	recovery,”	Highland	said.
	 “It’s	important	for	us	to	create	an	envi-
ronment	 that,	 even	 in	 the	 downturn,	 our	
people	like	to	work	at	McCarthy,	they	feel	
like	they’re	challenged,	they	feel	like	they	
are	learning	and	they	feel	like	the	company	
has	 their	 best	 interest	 at	 heart.	 This	way,	
when	times	do	turn	around,	our	folks	don’t	
want	 to	 go	 anywhere	 else.	 	 There’s	 not	 a	
better	place	for	them	to	work,”	he	added.

McDonald Carano Wilson, LLP

	 John	Frankovich,	managing	partner	for	Mc-
Donald	Carano	Wilson,	one	of	Nevada’s	oldest	
law	firms,	sums	up	the	company’s	attitude	to-
wards	its	employees	best.	“I	think	it	goes	back	
to	Bob	McDonald,	who	started	this	firm	more	
than	60	years	ago.		He	always	insisted	that	staff	
be	treated	as	well	as	possible.		He	truly	loved	
the	staff	and	they	loved	him.		He	instilled	those	
values	in	us,”	Frankovich	said.
	 The	 firm	 offers	 education	 assistance,	
fully-funded	 healthcare	 and	 a	 generous	
profit-sharing	 program	 for	 its	 employees.		
Each	of	the	100	employees	are	encouraged	
to	 collaborate	 and	 help	 each	 other.	 	 The	
firm	hasn’t	had	to	lay	anyone	off	because	of	
the	recession	and	has	made	it	a	goal	to	keep	
the	quality	employees	they	already	have.

	 Everyone	at	the	company	cares	for	each	
other	 and	 rallies	 around	 employees	 with	
emergencies	or	other	crisis’.	
	 “I	 have	 worked	 for	 McDonald	 Cara-
no	 Wilson	 for	 28	 years,”	 said	 Ginny	
Brownell,	 a	 legal	 secretary	 at	 the	 firm.		
“During	 that	 time,	 they	 have	 shared	 in	
the	good	 times,	 supported	us	 in	 the	bad	
times	 and	 always	made	 every	 employee	
feel	valuable	and	valued.”
	 “Many	 companies	 say	 they	 are	 like	 a	
family,	but	McDonald	Carano	Wilson	lives	
that	way,”	adds	Holly	Mitchell,	another	le-
gal	secretary	with	the	firm.

Pahor Mechanical
Contractors, Inc.

	 Steve	 Wilson,	 president	 of	 Pahor	 Me-
chanical	Contractors,	Inc.,	appreciates	that	
each	of	his	employees	have	made	an	invest-
ment	in	the	employee-owned	company	and	
he,	in-turn,	invests	in	each	of	them.
	 “I	 spend	 more	 time	 with	 these	 people	
than	I	do	with	my	own	family,”	Wilson	said.		
“The	relationship	that	I	have	with	these	peo-
ple	is	very	deep.		I	respect	them	and	I	really	
have	an	interest	in	their	success.		They	are	
what	our	business	is	built	on.”
	 The	 employees	 at	 Pahor	 receive	 a	 full	
health	plan	with	dental,	vision	and	a	401k.		
They’re	also	encouraged	to	give	back	to	the	
community.		The	firm	has	adopted	Nevada	
Childhood	Cancer	Foundation	as	a	charity	
and	holds	 raffles	at	 their	quarterly	barbe-
cues	to	benefit	the	organization.		
	 “I’ve	encouraged	our	employees.	If	they	
have	 a	 worthy	 charity	 or	 service	 project	
they	would	like	to	do,	we’ll	give	them	the	

day	off	on	a	monthly	basis,”	said	Wilson.		
“I’ve	got	them	here	anyway	and	they’re	not	
as	busy	as	they	used	to	be,	so	why	not	give	
back	to	the	community?”
	 Since	the	slowdown,	the	company,	which	
is	in	one	of	the	hardest	hit	industries	in	Ne-
vada,	hasn’t	had	 to	 reduce	benefits	and	 is	
holding	steady.
	 “It	was	two,	maybe	three	years	ago,	when	
we	were	at	the	peak	of	construction,”	said	
Wilson.		“A	lot	of	these	same	people	could	
have	gone	for	a	different	or	higher	paying	
job.		But	they	didn’t.		There	is	a	loyalty	with	
the	company	that	goes	both	ways.	 	That’s	
why	we’re	holding	on	to	them,	because	of	
their	loyalty.”

REMSA

	 It’s	 not	 enough	 for	 REMSA	 to	 have	
a	 program	 that	 is	 copied	 all	 over	 the	
country,	 the	non-profit	 emergency	medi-
cal	 service	 for	Washoe	County	 also	 has	
employees	 that	 are	 dedicated	 and	 love	
where	they	work.		The	company	has	over	
360	employees	and,	according	to	Patrick	
Smith,	 president	 and	 CEO,	 has	 a	 very	
simple	philosophy.
	 “What	 I’ve	 told	 everybody	 is,	 ‘You’re	
job	 is	 to	go	out	and	 take	 the	best	care	of	
the	 community	 and	 the	 patients	 you	 can.		
Our	job	is	then	to	take	care	of	you	and	your	
families.	 	Let’s	all	work	together	to	make	
that	happen,’”	Smith	said
	 “It’s	very	 simple;	we	 take	care	of	 each	
other,”	he	added.		“It’s	not	rocket	science.”		
	 The	 company	 offers	 its	 employees	 a	
wide	range	of	benefits	that	includes	every-
thing	 from	 health,	 dental	 and	 vision	 to	 a	
gym	membership	and	a	staff	psychologist.		
With	 the	 downturn,	many	 non-profits	 are	
seeing	 tightening	budgets	and	REMSA	is	
no	exception.	 	Even	 so,	 the	 company	and	
Smith	 are	 committed	 to	 their	 employees	
and	to	serving	Northern	Nevada.
	 “We	will	get	through	these	hard	times,”	
said	 Smith.	 	 “At	 the	 end	 of	 the	 day,	 my	
promise	 is	no	one	will	be	 laid	off.	 	We’ll	
work	together	to	make	sure	we	take	care	of	
the	community	and,	regardless,	our	people	
will	 have	 jobs,	 incomes	 and	 benefits	 for	
their	families.”

Continued from page 13
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health	 plans,	 paid	 time	 off,	 discounts	 in	
financing	and	tuition	reimbursement.		Ad-
ditionally,	 Clausen	 has	 worked	 to	 ensure	
that	 employees	 know	how	much	 they	 are	
valued.		Despite	the	fact	that	many	banks	
have	closed,	they	haven’t	had	to	let	people	
go.		Instead,	Clausen	says,	they’ve	moved	a	
few	people	around	and	have	actually	been	
hiring.
	 “Our	model,	our	focus	on	customers	and	
our	focus	on	team	members	is	an	extraordi-

nary	model	that	believes	in	people.	I	think	
that’s	a	big	reason	why	we	continue	to	grow	
in	today’s	economy	when	others	are	having	
a	tough	time.		The	last	thing	we	ever	want	
to	do	is	lay-off	folks,”	said	Clausen.
	 To	 that	 end,	 the	 bank	 has	 instituted	 a	
program	called	“Retain	and	Retrain”.		The	
program	 is	 designed	 to	 take	 existing	 em-
ployees	 whose	 jobs,	 for	 whatever	 reason,	
are	 no	 longer	 necessary	 and	 retrain	 them	
into	other	positions.
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University of Phoenix
	 It’s	no	surprise	that	people	love	working	
for	 the	University	of	Phoenix.	 	The	 school	
offers	 a	 wide-range	 of	 benefits	 including	
medical,	 dental,	 vision,	 staff	 discounts	 and	
adoption	assistance.		The	campus	in	South-
ern	Nevada	has	adopted	the	corporate	policy	
of	taking	care	of	its	employees	a	step	further.
	 “We	built	off	of	what	the	organization	has	
afforded	for	our	staff,”	said	Charlie	Nguyen,	
territory	vice	president.		“We	converted	all	of	
the	offices	at	our	campus	into	staff	enrich-
ment	rooms.”
	 These	“staff	enrichment	rooms”	have	ev-
erything	from	a	Wii	Fit,	to	areas	employees	
can	utilize	 to	 learn	a	new	language,	read	a	
book	or	even	take	a	nap.		The	school	has	in-
corporated	 its	 “Take	Five	 Initiative”	where	
at	any	point	during	the	day,	for	any	reason	
whatsoever,	employees	can	take	a	break	from	
their	work.		In	addition	to	the	office	conver-
sion	and	the	“Take	Five	Initiative”,	all	of	the	
directors	at	the	school	have	moved	and	they	
now	sit	in	cubicles	next	to	their	employees	to	
promote	an	environment	of	transparency	and	
open	communication	among	the	staff.
	 “We’ve	 found	 that	with	all	of	 the	direc-
tors	 on	 the	floor,	we	 increase	 communica-
tion	among	ourselves	and	 the	staff	without	
increasing	meetings,”	said	Nguyen.
	 The	company	has	also	made	fresh	fruits	
available	 for	 its	 employees	 and	 encourages	
each	of	them	to	volunteer.		They	are,	in	fact,	
give	two	paid	days	in	which	to	do	so.
	 “When	you	 take	care	of	your	staff,	 then	
the	staff	will	 take	care	of	 the	students	and	
then	some,”	said	Nguyen.		“Our	number	one	
asset	is	our	people.”

Wells Fargo Bank
	 Kirk	Clausen,	regional	president	for	Wells	
Fargo	Bank	 ,	 oversees	 1,800	 of	 the	 banks	
4,000	employees.	 	He	has	strived	 to	create	
an	organization	where	employees	feel	valued	
and	are	respected	for	the	work	they	do.
	 “Our	 people	 are	 our	 competitive	 advan-
tage.		We	recognize	those	team	members	and	
we	reward	 them	for	doing	 the	 right	 thing,”	
Clausen	said.
	 The	 bank	 offers	 several	 benefits,	 ev-
erything	 from	 adoption	 assistance,	 401k,	
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traveling	 is	 somewhat	 different.	 They’re	
now	acting	more	like	those	more	modest	
travelers	--	looking	for	deals,	looking	for	
value.”
	 Oppenheim	 pointed	 to	 17	 new	 flights	
coming	 into	 Reno-Tahoe	 International	
Airport	–	most	of	which	arrive	from	the	
Los	Angeles	basin	–	added	between	Janu-
ary	and	June	this	year	as	evidence	of	con-
tinued	hope	for	a	rebound.
	 Overall,	 the	Reno	airport	 saw	a	mod-
est	year-over-year	increase	of	1.5	percent	
in	 April,	 as	 more	 than	 309,000	 passen-
gers	 used	 the	 facility.	 It	was	 the	 second	
straight	month	of	growth	for	the	airport,	
great	 news	 following	 a	 total	 annual	 de-
cline	of	more	than	15	percent	in	2009.

Rural Rebound

	 Reaching	for	an	entirely	different	seg-
ment	 of	 the	 travel	market	 is	 the	Nevada	
Commission	 on	 Tourism	 (NCOT).	 The	
state	 agency	 seeks	 to	 bring	 visitation	 to	
Nevada	outside	 the	Las	Vegas	and	Reno	
areas.	NCOT’s	heavy	focus	on	attracting	
outdoor	 enthusiasts	 to	 rural	 parts	 of	 the	
state	allows	it	to	target	a	different	traveler	
than	the	one	who	typically	looks	for	a	Ve-
gas	vacation.
	 NCOT	 Director	 Dann	 Lewis	 arrived	
here	from	Maine	near	the	end	of	Nevada’s	
tourism	 drop,	 as	 both	 statewide	 gaming	
and	 lodging	 tax	 revenue	 completed	 dips	
of	nearly	20	percent	each	from	FY	2007	
levels.	Having	seen	what	he	hopes	is	the	
bottom,	Lewis	points	to	an	important	fact	
in	looking	for	signs	of	recovery:	rural	Ne-
vada	didn’t	have	as	far	to	fall	in	the	first	
place	as	the	Las	Vegas	and	Reno	markets	
did.
	 “The	I-80	corridor	from	Reno	east	out	
as	far	as	Elko	to	Wendover	–	their	decline	
has	been	considerably	less	than	the	Reno-
Sparks	area	or	Las	Vegas,”	Lewis	said.	“I	
was	out	in	Elko	a	few	weeks	ago	and	was	
surprised	at	how	busy	it	was.”
	 Elko	 can	 rely	 on	 fairly	 steady	 busi-
ness	 travel	 because	 of	 its	 proximity	 to	
Nevada’s	healthy	mining	industry,	but	the	

conventions	 and	meetings	 that	 generally	
buoy	 the	 state’s	 major	 markets	 through	
midweek	ebbs	do	not	come	as	often	to	the	
rurals.
	 “Business	travel	in	general	is	still	quite	
weak,”	Lewis	said.
	 Lewis	 saw	 his	 overall	 budget	 slashed	
from	$17.7	million	in	FY08	to	$13.6	mil-
lion	 in	 FY09,	 and	 NCOT	 estimates	 put	
this	year’s	final	FY10	budget	at	$10.6	mil-
lion.	 The	 budget	 for	 this	 year’s	 summer	
campaign	is	$2	million,	down	as	much	as	
80	percent	from	some	past	years.	NCOT	
staffing	 also	 fell	 by	 23	 percent	 over	 the	
past	year.
	 Yet	NCOT	 is	 just	 one	 of	many	 agen-
cies	and	companies	in	Nevada	learning	to	
do	more	with	less.	Much	of	the	advertis-
ing	 done	 by	 the	 commission	 used	 to	 be	
on	TV,	but	Lewis	is	moving	NCOT	online	
with	 Google	 ads,	 website	 partnerships	
and	 streaming	 video.	 In	 fact,	 the	 same	
TV	commercials	which	air	in	Nevada	and	
California	are	also	available	via	 stream-
ing	video,	and	NCOT	can	track	how	many	
people	watch	the	video	and	how	long	they	
watch	it.	That	technology	is	being	utilized	
heavily	in	markets	throughout	California,	
Utah	and	Arizona.
	 “We	can	track	it	on	a	real-time	basis,”	
Lewis	 said.	 “We	 can	 make	 adjustments	
on	the	fly.	We’ve	had	some	really	strong	
success	with	that.”
	 Lewis	worked	with	Southwest	Airlines	
to	make	Nevada	a	“featured	destination”	
on	the	company’s	website	homepage,	then	
allowed	 Nevada	 hotels	 to	 pool	 together	
to	cover	the	cost	of	the	advertisement.	In	
fact,	interest	from	within	the	state	for	the	
Southwest	partnership	remains	so	strong	
that	NCOT	has	repeated	it	with	different	
properties.
	 The	move	 to	 a	 larger	 online	 presence	
helped	 increase	 awareness	 of	 Nevada	
tourism	opportunities	by	7	percent	in	the	
Los	Angeles	market,	Lewis	said.
	 “Overall,	 just	 looking	 at	 some	 of	 the	
national	 figures,	 there	 are	 areas	 that	 are	
definitely	 beginning	 to	 show	 strength	
in	 the	 leisure	 travel	 area,”	 Lewis	 said.	
“We’re	not	seeing	it	out	here	to	the	same	
degree.”
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ith	 so	 much	 negative	
commentary	in	the	print	
and	 broadcast	 media	
about	 the	 banking	 indus-
try,	 it’s	 easy	 to	 miss	 the	

fact	 that	 over	 8,300	 traditional,	 FDIC-
insured	 banks	 and	 their	 more	 than	 two	
million	employees	are	serving	towns	and	
cities	 across	 the	 country,	 committed	 to	
helping	their	communities	thrive.
	 Lending	 typically	 declines	 in	 reces-
sions.	 	 In	 this	 recession,	 however,	 lend-
ing	 by	 FDIC-insured	 banks	 has	 actually	
increased.	 	Yes,	 there	are	individuals	and	
businesses	 that	have	not	been	able	 to	ob-
tain	a	loan.		That	may	be	because	their	cash	
flow	or	collateral	positions	have	changed.		
Or	 because	 bank	 examiners	 are	 looking	
more	 closely	 at	 every	 loan—especially	
ones	involving	real	estate—which	is	what	
happens	 in	 every	 economic	 downturn.		
Bankers	are	accustomed	to	close	scrutiny.		
They	 expect	 examiners	 to	 analyze	 their	
operations	 based	 on	 standard	 banking	
principles,	 the	most	 basic	 of	which	 boils	
down	to	one	question:		“If	I	lend	you	this	
money,	will	you	pay	it	back?”
	 Traditional	 bankers	 get	 paid	 when	
people	 repay	 their	 loans.	 	But	 there	was	

a	different	standard	in	play	in	the	run-up	
to	 the	 housing	 collapse	 and	 subsequent	
economic	meltdown.	 	 The	 vast	majority	
of	subprime,	no-doc	loans	were	made	by	
entities	outside	of	the	traditional	banking	
industry.		These	loans	were	originated	by	
individuals	with	no	stake	in	 the	transac-
tion	who	were	compensated	on	the	basis	
of	the	number	of	deals	done,	not	whether	
they	were	repaid.		
	 The	 members	 of	 the	 Nevada	 Bank-
ers	 Association	 believe	 that	 Congress	
should	 enact	 regulatory	 reforms,	 includ-
ing	 the	 elimination	 of	 “too	 big	 to	 fail,”	
determining	 a	 process	 for	 resolving	 in-
stitutions	 that	 pose	 the	 greatest	 risk	 to	
the	 economic	 system,	 and	 strengthening	
cross-agency	oversight	of	financial	 insti-
tutions	 and	markets	 so	 signs	of	 risk	can	
be	identified	and	addressed	at	the	earliest	
possible	point.		But	it	must	be	reform	that	
is	 effective	 and	 does	 not	 impose	 crush-
ing	new	and	overreaching	 regulations	 at	
a	time	when	traditional	banks	are	helping	
their	communities	deal	with	a	still-fragile	
economy.	

	 The	proposal	 for	a	new	Consumer	Fi-
nancial	 Protection	 Agency—one	 more	
huge,	 expensive	 government	 agency—
looms	as	the	worst	of	both	worlds,	harm-
ing	 traditional	 banks	 while	 exempting	
from	 oversight	many	 of	 the	 entities	 that	
were	 responsible	 for	 the	 toxic	 loans	 and	
need	to	be	reined	in.		If	reform	punishes	
the	good	lenders—the	ones	at	the	heart	of	
the	nation’s	economic	recovery—and	lets	
the	 bad	 ones	 go	 untouched,	 the	 nation’s	
communities	will	pay	the	price.	
	 The	focus	on	 the	small	number	of	bad	
actors	has	caused	many	to	lose	sight	of	the	
good	 that	 the	banking	 industry,	 its	8,300	
banks	and	millions	of	employees	are	doing	
every	day.	 	We	worry	 that	 the	 leadership	
many	of	these	banks	provide	in	towns	and	
cities	across	the	country	through	loans,	vol-
unteer	service	and	financial	investments	is	
in	jeopardy	if	financial	reform	is	not	done	
well.		We	also	worry	about	bank	custom-
ers	 if	 the	 federal	 government	 decides	 to	
help	them	balance	their	checkbook.		That’s	
the	kind	of	“consumer	protection”	that	this	
country	can’t	afford.

W

Bill Uffelman is the President & CEO of Nevada Bankers Association a Member of 
the Alliance of State Bankers Associations.

32                                        July 2010 July 2010                                        33

Free Market Watch | Commentary

Banking – The Flip Side



www.NevadaBusiness.com

Building Nevada

ood	news	 is	hard	 to	find	 in	 the	
world	of	commercial	real	estate.	
Mostly	 there’s	 lesser	 bad	 news,	
and	even	that	has	to	be	ferreted	
out.	The	silver	lining	to	Nevada’s	

economic	tumble	is	a	bit	tarnished.
	 According	to	Lance	Bradford,	president,	
Stable	Development,	“The	market	is	slowly	

getting	better.	It	would	be	going	more	quick-
ly,	 but	 the	 biggest	weakness	we	have	 right	
now	is	the	banks	are	being	very	conservative	
in	their	lending.	There	isn’t	much	lending	at	
all	on	commercial	products.”
	 Another	 factor	 affecting	 commercial	
real	 estate	 relies	 is	 employment.	 Accord-
ing	 to	 Jake	 Joyce,	 senior	project	manager,	
Applied	 Analysis,	 commercial	 real	 estate	
users	are	generally	employers	who	directly	
employ	 workers	 in	 those	 markets,	 which	
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continue	 to	 be	 down.	 “That’s	 being	 wit-
nessed	 in	 our	 14.2	 percent	 unemployment	
rate	 that’s	 being	 affected	 by	 the	 fact	 that	
across	all	sectors,	in	every	market	we	have	
a	double	digit	drop	in	pricing	over	the	last	
months	and	we’re	likely	to	see	pricing	con-
tinue	to	drop	going	forward,	probably	for	at	
least	12	months.”
	 Which	 means,	 essentially,	 that	 every	
sector	of	commercial	real	estate	has	reigned	
in	from	the	glory	days	a	few	years	ago	when	
lease	 prices	 were	 up	 and	 vacancy	 rates	
down,	 and	 landlords	are	now	doing	what-
ever	it	takes	to	fill	space	(though	a	few	are	
adopting	a	wait-and-see	attitude).	
	 We	need	to	know	what	the	equilibrium	
is.	 “Are	we	 entering	 recovery	 or	 have	we	
entered	recovery?	We’ve	probably	all	heard	
the	 national	 economy	 has	 entered	 recov-
ery.	The	question	is	how	hard	and	at	what	
speed	 is	 that	going	 to	 reverberate	 to	us	 in	
Southern	Nevada,	particularly	in	the	com-
mercial	 market?”	 asked	 Joyce.	 “Probably	
that’s	going	to	be	one	of	the	most	lagging	
sectors	 of	 our	 economy.	 Spending	 has	 to	
come	back	from	consumers,	and	once	that	
comes	back,	then	hiring	has	to	come	back	
then,	after	three	to	four	years	of	excess	in-
ventory	pretty	much	across	all	sectors	you	
have	to	backfill.”
	 We	continue	 to	see	ultra	high	vacancy	
rates	 in	 all	 sectors,	 construction	 halted	
and	only	a	 few	more	projects	coming	on-
line	statewide.	There’s	nothing	much	in	the	
planning	pipeline	or	expected	 to	material-
ize	in	the	next	12	months.	
	 So	where	are	we	with	that	tarnished	sil-
ver	lining?	A	year	or	two	ago	vacancy	rates	
were	climbing	about	2	percent	every	quar-
ter;	now	they’re	still	going	up	but	at	a	much	
more	subtle	1	percent.
	 Still	waiting	for	some	good	news?	Ac-
cording	 to	 Joyce,	 some	 commercial	 sec-
tors	 are	doing	well.	 It’s	been	 said	Nevada	
will	 continue	 lagging	 behind	 the	 national	
economy.	Now	that	the	national	economy	is	
entering	 recovery,	with	 the	manufacturing	
index	up	10	months	 in	a	 row	and	at	a	six	
year	high	in	April	and	we	have	some	very	
good	signs	across	the	broader	economy,	the	
ultimate	answer	we	all	want	is:	When	will	
that	turnaround	happen	locally?

Office
	 The	office	market	took	a	hard	hit	as	busi-
nesses	failed	or	downsized,	and	continues	slug-
gish	with	close	to	20	percent	vacancy	statewide.	
	 According	 to	 Bradford,	 businesses	 are	
active	even	if	they’re	downsizing,	and	there’s	
been	evidence	of	a	few	new	businesses	pop-
ping	up	for	the	first	time	in	a	couple	years.	
Although,	 that	 doesn’t	 necessarily	 mean	
there’s	 anything	 more	 selling	 than	 there	
has	been,	“We’re	starting	to	see	some	refur-
bishing	or	completion	of	projects	that	were	
distressed	a	couple	years	ago,	which	led	 to	
a	great	discount	for	new	owners	who	are	fin-
ishing	them	up,”	said	Bradford.
	 Bradford	thinks	the	market	is	on	the	up-
swing,	but	a	gradual	upswing	compared	 to	
the	 steep	 increase	 and	 precipitous	 drop	 of	
recent	years.
	 Chuck	Witters,	SIOR,	senior	vice	presi-
dent,	Lee	&	Associates	Commercial	Real	
Estate	 Services,	 said	 the	 office	market	 in	
Southern	 Nevada	 is	 still	 seeing	 serious	
problems.	“At	the	end	of	the	first	quarter	we	

still	 had	 about	 11.5	million	 vacant	 square	
feet	in	the	Las	Vegas	valley.	To	my	knowl-
edge,	that’s	a	record.	That’s	about	23.5	per-
cent	vacancy.”	
	 Those	 numbers	 don’t	 include	 the	 sub-
lease	market,	which	no	one	tracks	but	which	
adds	in	some	300,000	to	600,000	square	feet	
above	 the	 11.5	 million.	 With	 11.5	 million	
square	feet	vacant	and	negative	net	absorp-
tion	for	the	last	two	years,	Witters	predicts	at	
least	six	years	before	the	office	market	gets	
back	to	where	it	was	three	years	ago.
	 Bring	 together	 23.5	 percent	 vacancy,	 a	
six	year	inventory	of	vacant	space,	dropping	
lease	 rates	 and	 over	 13	 percent	 unemploy-
ment	 and	 everyone	 gets	 hurt	 –	 developers,	
architects,	 landlords,	 lenders,	 commercial	
real	estate	brokers.
	 In	 Northern	 Nevada,	 Frank	 Gallagher,	
SIOR,	senior	partner,	Gallagher	Commercial	
Properties,	LLC,	said	in	both	office	and	in-
dustrial	sectors	there	is	movement,	primarily	
owner-users	companies	moving	out	of	leased	
spaces	and	into	spaces	they	can	own,	gener-
ally	at	the	same	price.	
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whether it’s through corporations or cupcakes. 
Experience the power of influence.

BE INFLUENTIAL.

COLORADO · NEVADA · ONLINE       > 1.800.670.8738     > CPS.Regis.edu/beinfluential >  Read more online

 Be MoRe thAn A Business owneR.
Be An influentiAl Business owneR.

http://CPS.Regis.edu/beinfluential
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Building Nevada | Space Available

	 Companies	 with	 existing	 relationships	
with	existing	banks	can	finance	these	deals	
and	banks	seem	willing	to	lend	on	the	own-
er-user	 side,	 some	assisted	by	SBA	(Small	
Business	 Administration)	 financing,	 and	
others	with	cash.	Companies	that	are	doing	
all	right	can	take	advantage	of	the	market,	
but	 there’s	 no	 additional	 absorption,	 since	
such	moves	 concern	 businesses	 upgrading	
space	without	 significant	expansion	or	hir-
ing.	Investment	remains	flat,	and	most	banks	
remain	uninterested	in	funding	it.
	 “I	 do	 think	 we’re	 going	 to	 see	 a	 little	
more	 product	 selling	 and	 do	 think	 we’re	
seeing	an	increased	level	of	confidence	with	
business,	but	people	are	still	very	cautious	
and	 haven’t	 reached	 a	 level	 of	 confidence	
where	 they’re	 prepared	 to	 hire,”	 said	Gal-
lagher.	Bottom	line?	Until	companies	start	
hiring	more	workers,	there	simply	won’t	be	
enough	bodies	to	fill	this	commercial	space.
	 The	 only	 sector	 Gallagher	 sees	 move-
ment	 in	 is	 existing	 projects	 being	 taken	
over	by	new	owners	and	finished,	and	that’s	
mostly	 in	 residential	 subdivisions,	 which	
typically	consist	of	improved	lots	and	unfin-
ished	homes	where	a	new	owner	can	go	in	
and	complete	homes	on	a	limited,	reserva-
tion-only	basis.

Industrial

	 The	boom	in	all	 things	construction	 in	
2007	 and	 2008	 overloaded	 Northern	 Ne-
vada’s	industrial	market.	We’re	still	trying	to	
fill	those	spaces	and	vacancy	rates	are	at	15.5	
percent,	the	highest	ever.	The	good	news	is	

there	are	now	more	deals	with	tenants	going	
into	buildings	than	going	out	of	buildings,	so	
we	may	be	getting	into	positive	absorption,	
according	to	Dave	Simonsen,	CCIM,	SIOR,	
senior	vice	president,	NAI	Alliance	in	Reno.
	 In	Southern	Nevada,	 industrial	 real	 es-
tate	is	currently	at	about	15	percent	vacancy	
through	the	first	quarter	of	2010.		According	
to	Kevin	Higgins,	senior	vice	president,	Voit	
Commercial	Bankers,	the	activity	recap	for	
2009	was	almost	a	negative	4	million	square	
feet	and	while	it’s	better	in	the	first	quarter	
of	2010,	it’s	still	not	great.	The	silver	lining	is	
only	that	while	there’s	still	negative	absorp-
tion,	it’s	less	negative	absorption.	
	 That	 said,	 there’s	 very	 little	 industrial	
real	estate	selling,	either	 land	or	buildings.	
Only	 the	 strong	 of	 heart	 are	 buying	 land,	
Higgins	said,	at	times	for	$.20	on	the	dollar.	
	 Land	prices	are	down	80	percent	 from	
the	peak	in	2007,	according	to	Joyce,	with	
many	 deals	 being	 done	 through	 trustee	
sales	as	owners	default	on	 land.	The	price	
drop	 actually	 normalizes	 the	 land	 market	
for	when	building	starts	again,	especially	if	
developers	and	home	builders	can	pick	up	
the	land	at	current	prices	and	hold	it	during	
recovery.
	 Meanwhile,	nothing	new	is	coming	onto	
the	market.	“Everything	stopped,”	said	Hig-
gins.	“A	few	projects	finished	up	in	the	latter	
part	of	2008,	maybe	spilled	into	2009	or	one	
or	 two	going	on	here	or	 there	 like	a	small	
user	building,	but	construction	in	industrial	
markets	has	really	stopped.”	
	 We’ve	 got	 a	 market	 with	 negative	 ab-
sorption	and	a	lot	of	product	coming	on,	but	
Higgins	doesn’t	think	we’re	at	the	bottom	of	

the	cycle.	He	expects	readjustments	to	valu-
ation	of	properties,	and	that	the	shaky	global	
economy	will	keep	commercial	 real	estate	
shaky.	People	are	waiting	to	feel	confident,	
and	they	just	don’t	yet.	
	

Retail

	 The	Southern	Nevada	retail	market	has	
seen	 a	 slight	 increase	 in	 vacant	 properties	
leasing,	 but	 the	 interest	 is	 small	 and	 often	
brought	by	existing	tenants	looking	for	better	
deals.	Like	the	industrial	and	office	markets,	
retail	landlords	are	apt	to	make	deals	in	or-
der	to	fill	space,	including	lower	lease	rates,	
though	many	would	prefer	not	to	commit	to	
long-term	deals,	according	to	Penny	Mend-
lovic,	senior	associate,	CB	Richard	Ellis.	Av-
erage	rents	have	gone	down	for	five	consecu-
tive	quarters,	according	to	NAI	Las	Vegas.
	 Retail	 box	 properties	 in	 the	 20,000	 to	
50,000-square-foot	 range	 are	 seeing	 some	
positive	 movement	 as	 some	 new	 tenants	
enter	 the	market.	But	 it’s	 likely	that	 the	re-
tail	market,	 in	 terms	of	 leasing	and	vacan-
cies,	has	a	ways	to	go	before	stabilizing	and	
is	probably	looking	at	another	three	to	five	
years	to	absorb	the	current	inventory	of	retail	
box	 spaces.	According	 to	NAI	Las	Vegas,	
there’s	 some	 516,300-square-feet	 of	 space	
that	came	online	in	the	last	year,	and	809,800	
more	finishing	up	construction	this	year.
	 In	Northern	Nevada,	the	first	quarter	of	
2010	 saw	 positive	 net	 absorption;	 vacancy	
rates	fell	from	16.85	percent	to	16.32.	Spend-
ing	continues	to	be	down,	so	retail	continues	
to	be	down,	and	there	are	19	vacant	big	box	
anchor	shopping	spaces	over	20,000-square-
feet	that	are	vacant	in	the	Northern	Nevada	
market,	according	to	NAI	Alliance.	

So What Happens
to These Properties?

	 “You	have	the	gamut	of	thought	process-
es	on	this,”	said	Higgins.	Some	people	want	
to	sell	and	be	done.	Others	believe	they’ve	
held	on	this	long	and	aren’t	motivated	to	sell	
till	they	get	their	price.	Higgins	expects	the	
attitude	to	settle	in	the	middle	–	we’ll	sell,	

Site Selection • Development • Brokerage
Leasing • Valuation • Investment Analysis

Lending

To contact a CCIM expert in your market, call
702-798-5156 or visit www.ccim.com

Experts in Commercial Investment Real Estate

http://www.ccim.com


36                                        July 2010 July 2010                                        37

but	not	just	yet	–	as	banks	and	institutions	
end	 up	with	more	 and	more	 product	 they	
don’t	know	what	to	do	with.
	 Witters	 says	 he	 and	 his	 colleagues	
haven’t	seen	much	improvement.	“The	one	
thing	 on	 the	 horizon	 that	we	 haven’t	 seen	
much	of	yet	is	a	very	tiny	trickle	of	firms	that	
are	fed	up	with	the	state	of	California	and	
the	taxes	there	and	how	difficult	California	
makes	it	to	do	business,	and	those	firms	have	
started	 sniffing	 around	 the	 area.”	Another	
area	besides	 legal	and	medical	 that’s	start-
ed	to	expand	is	GSA	–	government	service	
agencies.	
	 Some	 companies	 that	 had	 just	 headed	
west	to	create	branches	of	Midwest	and	east-
ern	companies	and	which	went	home	again	
about	18	months	ago	are	starting	to	look	at	
Nevada	again,	 said	Michael	Hoeck,	SIOR,	
senior	 vice	 president,	 industrial	 division,	
NAI	 Alliance.	 Companies	 that	 had	 high	
inventories	when	the	recession	hit	are	now	
looking	 to	 start	 manufacturing	 again	 and	
possibly	 expanding	 into	 larger	 spaces.	But	
everyone’s	moving	cautiously.
	 “Essentially	 the	 market	 has	 leveled	
off	and	where	we	were	falling	for	18	to	24	
months,	now	we’ve	leveled	off	and	taken	a	
turn	for	the	positive	absorption,	which	will	
lower	 vacancy	 rates,”	 said	 Simonsen.	 “So	
my	 sense	 is	 that	 things	 are	 getting	 better.	
There’s	more	positive	stories	 than	negative	
stories	out	there,	and	that’s	a	change	in	the	
market.”
	 With	 no	 new	 construction	 coming	 on-
line,	 existing	 product	 should	 start	 to	 fill.	
“Everything	 stopped	 in	 2007,”	 Simonsen	
said.	“That	was	our	highest	speculative	year	
ever	and	that’s	right	when	the	market	started	
to	fall	off.”
	 In	Southern	Nevada	older	office	build-
ings	are	doing	marginally	better	than	brand	
new	shells	that	have	no	tenant	improvements	
in	place.	Shells	cost	more	to	build	out,	said	
Witters.	At	$50	a	square	foot,	no	one	is	go-
ing	to	lend	to	build	out	because	lease	rates	
aren’t	high	enough	to	cover	the	shell,	the	im-
provements,	the	pay	back	and	the	property	
management	costs.
	 In	 order	 to	 amortize	 a	 shell	 built	 out	
space,	deals	used	to	be	five	year	leases.	Now	
skittish	 businesses	 that	 don’t	 want	 to	 be	

locked	into	five	years	want	two	to	three	year	
leases	and	banks	don’t	want	 to	cover	$50/
square	foot	 loans	with	a	 lease	 too	short	 to	
amortize	the	loan.
	 In	Northern	Nevada	the	trend	is	slight-
ly	 different	 as	 older,	 functionally	 obsolete	
properties	 continue	 to	 struggle	 while	 the	
newer,	modern	buildings	are	filled	for	lower	
prices.
	 For	 retail,	 in-line	 shops	 continue	 to	
struggle	with	rising	vacancy	rates,	and	land-
lords	continue	making	concessions	to	keep	
anchor	tenants	in	anchored	centers.
	

Toward a New Normal

	 “It’s	going	to	be	a	slow	change	and	most	
of	us	just	want	to	get	to	the	new	normal	and	
a	stable	environment,”	said	Higgins.	“I	don’t	
know	that	we’ll	ever	get	back	to	4	million	
square	feet	a	year	of	positive	absorption,	but	
something	of	positive	absorption	where	you	
can	see	we’re	chipping	away	at	the	14	to	15	
percent	vacancy	and	coming	down	to	some-

Building Nevada | Space Available

thing	that	makes	you	feel	good	–	that	might	
be	several	years	away.”
	 “On	the	whole	what	we	hear	is	Reno	is	
probably	taking	a	little	harder	hit	than	cer-
tain	other	areas	but	we’re	better	off,	for	in-
stance,	 than	our	closest	competing	market,	
Sacramento,	 a	 little	 behind	 Salt	 Lake,	 far	
head	of	 the	Phoenix	market,”	 said	Simon-
sen.	“I	think	we’ve	held	our	own,	compared	
to	our	competitors.”

The Treasury Department has 
reported that the federal government 
accumulated a $135.9 billion deficit 
for the month of May.  The federal 
government has now run a monthly 
deficit for 20 straight months, the 
longest string on record.  By 2015, the 
National Debt is expected to reach 
$19.6 trillion.

http://www.OutsideGeneralCounsel.com


38                                        July 2010 www.NevadaBusiness.com

DealTracker
PROJECTS  |  SALES  |  LEASES  |  LOANS

Carson City, 89701
Retail
Shaheen Beauchamp Builders, LLC 
has completed the renovation of the 
Jackpot Crossing Casino, formerly the 
Silver Dollar Casino.  The 20,000 SF 
building had extensive exterior work 
done and upgrades to the mechani-
cal and electrical systems and interior 
finishes.  The project was designed 
by Frank Woodliff, architect of Fal-
lon.  The property is located at 1897 
Edmonds Dr.

Henderson, 89183
Other
Alan Jeskey Builder, Inc. has com-
pleted work on the St. Rose Offsite 
project.  The project consists of curbs, 
gutters and sidewalks, light poles 
and the addition of a storm drain.  
The project is located at St. Rose and 
Maryland Pkwy.

PROJECTS SALES

Reno, 89509
Mixed-Use
Moana Nursery purchased a 5,000 SF re-
tail store and a 7,084 SF office building from 
Sprenger & Sprenger and Moana Invest-
ments, LLC for $2,486,204 or $206 PSF.  The 
properties are located at 1100 W. Moana Ln 
and 3520 Clover Way, respectively.
APN # 023-131-33 and 023-131-19

Reno, 89502
Office
WIC Holdings, LLC purchased a 4,820 SF 
building from Janice Carr Picioni d.b.a. 
House of Black and White for $400,000 
or $83 PSF.  The seller was represented by 
Fred Jayet of Stark & Associates Com-
mercial Real Estate, TCN Worldwide.  
The property is located at 22 Martin St.
APN # 014-063-04

Reno, 89509
Retail
Cassinari Enterprises, LLC purchased a 
3,280 SF restaurant built in 1980 from Ne-
vada Pizza Village Association, LLC for 
$740,000 or $226 PSF.  The property is lo-
cated at 3600 Lakeside Dr.
APN # 024-121-15

Las Vegas, Multiple
Multi-Family
Strategic Realty Capital purchased a 
three multi-family property portfolio to-
taling 475-units from Leeward Strategic 
Properties, Inc. for $10,575,000 or $22,263 
per unit.  The seller was represented by 
Spencer Ballif and Jeff Swinger of CB 

Richard Ellis.  The portfolio consists of 
Paradise Square, located at 4801 Harrison 
Dr., Bella Estates, located at 5101 E. Twain 
Ave. and Regency Heights, located at 3650 
E. Lake Mead Blvd.  
APN # 162-24-402-001, 161-16-301-002 and 
140-19-202-003, respectively

Las Vegas, 89108
Multi-Family
R.E.I.S. (Invest 11), LLC purchased Canyon 
Creek Apartments, a 215-unit apartment 
complex, from Bank of America, N.A. for 
$7,250,000 or $33,721 per unit.  The seller 
was represented by Spencer Ballif and Jeff 
Swinger of CB Richard Ellis.  The property 
is located at 2700 N. Rainbow Blvd.  
APN # 138-14-316-000 et al

Las Vegas, 89118
Industrial
FCERJLT1, LLC purchased a 12,044 SF two-
story industrial property from Three Build-
ings, LLC for $1,083,960 or $90 PSF.  The 
buyer was represented by Amy Ogden of 
Prudential | IPG Commercial and the sell-
er was represented by Insight Realty As-
sociates.  The property is located at 6435 
Karms Park Court.
APN # 163-35-811-002

Reno, 89501
Industrial
Afrayed End Production, Ltd. purchased 
a commercial property consisting of a 
9,500 SF building on 16,858 SF of land and 
15.88 acre feet of water rights from Pure-
line, Inc. for $775,000.  The buyer was rep-
resented by Keller Realty and the seller 
was represented by Ken Stark and Fred 
Jayet of Stark & Associates Commercial 
Real Estate, TCN Worldwide.  The prop-
erty is located at 901 S. Center St.
APN # 011-334-15

Jackpot Crossing Casino
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LEASES

Las Vegas, 89118
Office
Silver State Title purchased 4,675 SF of 
two-story office space from LeHigh Ne-
vada Corporation for $175,122 on a three-
year lease.  The tenant was represented by 
Laura Hart of Prudential | IPG Commer-
cial and the landlord was represented by 
Art Farmanali, SIOR of Prudential | IPG 
Commercial.  The property is located at 
5230 W Patrick Lane, Suites 200 – 220.  Re-
ported monthly rent is $1.04 PSF.

Las Vegas, 89119
Office
Plus 6 Technologies, LLC leased 3,570 
SF from McCarran, LLC for $112,452 on 
a three-year lease.  The tenant was rep-
resented by Dana Berggren, LEED AP, 
CCIM of Prudential | IPG Commercial and 
the landlord was represented by Colliers 
International.  The property is located at 
385 Pilot Rd., Suite B.  Reported monthly 
rent is $0.87 PSF.

Las Vegas, 89128
Office
Arizona Kidney Disease and Hyperten-
sion Center, LLC leased 4,000 SF from Zor-
ity-Quan, LLC for $384,000 on a five-year 
lease.  The tenant was represented by Da-
vid Scherer, Barton Hyde, Michael Hsu 
and Matthew Kreft of Grubb & Ellis | Las 
Vegas and the landlord was represented 
by S. Bruce Parker and Melanie Braud of 
Parker Realty.  The property is located at 
2420 Professional Court.  Reported month-
ly rent is $1.60 PSF.

Reno, 89502
Industrial
Lillaney 2004 Irrevocable Trust pur-
chased a 5,000 SF industrial flex build-
ing from Eric and Karen Petersen for 
$516,000 or $103 PSF.  The property is lo-
cated on Joule St.
APN # 012-431-19

Reno, 89502
Industrial
Hidden Valley Tech Center, LLC pur-
chased 72,329 SF of industrial flex space 
from Reno Investor, LLC for $12.4 million 
or $171 PSF.  The property is located at 1140, 
4170 and 1150 Financial Blvd. 
APN # 012-403-05, 02 and 06, respectively

Las Vegas, 89123
Office
Clear Wireless, LLC leased 27,754 SF 
from NW Spectrum Co. for $1,979,954 on 
a five-year lease.  The landlord was rep-
resented by Marlene Fujita and Randy 
Broadhead, SIOR of CB Richard Ellis.  
The property is located at 8645 S. Eastern 
Ave.  Reported monthly rent is $1.19 PSF.

Las Vegas, 89148
Office
DCO Energy, LLC leased 3,972 SF from 
Beltway One Development Group, 
LLC for $250,236 on a three-year lease.  
The tenant was represented by Lisa 
Bodine of ReMax Associates and the 
landlord was represented by Soozi 
Jones Walker, CCIM, SIOR and Bobbi 
Miracle, CCIM of Commercial Execu-
tives.  The property is located at 9127 W. 
Russell Rd., Suite 117.  Repoted monthly 
rent is $1.75 PSF.

Las Vegas, 89117
Retail
Sin City Furniture leased 3,400 SF from 
O’Bannon Plaza, Inc. for $74,256 on a 
three-year lease.  The landlord was rep-

resented by Christina Strickland and 
Penny Mendlovic of CB Richard Ellis.  
The property is located at 2223 S. Rain-
bow Blvd.  Reported monthly rent is 
$0.61 PSF.

Las Vegas, 89121
Retail
El Guanaco leased 2,160 SF in the Pecos-
McLeod Plaza from Desert Inn Retail 
Plaza, LLC for $135,453 on a five-year 
lease.  The landlord was represented by 
Chris Godino of Grubb & Ellis | Las Ve-
gas.  The property is located at 3050 E. 
Desert Inn Rd.  Reported monthly rent 
is $1.05 PSF.

Las Vegas, 89129
Retail
Harold’s Chicken Shack leased 2,400 
SF in Cheyenne Fountains from Tran-
swestern Investment Holdings Chey-
enne Fountains, et al.  The tenant was 
represented by Sammi Caparelli of 
Realty Executives of Nevada and the 
landlord was represented by Chris Go-
dino of Grubb & Ellis | Las Vegas.  The 
property is located at 7450 W. Cheyenne 
Ave.  Reported monthly rent is $1.20 PSF.

Red Report | Deal Tracker
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Las Vegas, 89030
Industrial
Republic Electric, Inc. leased 30,442 SF 
of tilt-up industrial space from LV Pecos, 
LLC for $663,550 on a seven-year lease.  
The tenant was represented by Amy Og-
den of Prudential | IPG Commercial and 
the landlord was represented by Colliers 
International.  The property is located at 
3985 N. Pecos Rd.  Reported monthly rent 
is $0.26 PSF.

Las Vegas, 89118
Industrial
Windy City A/C & Heating, LLC leased 
6,844 SF of tilt-up industrial space from 
BB2, LLC for $150,386 on a 61-month lease.  
The landlord was represented by Adam 
Ballner and Danielle Steffen of Pru-
dential | IPG Commercial.  The property 
is located at 6675 Schuster St.  Reported 
monthly rent is $0.36 PSF.

Las Vegas, 89118
Industrial
Fresenius USA Manufacturing, Inc. 
leased 3,970 SF in the Diamond South-
west Industrial Park from Diamond Post, 
LLC for $99,209 on a three-year lease.  The 
tenant was represented by Jerry Valdez 
of Grubb & Ellis | Las Vegas and the land-
lord was represented by Greg Pancirov 
and Michael De Lew of Colliers Inter-
national.  The property is located at 3515 
W. Post Rd., Suite 100.  Reported monthly 
rent is $0.69 PSF.

Las Vegas, 89118
Industrial
Superior Traffic Services Corporation 
leased 10,500 SF from JWC Enterprises, 
LLC for $151,585 on a three-year lease.  The 
tenant was represented by R. Keith Easton 
of Easton Business Opportunities and 
the landlord was represented by Soozi 
Jones Walker, CCIM, SIOR and Bobbi 
Miracle, CCIM of Commercial Execu-
tives.  The property is located at 4337 W. 
Sunset Rd., Building D.  Reported monthly 
rent is $0.40 PSF.

Las Vegas, 89147
Industrial
PCE Nevada, Inc. leased 5,200 SF from EJM 
Arroyo North 1 Property, LLC for $100,296 
on a three-year lease.  The tenant was rep-
resented by Jeremy Green, Gabe Telles 
and Tyler Ecklund of CB Richard Ellis.  The 
property is located at 6555 S. Tenaya Way.  
Reported monthly rent is $0.54 PSF.
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In addition to the 100 top lawyers featured in the 
September 2010 Legal Elite issue, Nevada Business 
Magazine will be offering attorney's the opportunity to 
include a profile that will be read by over 82,000 ex-
ecutives.

These profiles will be included in the Legal Elite section 
of the magazine in a 1/6 page, editorial-like format.  
The profile will include a photo, as well as the high-
lights and accomplishments of the attorney profiled.

Reserve Today!
Reserve your profile no later than July 20th

to be included in the Annual Legal Elite.

AttorneyProfiles
L E G A L  E L I T E 

Reserve Your Profile 
for as low as $500!

September 2010 Issue

Number of
Profiles

Option 1:
1/6 Page

Profile Only

Option 2:
1/6 Page Profile and

1/3 or 1/2 page Four-Color Ad*

Option 3:
1/6 Page Profile and

2/3 or Full page Four-Color Ad*

1 to 2

3 to 5

6 to 9

10 or more

$1,200 ea.

$1,000 ea.

$900 ea.

$800 ea.

$1,000 ea.

$900 ea.

$800 ea.

$700 ea.

$800 ea.

$700 ea.

$600 ea.

$500 ea.

nevadabusiness.com

Call for further details.

Call 702.267.6330

* profile price does not include cost of display ads.
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Securitas Security Services, USA, Inc.
4495 South Pecos Road, Las Vegas, NV 89121
5190 Neil Road, Reno, NV 89502

PRO-TECT Security
3511 South Eastern Avenue, Las Vegas, NV 89169

FHI Plant Services
2672 Abels Lane, Las Vegas, NV 89115

Anderson Security Agency, LLC
101 East Warm Springs Road, Las Vegas, NV 89119

ATAC Security
3950 East Sunset Road, Suite 119, Las Vegas, NV 89120

Sky Security Service, Inc
2400 South Cimarron Road, Suite 140, Las Vegas, NV 89117

Shetler Security Services
9017 South Pecos Road, Suite 4440, Henderson, NV 89074

Arrowhead Armored
2601 McLeod Drive, Las Vegas, NV 89121

Security Concepts Group
DND

Templar Security and Protective Services, Inc.
6628 Sky Pointe Drive, Suite 113, Las Vegas, NV 89131

Established
Nevada 

Employees
Website
Phone

Company
Address

securitasinc.com
702.737.5316
775.828.1590

pro-tectsecurity.com
702.735.0110

fhiplantservices.com
702.876.3962

andersonsecuritylv.com
702.474.4624

atacsecurity.net
702.325.2846

skysecurityservices.com
702.304.2185

shetlersecurity.com
702.617.7857

N/A
702.866.5972

scg-lv.com
702.496.4240 

templarprotection.com
702.405.8777

Services Offered

Uniformed Guarding, Special Events, 
Consulting and Investigations, Government, 
Energy, Transportation and Parking

Strip Malls, Retail Outlets, Construction, 
Healthcare Facilities, HOA’s, Security 
Cameras, Patrol, Conventions

Industrial, Commercial, Construction, 
Public Security

Uniformed and Special Event Security, Loss 
Prevention, Patrol, Emergency Response 
and Executive Protection

Patrol and Standing Guard

Private Security Guard Services

Armed and Unarmed Security, 
Consultation, Investigation, Computer 
Security, Digital Surveillance Systems

Service ATM Machines

Executive Protection

Executive Protection

Nevada Executive
Title

Dan Parisi 
Area Vice President

Leslie Bruno
President

Bill Strunk
Owner

Ron Reyna
VP / General Manager

Abel Arteaga
CEO

Keith J Leedom
President

Wyman Conn 
State Manager

Ernie Coe
Owner

James Cameron
CEO

Frank DiCerbo
President

2003
620595

1979
400400

1970
DND150

2004
110110

2006
7575

2004
7570

2008
2525

2002
1818

2006
1515

2010
107

Janitorial Services
*Ranked by Number of Employees in Nevada.

1

2

3

4

5a

5b

7a

7b

9

10

RANK *Nevada 
Employees

ISS Facility Services
4155 North Rancho Drive, Suite 150, Las Vegas, NV 89130 

Accurate Building Maintenance
3062 Sheridan Street, Las Vegas, NV 89102

DLP Services
5113 Alpine Place, Las Vegas, NV 89107

Service Max Cleaning Systems
3110 South Polaris Avenue, Suite 24, Las Vegas, NV 89109

Annie the Maid
3095 East Patrick Lane, Suite 7, Las Vegas, NV 89120

Roses Commercial Cleaning & Janitorial Services
4525 West Spring Mountain Road, Suite 108,
Las Vegas, NV 89102

Las Vegas Building Maintenance
651 East Clark Avenue, Las Vegas, NV 89101

Wedlow Janitorial Service
318 South Maryland Parkway, Suite 115, Las Vegas, NV 89101

Pro Clean Maintenance
927 Haskell Street, Reno, NV 89509

Jani-King
5828 South Pecos Road, Las Vegas, NV 89120
3100 Mill Street, Suite 115, Reno, NV 89502

EstablishedWebsite
Phone

Company
Address

us.issworld.com
702.822.2133

accurateclean.com
702.220.8180

dlpjanitorial.com
702.878.8020

servicemax.org
702.876.6009

anniethemaid.com
702.739.8888

rosespro.com
702.658.4840

cleanlasvegas.com
702.524.2665

wedlowmaintenance.com
702.487.7585

procleanreno.com
775.329.0331

janiking.com
702.737.6116
775.323.1600 

Services Offered

Aviation, Financial, Education, Class A 
Offices, Healthcare, Industrial, Retail, 
Sports & Entertainment

Deep Cleaning Restrooms, Floor Care, 
Concrete Cleaning, Flood Cleanup, Steam 
Detailing, Building Improvements

Regularly Scheduled Cleaning, 
Construction Clean Up, Medical & 
Surgical Cleaning, Day Porter Services

Commercial Janitorial, Day Porter Services, 
Construction Cleaning, Carpet Cleaning, 
Bathroom Care, Floor Maintenance

Commercial, Construction, Housekeeping, 
Transportation, Abatement

Commercial, Office Buildings, Fitness 
Centers, Resorts, Carpet Care, Residential 
Windows, Construction Cleanup

General Office, Floor Care, Supplies, 
Demolition Cleanup, New Construction, 
Window Washing, Pressure Washing

Carpet Cleaning & Floor Care, 
Maintenance, Fulls Service Janitorial 
Office Cleaning

Commercial, Window Cleaning, 
Construction, Medical Standard, Floor 
Cleaning & Maintenance, Concrete Staining
General Office, Hospitality, Healthcare, 
Stadiums & Events, Education, Retail, 
Government, Manufacturing

Nevada Executive
Title

Patrick Bristow
General Manager

Ron Finken
Owner

Alberto DeLaPaz
Owner

David Ray
General Manager

Anne Sutorius
President

Dan Lynch
General Manager

Bryan Packer
Owner / Manager

Alvin Wedlow
Owner

Russ Zito
President

Al Patino
Regional Director

1901600

1995155

1998143

1997120

197950

199550

199625

200625

198523

199415

A more comprehensive listing will be published in Nevada Business Magazine’s annual directory.
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TopRank Nevada | Office Services

Register Today  |  www.TopRankNevada.com

Office Equipment Suppliers
*Ranked by Number of Employees in Nevada.

1

2

3

4

5

6a

6b

8

9

10a

10b

RANK Nevada 
Employees*

Advanced Imaging Solutions
3690 North Rancho Drive, Las Vegas, NV 89130

Machabee Office Environments
6435 Sunset Corporate Drive, Las Vegas, Nevada 89120
1335 Greg Parkway, Suite 101, Sparks, NV 89431

Faciliteq Business Interiors, Inc.
817 S. Main Street, Las Vegas, NV  89101

Les Olson Company
2975 Lincoln Drive, Las Vegas, NV  89115

Tangerine Office Systems
1175 American Pacific Drive, Suite F, Henderson NV 89074

Cort Furniture Rental
4745 Longley Lane, Suite 101, Reno, NV 89502
6625 Arroyo Springs Street, Suite 130, Las Vegas, NV 89113

Somers Furniture Inc
6330 Polaris Avenue, Las Vegas, NV 89118

Office Depot Business Solutions Division
2060 North Rainbow Boulevard, Las Vegas, NV 89108

Vegas Valley Office Machines
6266 South Sandhill Road, Suite A, Las Vegas, NV 89120

Henriksen Butler
241 West Charleston Boulevard, Suite 103, Las Vegas, NV 89103

Om2 / OFFICES MADE….
4341 Cinema Avenue, North Las Vegas, NV 89031

Nevada 
Locations

Established
Company
Address

Website
Phone

ais-now.com
702.951.4247

machabee.com
702.263.8800
775.329.3145 

faciliteq.com
702.795.8833

lesolson.com
702.932.7431

tangerinelv.com
702.260.6650

cort.com
775.828.3900
702.822.7368

somersfurniture.com
702.837.1717

business.officedepot.com
702.677.3520

vegasvalleyofficemachines.com
702.889.8866

henriksenbutler.com
702.309.2448

officesmade.com
702.722.3753

Products

Copiers, Printers, Wide Format, Plotters, 
Scanners, Document Management 
Software, MFP, Print Fleet Management

Custom Built Office Furniture

Furniture, Modular Walls, Modular Electric, 
Modular Data, Carpet Tile

Sharp Multi-function products, HP 
Business Partner, Fujitsu Scanners and 
Document Storage 

Office Supplies and Furniture, Xerox & HP 
Dealer, Janitorial & Sanitation, Ink & Toner 
Remanufacture, Equipment Service

Rental Furniture, Retail Furniture

Custom Built Office Furniture

Office Supplies, Furniture, Technology, 
Copy & Print Services, Breakroom 
Solutions, Green Solutions

Office Equipment

Office Furniture

Office Furniture

Nevada Executive
Title

Gary Harouff
President

Scott Machabee
President

Damon Andrews
VP Operations /
General Manager

Larry Olson
President

Keith Simpson
VP

Cody Wilson &
Rochelle Mazzone
District Managers

Debbi Somers
President

Dale Redden
District Sales Manager

Robert Tatalobich
President

Ian Anderson
Principal

Pamela Trudeau
Owner

1
200253

2
194035

1
199025

1
200328

1
199930

2
DND20

1
198920

2
198817

1
200311

1
2004

1
2000

10

10

Public Universities

Private Universities

Private K-12

Vocational Schools

Education

COMING IN AUGUST:

http://www.nevadabusiness.com
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Reno-Sparks 
	 The	retail	market	in	Northern	Nevada	
weakened	 slightly	 from	 2009	 with	 an	
overall	vacancy	rate	of	17.4%	compared	
to	 year-end’s	 figure	 of	 16.37%.	Net	 ab-
sorption	for	the	first	quarter	was	a	nega-
tive	 19,742	 square	 feet.	 	 The	 vacancy	
and	 net	 absorption	 numbers	 previously	
published	were	inaccurate	and	the	above	
numbers	are	correct	(our	apologies!).
	 There	 is	 good	 news	 to	 report	 as	 ac-
tivity	 has	 ticked	 up.	 	 Much	 of	 the	 new	
activity	 is	 in	 the	 restaurants,	 fast	 food,	
automotive,	 discount/value,	 dollar	 and	
cell	 phone	 categories.	 	Tenants	 are	 still	
“in	charge”	and	 if	a	 landlord	 is	 flexible	
and	creative,	there	are	deals	to	be	made.		
	 Of	 the	 15.4	 million	 square	 feet	 of	
retail	 space	 tracked	 by	 Colliers,	 line-
shops	 were	 the	 most	 challenging	 with	
1.1	 million	 square	 feet	 available.	 	 This	
represents	over	500	storefronts	that	have	
gone	dark	or	have	never	been	leased,	be-
ing	 caught	 in	 the	 downturn.	 	 The	 quar-
ter	also	 recorded	20	anchor	spaces	over	
25,000	square	feet	and	16	junior	anchor	
spaces	 from	 10,000	 to	 24,999	 square	
feet,	representing	1.3	million	square	feet	
of	space	on	the	market.	 	Very	little	new	
construction	 is	 expected	 over	 the	 next	
few	 years.	 	 	 This	will	 be	 significant	 in	
helping	to	absorb	the	2.67	million	square	
feet	of	vacant	space	on	the	market.
		 The	most	 important	 factor	 for	 recov-
ery	is	job	creation.	 	Northern	Nevada	is	
still	 lagging	 behind	 the	 national	 levels	
and	while	our	economy	continues	to	face	
challenges,	 Colliers	 retail	 team	 is	 cau-
tiously	optimistic	and	sees	a	light	at	the	
end	of	the	tunnel.

Commercial RE Report | Retail

Retail Summary
First Quarter 2010

Las Vegas 
	 Vacancies	within	 the	 Las	Vegas	 commer-
cial	retail	market	moved	upward	while	average	
asking	rents	continued	to	decline	in	anchored-
retail	centers	during	the	first	quarter	of	2010.		
Reporting	a	vacancy	rate	of	10.5	percent	at	the	
close	of	the	first	quarter	of	2010,	vacancies	re-
main	up	0.9	points	from	9.6	percent	during	the	
same	period	of	the	prior	year	(Q1	2009).		With	
vacancies	rising,	downward	pressure	on	aver-
age	asking	rents	persisted	during	the	first	quar-
ter.		On	a	per-square-foot	basis,	average	asking	
rents	per	month	fell	to	$1.72,	a	16.1-percent	de-
crease	from	$2.05	witnessed	just	one	year	ago.		
	 During	 the	first	 quarter	 of	 2010,	more	 re-
tail	 tenants	moved	 out	 of	 space	 than	moved	
in	 as	 the	 retail	market	 reported	 negative	 net	
absorption	of	147,400	square	feet.		Excluding	
pre-leased	new	construction,	 the	negative	net	
absorption	 trend	has	 endured	 for	well	 over	 a	
year	with	retailers	struggling	to	maintain	prof-
itability	 as	 top-line	 revenues	 decline	 during	
the	current	economic	cycle.	 	Since	 the	reces-
sion	began	more	than	two	years	ago,	the	retail	
market	 reported	 negative	 net	 absorption	 (net	
move-outs)	despite	the	addition	of	3.3	million	
square	feet	of	space	that	completed	construc-
tion	suggesting	vacancies	will	remain	elevated	
for	a	significant	period	of	time.
	 By	 quarter-end,	 the	 retail	 market	 reported	
51.8	million	square	feet	of	inventory,	consistent	
with	the	preceding	quarter	(Q4	2009)	as	no	ma-
terial	 projects	 completed	 construction	 during	
the	past	three	months.		Projects	that	remain	ac-
tively	under	construction	totaled	approximately	
809,800	square	feet	while	plans	for	6.7	million	
square	feet	remain	on	the	drawing	board.		Inven-
tory	figures	 exclude	nearly	 1.2	million	 square	
feet	of	space	that	has	stopped	development	due	
to	current	economic	conditions.

Southern Nevada Analysis and statistics compiled by 

Applied Analysis, Northern Nevada Analysis and statistics

compiled by Colliers International Reno

RETAIL
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

15,406,130

2,541,382

16.50%

0

12,864,748

$1.58

228,286

801,084

4,492,642

627,567

13.97%

0

3,865,075

$1.45

225,000

614,300

3,168,034

714,064

22.54%

0

2,453,970

$1.44

0

0

2,987,494

322,390

10.79%

0

2,665,104

$1.58

0

130,277

51,768,338

5,415,617

10.5%

-

-147,439

$1.72

809,760

6,654,239

19,003,486

1,314,458

6.9%

-

-39,038

$1.86

0

3,287,472

12,897,387

1,457,380

11.3%

-

-77,487

$1.81

708,210

2,011,555

19,867,465

2,643,779

13.3%

-

-30,914

$1.61

101,550

1,355,212

Las Vegas Reno

Next Month: INDUSTRIAL
ABREVIATION KEY

MGFS:

SF/MO:

NNN:

Modified Gross Full-Service

Square Foot Per Month

Net Net Net
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http://AutoBoutiqueLV.com
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he US economy has posted several quar-
ters of solid growth in gross domestic prod-
uct.   Most of that growth has been driven 
by consumption spending and firms re-
stocking inventories, although business in-
vestment in equipment and software made 

a strong showing in the first quarter of 2010.  Still, there 
is evidence of continued weakness in the US economy.  
The May 2010 employment report indicated that the 
economy had created 431,000 jobs.  Unfortunately, 
411,000 of the jobs are temporary federal government 
jobs related to the 2010 Census.  The economy cre-
ated a scant 41,000 private-sector jobs, well below the 
218,000 private-sector job gains in April.  Economists 
were quite disappointed by the report, since many 
projected private-employment growth in the range of 
200,000 to 300,000 jobs.  The May retail-sales report 
was also disturbing:  May retail sales actually fell over 
April sales, the first drop reported since the beginning 
of the economic recovery in September 2010. These 
two statistics may be aberrations, but we will continue 
to monitor the US recovery over the summer.  Another 
drop in retail sales or employment may suggest that 
the economy is losing traction and more stimulus mea-
sures may be needed to keep the recovery on track.
 Nevada continues to lag the US recovery.  The un-
employment rate in the state stands at 13.8 percent, 
up 2.6 percent from only a year ago.  Job creation re-
mains elusive and the state has lost 31,900 jobs in just 
the past year.  Taxable sales were higher in May than in 
April, but still down 7.4 percent from the previous May.  
Gaming revenue fell 5.7 percent from the previous year.  
Taken together, taxable sales and gaming revenue ac-
count for more than two-thirds of the state budget, and 
continued declines in these revenues indicate that the 
state’s fiscal picture will not improve anytime soon.  
 The picture is even bleaker in Clark County where 
virtually every statistic we track deteriorated.  The un-
employment rate topped 14 percent with Clark County 
losing 30,700 jobs just in the past year.  Taxable sales 
fell 9.4 percent over 2009 levels and gaming revenue 
was off 6.1 percent.  Residential permitting is frozen 
below 500 permits a month.  Visitor volume fell by 1.3 
percent in April over May levels and is basically flat 
when compared to visitor volume in April of last year.  
The only indicator that posted a positive annual gain 
is commercial-permitting activity.  Still, the 37 percent 
increase in commercial-permitting activity represents a 
gain of only 7 permits.  This is hardly an indication that 
the local economy is improving.   
 We continue to be very concerned about the local 
economy.  The large overhang in residential and com-
mercial investment means that the construction sector 
is very unlikely to improve in the coming months.  The 
industry that will lead the recovery is hotel and gaming, 
but that sector continues to show weak progress.  Until 
the US economy creates a significant number of jobs 
and disposable income, the Southern Nevada econo-
my will remain on the ropes.

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

*Reflects the Reno-Sparks MSA which includes Washoe and Storey Counties
Note: NSA = Not Seasonally Adjusted, SA = Seasonally Adjusted, SAAR=Seasonally Adjusted Annual RatesMary Riddel, PhD

Center for Business and Economic Research
University of Nevada, Las Vegas

T
GROWTH

DATE LATESTUNITS PREVIOUS YEAR AGO RECENT YEAR AGO COMMENTS

1,123.7

13.8

3.329

810.46

3.759

91.69

4.051

801.3

14.1

2.499

689.98

429

26

3.446

63.34

3.497

190.5

13.3

0.443

64.43

39

13

0.310

14.27

0.361

130.570

9.7

218.2

221.2

111.4

154.2

362.517

11.62

0.593

13,248.2

104.580

-40.285

1,089.41

0.08

3.09

1,118.9

14.0

2.804

912.16

3.907

80.71

4.127

798.3

14.2

2.106

779.49

497

19

3.557

56.21

3.544

189.3

13.5

0.371

65.85

108

7

0.347

12.79

0.386

130.139

9.9

218.0

221.2

111.0

153.4

366.915

11.20

0.659

13,149.5

101.657

-40.047

1,186.69

-0.01

3.69

1,155.6

11.2

3.596

859.47

3.926

93.85

4.046

832.0

11.3

2.758

734.77

456

19

3.617

65.70

3.497

195.4

11.1

0.434

65.55

33

6

0.305

14.26

0.356

131.155

9.4

213.9

219.1

109.8

145.0

339.088

9.85

0.550

12,925.4

106.434

-28.445

919.14

-0.11

3.11

0.4%

-0.2%

18.7%

-11.1%

-3.8%

13.6%

-1.8%

0.4%

-0.1%

18.6%

-11.5%

-13.7%

36.8%

-3.1%

12.7%

-1.3%

0.6%

-0.2%

19.3%

-2.2%

-63.9%

85.7%

-10.8%

11.5%

-6.4%

0.3%

-0.2%

0.1%

-0.0%

0.4%

0.6%

-1.2%

3.7%

-10.0%

3.0%

2.9%

0.6%

-8.2%

0.1%

-16.3%

-2.8%

2.6%

-7.4%

-5.7%

-4.3%

-2.3%

0.1%

-3.7%

2.8%

-9.4%

-6.1%

-5.9%

36.8%

-4.7%

-3.6%

-0.0%

-2.5%

2.2%

1.9%

-1.7%

18.2%

116.7%

1.5%

0.0%

1.5%

-0.4%

0.5%

2.0%

0.9%

1.5%

6.3%

6.9%

17.9%

7.8%

10.0%

-1.7%

41.6%

18.5%

0.1%

-0.6%

Down

Record High

Down

Down

Down

Up Recent

Flat Year Ago

Down

Record High

Down

Down

Low Levels

Low Levels

Down

Up Recent

Flat Year Ago

No Improvement

Record High

Up Recent

Down

Low Levels

Low Levels

Up Year Ago

Flat Year Ago

Soft

Flat

High Rates

Unchanged

Unchanged

Modest Drag

Record Output

Recent Drop

Up Year Ago

Low Levels

Up

Strengthening

Flat Recent

Down Recent

Low Rates

Still Expansionary
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2009Q4
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2010M5
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2010M5

2010M5

DATA

Business Indicators | Trends

Nevada
Employment

Unemployment Rate

Taxable Sales

Gaming Revenue

Passengers

Gasoline Sales

Visitor Volume

Clark County
Employment

Unemployment Rate

Taxable Sales

Gaming Revenue

Residential Permits

Commercial Permits

Passengers

Gasoline Sales

Visitor Volume

Washoe County
Employment *

Unemployment Rate *

Taxable Sales

Gaming Revenue

Residential Permits

Commercial Permits

Passengers

Gasoline Sales

Visitor Volume

United States
Employment

Unemployment Rate

Consumer Price Index

Core CPI

Employment Cost Index

Productivity Index

Retail Sales Growth

Auto and Truck Sales

Housing Starts

GDP Growth

U.S. Dollar

Trade Balance

S&P 500

Real Short-Term Rates

Treasury Yield Spread
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The going goT Tough, so you goT Tougher. 

Owning a business takes everything you’ve got. With Health Plan of Nevada’s  
new suite of health plans, you can find the right health plan – at the right price  
for you and your employees.

When it comes to affordability, HPN means business.

Call HPN at 702.821.2200 or 800.873.0004 or your broker today! Visit healthplanofnevada.com

21NVHPN10318

http://healthplanofnevada.com
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Business Edge is Nevada State Bank’s new suite  
of tools designed to make banking simple and easy 
to help you focus on what you do best, growing your 
business. Seven great essential tools are included - 
everything your business needs to get an edge. All for 
one affordable flat monthly fee with no hidden charges. 

Sign up now for Business Edge and save up to  
$750 in start-up fees. Plus, as a new Business Edge  
customer, also you will receive a $75 credit on your  
first check order.

Get an edge with Business Edge. Sign up now at  
www.nsbank.com/businessedge, call 866-618-3568  
or visit a branch near you.

Come In — Get the Edge.

–Duy Nguyen, Executive Director,  
Las Vegas Asian Chamber of Commerce,  
Nevada State Bank customer since 1999


