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CO MMENTARY 

A Reality Check lor 
Managers and COOs 

LYLE E. BRE!"''NAN Publisber 

A business enterprise is a dynamic entity that can become ill from too much 

success. The seed of destruction is planted when a business begins to base 

success on how smoothly it runs. Nobody wants to tamper with something that is 

working well. Thus, the saying: "If it ain ' t broke, don ' t fix it." Inflexibility and pas

sivity can all too easily permeate corporate behavior. While we know passivity can 

be useful in causing correct responses to repeat, it squelches the ability to respond 

to ever present change. If there is any one principle an enterprise should under

stand, it is change is inevitable and deceptively continuous; it can crawl up one's 

back without making one aware of its presence, and then "it's crunch time! " 

When 95 percent of business managers are asked to define the objectives of their 

jobs, they will give a li st of their activities. Many do not comprehend the end 

results of their activities, particularly in a "smooth-running" successful company. 

Incredioly, they haven't associated what they do with what they are supposed to get 

done. In this lies the problem. To focus on activities is to encourage passivity. 

Whereas to focus on the production of well-defined resul~ expectancies encourages 

creativity in response to inevitable changes that will occur. In other words, if a 

manager clearly understands and focuses on what he is supposed to get done rather 

than on what he is supposed to do, he will find creative ways to get results. When 

a manager becomes result oriented instead of activity oriented, he or she becomes 

a new person. A manager's career can be saved just by this change in orientation. 

When people who interface with customers understand this perspective, the need 

for middle managers between the COO and the customer is dramatically dimin

ished and there is a noticeable increase in the financial "bottom line". 

So, what is the reality check for the COO? Require management employees, all 

the way down to the customer interface level, to put in writing the key accom

plishments for which they are responsible. If you get statements that begin with 

verbs, such as "increase sales", "maximize profits", and other such generalities, 

your people are rigid; and you've got a problem. They are "activity-oriented" not 

"result-oriented". The next step is obvious, you have to communicate what you 

want them to get done and give them the training, as well as the freedom to use 

their initiative to develop appropriate methods and activities that will achieve 

results. It goes without saying, you want them to keep the business dynamic, 

viable, and "on top of changes" as they occur. 

Give it a try, what do you got to loose? .. . Or should I say, GAIN? 

COMMENTS? e-mail: publisher@nevadabusiness.com 
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From the Editor 
CONNIE BRENNAN Editor 

N evada's banking industry has come full circle. Those of us that 

have been in the state for more than a decade will remember 

the days when bankers knew their customers on a first-name ba is 

and personalized service was part of the package. Well, thanks to a 

surge in community banks, those days are back. 

It 's interesting that, even with today's technological advance 

which make banking easier than ever before, customers still hunger 

for personal attention from their banker. 

To say some of the larger banks have lost the personal touch 

would be an understatement. A few weeks ago, I had a run-in with a 

large bank regarding my business account. I had made a deposit to 

my account that was substantially larger than my normal depo it 

and the bank automatically put a ten-day hold on the funds. 

The deposit slip indicated that if this presented a problem (which 

it did), I should call my local branch. If you've ever tried to speak to 

a real person, instead of a recorded message, at a branch office of a 

large bank, you can appreciate my frustration. After li stening to three 

different lengthy telephone recordings, I came to the conclusion that 

I could save time by simply going down to the branch and speaking 

with someone in person. Well, it seemed like a good idea at the time. 

To make a long story short, I finally got the ten-day hold removed 

from my account with the promise that I would encounter the same 

situation the next time I make a large deposit. 

I think it's time for a change. 

The problem seems to be that, while all new banks provide 

outstanding personal service, as the bank grows and becomes more 

successful , it becomes more automated and customer service falls 

by the wayside. 

The long-term success of these new banks will depend on their 

willingness to continue providing personal service and individual 

attention to each customer. 

COMMENTS? e-mail: editor@nevadabusiness.com 
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Talk 
Dear Editor: 

Well here it is again, the Las Vegas/Reno Busi
ness Journal. I just received the May issue of your 
magazine and once again, the whole issue is 
focused on Las Vegas and Reno. In this great State 
of evada, there is a thriving, booming, gold-bust
ing town called Elko. In the April issue, you failed 
to mention any engineering firms in Elko, or real 
estate agents, or lenders. And now in the May issue, 
take a look at page 65, again no mention of Elko. 

Rural evada is a viable part of the State, but 
unfortunately gets overlooked by many who only 
see the bright lights of Las Vegas and Reno. You do 
a fabulous job for those two communities. 

Please remove your blinders and take a look at the 
rest of the state, you' ll be amazed at what you find . 

Sincerely, 
Phyllis Peterson 
Executive Director 
Elko Convention & Visitors Authority 

Talk Back 
Dear Phyllis: 

You 'd be surprised at the number of letters simi
lar to yours that NBJ has received from the Reno 
area complaining that the northern part of the state 
is not fairly represented in the nULgazine. So its 
heartening to see that you think we are doing a good 
job of reporting on the business activities in the 
Reno area. 

In regards to Elko, this issue is the second in less 
than a year that has included a major feature on 
your community. In October we reported on the 
mining indust1y which was focused on the Elko 
area. 

Howeve1; unless Elko 's business community 
grows to equal Reno's, it will never get the amount 
of coverage in NBJ that is allocated to the state's 
two major business hubs. And, whereas we recog
nize our responsibility to cover business activities in 
the entire state, the vast majority of business news 
does occur in Las Vegas and Reno. 

Even though NBJ works with a number of jour
nalists throughout the state, we cannot possibly stay 
abreast of all business activities in Nevada. I 
encourage you, and all our readers, to keep us 
advised of newsworthy items in your community. 
Call us, e-mail us, fa.x: us or send a news release. 

Thanks for writing, 
Ed. 
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LOOK WHO'S READING THE NEVADA BUSINESS JOURNAL 

"The Nevada Business journal has rim ely, informa
tive articles that provide insight ro small business as 
well as major corporations. At JB Chemical, we 
value rhe in-depth reportS on rhe stare's rapid 
growth and its economical impacr. " 

Paula Brown 
President 
JB Chemical Company 

"The Nevada Business journal's new expanded for
mat provides me with a timely, accurate porrrayal 
of statewide political and economic events, and 
keeps me informed of people who are leading their 
respective industries and promoring economic 
grmvrh in their area. " 

Terry Wright 
President/CEO 

evada Ticle Company 

"There's Nevada- and rhen there's the rest of 
America. Nowhere else is as entrepreneurial, 
dynamic or trend setting- whether you're talking 
education, business, government or growth. What
ever new ground evada is breaking will impact on 
what we teach at CCSN. And what we teach 
impacts on evada's economic development and 
our qualiry of life. To keep pace wi th this vibran t 
state, I read the Nevada Business journal. " 

Dr. Richard Moore 
President 
Communiry College of Southern evada 

"As a leading real estate developer in the fastest 
growing state, I commend the NBj for illusrrating 
a clear picture and for providing substantial infor
mation about the real estate industry, the economi
cal advantages it presents, and the unprecedented 
growth we are experiencing." 

Peter M. Thomas 
Managing Parmer 
Thomas & Mack Company 

"The Nevada Business journal has been a great 
resource for presentations- it conveys factual infor
mation on issues of great importance such as eva
cia's accelerated growth and robust economy. 
I thoroughly enjoy reading this monthly publica
tion from cover ro cover." 

Elaina Blake 
President 
Blake and Associates 

"The Nevada Business journal is a rremendous 
source of information for evada's growing business 
communiry. As our Silver State continues ro boom, 
rhe leading edge data provided by the NBj will be 
an invaluable resource ro all new entrepreneurs. A 
key ingredient ro successful business development 
and a diverse business communiry is keeping all 
businesses in the same loop. The NBj fulfills this 
role. I look forward ro the continued success of the 
NBj and know that they will be instrumental in 
keeping evada's business comrnuniry on the right 
track into the 21st century." 

Senaror Harry Reid 

"I rely on the Nevada Business journal for its 
in-depth business profiles and for information 
on statewide business rrends and issues." 

Dr. James V. Taranik 
President 
Desert Research Institute 

"Congratulations on the production of an outstand
ing publication which enlightens and promotes the 
good things about our communiry. 
It is visually atrractive, easy to read, crisp, concise, 
and informative. 

Your focus on many different issues makes for lively 
and interesting reading. I look forward to receiving 
my copy each issue." 

Dale E. Lay 
Vice President 
Martin-Harris Construction 

"The Nevada Business journal is a very comprehen
sive magazine-! thoroughly enjoy it!" 

Mary Kincaid 
Clark Counry Commissioner 

"First Securiry Bank of Nevada has been doing 
business wirh the Nevada Business journal for sever
al years. They are very professional in their 
approach and objective in their reporting. The 
NBj is certainly informative and is very beneficial 
in reaching our target audience of commercial busi
ness owners." 

Russ Petersen 
Senior Vice President 
First Securiry Bank of evada 

FOR SUBSCRIPTION AND AD RATES CALL TODAY, 1 (800) 242-0164. 
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What's Neo at Valley 
Hospital Medical Center? 

Introducing Valley Hospital Medical Center's 
New Level III Neonatal Intensive Care Unit. 
As parr of our ongoing commitment ro deliver the medical 
arrention you expecr and your baby needs, we're pleased ro 
announce the opening of Valley Hospital Medical Center's new 
Level III Teonatal Inrensive Care Unir. Offering the highest level 
of care available, our Level III eonatal Intensive Care Unit enables 
us to care for newborns who, without Level III technologies and 
experrise, would have trouble fending for themselves. 

What Else is ew at Valley Hospital Medical Centeri 
• Four new Labor, Delivery & Recovery rooms, complete with 

specially designed birthing beds. 

• A series of pre- and post-bi rth education classes on a range 
of imporrant topics. 

• Specially trained obstetrics nurses. 

Valley Hospital Medical Center - because the last thing 
you need when you',-e expecting is something unexpected. 
For a personalized rour of Valley Hospital's Health Place for Wome 
and Children, and for more information on our pregnancy and 
childbirth classes, please call 671-8523 . 

A Member of The Valley Health Sysrem"" 



mmunitv 
Bank Explosion 
New Community Banks Carve 
a Place by Serving Niches 
by Jennifer Robison In answer to the growth taking place in Elko, Great Basin Bank 

opened its doors to businesses and residents in July of 1993. 

Nevada's economy is known for its 
widespread growth in a variety of 

bu ines es. The banking and finance 
indu try doesn't deviate from the state's 
current economic expansion. In the last 
four years, Las Vegas has seen five 
community banks open, Reno has a new 
bank and Elko boasts a contribution to 
community bank growth as well. 

Below, a sampling of these banks and 
their founders , as well as a discussion 
about the causes behind this communi
ty bank boom and its future prospects. 

BANKS AND FOUNDERS 
The small banks opening across 

Nevada in the last four years have pri
marily constituted well-capitalized 
institutions, with managers possessing 
an intimate knowledge of both the 
banking industry and the state's mar
kets. Many community bank executives 
and founders left or were displaced 
from retail banks as they consolidated. 
With their local business contacts and 
experience, they have proven highly 
adept at raising capital and running 
sound financial institutions. 

Opened in May of 1994, BankWest 
constitutes the first of the newer com
munity banks in Las Vegas. Larry 
Woodrum, BankWest's president and 
CEO, has worked in Las Vegas banking 
for 40 years. He has been associated 
with Jack Wallis, the bank 's executive 
vice-president, for more than 20 years ; 
between the two of them, they brought 
a ready-made client base and substan
tial expertise to their incipient bank. 

"Our first month of profits came in 

our fifth month ," Woodrum stated. 
"Within nine or 10 months, we had 
recaptured our startup costs." 

Like other community banks in 
the state, Bank West mostly serves small 
to mid-sized businesses and profes
sionals such as doctors, lawyers and 
casino executives. The bank maintains 
accounts for 3,000 individuals and has 
$165 million in total assets (up from 
$89 million last year). Its $112 million 
loan portfolio includes approximately 
$5.5 million in consumer loans, with 
the rest composed of commercial and 
real estate funds. 

BankWest has reported a first-quarter 
earnings increase of 39 percent. In the 
last year, its deposits grew from $79 
million to $145 million, and net income 
rose to $606,000 from $436,000. 

Commercial Bank of Nevada typifies 
another prime example of how well 
these newer community banks are per
forming. Commercial Bank has posted 
great success in the Las Vegas Valley 
since opening in October of 1994. 

The bank 's president and CEO, John 
Gaynor, has resided in Nevada since he 
moved to Elko from West Virginia in 
1959. After a career in Reno's banking 
market, Gaynor transferred to Las 
Vegas in 1983 to head up First Interstate 
Bank's Southern evada Gaming Divi
sion. He also served as executive vice
president and chief bank officer for 
Continental ational Bank. 

"Commercial Bank of Nevada was 
profitable in its first year, and by the 
second year, we'd regained our net 
operating loss," Gaynor stated. "We're 
targeting small to medium businesses, 

and we have about 1,800 individual 
accounts with average balances of • 
$30,000 or more. We're approaching 
$100 million in total assets , and we 
made $773,000 last year.': 

Accruing assets of $200 million and 
annual earnings of $4 million by the' 
year 2000 are among Gaynor's goals. 

"The likelihood that we'll achieve 
these aims is very strong," Gaynor 
asserted. "We've opened a new branch 
in Green Valley, and we're planning to 
open another early next year at Lake 
Mead and Buffalo. They're calling us 
'baby banks,' but with three or four of 
us worth $400 million in assets, we're a 
force to be reckoned with." 

Gaynor partly attributes the accom
plishments of his bank and others like it 
to the backgrounds of those opening 
and operating community banks. "Most 
of us have 25 or more years of experi
ence in Nevada banking, so we under
stand the industry and we know with 
whom to do business. Also, we've 
brought knowledge from our positions 
with the big retail banks." 

Las Vegas Business Bank President 
and CEO AI Alvarez fits that profile, 
with his 22 years of Las Vegas banking 
involvement and his tenure with such 
retail outfits as Bank of America. 

Las Vegas Business Bank posted 
profits within six months of opening 
about a year-and-a-half ago. This year, 
the barik has attained $50.4 million in 
total assets. First quarter earnings 
equaled $125,000; April 's earnings 
alone equal about half that, at $62,000. 

"Our profits accelerate every month," 
Alvarez remarked. "This year, we're 

july 1997 . 'ievadaBusinessjournal II 



' 
AI Avarez's concern over customer service 
issues led him to co-found Las Vegas 

Business Bank, where he now serves a pres

ident and CEO. 

anticipating overall profits of between 
$750,000 and $800,000. 

"The newer community banks all 
possess different management styles, 
but we all focus on business and profes
sional needs," Alvarez added. "We also 
share the same objectives regarding 
profitability. Our specific goals at Las 
Vegas Business Bank include growing 
our bank, remaining profitable and giv
ing our shareholders a solid return on 
their investment." 

Silver State Bank represents the only 
new community bank headquartered in 
Henderson, a Las Vegas suburb. Silver 
State opened its doors in July of 1996 
with the help of nine investors and $4.6 
million in startup capital. Today, the 
bank's assets amount to $22.5 million, 
with 1,400 accounts and a loan portfo
lio of $17 million ($6 million in com
mercial loans, $750,000 in consumer 
loans and the remainder in real estate 
loans). Although Silver State is not yet 
profitable, CEO Tod Little foresees that 
changing by mid-summer. 

"A niche for banks like ours exists 
because we can serve a market segment 
larger banks don ' t want to deal with," 
said Little. "We can handle small busi
ness loans in the $100,000 to $500,000 
range more efficiently and with more 
attentive service. If a borrower seeks 
$300,000 from a big bank, they proba
bly won't get to talk with the lending 
decision-makers. Community banks 

12 Nevada Businessjoumal • julv I99i 

stress the kind of service in which loan 
applicants can personally discuss their 
needs with those deciding whether they 
can obtain funding." 

Little and his founding partner, Corey 
Johnson, have a combined 31 years of 
banking experience. They contradict the 
standard prototype of many of 1 evada 's 
community bank founders in that their 
experience lies outside the state, in such 
areas as Boise and Portland. That 
doesn' t restrain Little from predicting a 
bright future for his bank. 

Little's immediate goals for Silver 
State are to possess total assets of $100 
million or more, with three to four 
branches opening around Las Vegas 
within the next three years. "We ' ll still 
take pride in being the only community 
bank based in Henderson," he said. 

In July of 1995. Community Bank of 
evada opened with $8 .1 million and 

120 investors. ow worth overall assets 
of $100 million, the bank was profitable 
within 45 days of its opening, according 
to Ed Jamison, president and CEO. 

"Banks like ours rely on effective 
management for success," said Jamison. 
"Managers must have experience and 
remain conservative in their lending." 

Jamison came to Las Vegas eight 
years ago, and possesses 25 years of 
banking background. In 1990, he 
helped found Nevada Community Bank 
in Las Vegas, later selling it to First 
Security Bank. His positive experience 
during that process encouraged him to 
establish Community Bank of evada. 

"We 're looking to top $500 million in 
assets," Jamison said. "We're opening a 
new branch in August, and we'd like to 
have five or six branches around the 
Valley by the year 2000." 

Nevada First Bank represents a finan
cial institution in its embryonic stages. 
John Blackmon, one of three founders 
of Community Bank of evada two 
years ago, is a partner in the new bank. 

"We 've raised all our capital [$8.5 
million] , so it 's now up to the FDIC 
[Federal Deposit Insurance Corp.] to 
process our application," explained 

John Blackmon's Nevada First Bank raised 
its $8.5 million in srartup capital in three 

weeks. Blackmon is a partner in the as yet 

unopened bank. 

Blackmon, who has 11 years of evada 
banking history. "We're looking to open 
in either July or August in offices on 
West Sahara Avenue." 

"We're anticipating we'll meet or 
exceed the success of the other fi ve Las 
Vegas banks launched in recent years," 
Blackmon added. "We should achieve 
profitability in our first year." 

Great Basin Bank of evada opened 
its doors to Elko in July of 1993. Serv
ing a metropolitan statistical area of 
about 40,000 people, Great Basin was 
established with $2.2 million in capital , 
and now lays claim to assets of about 
$43 million and 3,000 open accounts. 

"Elko has a strong, growing econo
my," stated Teny Sullivan, president 
and CEO of Great Basin Bank. "Also, 
large bank mergers have created oppor
tunities for us to serve those wanting to 
make their banking decisions via local 
banks. Some people feel that big bank 
mergers remove the decision-making 
process from their communities." 

Sullivan, whose 28 years in banking 
includes almost I 0 years of experience 
in evada, asserts the Elko area's 
strong gold-mining industry and growth 
rates (which topped 6 percent to 8 per
cent in recent years, though not this last 
year) have made the last few years an 
ideal time for the opening of the town's 
own community bank. 

"Elko is expanding, and businesses 
here need capital ," he stated. "As a 



Bill Marrin, a 15-year veTeran of the Neva

da banking indusTI)\ is presidem and CEO 

for Pioneer CiTizens Bank. 

local bank, we have a handle on 
what's best for Elko businesses from 
a fmancial standpoint." 

Reno's community banking scene is 
not as active as that of the Las Vegas 
area, primarily because of Reno's 
smaller market size and more even 
growth rate (of about 3 percent), 
according to Wayne Condon , president 
and CEO of the city 's Heritage Bank. 
Opened in ovember of 1995 in the 
office building which housed the first 
drive-up teller facility in the state (a 
previous site for First ational Bank of 

evada), Heritage Bank was founded to 
cater to many of the same clientele as 
other community banks. 

"Our mission is to serve a portion of 
the public not comfortable with the 
large banks and their progression 
toward less client contact," Condon 
elaborated. "We serve anyone who's 
looking for personal customer service." 

Started with $4.2 million and 265 
original investors, Heritage's current 
assets total $24 million. The bank saw 
gains after its first 11 months. 

"We're looking forward to seeing 
satisfactory and profitable growth in 
the future," Condon added. 

While lacking in number of new 
banks, Reno 's banking and finance 
scene has been supplemented recently 
by the inauguration of branches belong
ing to already-existing community 
banks in other Nevada cities. 

Originally founded in Fallon in 1981 , 

InterWest Bank has occupied a three
story bank building in Reno 's Park 
Lane Mall since May of 1996. 

"Four years ago, we had a little store
front in a Reno shopping center, and we 
didn ' t advertise," Inter West President 
John Donovan recounted. "Our growth 
has accelerated, however. We currently 
have assets of about $72 million, and 
we 're focusing on continued growth." 

Las Vegas-based Sun State Bank 
recently organized a Reno location as 
well. Unveiled last October, the 
already-profitable branch is headed by 
Grant Markham, a long-time Reno resi
dent with nearly 27 years of evada 
banking experience. 

"We 're doing quite well at this point," 
said Markham, senior vice-president 
and director of Northern evada opera
tions for Sun State. "We' ll continue to 
look for market penetration as we 
develop our bank in terms of deposits, 
loans and business development." 

Pioneer Ci·tizens Bank constitutes 
a community bank fixture across 
Nevada, doing well wherever it has 
established branches . President and 
CEO Bill Martin echoes the senti
ments of many of the state's newer 
community bank executives. 

"Our goals are consistent regardless 
of the market - we're a evada bank," 
asserted Martin , a 15-year veteran of 
Nevada's banking industry. "We are a 
corporation, so to some extent, net 
profit is an objective. However, we first 
emphasize service, customer contact, 
treating people with respect and run
ning a good bank. et profits will fol
low if a bank focuses on those things." 

Rather than seeking to serve many 
broad needs, community banks offer 
clients more customized services. 

"We can ' t be all things to all people," 
BankWest's Woodrum said. "We can
not compete with Bank of America 
or Wells Fargo in terms of consumer 
products [auto loans , home equity 
lines , credit cards]. People with $500 
checking accounts can be better-served 
by retail banks." 

GranT Markham 's 27 years of Nevada bank

ing experience helped Sun State's new Reno 

location break even within three months of 

opening. Markham is the bank's senior vice 

president and direcror of Northern Nevada 

operations. 

BankWest, like the other community 
banks, strives to offer such convenient 
services as deposit pick-ups. "Our main 
focus is our courier service, with which 
we pick up clients ' deposits," Woodrum 
noted. "We also offer revolving credit 
lines to customers ." 

According to Alvarez, although simi
larities exist, not all newer banks offer 
the same products. "Las Vegas Business 
Bank is the only community bank that 
distributes ATMs to our business clients 
for their profit," he said. "We also offer 
full-service credit cards for our business 
clients ' customers. We're embarking on 
TeleBank, which will allow customers 
to bank from home using their tele
phone if they wish." 

These bank founders seem to have 
discovered a formula rendering suc
cessful bank organization a simple, easy 
process. ln actuality, the degree of diffi
culty in establishing a bank depends on 
the type of charter its founders are seek
ing, as well as how serious they are 
about really opening a bank. 

"Bank organizers have to consider 
such issues as whether they 're going to 
be a state or a national bank, and 
whether they' ll hold membership in the 
Federal Reserve system," said Scott 
Walshaw, a commissioner with the 
Financial Institutions Division of the 
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Commercial Bank of Nevada President and 

CEO John Gaynor has been a Nevada resi

dent since 1959. 

State of evada. "These are matters 
which affect how they file their applica
tion, and with which agencies." 

Walshaw notes that two types of bank 
organizers exist. "Some potential bank 
founders are not necessarily experi
enced bankers, nor are they fully com
mitted to the idea of opening a bank," 
he explained. "They may not complete
ly understand the process, and so they 
approach it more slowly. Others possess 
prior experience as bank directors and 
officers , and have been down this road 
before. They complete all aspects of the 
application process - including submit
ting a plan to the state and the FDIC 
projecting deposits, loan volume and 
profitability- at once. 

"We've seen both types in the evada 
market in recent years ," Walshaw noted. 
"Some applicants are confident of their 
proposal's outcome, and have already 
leased facilities. Others are just explor
ing whether they have a viable plan or 
will be able to obtain permission to 
organize at all." 

Silver State's Little remembers a rig
orous application and investigation 
process. "It can take nine months to a 
year to obtain an FDIC grant," he said. 
"Your management is carefully evaluat
ed by the FDIC. It 's essential to have a 
good background, because your past is 
checked by such agencies as the FBI 
and Gaming Control." 

Before, during or after submjtting a 
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bank plan, organizers must seek capital. 
"We formed our bank with a pre

opening board of directors," described 
BankWest's Woodrum. "The board con
sisted of local business people who con
tacted their associates about inveshng in 
BankWest. Altogether, board members 
talked to about 80 people, the nucleus 
of our 83 original investors." 

Through those investors (all of whom 
were Clark County residents until 
two moved away recently), BankWest 
raised $8.9 mj]lion in capital. Many of 
the new communjty banks have fol
lowed a similar opening process. 

WHY A COMMUNITY 
BANKING SURGE NOW? 

Numerous factors have converged to 
make this an ideal time for small bank 
organization across evada. More 
salient causes include large retail bank 
mergers, as well as a dynamic economy. 
However, many community bankers 
cite the demand for more attentive cus
tomer service as a major impetus 
berund the new bank boom. 

"Many consumers want more person
alized customer service," asserted Sun 
State's Markham. "Small community 
banks have that attentive service image 
- it's what we emphasize." 

Customer service issues constituted a 
primary concern for Alvarez when he 
co-founded Las Vegas Business Bank. 
Alvarez was a business banbng director 
and senior vice-president at one of the 
state's major retail banks when it united 
with another institution. "A service void 
existed ," he explained. "The point came 
when I wasn ' t able to serve my clients 
as effectively as I wanted." 

For Alvarez, the question of customer 
service differs from large retail bank to 
small community bank. "Big banks 
want customers to bank their way, 
whereas community banks are more 
market-driven, planning services ac
cording to customers' wants. Big banks 
are terrific in that they 're affordable and 
have branches everywhere, but people 

Larry Woodrum 's BankWest constitutes the 

first of the newest community banks to enter 

the Las Vegas market. Woodrum is president 

and CEO for the bank. 

don ' t want to be put in a service box." 
AI varez also asserts mergers and 

acquisitions witllin the industry have 
created continued customer fallout. 

Bank West has greeted new customers 
via such fallout. "Consumers don ' t 
always like the changes of a merger," 
explained Woodrum. "It takes awhile 
sometimes for merged banks to get their 
new policies straight." 

"What separates banks is customer 
service philosophy," added Commercial 
Bank's Gaynor. "Any bank can cash a 
check. However, turmoil in the market
place has attuned some consumers to 
the fact that they want a bank where 
personnel aren ' t changing constantly 
and know bank customers ' names." 

Some analysts propose, rather than 
customer service issues and mergers, 
the rise in community banks results 
more from Nevada's economic boom. 

"Big bank mergers have played a role 
in that management has become avail
able, but the growth in small communi
ty banks wouldn ' t be possible without a 
strong economy anyway," declared Ted 
Wehbng, executive vice-president of 
the Nevada Banking Association 
( BA). "Banks serve communities, so 
as a community grows, it requires more 
banks. Population increase is the 
driving force behind the opening of 
small community banks." 

Available management isn' t the only 
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Pioneer Citizens Bank has become a well

established banking fixture in communities 
across the state. Pictured at right: the 
bank's headquarters location in Reno. 

by-product of bank mergings feeding 
the community bank surge, according 
to InterWest's Donovan. "Due to branch 
consolidation, acquisitions have freed 
up faci lities. That 's enabled smaller 
banks like ours to more easily find 
prime office space suited to banking." 

ISSUES AND CONCERNS 

The banking industry as a whole is 
confronting a variety of issues, and 
bank founders and executives cite a 
number of concerns they must address 
in the near future. 

Technology represents a major issue 
for many. To Pioneer Citizens' Martin, 
it 's community banking's number-one 
issue. "Bigger banks can become more 
efficient with technology by uti]jzing it 
to eliminate staff and lower costs. We 
can't do that, because our customers 
expect human contact. Also , upgrading 
technology is very expensive, so small 
banks must consider whether it 's impor
tant to customers before investing in it." 

Great Basin Bank's Sullivan asserts 
community banks can turn size to an 
advantage in the technological realm. 

"When we change how we coordinate 
our services, it doesn't affect millions 
of customers," he stated. "We don' t 
have to overhaul a huge computer sys
tem and change thousands of employ
ees and implement new training. We 
can establish technologically-enhanced 
programs faster and more effectively, 
which wi ll enable us to compete more 
efficiently as the industry evolves." 

According to the BA's Wehldng, 
technology is changing so quickly that 
it cannot be overlooked as a factor 
impacting community banks. "Large 
banks have huge staffs to develop prod
ucts. Small banks lack that luxury. 
However, smaller banks can access 
technological sources that make prod
ucts available almost on a plug-in basis, 
so they' ll be able to offer services very 
similar to those of the bigger banks." 

More than technological transforma
tions in banldng, some won y about 
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fewer opportunities emerging for new 
community banks. "I know of two other 
small community banks preparing to 
launch in Las Vegas in the near future," 
Gaynor stated. "These newer banks 
may have more trouble because the pie 
is onl y so big, and as it fills up, things 
will become increasingl y competitive." 

evada First Bank 's Blackmon, 
who 's in the process of organizing one 
of those banks, doesn't foresee too 
much difficulty for hi s venture. The 
bank drew its startup investment capital 
of $8.5 milli<;m in three weeks. 

"We would have been happy if it had 
taken as little as two months," Bl ack
mon said. "That we raised our capital so 
quickly seems to me a pretty good indi
cator that room still exists for commu
nity banks in the Las Vegas market. 
AI o, as long as the banldng industry as 
a whole continues to post record profits, 
new banks will do well here. If retail 
banks are opening six and eight branch
es locally, there 's room for one branch 
of evada First Bank." 

More than a shrinking pie of opportu
nity, Blackmon worri es about finding 
employees with the education, back
ground and Las Vegas mar·ket experi
ence essential to a community bank's 
success . He also expresses concern 
regarding Southern evada's increas
ingly inadequate infrastructure and its 
inability to meet the needs of a hur
geoning population. 

"If our infrastructure can' t keep pace, 
homebuilders and small businesses wi ll 
suffer," Blackmon explained. "When 
homebuilders and smal l businesses 
slow down, our entire economy, com-

munity banks included, will as well." 
Las Vegas Business Bank's Alvarez 

wonies that a depletion of potential 
capital sources away from upstart banks 
will confine these banks' capacity to 
establish themselves and expand. 

"Banks need capital to grow," he said. 
"The banldng indusu·y as a whole has 
been very successful in the last three 
years. This has caused investors to seek 
larger banks to put their money into, 
leaving fewer capital resources for new 
banks. To combat that investor drain , 
community banks can enlarge their cap
ital search. They can search on a 
regional or even national basis, instead 
of being restricted to local investors." 

For Woodrum, preparing for future 
economic changes represents a key con
sideration. "Our economy won ' t always 
maintain its cunent pace. We have an 
outstanding economy, but it will level 
off. We need to recognize that and plan 
ahead, so that we can begin to control 
growth in a profitable way." 

FUTURE PROSPECTS 

In spite of these concerns, industry 
members see a bright outlook for eva
da's community banks. 

"We have a very dynamic economy, 
with many opportunities for smaller 
banks who can respond to the service 
needs of locals ; ' Woodrum said. 

Martin also makes positive progn _-
cations for the future of the commun;.
bank in Southern 
the market brings in a big bank eve!J 
months, we ' ll do fine. We 're living 
of their dissatisfied customers. Ove 



the outlook here is promising. The new 
banks are worth about $250 million 
total. That's a pretty big chunk out of 
the hide. Thousands of little community 
banks exist across the country, and we 
can all be very happy taking our share." 

Martin asserts that many of the com
munity banks can survive any potential 
economic downturns. "If Las Vegas 
stops growing, we can still draw cus
tomers fro m other banks who want our 
personalized service," he said. "Good 
management will remain essential, 
because only effective management can 
capitalize on good times and navigate 
through the bad." 

Reno hasn ' t witnessed the intense 
community bank activity of Southern 

evada primarily because it 's a smaller 
marketplace with different demograph
ic considerations. 

Heritage Bank's Condon doesn ' t 
foresee any immediate additions to the 
Reno area 's community banhlng land
scape. "There's no indication that any
one is currently interested in establish
ing a new bank in our area," he stated. 
"It 's becoming more difficult to open 
banks as the business becomes so heav
ily regulated and controlled by the fed
eral government." 

According to InterWest 's Donovan, 
Reno 's even growth will protect its 
existing community bank market. 
"Reno is growing substantially by Reno 
standards , and I don ' t see signs of that 
slowing. The area is experiencing good, 
steady growth. All our small banks here 
will succeed, partly as a function of 
management, partly as a function of the 
economy. There are opportunities for a 
bank like ours in Reno." 

"There are so many elements to start
ing a bank," Donovan concluded. "But 
if you look at our state's population 
growth and economic stability, those 
factors are positive. I'm very optimistic 
that the consuming public wants a high
touch, high-feel banking experience. As 
long as they do, the concept of the com
munity bank will be a part of the finan
cial industry." • 

AnENTION PROFESSIONALS!-capitalize on Timing 
How would you like to own a piece of television's future? 

fH!J!ifJ f!T!1!J @Illil 
Fortune$ are made when technology shifts 
an existing industry. You can now profit from the 
conversion of cable 1V to digital-satellite TY. 

• A Fortune 500 Management Team. 
• A simple turn-key business plan for individuals. 
• Low investment; six to seven figure earning potential. 

YOU'RE SUCCESSFUL BUT. .. DO YOU HAVE TIME FREEDOM? 
If not, call now for a FREE evaluation packet 800-953-1977 

W
hen you search the hisrory 
books. theY often prove the 
greatest opportunities have 

been in the West. \lo\1· ,·ou can 
explore the most exciting banking 
opportunities in the West at Bank \Vest. 

We are equipped with experienced 
banking "know ho\1·" and a board of 
direcrors that ha,-e an active interest in 

building the best financial institution 
in Nevada. We understand vour 
needs, prob lems and requests, and 
because \l·e promise service. " ·e deli,·er 
it. Our tremendous growth prm·es that 
we keep our promises. 

Why not bank where the 
opportunitY has always been the best. 
Go \Vest ro Bank\\'esc. 

~I ember F.D.I.C. 

Your Business Portner 

3500 \\'. Sahara 2890 :-:. Green \ 'a llev Pky. 

Lorry ltOodlllnt 
Prrs.idmr(f C£0 

248-4200 451-0624 . . 

Check Gu:u:mtc:c Card-. • Courier scr\ icc av;~ibbic for bu)incss clients. '>orne: rC"tr~l(ln' ~' 311flh 

l llri il 'nl/is 
£.\"UtJtk·, !·;cr PtYSidmr 

Your Award-Winning Marketing Department
Without Walls, Desks or Employee Costs! 

..... YOU ARE a multi-million dollar firm temporarily stalled in reaching your sales goals. You're familiar with 
direct marketing methods but may have never truly exploited them. You lack the in·house 

resources - including top drawer copywriters and direct response designers - to direct mar· 
ket successfully. But you do have a significant marketing budget. 
..,.. I AM an award·winning direct marketing professional with 17 years of experience. I'm 

listed in the Who's Who of World Business Leaders and have a track record of igniting explo
sive growth for my clients. I'm a notable direct response copywriter who stays current with 
the latest techniques, a skilled graphic designer who creates no· nonsense concepts that sell. 

I'm also the direct mailer of countless paying campaigns, a ghost writer who also places 
editorial, a national marketing columnist, a shrewd media buyer and the editor of The 
Remnant Ad Report. In short, I'm someone who can function as your entire market
ingjadvertising department. But I'm also very selective about the projects I take on. 
If you have an interesting challenge, call me, Peter, at 1·801·481-8731. 

j uly 1997 • 1\evada Business journal 17 



The provider of choice for more employers, delivering quality care to over 7 2 0 J 0 0 0 Las Vegans. 

3 J 0 0 0 of the finest physicians and medical professionals. 

2 5 years of growing with Las Vegas. 

VALLEY HOSPITAL MEDICAL CENTER 
One of Nevada's largest, most technologically 
advanced acute care hospitals, Valley Hospital is 
home to The Cardiac Institute and Flight for Life, 
Southern Nevada's only hospital-based air 
ambulance service. The Health Place for Women 
and Children now features a new Level III 
Neonatal Intensive Care Unit which cares for 
newborns who need advanced medical care. 

SUMMERLII MEDICAL CE TTER 
The Outpatient Diagnostic and Surgical Center 
including The Women's Mammography Center, 
FASTER CARE, and The Cancer Institute of 
1 evada is now open. The Medical Offices are 
home to more than 100 of evada's finest Family 
Practice Physicians and Specialists. Opening in 
1997, a full-service, 149-bed hospital featuring 
all private patient rooms. 

PUEBLO MEDICAL CE TER 
Family practice, pediatrics, internal medicine, 
and FASTER CARE. 

7 specialized centers of medical excellence. 

Summerlin Medical Center 

Th e Lakes Medical Center 

THE LAKES MEDICAL CE TTER 
A state-of-the-an medical complex featuring 
FASTER CARE, a full-service primary care and 
urgent care facility, and the area's finest 
medical specialists. 

GOLDRI1 G DIAGNOSTIC D 
SURGICAL CENTER 
Comfortable and convenient same-day surgery 
and diagnostics located next to, and backed by 
the full resources of Valley Hospital Medical 
Center. Goldring is the only free-standing 
surgery center of its kind in Las Vegas. 

OASIS HEALTH SYSTEM 
Las Vegas' leading affiliation of 
healthcare providers. 

UNIVERSAL HEALTH NETWORK 
One of evada's largest health care networks. 

The Valley~ ... HealthSystem$< 
The Valley Health System is an integrated system of care committed to providing our 

growing community with convenient access to quality healthcare, while 
controlling costs through increased efficiencies. 

Affiliated \\"ith Oasis Health System. 

~~~~~ SUM~MERLIN The Lakes ~ ~IJ~GOLDRING y~~ ~ VCJII'eY ------ DIAGNOSTICANDSURGICALCENTER -. -.-.- • eaJth 
~~~ MEDI C AL C ENTER W tDil"t 'i: ( 1NTEI ~~d~c~IECRe~t~~ -;---:.uo fiD. 



ELK 

~1\ Jhen Carla Wille moved to Elko 
'o/ 'o/ 11 years ago because her hus

band took a job at one of the mines, it 
was like an episode straight out of the 
old television sitcom Green Acres. 

Wille admits she wasn ' t happy to 
leave her beloved San Antonio, Texas -
a city known for its flne arts, great shop
ping and wonderful restaurants - for 
life in the middle of nowhere in 
Nevada's high desert country. 

Wille said she hated Elko when she 
first arrived here. A little more than a 
decade later, she says wild horses 
couldn't drag her away from the place 
she has grown to love. A year ago in 
March, Wille accepted a job as director 
of the Elko Chamber of Commerce. Her 
mission - to sell Cowboy Country to 
other prospective big city transplants. 

"Elko isn't as cliquish as many other 
communities," Wille said. "People feel 
comfortable right away. Even old, esta
blished Elkoans accept the transplants." 

Wille said Elko is experiencing a 
phenomenon common to other small 
communities - a sudden migration of 
baby boomers and busters who 've 
decided to trade the hustle bustle of the 
big city for a quieter, safer place where 
they can raise their growing families. 

"A lot of people who are moving to 
Elko are professionals who 've had it 
with the big city," Wille said. "Elko is 
progressive, but not so big that we have 
the problems big cities have." 

In fact, so good is life in Elko that in 
1993, it was named "The Best Small 
Town in America" by writer Norman 
Crampton, mainly for its thriving econ
omy and low crime rate. It has since 
fallen from the list because it outgrew 
its "small town" status. 

Currently, Elko's population, includ-

by Sandy Miller 

ing the outlying areas of Spring Creek, 
Ryndon and Osino, is 34,000 and popu
lation growth is between 4 pecent and 
S percent annually. The average family 
income is $38,000, the highest in the 
state. On the real estate front, it 's a 
buyer's market. Prospective home buy
ers will pay about $134,000 for a 1,800-
square-foot home and family-size apart
ments rent for about $775 a month. 

Today, Elko and the adjoining suburb 
of Spring Creek are home to eight shop
ping centers and mini-malls, four major 
casinos, seven supermarkets, 32 hotels, 
49 restaurants, 27 real estate firms, one 
college, six public elementary schools, 
four junior and senior high schools, 28 
churches and 10 financial institutions. 
There are two 'local newspapers (a daily 
and a weekly), a 50-bed hospital and a 
local medical clinic staffed by 15 doc
tors. Elko is no longer the little cow
town it used to be. 

There are a number of different tales 
about how Elko got its name, but 
according to the Elko Chamber of Com
merce, it was a railroad man named 
Charles Crocker who actually named 
the town. Crocker was a big wig with 
the Central Pacific Railroad back in the 
early 1900s and liked to name the rail
head towns after animals. Rumor has it 
he added an "o'' to "elk" to make the 
pronunciation easier. The new town of 
Elko was incorporated as a city in 1916. 

Fur trappers were the fir t recorded 
white men in the area back in the early 
and mid-1800 . Beginning in 1841, pio
neers came through the Elko hills along 
the Humboldt River making their way 
out West in earch of a new life. Those 

early travelers included the ill-fated 
Donner Party, and the ruts cut by the 
metal trimmed wheels of their covered 
wagons can still be seen today. 

The Central Pacific Railroad laid its 
tracks in Elko County in 1868 and just 
a year later, plots were selling for $300 
to $500 each. The town grew rapidly as 
a freight terminal to supply the mines 
all the way north into Idaho. In 1869, 
the evada Legislature created Elko , 
County from part of Lander County and 
made Elko the county seat. With 17,181 
square miles, Elko is the sixth largest 
county in the United States. 

Later the same year, the Golden 
Spike was driven at Promontory Point, 
Utah, linking the Central Pacific and 
Union Pacific Railroads. Chinese labor
ers who'd built the tracks for the Cen
tral Pacific Railroad were suddenly 
abandoned and hundreds of them u·av
eled west on foot and settled in Elko. 
The Chinese planted Eilm's first gar
dens on the northern bank of the Hum
boldt River which they watered by 
hand. They later built Elko's first water 
system and reservoir. 

G rowtlb. anJ t lb.e 
GoliJ TI.n ll.ng Boom 
Except for the men and women who 

made their livings raising cattle and 
sheep on old family homesteads in 
Nevada's high desert country, Elko was 
one of evada 's best kept secrets until 
the 1980s when gold mining came 
along. Until then, Elko was just a quiet 
little cowtown, a pleasant rest stop for 
people traveling Interstate 80 between 
Salt Lake City and Reno. 

Then mining giants like Newmont, 
Barrick and Independence found a way 

Photos courtesy Elko Cow•ention and Visitors Authority 
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to harvest the microscopic gold stashed
deep within the huge ore deposi ts of the 
Carlin Trend, just outside the city. Elko 
has never been the same. Though most 
of the larger mining operations are 
located in Eureka County, a majority of 
the employees make their homes in 
Elko. The city's population doubled, 
and the economy soared. Economically, 
mining was good to everyone. State
wide, Nevada's mines directly employ 
13,700 workers who together earned 
nearly $600 million in salaries last year 
alone. The gold mining boom not only 
created jobs in the industry itself, but it 
was good for business in general. Con
tractors couldn ' t build houses and 
apartment buildings fast enough to keep 
up with the demand and people camped 
out along the banks of the Humboldt 
River, much like the pioneers before 
them, while houses were built. 

Almost overnight, big grocery store 
chains like Raley's, Albertson 's and 
Smith 's moved in and set up shop as did 
large department stores like JC Penney, 
Wal-Mart and K-Mart. But the big play
ers didn ' t seem to hurt the small mom
and-pop businesses which also enjoyed 
the fruits of a thriving economy. 

Ask any parent what they like best 
about Elko and they' ll tell you it's a 
great place to raise kids. Even with its 
sudden population growth , Elko, in 
many ways , still offers all the perks of a 
small town. It 's still a place where the 
daily newspaper prints the entire junior 
high school honor roll and pictures of 
school spelling bee winners. 

Though Elko schools have experi
enced a few more disciplinary problems 
in recent years with the influx of stu-
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dents from larger metropolitan areas, 
they 're safe havens compared to schools 
in larger cities. It 's not unusual for 
teachers to see three generations of one 
family come through their classrooms. 
As a rule, kids fare pretty well in Elko. 
Almost every high school graduate 
takes home a scholarship or two and a 
few lucky students won' t have to shell 
out a dime for their college educations. 

The Elko County School District 
covers 16,000 square miles of North
eastern evada, and includes seven 
high schools, 11 elementary schools 
and several one- and two-room rural 
schools. Test scores tend to be slightly 
higher than state and national averages . 

Like other school districts in evada, 
the biggest ch1,1llenge faced by the Elko 
County School District has been 
growth. When the population doubled, 
the school district's enrollment tripled. 
In the 1988/1989 school year, the dis
nict suddenly added 875 students, more 
than an entire elementary school. The 
growth spurt repeated the following 
year, adding another 868 students. The 
district scrambled to accommodate its 
ballooning school population, putting 
up 37 modular units between 1987 and 
1990 alone. This year, school enroll
ment climbed over 10,000. 

But Elko is a conservative place and 
taxpayers are reluctant to pass bond 
issues. Last November, voters said no to 
the district's $44.9 million bond issue to 
build new schools. In general, people 
are reluctant to pass bond issues in a 
place with a boom-and-bust economy 
like mining. According to a 1995 sur
vey, 39 percent of parents of Elko 
County school children are employed in 
the mining industry. If mining pulled 
out, there would be a lot of empty class
rooms. Meanwhile, the Elko County 

School District uses the "pay-as-you
go" (PAYG) system of funding to build 
new schools, placing a 75-cent tax levy 
on each $100 valuation of property. The 
advantage of PAYG is schools are paid 
for by the time the doors open, sparing 
taxpayers of long-term interest costs. 

Elko is also home to Great Basin Col
lege- the first community college in the 
state - which dropped the word "com
munity" from its name a couple of years 
ago when it started offering several 
upper division classes. GBC is part of 
the University and Community College 
System of evada and has sites located 
throughout rural northeastern evada. 
The college offers a number of occupa
tional programs and two-year academic 
degrees as well as upeer division 
courses through the University of 
Nevada, Reno. Sierra evada College, 
a private four-year institution located in 
Lake Tahoe, offers classes toward a 
bachelor's degree in humanities and 
teaching certificates on the GBC cam
pus. This year's enrollment climbed to 
4,000, up from 3,000 last year. Today, 
there are 40 full-time instructors and 
250 part-time instructors at GBC. 

Elkoans sti ll have to travel the 230 
miles to Salt Lake City or the 295 miles 
to Reno to catch a performance of 
Phantom of the Opera, but that doesn't 
mean there's nothing to do at home. 

Community theater is alive and well 
and the college theater department 
and the Silver Stage Players - one of 

evada 's oldest theater troupes - pro
duce a number of plays and musicals 
throughout the year. Both organizations 
welcome community participation in 
their productions. 

The Elko Community Concert 
ciation brings four or five concerts 
Elko each year and the orthern • ' 
da Community Orchestra Associa 
presents two events each year o 
the fall and another in the spring. 
Elko Community Orchestra, 
of local musicians, puts on severa. 
concerts each year. 



The Northeastern Nevada Museum, 
located at 1515 Idaho Street, just 
unveiled its new Mastodon exhibit, 
bones of the only Mastodon ever found 
in the Great Basin. The museum is also 
home to the largest gun collection in 
Nevada and a number of exhibits that 
tell the history of the region. 

Elko's high temperature in January is 
36.6 degrees and the average low is 
13.2 degrees. In July, the average high 
temperature is 91 degrees and the low 
temperature is 50.3 degrees. 

A blanket of snow usually covers 
Elko in the winter, and skiers can find 
some pretty good runs at SnoBowl, 
located just north of the city. For those 
looking for virgin powder and a more 
spine-tingling experience, Ruby Moun
tain Heli-Ski offers packages that 
include food and lodging at Red 's 
Ranch in scenic Lamoille, located 20 
miles south of Elko. Ruby Mountain 
Heli-Ski has played host to a number of 
well-known celebrities. 

Come summer, hikers and mountain 
bikers shake off their winter slumber, 
grab their backpacks and head for the 
hills . The mountains surrounding Elko 
offer some spectacular scenery and a 
number of trails for beginners and expe
rienced trekkers alike. Elko is home to 
two golf courses - Ruby View, located 
in Elko proper, and the Spring Creek 
Golf Course, just outside the city. 

The South Fork Recreation Area, sit
uated just 16 miles southwest of Elko, 
offers plenty of opportunities for boat
ing, fishing, water skiing, swimming 
and camping. The Humboldt National 
Forest also offers some good camping, 
hunting and fishing sites throughout 
Northern Nevada. 

For those looking for an authentic 
cowboy experience a la Billy Crystal in 
City Slickers , a number of area outfit
ters offer pack trips and week-long 
stays on area ranches. 

Elko can always find one reason or 
another to host a celebration and annual 
events are big here. The biggest festival 
of the year has to be the Western Folk
life Center's annual Cowboy Poetry 
Gathering, a week-long celebration 

held intentionally the last week of Janu
ary when working cowboys have a 
break between the fall gathers and 
spring calving. Aside from gold mining, 
nothing has put Elko on the map like 
this special annual gathering of bucka
roo bards. The gathering draws both 
cowboys and those who 've j ust 
dreamed of being cowboys together for 
a week of cowboy poetry, music, work
shops and exhibits. The gathe1ing draws 
worldwide media attention and Elko 

We'd like to give 
you the financing 
you need for your 
business. 

T 

Experience the confidence and 

service that comes from doing 

business with one of the nation's 

leading, most experienced bank 

SBA lenders. Call us today. 

1·800-263·2055 

SBA loans are in participation with the U.S. 
Small Business Administration. Comparison 
based on number of loans made in Nevada 
10/1/95 to 9/30/96. Source: US SBA 

Bank of America, FSB, Community @ 
Development Division. Member FDIC t'tN'Wi 

once found its way into a New Yo rk 
Times crossword puzzle as the four-let
ter word for the "cowboy poetry 
mecca." The next gathering, scheduled 
Jan. 24-31 , 1998, will spotlight Celtic 
poets and singers. 

The Elko County Fair is a 75-year
old tradition, an event that mixes the old 
with the new. Four-H'ers still gather to 
sell their market animals and the best 
apple pie still wins a blue ribbon. This 
year's fair, set for August 23 through 
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September 1, will include two week
ends of thoroughbred and quarterhorse 
racing with parimutuel betting. 

Elko, home to a large Basque popula
tion who first arrived in the 1930s to 
work as sheepherders, also hosts the 
annual National Basque Festival, a 
weekend-long event held over the 
Fourth of July holiday. The celebration 
of Basque culture includes plenty of 
traditional Basque dancing, athletic 
competition and Basque cuisine. The 
34th National Basque Festival is 
scheduled July 4 -6. 

Elko is also home to a large Shoshone 
and Paiute populations and the annual 
Native American Festival (July 25-27) 
and Elko Te-Moak Powwow (Oct. 17-
20) are colorful tributes to Native 
American culture and traditions. 

Despite its growth, Elko is still very 
much a horse and cowtown, and eques
trian events, including jumping, cutting, 
roping and barrel-racing competitions, 
can be found most weekends during the 
late spring and summer. The Silver 
State Stampede Rodeo, scheduled July 
18-19, features plenty of edge-of-your
seat professional rodeo action, includ
ing bronc- and bull-riding competitions. 

Other annual events include the Min
ing Expo, scheduled June 5-7, and the 
Morrodder's Gambler's Run (for hot 
rod and antique car enthusiasts), sched
uled Sept. 12-14. 

Most events take place at the Elko 
Convention Center and Civic Auditori
um, built in 1979. The full-service 
facility which hosts a number of 
conventions, meetings and festivities 
throughout the year, boasts 50,000 feet 
of exhibit space, a 923-seat theater, 
banquet facilities and state-of-the-art 
sound and lighting systems. 

PRanniing for the 
F u t 11..ue 

Elko may be a great place to live, but 
it's not without problems. The commu
nity is in desperate need of a new hos
pital and is now looking seriously at 
privatization as a means toward that 
end. Elko General Hospital , the only 
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hospital within 200 miles, was con
structed in 1920 and underwent major 
renovations in 1958 and 1976. Though 
the 50-bed hospital offers a variety of 
specialty services, the facility is land
locked and in desperate need of repair. 
The Elko Clinic, staffed by 15 practic
ing physicians, offers primary care ser
vices, but patients must still travel to 
Salt Lake City or Reno for more com
plicated medical procedures. 

More people and more traffic have 
meant more wear and tear on the city's 
infrastructure. · Last June, the City of 
Elko adopted a resolution to establish a 
redevelopment agency to address infra
structure problems and work out a plan 
to improve the city's streets, sidewalks 
and lighting. 

The city planners are smart enough to 
know that mining can ' t sustain the 
economy forever. In the past few 
months, gold prices have fallen from 
$385 an ounce to $340 an ounce, and if 
that trend continues, it can have a seri
ous impact on Elko's economy. But 
Wille said she isn ' t panicking- yet. 

"I don ' t get too won·ied about it," 
Wille said. "It 's done this before and 
come back up. 

But Wille is realistic. Gold prices 
aren't the only concern when it comes 
to mining. Last year, Congress ap
proved mining law reform legislation 
that included imposing a 5 percent roy
alty and other fees on hardrock miner
als. Many mining proponent believe 
the environmentally-friendly U.S. De
partment of the Interior is intentionally 

stalling the processing of mining per
mits and Environmental Impact State
ments. Delays in the approval of pend
ing gold mine permits may threaten the 
long-term viability of the U.S. gold 
industry, according to a study by 
Michael Evans, an economics professor 
at the Kellogg School of Management 
at Northwest University. Faced with an 
uncertain legislative climate, gold pro
ducers may pack up and leave north
eastern evada for more hospitable 
environments outside the U.S. 

"Mining is an important factor and 
we've depended on the mines for the 
economy," Wille said. "Now, we 're 
developing other business so we're not 
so dependent on the price of gold. 
Through tourism, we can build a whole 
new market to sustain Elko." 

Wille said the Elko Chamber of Com
merce is targeting the Japanese and 
European markets, selling the western 
ranching experience through advertise
ments in magazines. 

"We're selling Cowboy Country to 
the Japanese and German markets," 
Wille said. "They have this whole idea 
of what cowboys are all about, so we're 
developing those kinds of things ." 

Gaming, too, has an iffy future as 
more and more casinos spring up on 
Indian Reservations and river boats. 
The Red Lion Inn and Casino flies 
overnight and weekend Casino Express 
junkets bringing people to Elko to gam
ble in its casino. The casino used to try 
to keep guests at its gambling tables and 
slot machines but in recent years has 
offered day tours around the city, near
by Lamoille Canyon and the mine sites 
hoping customers will like Elko so 
much they' ll come back. The casinos 
realize if it 's just gambling patrons are 
looking for, they can find it just about 
anywhere, certainly closer to home. 

Like the Elko Chamber of Com
merce, the North Eastern Nevada 
Development Authority (NENDA) is 
also working hard to bring new busine 
to Elko. NENDA was established 
1985 to support and encourage 
nomic development in Elko Co 
NENDA maintains a land and buil 



database to provide clients with infor
mation on available properties for com
mercial and industrial use. NENDA was 
instrumental in bringing the Dodd
Beals Fire Protection Academy to Elko. 
The academy recently completed a 
master plan of its Elko site and is 
expected to be up and running within 
the next three years . 

NENDA Director Debbie Smith said 
a recent study showed the academy will 
contribute about $13 million annually 
into the economy. It will also provide 
25 full-time and 100 part-time jobs. 

Smith said other corporations are also 
taking a serious look at Elko. 

"All of the sudden, we're getting calls 
from people who want to know more 
about Elko," Smith said. "We're finally 
reaching the stage where we're a viable 
place for industry. A manufacturer can ' t 
just move anywhere. He has to look for 
a place with a suitable infrastructure, 
transportation and good work force ." 

The Elko Chamber of Commerce, the 
oldest Chamber of Commerce in Neva
da, is celebrating its 90th anniversary 
this year. Its anniversary slogan is 
"Rooted in the Past - Focused on the 
Future." And that's what makes Elko 
unique, Wille said. It offers people a 
nice mixture of the old and the new. 

"Elko is growing," Wille said. "It 's 
not small but it still has a small town 
atmosphere. It 's not just mining and 
gaming anymore. Other businesses are 
relocating here because of the healthy 
economy and that speaks highly of our 
area. We' ll work on diversification -
that will be the key to success. We' ll 
keep looking for reasons for people to 
get off I-80 and stay in Elko." 

ELKO PHONE NUMBERS 

Elko Chamber of Commerce 

702-738-7135 

City of Elko 

702-777-7100 

Elko Convention Center 

702-738-4091 

Elko County Board of Rea ltors 

702-738-2395 

North Eastern Development Authority 

702-738-2100 • 
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COMMUNITY BANK OF NEVADA 
Focused on personalized customer service 

Experts in the banking industry esti
mate it takes three years for a start

up bank to reach profitability. Commu
nity Bank of Nevada broke even just one 
month after opening its doors in July 
1995, and surpassed its three-year pro
jection in 11 months , according to 
Edward M. Jamison, the bank's presi
dent and chief executive officer. At the 
end of Community Bank's first full year 
of operations ending December 31, 
1996, its assets had grown 148 percent 
over year-end 1995, and stood at nearly 
$91 million. Loans outstanding had 
grown 178 percent to almost $58 million 
and deposits had increased 188 percent 
to over $81 million. Earnings for the 
period were $758,000 after taxes. 

The birth of Community Bank of 
evada offers an illustration of the 

volatile nature of the banking industry 
during the last decade. After working for 
Salt Lake City banks for several years, 
Ed Jamison moved to Las Vegas in 1990 
and started a bank called evada Com
munity Bank with partner Noall Bennett 
and a group of shareholders. Januson 
says he left Salt Lake City to get away 
from the atmosphere of big banking 
institutions, and to return to a more per
sonalized relationship with clients. 

evada Community Bank was acquired 
by First Security Corporation of Salt 
Lake City in 1993. Jamison and Bennett 
stayed with First Security until it 
merged with Continental National Bank. 
At that time, they opted to leave and 
start up another bank. Jamison held a 
public offering and raised $8. 1 million 
from 112 shareholders to start Commu
nity Bank of evada. Community Bank, 
located at 1400 South Rainbow Boule
vard, is a state chartered member of the 
Federal Reserve System and the FDIC. 

"There is more competition in the 

24 Xel'ada Business journal • july 1997 

by Kathleen Foley 

Artist's representation of Community Bank 's new branch set to open this month. 

banking industry than ever before," 
according to Jamison. "A lot of local 
capital has been invested in banks, and 
five local banks have been established in 
Southern evada in the last three years. 
However, we are not competing directly 
with the other small banks. Our target 
customer is someone who is dealing 
with a bigger bank, and is searching for 
more personalized service. Many of the 
large banks take a 'bank approach' 
rather than a 'customer approach ,' doing 
what is convenient and profitable for 
themselves in the short run at the 
expense of the customer. We believe it's 
time to put the customer first." 

Marketing representatives from Com
munity Bank actively solicit accounts 
from members of the business commu
nity. "Our average customer has $5 mil
lion or less in annual sales," state Jami
son. "But of course we have many larger 

and smaller clients. We offer a wide 
range of loan types. One day we may 
make a loan to a dentist to start a prac
tice, and the next we may loan a devel
oper the money he needs to 
of homes," he notes. 

Community Bank offers 
services to its clients, including 
one, personal banking and a 
service to pick up deposits. 
credits the success of this 
approach to the quality of hi 
team" of employees. "We've been 
less than two years, so it 's too 
make definite claims about 
turnover," he states. "But we do oo 
it's cost effective to keep the 
we have by treating them right. 
than following the tactic of some 
banks who skimp on customer 
and try to 'make it up on volume:-

Jamison calls Community 



AT THE TOP 

Edward M. Jamison, CEO I President 
of Community Bank 

expansion plans "very aggressive," and 
says as the bank's officers and market
ing representatives build more contacts 
within the business community, they 
anticipate being able to maintain Comu
nity Bank's impressive growth rate. 

"Our success can also be attributed in 
part to the growth of Southem Nevada," 
says Jamison. "A bank is only a reflec
tion of the local community, and we are 
thrilled with the robust economy here." 

The bank plans to open a second 
branch at 2887 S. Maryland Parkway 
this month. The building, which was 
acquired from American Federal Sav
ings and Loan, has undergone a major 
renovation. The new branch will provide 
convenient teller windows, safety 
deposit boxes, drive-up windows and an 
ATM for after-hours banking. "We are 
excited about the opportunity to provide 
banking services to the eastern part of 
the city," states Jamison. 

Community Bank has assembled an 
influential and experienced board of 
directors to conti nue and direct its 
growth. The distinguished group is com
prised of Ed Jamison, Noall J. Bennett 
(chairman), Russell C. Taylor, a retired 
insurance executive, Gary Stewart, a 
principal in the accounting firm of 
Stewart Archibald and Barney, Dr. 
Shamim Nagy, a local psychiatrist, 
Charles E. Norton, president and CEO 
of Tri-T, and Cliff Evarts, president and 
CEO of Eagle Air. • 
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EXECUTIVE PROFilE -
by Richard A.D. Hendrix 

TOM J. SCHOEMAN, AlA 
President of JMA Architecture Studios 

"Finish building my kingdom," 
ordered the king to the master 

builder. "But your highness," beseeched 
the architect, "there are mountains I 
must move." "Do it then!" demanded the 
king, never noticing that as the city 
appeared it blended into the mountains 
that could not be moved. 

The same exigency might have 
restricted Thomas J. Schoeman, AlA, 
when he arrived in Las Vegas in 1979. 
"Oh, not really," says Schoeman. "From 
the start I've built on studio design con
cepts to significantly support the com
munity with specific projects that chal
lenge my ski lls to go ahead." 

And go ahead he has. Of his many 
accolades and commitments Schoeman 
is proudest of his current two-year term 
as chairman of the board of the Uni
versity of evada, Las Vegas, Architec
tural Studies Program. In addition , he 
values his role as a board member of 
City Center Development Corporation, 
a private enterprise working to create a 
broader tax base through downtown 
business development. 

"Las Vegas has a great opportunity to 
become the city of the future," says 
Schoeman. And judging from his firm 's 
experience and reputation, JMA Archi
tecture Studios will continue its 50-year 
tradition of excellence in architecture. 

Enthusiastically Tom explains what 
success demands of him and his compa
ny. "People want the best ... and they 
want more of the best. Las Vegas pro
vides them that." And by working in a 
studio design format where teamwork is 
the standard, projects get done on time 
and on budget. Unlike the king who 
demanded the mountain moved, JMA 
insists upon partnership affiliations with 
clients, staff ana projects that move 
mountains. Occasionally a business mix 
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- that relationship between architect, 
contractor and client - creates an adver
sarial situation not conducive to success 
of the project. Although rare, "if the pro
ject will not satisfy the client in a way 
I'd like to be responsible for, then we 
will not do work in that format." 

JMA meets project demands in vari
ous ways. During construction of the 
new Las Vegas Executive Air Terminal , 
one of the firm 's significant award-win
ning designs, JMA was challenged to 

complete the project without interrup
tion of normal business activities , a task 
nearly as difficult as moving mountains. 
Carrying Schoeman 's trademark cre
ative design serving a fundamenta l 
function, th,e 28,000-square-foot struc
ture is designed to protect Las Vegas 
VIP visitors from desert heat and wind. 
Schoeman's graduate studic;s in mental 
health and architecture lend support to 
satisfying and soothing the psyche in the 
design and structure of hi s work. "Peo
ple spend a lot of time each day inside. I 
want it to be aestheticall y pleasing for 
them as well as psychologically sooth
ing." For example, the McCarran Air
port child care center is designed as a 
habitat for "the little people," with 
emphasis on eye-level functionality. 

JMA's focus coordinates technical 
team services with design team de
velopment for compatibility in its pro
jects. With 80 percent repeat clients, 
the firm can energize the design with 
an already familiar clients' approach 
to the project. "Because of my profes
sional specialty, [educational, institu
tional and hospitality] projects I select 
are very personal by nature." 

Las Vegas, according to Schoeman, 
has impressive geography, impressive 
opportunities ana t'ne c'nalit:nging con
trasts of hospitality and gaming that 

"FROM THE START I'VE B ILT ON 

ST DIO DESIGN CO 1CEPTS TO SIGNIF-

ICANTLY S PPORT THE COMM NITY 

\VlTH SPECIFIC PROJECTS THAT CHAL-

LE;\IGE MY KILLS TO GO AHEAD." 

will move the city well into the future. 
"I knew when I got here that the chal

lenge for success would be greater than 
the fear of failure ," he says reminiscing 
over his early years in Las Vegas. But 
his concern underneath it all was the 
marriage of his profession to the culture 
of a gambling town. "Gaming, I've 
learned is an economic driver. It gives 
opportunity to us." And with the added 
foc us on entertainment architecture 
there is demand for services inclusive of 
the gaming culture. Las Vegas, as Tom 
sees it, is supported by the population. 

It 's a population wanting the best of 
the best. And JMAs ' master builder, 
Tom Schoeman intends to keep giving 
just that. He hopes to continue to 
"reflect the desert environment of unre
stricted space into a new region." From 
new offices scheduled for completion 
in February, 1998, Tom Schoeman 's 
professional touch will 'olenc'I 
La Vegas skyline. 
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CREATING THE IDEAL ~ 
ENVIRONMENT 

Selecting the Right Commercial Interior Designer 
Can Help a Business Achieve Its Professional Goals 

by j ennifer Robison 
P HOTOGRAPHY BY 0 PULEt CE STUDIOS 

Selecting an interior designer to 

enhance commercial space often con
stitutes just as personal a decision for 
businesses as it is for consumers looking 
to personalize their residential interiors. 
A host of design options exists for busi
nesses, and choosing a suitable designer 
first requires a company sort through 
those options and assess irs interior needs. 
According to Rosalyn Cama, chair of the 
Marketing and Communication Council 

fo r the American Society of Interior 
Des igners (ASID), commercial design 
has become highly specialized. 

"In working with commercial space, 
designers confront a broad range of 
demands," Cama asserted. "Is the space 
in question accommodating a re tail 
business or office space? Commercial 
interior designers will special ize in such 
areas. For example, a retail interior 
designer concentrates on creating space 



that draws consumers in, setting up dis
plays that promote the sales goals of 
rhe client. A designer who has worked 
mostly in planning office space may not 
have the design expertise best suited ro 
such retail space planning. " 

Cama also notes that choosing an inte
rior designer ro draft space for commer
cial use usually represents a more formal 
process than that residential design con
sumers endure. Businesses should expect 
ro go through several phases in finding 
rhe right design firm . 

"Usually, rhe first step in selecting a 
commercial interior designer entails a 
company request for qualifications from 
several design firms," Cama elaborated. 
"This provides designers an opportuniry 
ro respond with an outline of their back
ground, expertise and professional ream. 
This is also the stage ar which businesses 
can expect ro receive a designer's refer
ences and a portfolio of related projects. " 

Cama declares that businesses should 
not overlook checking on a designer's ref
erences. "I don't personally hire a single 
person for my firm without first contact
ing his or her references. Anyone going 
through the designer selection process 
needs ro do the same." 

After sifting through the information 
acquired during the request for qualifica
tions, companies put rogerher a "short 
list" of design firms. The next step is ro 
submit a request for proposals. 

Upon interviewing each candidate and 
choosing the one which best meets the 
company's needs, negotiations can begin. 

"Establishing a contract is the most 
important aspect of the design process," 
Cama noted. "Having something in writ
ing outlining what's to be done and when 
is critical, even if ir's just an informal 
memo undersrood by all parties. " 

Similar ro choosing a residential de
signer, rhe interview offers a chance to 
discover whether personalities march. 

"Companies should choose designers 
rhe way people choose doctors," stated 
Dina Remera, a designer with Las Vegas
situated Dalvey Business Environments 
and the founder of rhe Las Vegas chapter 
of the International Interior Design Asso-

ciation (IIDA). "They're spending a lor of 
money and entrusting the designer with a 
great responsibiliry." 

Remera conrinued, "The consumer 
should experience a rapport, in addition 
to checking on the designer's back
ground, portfolio of projects and train
ing. The business also needs to determine 
whether a designer has passed certifica
tion rests at a state and national level, so 
the company can be comfortable wirh a 
designer's understanding of architectural 
and building code issues." 

The commercial interior design firm is 
responsible for carrying out a broad array 
of functions. Those functions include 
choosing qualiry subcontractors and 
coordinating their activities, as well as 
working with . an architect if structural 
changes are called for. Finding the right 
designer is key in making sure these tasks 
are performed well. 

Opting for a harmonious, effective 
interior design relationship may be more 
imporranr for businesses than ever. 
According to Cama, numerous recent 
studies have linked producriviry to pleas
ant work surroundings. 

"Commercial interior designers are nor 
simply moving walls and accessorizing," 
Cama said. "We're creating a professional 
atmosphere that assists a company in 
achieving its business goals . A commer
cial client knows best what rype of envi
ronment will enhance the workplace. It's 
the responsibiliry of the designer ro draw 
out what that clienr is seeking, under
stand it well and deliver on it utilizing 
past experience with similar projects." 

Remeta has noticed rhar changes in rhe 
workplace dynamic have led to an evolu
tion in commercial interior design, 
adding ro the importance of a carefully 
chosen designer. 

The interiors of these widely diffiring businesses 

achieve a common objective: to combine a pleas

ing environment for employees and customers 

with an efficient workflow pattern. 

Far left: Las Vegas Executive Air Terminal, 

interior and architectural design by JMA 

A rchitecture Studios; above: Columbia Sunrise 

M ountain View Hospital. 

"People are spending a great deal more 
time at their offices," she explained. , 
"They're also more likely ro entertain in 
the workplace. Offices have become a 
sort of second home, and designs have 
taken on a more home-like feel. They're 
warmer, less sterile and use innovative 
products that often cross over into high
end residences. Wallcoverings are more 
exciting, and furniture is more elegant." 

Still, commercial consumers can expect 
products and space planning ro differ 
from those involved in residential design. 

"Commercial design generally requires 
more drafting work as designers allow for 
adding or removing interior walls," said 
Remera. "Also, decoration will vary from 
residential demands. Fabrics won't be as 
exciting, furnishings are more generic 
and carper weaves have ro be righter." 

When entrusting a designer with 
enhancing office or retail space and thus 
furthering a company's professional goals, 
businesses should keep a variery of con
siderations in mind. 

• A quick phone call ro the ASID or 
IIDA will help narrow rhe range of 
designers ro consider. These professional 
organizations and others like them often 
classify members according ro area of 
expertise. Those in search of a retail 
designer can obtain the names of firms 
who specialize in retail design; likewise 
for office space planners. 

"In calling the ASID for a designer, 
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The straightforward design of the new City of Las Vegas Development Services Center is functional and 
appealing. Interior and architectural design by Lucchesi Galati Architects, Inc. 

consumers can be assured someone has 
already done a level of screening," Cama 
added. "You're aucomarically finding peo
ple who are ethical, qualified and inter
ested in being as professional as possible. " 

• Ask rhe designer for a portfolio of 
prior work, and also prepare a portfolio 
of ideas co review wirh the designer. 

"''m creating rhe image they want co 
project," Remera stared. "There's never a 
guarantee a client will like everything, 
bur communicating our goals and capa
bilities makes it more likely we'll provide 
the right design for rhe company." 

Cama rem:inds businesses that hiring 
an interior designer often leads ro a long
term relationship, one co which effective 
communication is key. "You want rhe 
design consultant co act as your agent. 
The ability co work in such a capacity is 
impaired if communication becomes a 
problem at any point." 

• According co Cama, careful atten
tion co the responses elicited by a request 
for qualifications can eliminate most of 
the designers who may nor be right for a 
business. "Extensively reviewing a design
er's qualifications can alert a company as 
co whether a particular designer is well
suited co rhe project at hand. " 

• Avoid the interior designer using 
high-pressure tactics ro close a deal. 
"Some designers may attempt co create a 
sense of urgency by tell ing a potential 
client rhe job needs co be done now 
before material or labor prices rise," 
Remera warned. "Remember how much 
you're spending, and understand you 
shouldn't feel pressured at any point." 

• In drawing up a contract with an 

interior designer, make sure the docu
ment allows an escape if rhe professional 
relationship fails co meet expectations. 

"If things fall apart, and communica
tion has halted, rhe contract has co allow 
for some son of caretully outlined 
recourse," Cama stared. 

• Sometimes, businesses seeking a 
designer simply need co listen to intu
ition. "If you don't feel comfortable with 
what a designer is saying or doing, you 
should question whether co work with 
rhar designer," Remera advised. 

• Remera cautions consumers ro 
observe how willing a designer is co work 
with rhem. "If a designer is hard-nosed 
about how things are done, a business can 
be reasonably certain it may go through a 
difficult design process only co end up 
with an unsatisfaccory result. 

"The responsible designer will also give 
clients the pros and cons of everything 
rhey ask for, " Remera added. "For exam
ple, if a business is seeking a trendy look 
that may nor be popular or appealing in 
a few years, they need co be advised." 

Remera also notes designers should be 
accommodating co a company's requests. 
"If, halfway through the design process, 
rhe client changes his or her mind about 
a design element, rhe client should feel 
free co revise rhar aspect of the design ." 

A well-chosen commercial interior 
designer can assist a company in develop
ing an interior manifestation of irs busi
ness and strategic goals. For companies 
hiring a designer, vigilant attention co rhe 
derails accompanying designer selection 
can yield timeless results which clients 
and employees can enjoy for years. • 
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EASING THE INTERIOR DESIGNER SELECTION PROCESS 
by jennifer Robison 

With a little forethought, 
retaining the services of a 

-~..,-...... rresiJential interior Jesigner 
be a rewarding experience. 

For Fred and Clarise Schlines, their 
purchase of a custom home in Boul

der City provided the opportunity to do 
something the couple had never done 
before: retain the services of an interior 
designer to plan use of space in their 
home's great room. The couple contacted 
about five interior professionals before 
finding a designer who was willing to 
work with their specific needs. 

Those hiring an interior designer will 
quickly come to realize the essential 
nature of such a personal connection 
with the designer. Consumers often 
spend substantial amounts of money on 
interior design and decoration, seeking to 
create a dwelling space evoking their per
sonal traits and lifestyles. According to 
Cheryl Reese, a designer with ewporr 
Design Center, those purchasing new 
homes, for example, will spend roughly 

the equivalent of 15 percent of the 
home's cost in putting the finishing 
touches on its interior space. 

Deciding on an interior designer may 
not at first appear to be a complicated 
task. However, consumers must consider 
a host of facrors in finding a designer. 

For Fred and Clarise Schlines, choos
ing a designer began with phone calls to 
the American Society of Interior Design
ers (ASID), which ultimately yielded the 
names of six design firms. 

"Some of the designers we talked to 
weren't as flexible as we wanted," Fred 
Schlines described. "We thought the 
prices they were quoting us were unrea
sonable. We wanted a designer who 
would negotiate with us on some of rhe 
charges, or who might represent some of 
the products we needed and rhus come 
down on some of the prices." 

The Schlineses finally came across 
ASID member and referral Virginia Her
mann, a Henderson-based commercial 
and residential interior designer. 

Overall, Hermann's work at the 
Schlines' home was completed in four 
months, a rime period Schlines asserted 
that he was expecting. 

"The whole experience was fun for 
both me and my wife," he concluded. 

Unfortunately, problems do arise 
berween interior designers and the clients 
who have retained them. However, con
sumers can take numerous measures to 
minimize misunderstandings and foster a . 
fruitful design relationship. 

Consumers may first want to inform 
themselves about the basic interior plan
ning process, as Schlines and his wife did 
when they purchased a book covering 
such homebuying issues as interior 
design. Preliminary research into the 
process and the multitude of options 
available ro consumers can assist them in 
more effectively determining a design 
direction for their home. 

To represent personal tastes, consumers 
should also assemble a sampling of pho
tos culled from such sources as magazines 
and books. Forethought is essential if a 
consumer wishes to accurately convey to 
what he or she wants out of the process. 
The ability to envision and clearly com
municate design goals often plays a major 
role in whether the job goes smoothly. 

Be concerned if a designer isn't avail
able for or won't participate in regular 
discussions about the progress of the pro
jeer. An effective designer will allow the 
consumer to remain active throughout 
the course of the project. Expect your 

Model homes present an excellent source for 

design ideas. Above: The model home interiors 

for the Mountain Crest development by Beazer 

Homes were designed by Oma Talley Design, 

Inc. Photography: Opulence Smdios. 
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designer ro use a variety of methods ro 
help you envision what the completed 
project will look like, including sketches 
and room renderings, product samples, 
floor plans and project pharos. 

Here are some additional issues ro con
sider and resolve before and during con
sultation with a designer: 

• Determine what existing elements 
you want ro keep, so the designer can 
incorporate them into the new design. 

• Visit furniture scores and rour model 
homes for additional design ideas, taking 
pictures of what you like. 

• Establish a consensus among the 
decisionmakers in the home regarding all 
important issues ro avoid problems later 
on in the design process. 

"Part of our job can email marriage 
counseling, in a way," stated designer Vir
ginia Hermann. ''A husband and wife 
may not have the same tastes, which can 
cause disagreements over a household's 
design goals. A designer may have ro act 
as a mediator, pointing our the positive 
aspects of each spouse's suggestions, and 
then letting the informed consumers 
choose from that point." 

• Form follows function. Decide how 
the space is to be used, because it deter
mines the room's design and its elements. 

• Determine your needs and wants, as 
well as the scope of the project. You're 
more likely ro be satisfied with the results 
of a design undertaking if you first estab
lish realistic goals. 

• Compile a list of priorities. Keeping 
in mind your monetary and time limits, 
determine which goals hold priority. 

• It's also important ro know the dif
ference berween an interior designer and 

31 Nevada Business journal • july l99i 

a decoraror. A designer is trained in the 
elements of architecture, and is qualified 
ro draft changes in the placement of inte
rior walls. A decoraror works more in the 
realm of a home's finishing couches, such 
as upholstery, wallpapering and window 
treatments. Knowing how extensive your 
specific project will be enables you ro 
more accurately determine the type of 
interior professional you need ro consult. 

• Establishing a budget is also of pri
mary importance. Outlining financial 
expectations can be accomplished by 
going ro scores ro check out prices of 
design elements in which you might be 
interested and "setting a ceiling for how 
much you are able or willing ro spend. 

According ro Fred Schlines, checking 
directly with design product manufactur
ers regarding the prices of their materials 
enabled him ro better determine whether 
a designer was inflating prices roo much. 

"Finding a representative of a specific 
dealer or manufacturer can help keep 
your budget down," Schlines said. "One 
of the reasons we went with Virginia was 
that she represented a furniture dealer we 
wanted ro use. She was able ro get us our 
furniture for lower prices." 

• Fred and Clarise Schlines also had 
the right idea in passing by the designers 
who refused ro comply with their requests 
for a lower budget. Designers should be 
willing ro look for ways ro work within 
your budget constraints. 

Reese, of ewport Design Center, 
asserts designers have a responsibility ro 
comply with diems' budgetary guidelines. 
"If a consumer sees a decorating element 
he or she loves, bur finds it roo expensive 
for the set budget, a good designer can 

"Were glad we did it and we're pleased with 
how the process went, "said Fred Schline of 
the interior design results of the great room 
in the Schlineses' new home. 

find a way around that. It's likely there's a 
similar, but less expensive, alternative." 

• As with choosing any professional 
service ro which you are entrusting sig
nificant amounts of money, time and 
trust, referrals are critical. 

"Interior designers should have refer
ences consumers can contact," stated 
Hermann. "People should be able ro 
actually visit projects the designer has 
completed in order ro assess whether the 
designer's work is of a quality and style 
compatible with their design goals." 

• Inquire about an interior designer's 
education, training, experience, personal 
affiliations and other credentials. Con
sumers may want ro comacrA.SID, as the 
Schlineses did. The International Interior 
Design Association (IIDA) represents 
another resource people can call on dur
ing their designer search. 

"Membership in a professional design 
trade association means a designer must 
adhere ro ethical and professional criteria 
established by the industry," Hermann 
explained. ''ASID, for example, requires 
that its members pass an exam created by 
the National Council for Interior Design 
Quality. The exam covers six sections, 
which include such copies as insurance, 
construction, Americans with Disabilities 
Act (ADA) compliance, building codes, 
rhe hisrory of design and architecture, 
finishes and fabrics. " 

Utilizing the services of a trade organi
zation referral service offers consumers an 
added benefit of contacting a pre-quali
fied designer, Hermann also notes. 

Consumers who opr nor ro contact 
trade organizations should be sure ro call 
the Better Business Bureau ro learn of any 
ethical or legal violations a designer may 
have committed in the past. 

People contracting for a designer ro 
plan interior space in a newly-built home 
must keep in mind rhey often will be 
working with a designer the builder uti
lizes exclusively for all design work, thus 
possibly limiting their choice of firms. 
Ask the builder why he or she recom
mends the designer, and also ask whether 



The interiors of many model homes demonstrate the benefits of advance planning and fore
thought. This model home interior in the Castlegate development by Trophy Homes was 
designed by Colours, Inc. Photography by Opulence Studios. 

rhe builder-referred designer possesses an 
adequate training, educational and pro
fessional background. 

• According to Hermann, people 
should be wary of designers who don't 
offer their clients written contracts cover
ing such items as project costs and esti
mated completion dates. "Consumers 
should request a letter of agreement - a 
document outlining the scope of a pro
ject and the duties and expectations of 
both client and designer," she explained. 
"This protects each party to the project, 
enhancing the likelihood the client will 
obtain the end result he or she expects." 

Fred Schlines reminds consumers to 
ask about a contract's specifics before 
signing. "It's important to clarify how a 
designer will bill you," he said. "For 
example, will it be an hourly charge, or a 
charge per visit or trip? Also, make sure 
you ask the designer to explain billing 
and technical terminology. " 

Also note that many designers utilize 
retainers as a charging method, so don't 
be worried if you're asked to pay a set fee 
on a lnonthJy .basis. 

• Don't underestimate the importance 
of the interview. "Your designer will be 
your best friend for awhile, and will be 
involved in determining your personal 
space needs," Hermann said. "Interview
ing a designer should not be taken light-

ly. lr'3 rhe poim ar which you'll drrermim: 
whether your personalities mesh. " 

• Be sure the designer understands 
and accurately interprets your design 
ideas. Have the designer repeat your 
objectives as you've stated them. 

• Keep in mind that many factors can 
affect the timely completion of a project. 
Plumbing or lighting fixtures may break 
en route to the designer from the factory, 
for example. Even inclement weather in 
other parts of the country can play a role 
in whether design material reaches its 
destination in the time period stated. 

Selecting a compatible designer 
requires attention to many details. How
ever, maintaining open lines of commu
nication and clarifying each element of 
the contract enhances the likelihood 
everyone will be pleased with a project's 
outcome. Fortunately, it seems most con
sumers can have a positive interior design 
experience with careful planning and 
articulation of ideas. 

"It's unusual for a customer to be 
completely unhappy with a project when 
everyone .has been very clear from the 
onset about objectives and constraints," 
Hermann concluded. 

"When everything has been accurately 
and continually verbalized throughout 
the process, consumers are rarely disap
pointed in the outcome. " • 
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WINGFIELD SPRINGS 

BU ILD IN G O N T H E H I STORY & SCE NI C BEAUTY OF T H E RENO AREA 

0 n the far northeast side of Reno
Sparks, a new 1 ,300-acre golf 

course community called Wingfield 
Springs is quickly materializing in the 
center of Spanish Springs Valley. Its 
centerpiece is a 27-hole championship 
golf course designed by Robert Trent 
Jones with a stare-of-the-art golf school, 
bur ir also features some of the most 
scenic land in Northern evada, with 
rwo larg_e lakes fed by seven natural warm 
springs and abundant wetlands. 
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by jan jones 

PHOTOS BY D EMAl'\ICZUK PHOTOGRAPHY 

Part of this land's mystique is that it 
was once rhe weekend hunting ranch of 
George Wingfield, a legendary Nevada 
banker and businessman who made his 
fortune in Nevada's gold fields and dom
inated the state politically around the 
turn of the century. Today, Loeb Enter
prises, rhe developers of Wingfield 
Springs, is keeping this rich hisrory alive 
by using Wingfield's modest ranch house 
as irs sales office and bv naming ... ,"'-'-...;;;.:, 
the streets after his 





IN AN ATMOSPHERE OF 

INGENUITY AND V ISION, 

Del Mar Mortgage, Inc. 

BUILDS AND MAINTAINS 

INVESTOR CONF IDENCE 

THROUGH A FAMI LY OF 

AFF ILIATED COMPANIES. 

I n Southern Nevada, Del Mar Mort
gage, Inc.'s business structure 

is unique. "We provide a benchmark 
investment level for our clients," says 
CEO Michael Shustek. "We apply the 
strengths and skills of our team of 
experts to maintain safety and security. 
The level of income is commensurate 
with each client's investment." 

Las Vegas has an explosive real estate 
market with excellent investment 
opportunities. The checks-and-balance 
approach of The Del Mar Group of 
Companies assures investment continu
ity. Tracking sales statistics and review-

ing buyer profiles in the market allows 
for up-to-the-minute strategic changes 
by Del Mar experts. Among the compa
ny's clients, this philosophy has built a 
reputation of high performance. 

Del Mar Mortgage offers an invest
ment option called a trust deed which 
allows clients to lend money based on 
the equity value in property. Secured by 
real estate, trust deeds are known for 
delivering a safe, high return on invest
ment. Shustek refers to trust deeds as 
"a combination of real estate and smart 
investing." It is a promissory note se
cured by a deed of trust made payable to 
the investor. The note promises to pay a 
stipulated rate of interest with repay
ment of the principal according to the 
terms and conditions of the instrument. 
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Five sister companies make the Del 
Mar Mortgage operation unique in 

Las Vegas. They provide support and 
protection from inherent risks. Shustek 
is not naive. He understands there are no 
guarantees, but through sister compa
nies he has created a safety net for his 
operation designed to reduce risk and 
protect investors' funds. 

Shustek says most of the subsidiary 
"companies grew out of client needs." 
Each of the five sister companies has a 
separate function. 

DISBURSEMENT MANAGEMENT, 

INC. controls subcontractor and vendor 



payments. The company also writes 
escrow checks and maintains balanced 
vouchers of construction projects. 

If a borrower fails, Del Mar investors 
will not. In fact, foreclosures are 
rare, and few have ever gone to bank
ruptcy or reverted to the lender. FORE

CLOSURES OF NEVADA, INC. is Clark 
County's second largest company of this 
type. Within 24 hours after the first day 
of the month in default, Foreclosures of 

evada, Inc. notifies borrower of pay
ment due. If needed, legal proceedings 
are initiated, and at no cost to the 
investor, fall in place to protect all 
property and interests. 

DEL MAR HOMES is a company on 
the move. Able to build properties if 
necessary, Del Mar Homes is an integral 

On the cover: Michael V. Shustek, Ch ief 
Executive Officer for Del 
Mar Mortgage 

part of the Del Mar family of quality 
businesses. By monitoring market devel
opments Del Mar Homes assumes dis
tress acquisitions, finishes construction 
and readies the property for sale. 

Each week 4 SALE Bv BUILDER, yet 
another Shustek sister company, attracts 
dozens of builders seeking financing. 
Those selected by Del Mar Mortgage 
later turn to 4 Sale By Builder to market 
and sell their properties. For Del Mar 
investors, this creates the added advan
tage of easy access to local tract sales 
activity and general market conditions 
and information. 

The powerhouse within the Del Mar 
family is SHUSTEK INVESTMENTS, 

INC. This sister company works to fur
ther protect and secure investments. 

Below: The recently completed 
co rporate headquarters 
facility for Del Mar Mort
gage 

Shustek Investments, Inc. examines 
properties and determines project value. 
This information is crucial to the lend
ing process, and often results in second 
mortgages to further secure invest
ments. Shustek believes strongly in the 
integrity of Del Mar's investments and 
stands behind every Del Mar loan. 

Merely running the myriad opera
tions of the sister affiliates does not 
account for such a high-performance 
reputation. Although integration de
mands close cooperation, Shustek 
credits employees with Del Mar's 
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COMPARISON OF IN¥ESTMENT ALTERNATIVES 

success. A shared philosophy among the 
companies is the practice of explicit cus
tomer satisfaction. "I believe many 
employers forget what it's like to be an 
employee, and they forget the promises 
they make to their employees," says 
Shustek adding that "satisfied employees 
equate to satisfied customers." As you 
climb the scale of competency, you dis
cover more competent people. 

Surrounding himself with top-quality 
employees is a key ingredient within the 
network of D.el Mar companies. Mike 

Liquidity 

Yes 
(discounted) 

Expense 

Commission 
(in and out) 

Yield 

Flucuation 

5.% - 6% 

admits the knowledge and abilities of his 
staff has helped him reach his goals. 

One member of Shustek's executive
level staff is former PriMerit Bank man
ager, Tom Jurbala. Of his move to Del 
Mar, Jurbala, President of Del Mar 
Mortgage, says, "Mike allows me to be 
creative and aggressive in the market. He 

also lets me provide my own solutions to 
business, and he supplies the financial 
resources to properly serve our clients." 

Craig Burr, president of all other 
Shustek owned companies is a licensed 
practicing attorney in real estate law. "I 
witnessed the tremendous growth that 
Shustek and his companies were experi
encing and when Mike approached me 
about joining his team, I couldn't resist 
the challenge of growing with him;' says 
Burr. "Our goal," he continues, "has 
been to be the best in Las Vegas. Now 
that we have reached that goal, we want 
to distance and distinguish ourselves 
from our competition." 

According to Shustek, success is the 
result of respect for the individual. With 
programs designed to make everyone a 
winner, Shustek places emphasis on 
teamwork. Adjusting to the wants and 
needs of clients is part of his philosophy 
of customer satisfaction guarantees. 

Del Mar Mortgage only chooses top-notch residential rea l estate projects in wh ich to invest clients' funds . ... 
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... As a result, investors capitalize on projects which deliver long-term stability and success. 

Putting it all together requires con
stant change and review. Del Mar Mort
gage, Inc., through its team of experts, 
consistently keeps abreast of market 
conditions. Rapid response to change is 
an advantage of investing with Del Mar 
Mortgage. 

Del Mar trust deeds are interest sensi
tive. Trust deeds are tied to several finan
cial indicators. Inflation and cost-of
funds determine the rate of return. Once 
established, this rate is locked in for the 
life of the loan. 

To demonstrate the potential rewards 
of trust deed investing, the comparison 
of investment alternatives chart at right 
contrasts trusts deeds with other com
mon investment vehicles. 

Consider an individual savings 
account might return 3 percent per 
year on $100,000. Of the $3,000 earned 

interest on this savings investment, a 
portion is lost to taxes and yearly adjust
ed rates of inflation. By comparison, 
trust deeds are structured to provide a 
steady income stream. 

Investors concerned about retirement 
planning receive a set monthly income 
with a high rate of return through Del 
Mar trust deeds. Additionally, trust deed 
investors avoid all commissions. Unlike 
other investments, trust deeds remain 
fully controlled by the holder. This 
added benefit increases yields without 
falling prey to interest traps often associ
ated with long-term corporate holdings. 
It's a smart win-win investment with the 
added benefit of security. 

Del Mar Mortgage is IRA approved. 
This means investors can double their 6 
percent return and still receive the same 
tax benefits associated with an IRA. 
There is an added incentive for those 
with a minimum of $50,000 to invest -
Del Mar pays all annual IRA service fees. 

According to Shustek, traditional trust 
deed investment brokers wait until pay-

ments are received before making inter
est payments to clients. At Del Mar, pay
ments are made on the first day of the 
month rather than waiting for funds to 
be received from borrowers. The compa
ny considers this to be one of its key 
competitive advantages. 

All executive officers at Del Mar 
Mortgage believe in a hands-on 
approach. Although this requires long 
hours and stressful schedules, it ensures 
success for investors. Officers personally 
inspect all properties considered for 
loans. The value placed on the property 
determines the available loan amount. 
Critical to this process is placing the cor
rect value on the property. With raw 
land, Del Mar will lend up to 50 percent 
of the value. On construction loans, 
Del Mar will lend up to 70 percent of 
the property value. Loans are based on 
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Each proposed investment property is carefu lly inspected by Del Mar to determine its value and viability. 

the dollar value per square foot and 
the location of the property. With 
conservative value placements, Del Mar 
Mortgage increases safety margins of 
trust deed investors. 

While some mortgage investment 
companies run a high risk of foreclosure 
and loss, Del Mar solves the problem 

through its integrated network of 
companies. Del Mar's systematic and 
meticulous operation eliminates fore
closure problems for its investors. 

Double-digit foreclosure rates are 
common in the United States. Del Mar 
avoids high foreclosure rates with con
servative lending practices. When the 

THE DEL MAR GROUP OF COMPANIES 
Company Function - Support 

SHUSTEK Conservative Conducts appraisals and 
INVESTMENTS property valuation places second mortgages 

DEL MAR MORTGAGE Real estate Searches out real estate 
investment investments, as well as 

provides long-term financing 

DISBURStiMENT Control subcontractor Maintains balanceiJ voucher 
MANAGEMENT, INC. and vendor payments accounts, writes escrow 

checks, demands timely dis-
__, bursement of all other funds 

FORECLOSURES OF No cost default Notification of payment due, 
NEVADA, INC. protection institutes legal proceedings (if 

needed), to protect all property 
and interests 

DEL MAR HOMES Protection against risk Assumes distress acquisitions, 
of builder dissolution completes property for sale 

4 SALE BY BUILDER Marketing and Sales of Supports market and sales 
Del Mar Homes activity, provides precise 

information and data to clients 
-:::. as desired. 
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unavoidable happens, Del Mar's legal 
staff takes immediate action. Keeping a 
close watch on potential foreclosures, 
the corporate attorney steps in to protect 
the interests of investors. All meetings 
are handled by the attorney thus elimi
nating the need for the investor to make 
any appearances. The legal department 
gathers information, handles all paper
work and advises investors of 
proceedings. The result of Del Mar's 
integrated operation and experience 
relieves the investor of needless and 
cumbersome concerns. Investor risk is 
reduced to a minimum. 

Customer response enhances the way 
Del Mar does business. Some clients 
have requested shorter-term invest
ments to maximize yield. Del Mar exec
utives created a new investment struc
ture that allows clients to invest on a 
short-term or long-term basis. By offer
ing a wide range of choices, Del Mar 
provides a distinct advantage within the 



Las Vegas real estate boom. Clients now 
can select a project, and tell Del Mar 
how long they would like to be invested. 

Flexibility and responsiveness are 
trademarks of the Del Mar family of 
companies. "In offering the best possible 
service," says Shustek, "I've had to open 
my own companies." 

His new venture, NEVADA FIRST 

BANK, currently in organization and is 
scheduled to open in August. The bank 
will focus on small businesses, real estate 
investors, developers, builders and con
sumers. Shustek will serve as the bank's 
chairman and veteran banker John 
Blackmon will serve as the chief execu
tive officer. Blackmon was principal 
lending officer, executive vice president 
and director of Community Bank 
which he helped establish. 

Shustek believes customer service is 
repaid through client support. The com
pany's recently completed office com-

plex located at West Sahara Avenue and 
Richfield Boulevard serves as a testa
ment to his· relationship with clientele. 
It also affirms his belief that his clients 
have faith in him and want to share in 
his success. "My clients helped finance 
the new building which was a great com
pliment to me because it restates their 
faith and trust in me and my compa
nies," he says. 

Success can not be measured by how 
much money one makes. According to 
Shustek, success rises from a foundation 
of service. "I have built my companies 
on that premise and if has proved to be 
very important in the Las Vegas business 
environment," confirms Shustek. 

With an insatiable appetite for success 
fueled by hard work and a vision, 
Michael V. Shustek has risen to the top 
of his chosen career field. His philoso
phy of doing it better by doing it himself 
has created for him a system of success. 

Acknowledgements: Contributors to this 
article include Del Mar Mortgage, Inc., 
and Tom Stewart, Del Mar Mortgage. 
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continued ftom page 34 

quarterhorses and Labrador Retrievers. 
Additionally, W ingfield 's tradition of 
extending and improving the fragile wet
lands environment will continue. 

CREATING A SENSE 

OF COM M U N ITY 

Perhaps the most unique aspect of this 
large development, which will eventually 
include over 30 distinct neighborhoods, 
is the sense of small-town community 
being cultivated. Gary Derek, general 
manager of Wingfield Springs, believes 
that it's just as important for neighbors to 
get to know each other as it is to build 
roads and buildings. "I think developers 
rend to focus too much on the physical 
infrastructure, and not enough on what 
we call the 'soft infras tructure' of the 
community. That's why people don't take 
care of their yards and you eventually end 
up having crime. Whereas, if you weave 
that fabric of society, it doesn't happen." 

That's why Wingfield Springs is spon
soring regular social events for residents 
and building places where neighbors can 
get better acquainted, including a swim 
and fitness center, sports bar and grill, 
destination restaurant, old-fashioned 
general store - even a community school. 
The school, which opens this fall, will 
actually be run by the residents ofWing
field Springs, with an outside board of 
educators to help them make decisions. 

"It's going to be an old-fashioned kind 
of country school," says Derek, who 
plans to live in Wingfield Springs him
self. "Rather than just sending your kids 
off in the morning and hoping the teach
ers do a good job, you will be responsible 
for, and play an active role in, the educa
tion of the community's children." 
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He says rhe free special events are 
offered as a way of "jump starting" this 
feeling of community. For example, an 
Easter Egg Hunt was recently held that 
attracted about 4,000 kids. They also do 
an annual summer picnic, a Goosebumps 
Halloween complete with haunted hous
es, and a fitness festival featuring an 
American Heart Walk and health fair. All 
these events are free to rhe residents of the 
community and their friends. 

Another way to help this process along 
is by having neighborhood representa
tives. "It's like the old-fashioned Wel
come Wagon, except they'll do it on the 
Web," says Derek. He says the website, 
www.wingfieldsprings.com, will post 
everything from who's moving into the 
neighborhood to all the school's home
work assignments, and be a place where 
residents can vo lunteer to work on 
upcoming special events. 

P R E S E RVING T HE 

E N VI RON M E NT 

Derek is particularly excited about the 
emphasis being put on preserving the 
natural environment. The developers 
have even enlisted the help of the 
Audubon Society in this effort. "We're in 
the application process now of what's 
called a signature sanctuary," he explains, 
"which takes about a year and a half. " To 
earn this status, derailed resource man
agement plans are being developed to 

preserve the wetlands and irs wildlife, 
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conserve energy, and m1mm1ze waste. 
Once completed, the community will be 
eligible for twice-yearly visits from 
Audubon Society researchers for help on 
various projects - such as stimulating the 
wildlife population, encouraging migra
tory fowl to visit the wetlands, and build
ing bar houses to control insects. 

"We began this project with 60 acres of 
wetlands and, when it's done, we'll have 
100. We also have more bird species now 
than when we started," says Derek 
proudly, noting that residents are pleased 
to see so much wildlife in the area. He 
believes this environmental approach is 
unique in Northern evada. "Most of 
the developers up here are former ranch
ers who see wetlands as a nuisance, while 
we see them as an amenity." 

MAKIN G IT AFFORDA B L E 

"The last thing we try to do with our 
communities is make them affordable," 
Derek says. Unlike some communities 
that charge thousands for a golf member
ship plus steep monthly fees, Wingfield 
Springs is designed to be affordable and 
open to all types of people. 

Derek said they are trying to build a 
place that provides as many lifestyle ben
efits as private gated communities, with
out being gated or elitist. "We prefer to 

let the neighbors and the community be 
the watchdogs," he says. "As long as 
you're the type of person that wants to get 
involved in the community and give 
something back as part of the benefits 
you gain , that's the type' of people we're 
looking for. " 

He said homes currently start as low as 
$150,000, plus there are plans to build 
marker-rate apartments. "So really, you'll 
be able to go all the way from a market
rate apartment to a $150,000 home all 
the way up to a million-dollar estate in 
the same community. The premise is that 
all the neighborhoods have the same 
street trees, same entry treatments, and 
the same right to go to the school or the 
swim and fitness center. And because the 
golf course has a daily fee, it's not a mem
bership, so you pay as you play." 

Derek says this is the first of several 
developments planned in evada by 
Loeb Enterprises. The next will probably 
be in Southern evada. He said they see 
a real opportunity here because of the 
state's strong growth, irs sheer natural 
beauty, and the need for more quality 
communities. "That makes Nevada the 
perfect opportunity for us." • 



MARTIN-HARRIS CONSTRUCTION 

Frank Martin, president of Martin
Harris Construction, is proud of the 

figures that show his company's growth 
in the past few years. Its volume of busi
ness two years ago stood at $65.4 million, 
last year it grew ro $72.25 million, and 
this year Martin is projecting $90 million 
for the Las Vegas-based company. Bur rhe 
proof of these figures lies in a construc
tion job Martin-Harris recently finished . 
To accommodate irs phenomenal growth, 
the company had to renovate irs own 
building, enlarging it from 6,000 square 
feet to almost 14,000 square feet. 

Martin reports char rhe company has 
three divisions, one dealing wirh gaming 
properties, one with developers including 
Howard Hughes Corporation and Amer
ican Nevada, and one with single users 
who contract with Martin-Harris to 
build or expand a facility. Recent gaming 
projects include a complete remodel and 
renovation of Fitzgeralds Hotel Casino, 
an addition to the Santa Fe Hotel and 
continuing work at Ballys and the Sahara. 

"The vast majority of our clients return 
two, three or four rimes," Marrin stares. 
"We rake pride in the fact we are nor just 
a construction manager bur retain rhe in
house capacity as a contractor-builder ro 
execute major segments of our projects 
with our own work force. Above all, we 
believe our diems' interests are best 
served when we become a part of the 
development ream from the earliest con
cept stages. We've proven the benefit of 
our controls on the construction prac
tices, methods and procedure of a project 
gives the client rhe highest value and 
most cost efficient project possible." 

Martin reports more than 85 percent 
of the projects Martin-Harris has built in 
rhe last five years have been performed 

by Kathleen Foley 

Frank Martin, president of 
Martin-Harris Construction 

under negotiated contracts, and this year 
close to 90 percent of irs business will be 
on either a negotiated or repeat basis. 

Martin-Harris has approximately 250 
employees on staff, including many who 
have been with rhe firm since ir was first 
licensed by the Ievada Stare Contractors 
Board in 1977. Marrin firmly believes his 
employees are one of rhe major reasons 
for the success of the company. 

"Competition is rough, especially in 
the construction business," he says. "Bur, 
I've seen a number of instances lately 
where our associates have gone above and 
beyond the call of duty in saving a project 
or gening one wrapped up. These indi
viduals make it easy for Martin-Harris to 
develop its reputation as a company char 
can deliver a quality project. " 

One of rhe ways Martin encourages 
cooperation and loyalty from employees 
is through what he calls "partnering. " 

"Our company has never been in as 
good a shape as it is right now," he states. 
''I'm convinced char parrnering is the way 
Martin-Harris will survive and thrive well 
into the next century. Parrnering basical
ly means giving each of our associates rhe 

ability to make a decision and follow up 
on it when that decision is in the best 
interests of the company. When conflicts 
occur between accounting and opera
tions, operations and estimating, or esri- , 
mating and employees in the field, parr- ' 
nering allows these conflicts to be 
resolved as quickly as possible. " 

The company's commitment to the 
parrnering process includes mission srare,
ments, goals and objectives, and issue res
olution procedures designed to allow a 
win-win atmosphere among the employ
ees who work together each day. 

Martin-Harris recently received a 
Merit Award presented by rhe Western 
Mountain Region of rhe American Insti
tute of Architects (AlA) for irs role in 
constructing the new Las Vegas Executive 
Air Terminal . The $8 million, 44,000-
square-foor project at McCarran Inter
national Airport sports a modern , aero
nautic appearance with an entrance 
awning designed to look like an airplane 
wing. Martin-Harris was recognized fur
ther when the project received an honor
able mention in the 1997 Awards of 
Excellence competition sponsored by rhe 
National Commercial Builder's Council. 

The local chapter of the AlA presented 
Martin-Harris Construction and Tare
Snyder Architects the Honor Award of 
Merit for the companies' work on the 
McCaw School of Mines. The award 
acknowledges the project for volunteer
ism, design and educational value. Mar
tin-Harris served as above-ground gener
al contractor and donated the concrete 
work. In 1996, Martin-Harris became 
part of rhe prestigious Engineering News
Record "Top 400 General Contractors" 
list. The firm is listed as one of the Top 
100 Private Companies in Las Vegas . • 

july 199i • Nevada Business journal 45 



NEWS IN BRIEF 
Second phase complete at 
Corporate Center 

Carson Construction recently com
pleted phase II of American Nevada Cor
poration's Corporate Center in Hender
son. The 50,000-square-foot project, 
valued at $3.2 million, was designed by 
JMA Architects and Engineers. 

Dermody, real estate invest
ment firm form partnership 

In a move to garner a greater national 
presence, Reno's Dermody Properties has 
entered into a joint venture with Lazard 
Freres Real Estate Investors, LLC. The 
partnership spawned a real estate operat
ing company named DP Operating Part
nership, LP. Lazard Freres has committed 
$125 million in equiry to the partner
ship. As part of its out-of-state expansion 
efforts, Dermody Properties broke 
ground in March on a 500,000-square
foot development in Indianapolis, Ind. 

Electronics Boutique opens 
in Galleria at Sunset Mall 

Electronics Boutique, one of the 
nation's largest specialry retailers of per
sonal computer software and video 
games, has opened at the Galleria at Sun
set Mall. The new location is the compa
ny's seventh in the state and one of more 
than 500 throughout the United States, 
United Kingdom and Korea. 

BofA helps revitalize North 
Las Vegas neighborhoods 

BankAmerica Foundation recently 
donated $25,000 to the North Las Vegas 
Neighborhood Housing Services (NLV 
NHS) to help rehabilitate and revitalize 
low-income neighborhoods throughout 
North Las Vegas. A non-profit organiza-
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North Las Vegas Neighborhood Housing Service board members (l-r) Robert Sullivan, Robert 
Eliason and President Eddie Bensyl, accept a $25, 000 grant from BofA's George 'Smith, Nevada 
area executive, and Linda Kuhn, vice president and manager of the bank's North Las Vegas branch. 

tion, NLV NHS will utilize the funds to 
provide housing assistance and training 
programs designed to educate existing 
and potential homeowners about acquisi
tion, maintenapce and rehabilitation. 

Harrah's renovation largest 
in history of Clark County 

Harrah's Las Vegas is the largest reno
vation project ever to be undertaken in 
Clark Counry, according ro officials at 
the Clark Counry Building Department. 
In addition to 200,000 square feet of ren
ovation, the properry is building a 35-
srory hotel rower to expand its room 
inventory to 2,699 rooms. Demolition of 
Harrah's original facade began in March 
with the new Carnival-themed facade 
slated for completion this month. 

DeNardi Equipment builds 
North Las Vegas facility 

Carson Construction has been con
tracted by DeNardi Equipment to start 
construction on a 11 ,225-square-foot, 
pre-engineered metal and concrete tilt-up 
building for the firm in North Las Vegas. 
The new faciliry will be used as DeNardi's 
equipment sales and service faciliry. 

Las Vegas Business Bank to 
open second location 

Las Vegas Business Bank recently broke 
ground for its second branch location. 
The new branch, on the corner of Jones 
and Twain in Spring Valley, will occupy 
5,300 square feet on the main floor of the 
Las Vegas Business Bank Plaza. The 
Plaza, designed by JMA Architects, is a 
27 ,000-square-foot, two-story building. 

Stuart Mixer announces 
broker transactions 

Stuart Mixer Commercial Oncor 
recently negotiated the following: 

SALES 
- 40-acres ofland at the northeast cor

ner of Centennial and Revere valued at 
$1.8 million. The seller was Laguna Part
ners and Nevcan/Cannev Development 
and the buyer was Pearl Corp. 

- 28 acres of!and in the Sunridge mas
ter-planned comrnuniry in Henderson to 
Warren Walker Schools. The seller for the 
transaction, valued at $2,368,950, was 
Sunridge Partners. 

- 1.42 acres of land at the northwest 
corner of Marco Street and Carey Avenue 
valued at $ 190,000. 



- 25 acres at Cheyenne and Clayton 
roads to DeLuca Liquor & Wine Ltd. 
The seller was Howard Hughes Proper
ties LP. The transaction is valued at 
$2,722,500. 

LEASES 
- Five-year, $2.4 million, 1, 779 

square feet at the Hughes Center to 
Transamerica Occidental Life Insurance. 

- Seven-year, 7,542 square feet to 
John B. Ruby Company, Inc. at 5455 
Desert Point Drive. The sublessor was 
Mikohn Gaming Corporation. 

- Seven-year, 30,409 square feet to 
PDS Financial Corporation at the Patrick 
Commerce Center on McLeod Drive. 
The landlord is Chenco International 
Investment Corp. The transaction is val
ued at $1 ,607,334. 

- Five-year, 4,656 square feet to Inter
national Mail Processing at 6171 
McLeod Drive. Chenco International 
Investment Corp. is the landlord in the 
$208,269 transaction. 

- Five-year, 6,781 square feet to 
American Express Financial Advisors at 
1160 Town Center Drive. The landlord is 
The Howard Hughes Corporation. The 
transaction is valued at $800,000. 

Lee & Associates negotiates 
transactions 

Lee & Associates reports the following: 
SALES 
- 23,780 square feet of land from 

Boston Nellis Partners to Steve Mack for 
relocation and expansion of SuperPawn. 
The transaction is valued at $363,945 . 

- 80,000-square-foot office building 
at 2700 W Sahara to Paseo Partners, 
LLC. Total value of lease and sale trans
actions is approximately $33 million. 

LEASES 
- Five-year, 28,800 square feet of 

industrial warehouse at 4030 Industrial 
Center drive to Dorson, Inc. Security 
Capital is the lessor in the transaction val
ued at $6 13,000. 

- Three-year, 2,750 square feet of 
warehouse space located at 3945 Patrick 

Lane for Carrot Top, Inc. David B. 
Davis is the lessor in the transaction 
valued at $5 1,000. 

- Five-year, 8,640 square feet of indus
trial and retail space at 6360 S. Pecos 
Road. Carpet Barn is the leesee for the 
transaction valued at $5 14,000. 

- Ten-year, 6,000 square feet of retail 
space for Las Vegas Discount Golf & 
Tennis Inc .. The landlord for the proper
ty located at Buffalo and Lake Mead is 
American Pacific Capital Summerhill 
Company LLC. The transaction is valued 
at more than $1.7 million. 

Cornerstone Company 
negotiates lease 

Cornerstone Company, a full-service 
commercial brokerage, represented the 
tenant, Circus Circus Enterprises, in a 
lease expansion at Diablo Industrial Cen
ter, located at 4544 Russell Road. The 
lease was expanded to 19,584 square feet 
of industrial sp;:tce. The 21-month lease is 
valued at $160,392. 

Old Navy opens at Best in 
West Center 

Old Navy, a value-priced clothing, 
shoe and fashion accessory retail store, 

opened a 16,000-square-foot facility at 
Best in the West Shopping Center in Las 
Vegas. The store is one of more than 200 
U.S. locations and is owned by Gap Inc. 

Citibank announces first
time home buyer program 

Citibank Nevada offers a new program 
which allows first-time home buyers to 
put just $500 toward their down 
payment. The program, called Citi 
Affordable Purchase Assistance Program, 
is designed to meet the needs of first
time home buyers with limited assets 
and low to moderate incomes, who may 
be in need of down payment and closing 
cost assistance. 

IGT completes phase six of 
headquarters facility 

Phase VI of International Game Tech
nology's (IGT) $72 million Reno head
quarters was recently completed. The 1.1 
million-square-foot complex will allow 
the strategic consolidation of 17 separate 
IGT facilities. Built by Koll Construction 
and Q&D Construction, the 77-acre 
complex broke ground on its first phase 
in 1994 with the final phase slated for 
completion in the spring of 1998. • 

SuperPawn opens store in Henderson 
SuperPawn, a nationaL pawn brokerage based in Nevada, has opened NationaL jeweLry 
Liquidation Centre, its first Henderson Location. The 3,333-square-Joot faciLity, the largest of the 
23 Super Pawn stores in Nevada and Arizona, wiLL offer new and resaLe merchandise and jeweLry. 
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Commercial Real Estate Market Report 
RETAIL MARKET SUMMARY 

LAS VEGAS: The retail market experienced contin
ued expansion of new construction and planned 
properties for the tourist and local marketplaces 
alike. This trend continues to be validated by dou
ble-digit increases in taxable sales, residential 
growth and tourism. Additionally, with overall retail 
vacancy rates hovering around the 5 percent level, 
this lack of prime retail space justifies further 
expansion of the retail marketplace. 

These factors have generated new construction 
and planned space. For the local markets, numer
ous new grocery-anchored centers are scheduled in 
most quadrants of the valley. particularly in the far 
north, northwest and southeast. 

The tourist marketplace will enjoy either new or 
expanded facilities at the Forum Shops, Rio Hotel, 
New York-New York, Bellagio, Showcase Mall, 
Aladdin and others. These new shopping/ entertain-

OFFICE MARKET- 1st Quarter 1997 YTD 

TOTAL MARKET 
Number of Properties 
Total Square Feet 3/97 
Vacant Square Feet 3/97 
Percent Vacant 3/97 
New Construction YTD 
Vacant Square Feet 12/96 
Net Absorption (SF) YTD 
Avg Lease SF/ Mo (FSG- NNN)* 
Planned Construction 3/97 
Under Construction 3/97 
(LASS 'A' OFFICE PROPERTIES 
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Total Square Feet 
Vacant Square Feet 3197 
Percent Vacant 3/97 
New Construction YTD 
Vacant Square Feet 12/ 96 
Net Absorption (S F) YTD 
Avg Lease SF/ Mo (FSG - NNN)* 
Planned Construction 3/ 97 
Under Construction 3/97 
(LASS ' B' OFFICE PROPERTIES 
Number of Properties 
Total Square Feet 3/ 97 
Vacant Square Feet 3/97 
Percent Vacant 3197 
New Construction YTD 
Vacant Square Feet 12/96 
Net Absorption (SF) YTD 
Avg Lease SF/ Mo (FSG - N N N)* 
Planned Construction 3197 
Under Construction 3/97 
(LASS'(' OFFICE PROPERTIES 
Number of Properties 
Total Square Feet 3197 
Vacant Square Feet 3/ 97 
Percent Vacant 3/97 
New Construction YTD 
Vacant Square Feet 12/96 
Net Absorption (SF) YTD 
Avg Lease SF/Mo (FSG- NNN)* 
Planned Construction 3/97 
Under Construction 3/97 
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*Average Monthly Lease Rates far Las Vegas reported 
as Full Service Gross and far Reno as Net Net Net. 

ment venues will provide both a catalyst for contin
ued retail sales increases and growth in tourism. 

The outlook for 1997 is robust with increases 
expected in retail sales, new construction and 
planned projects. This continuing trend will 
enhance Las Vegas' reputation as one of the 
"hottest" commercial real estate markets in the 
nation and should provide for a strong business cli
mate for all activities over the next several years. 

RENO: Absorption, construction and declining 
vacancies remain healthy signs of a strong retail 
market in the Truckee Meadows. The current overall 
vacancy rate for the first quarter of 1997 has 
decreased slightly to 5-9 percent from the 1996 
year-end of 6.7 percent. Of 77 shopping centers 
50,ooo square feet or larger, the retail inventory 
amounts to approximately 8.43 mill ion square feet. 

RETAIL MARKET -1st Quarter 1997 YTD 

TOTAL MARKET LAs VEGAS RENO 
Number of Properties 186 77 
Total Square Feet 
Vacant Square Feet 3197 1,043.633 479.400 
Percent Vacant 3197 
New Construction YTD 635,000 
Vacant Square Feet 
Net Absorption (SF) YTD 775.497 135,010 
Average Lease (NNN) $t.04 
Planned Construction 1997 2,758.728 686,032 
Under Construction 3197 131,995 
POWER (ENTERS-
RETAIL (ENTERS> 1p0,000 SF 
WITH MINIMAL OR No IN-LI NE SPACE 
Number of Properties 19 
Total Square Feet (GLA) 3/ 97 
Vacant Square Feet 3/ 97 528,492 0 
Percent Vacant 3197 9-30% 
New Construction YTD 460,000 
Vacant Square Feet 12/ 96 507,050 
Net Absorption (SF) YTD 428,558 
Average Lease (NNN) 
Planned Construction 3197 0 

Under Construction 3197 0 

COMMUNITY AND REGIONAL (ENTERS 
RETAIL (ENTERS WITH ANCHOR(S) 

Number of Properties 99 
Total Square Feet (GLA) 3/97 13,066,360 
Vacant Square Feet 3197 359, 77 
Percent Vacant 3197 2.75% 
New Construction YTO 92,000 
Vacant Square Feet 12/ 96 500,840 
Net Absorption (SF) YTD 232,963 
Average Lease (NNN) $1 .24 
Planned Construction 3/ 97 2,728,671 
Under Construction 3/ 97 800,469 
STRIP (ENTERS- RETAIL (ENTERS 
Number of Properties 68 
Total Square Feet (GLA) 3/ 97 3,611,400 
Vacant Square Feet 3/97 155,164 
Percent Vacant 3/ 97 4-30% 
New Construction YTD 93.000 
Vacant Square Feet 12/ 96 
Net Absorption (SF) YTD 
Average Lease (NNN) 
Planned Construction 3/ 97 30,055 
Under Construction 3/ 97 0 
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Big discounters, category killers and restaurants 
captured the bulk of the extraordinary net retai 
absorption in 1996 of over 70o,ooo square feet. 

In the past three months, approximately 51,00 
square feet has been absorbed attributable to the 
completion of Scolari's anchored center in Spanis~ 
Springs. With the addition of the new Home Depot, 
South Meadows Marketplace, Sparks Mercantile 
and the Firecreek Crossing expansion, a minimu 
of 368,700 square feet will be absorbed in 1997. 

Rents have remained relatively stable, however, 
landlord concessions are declining. The overal 
monthly rental lease rate is approximately $1.06 
per square foot with NNN rates ranging from $12 to 
$32 per square foot. 

NEXT MONTH: 
Industrial Market Summary 

INDUSTRIAL MARKET -1st Quarter 1997 YTD 

TOTAL MARKET LAS V~AS RENO 
Number of Properties 1,054 652 
Total Square Feet 43,693,917 39,463,054 
Vacant Square Feet 3/ 97 2,274,895 3,748,990 
Percent Vacant 3197 5.21% 9-S% 
Vacant Square Feet 12/ 96 2,662,116 3,871,325 
New Construction YTD 919,857 543,070 
Net Absorption (SF) YTD 1,307,078 (73.4 21) 
Under Construction 6/96 2,564,024 1,217,170 
Planned Construction 3/ 97 4,166,428 1,534.170 
MULTI -TENANT PROPERTIES 
Number of Properties 412 
Total Square Feet 29,106,035 
Vacant Square Feet 3197 1,888,849 
Percent Vacant 
Vacant Square Feet 12/ 96 
New Construction YTD 885.400 
Net Absorption (SF) YTD 
Under Construction (BTS) 3/97 sso.ooo 
Planned Construction 1997 1,901.34d-5 ----
Average Lease (NNN- MG)* 

Less than s.ooo SF $o.s8 $.6s 
From s,ooo·15,000 SF So.6o 
Greater than 15,000 SF 

SINGLE-TENANT PROPERTIES 
Number of Properties 642 f 
Total Square Feet 14,687,682 
Vacant Square Feet 3/ 97 386,147 
Percent Vacant 2.63°/o 
Vacant Square Feet 12/96 370.477 
New Construction YTD 34,459 
Net Absorption (SF) YTD 16,759 
Under Construction 3/97 374,762 
Planned Construction 1997 2,265,153 
Average Lease (M G) 

Less than s,ooo SF 
From s.ooo-1s ,ooo SF $0.52 
Greater than 15,000 SF $0.44 

Abbreviations 

BTS: Build To Suit 

MG: Modified Gross 

NNN: Net Net Net 

FSG: Full Service Gross 

GLA: Gross Leasable Area 

SF: Square Foot 

YTD : Year To Date 

LAS VEGAS STATISTICS COMPILED BY LEE AND ASSOCIATES COMMERCIAL REAL ESTATE SERVICES 

RENO STATISTICS COMPILED BY GRUBB & ELLIS COMMERCIAL GROUP 
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ADVERTORIAL 

By Roy W MacNaughton 

THE FLASHING LIGHTS and honking horns 
first scared them, then really bothered 
them in the first couple of weeks. The dri
vers thought the police were signaling 
them to pull over. Imagine the surprise 
when they realized these weren ' t police, 

but taxi cabs! 

It seems a day doesn't go by now that a 
taxi doesn't pull up behind one of our 
Advertising in Motion vehicles and ask it 
to stop so the passenger inside can ask the 
driver for information about this unique 
new mobile advertising vehicle. 

Which brings me to why we're in Las 
Vegas in the first place. Our company, 
Advertising in Motion, Inc. (we answer to 
the name AiM) started in ew York City 
over a year ago. Once the founders saw the 
vast potential of this new advertising medi
um; and demonstrated its value to ew 
York, this most sophisticated outdoor 
advertising market, they asked why not in 
Las Vegas? 

So we shipped three vehicles to town, 
and commenced to show the vehicle to 
local advertising agencies, large and small 
casinos, as well as local businesses of all 
kinds. The results have been fantastic: 
from two different points of view. Firstly, 
dozens of businesses have seen the unique 
opportunity to take their messages to 
where their target group customers live, 
work, and have fun. They get the 'mobili
ty' advantage irrunediately. Secondly, we 
have exposed this new advertising technol
ogy to dozens of business people from all 
over North America. The vehicle is 
designed with a special 'box' on the back 
of a regular General Motors chassis and 
cab. The box or 'cell ' is where all the 
secrets are. Basically, the truck has three 
clear sides open to view, through special 

non-breakable glass. Inside, a specially
designed computer and software program 
controls the movement and sequence of up 
to twenty-one different 'panels' or large 
format four-color advertisements that are 
printed on translucent vinyl. 

The computer decides which of the 
twenty-one different ads will come down 
into view through the glass, and for how 
long each ad panel will be in view. This 
takes place simultaneously on all three 
sides, with seven ads on each side and 
back of the truck. Moreover, at night the 
ads are all backlit. So they really pop out, 
particularly the ones that are professional
ly designed with that in mind. 

First people see this large bright yellow 
truck. Then, as they are looking at it, the 
side of the truck starts to move vertically; 
and a brand new image comes into view. 
You should see the 'oohs' and 'wowwws ' 
that they exclaim when they see the move
ment! The key differences between this 
and other forms of outdoor advertising are 
the mobility and the movement factors. We 
can take the clients ' ads to the current or 
prospective customers .. . where they work, 
where they have fun , and where they reside. 
Secondly, the fact that the ads change con
stantly, exponentially increases the view
ers ' interest in the ad. 

The real 'how' it works is a well kept 
secret. That 's one of the many benefits that 
accrue to one of our affiliates anywhere in 
North America. As operators of this unique 
technology in their own market, they will 
be given all the necessary tools, secrets 
and other information required to prof
itably operate their own advertising busi
ness in their own backyard. The vehicle, 
because it's mobile, is extremely adaptable 
to other uses, such as special events, 

ADVERTISING IN MOTION 

sports, new product introductions, conven
tions, and community affairs. We operate 
the vehicles on specified routes in Las 
Vegas, according to the needs of our adver
tising clients, taking into consideration 
both the ' tourist ' and indigenous consumer 
populations. 

We have had the vehicle at the Conven
tion Center for clients who wanted to 
expose their special messages to the atten
dees at the LVCC, as well as in the imme
diate area sun·ounding the hotels where 
those attendees were staying. In conjunc
tion with a new product introduction, we 
recently had a vehicle in the ball park, in 
front of all the fans in the stadium. 
Whether it's attending a sporting event for 
a major sponsor, or in front of a private res
idence during a major fund-raiser, the yel
low truck does it; and does it in spades. 

Why else would a company want to 
continuously advertise on these vehicles? 
That's another part of AiM's "unique sell
ing proposition." Our points of differentia
tion are three. Two innovation-oriented, 
and one service-oriented. I've mentioned 
the first two. The third component of our 
difference is service. By service, we don ' t 
mean the usual lip service to customer ser
vice. We mean Service with a capital S! 

Inside this company resides over seven
ty five years of international marketing and 
advertising experience and expertise. Our 
aim (pardon the expression) is to provide 
our clients with a complete advertising 
expertise that does not limit itself to this 
new medium. We offer the advertiser 
backup. Not a lot of talk, but action when 
he needs it. 

We understand that our new medium 
will often be part of a larger media cam
paign. We can assist the client in making 



those decisions; or if it is not in his best 
interests to be on our vehicles at this par
ticular time in his campaign . . . surprise .. . 
we'll tell him so. The idea of being around 
for the long haul really is practiced here. 
Advertisers are sick and tired of being mis
led. Ask some. They will tell you that they 
would really appreciate a media sales rep 
saying "you really shouldn't spend any 
money on my medium at this time." How 
refreshing! We've already done that with 
prospective clients in the Las Vegas market. 

We like to think that we are advocates 
for what many are now calling "Integrated 
Marketing." Not that many firms are prac
ticing IM yet; but as more and more see 
the tremendous advantages they can obtain 
over their competition, combined with the 
long term profit potential and brand equi
ty, they jump on board immediately. 

The scope of this article does not allow 
me to get into much detail about Integrat
ed Marketing. Let me say that it involves 
the concept and practice of working not 
just with your usual customers for your 
products/services; but other groups as 
well: your employees , shareholders, 
potential customers, the media, regulatory 
bodies, and others, depending on your 
type of business. The whole idea is to 
build "brand equity" for your company. 
Not just with advertising. That's only one 
of many elements you need to consider. 
Over the long term (there's that Japanese 
concept again) the companies-large and 
small-that have built their distinctive 
'brand' will make more profit, experience 
less chum (loss of customer base) and be 
much stronger in the marketplace than 
their competitors. 

This is where the concept of IM comes 
in. We help our advertising clients look at 
a new picture. If they need our mobile 
advertising medium now, naturally, we 
will sell it to them. If they really need 
something else, we'll recommend that too. 
Remember: in it for the long haul. 

When you support your clients with 
information of value to them, they appreci
ate it. The name of the game here is to 
exceed expectations. For instance, we've 
prepared a report on Integrated Marketing: 
what it is , how it can work in any firm's 
business, where to go to learn more, etc. 
This is a special information service we 
provide to our own clients. If you would 
like to receive a copy, just drop me a note 
on your letterhead, in care of our Las 
Vegas office. 

Here's a case in point. Say Yes! Foods, a 
new milk company headquartered in Las 

Vegas, is currently launching its new prod
uct line in evada. They wanted to reach 
new potential customers, as well as gain 
the attention of the major distribution 

"The truck became a 

Mooooving' advertisement 

for Say Yes! and their product 

launch in Las Vegas. " 

{note the cow's tail) 

channels such as grocery store chains, 
convenience stores and foodservice outlets 
in Las Vegas. They have a great product. 
The world 's first 100% fat free milk prod
ucts, no loss in flavor! That 's right. No fat 

and all the flavor you'd expect from whole 
milk. They've figured out how to do it. So 
they wanted to gain immediate attention 
and get people to take notice, to want to try 
the product, and ask for it by name in the 
stores of Las Vegas. 

Enter Advertising in Motion , stage left. 
We turned one of our bright yellow trucks 
into a cow! You heard me . .. a cow. Our Las 
Vegas V.P.'s wife, Linda Morgan, fash
ioned a tail, the eyes of the cow are the 
headlights, and then her husband, Mike, 
worked with a local supplier to "wrap" the 
entire truck to look like a dairy cow. Then 
we added "moooooooo" sounds that were 
pre-recorded, and offered 'product sam
pling ' at several major sports venues, 
including the local Stars baseball team. 
People were attracted to the mobile cow-

vehicle, intrigued by the 'difference' from 
other forms of advertising, were ecstatic 
when they got to drink the milk; and 
rushed off to their nearest store to demand 
the product. 

The result? early all of the major food 
distribution channels are now stocking 
the products; and the production depart
ment is trying to keep up with the huge and 
profitable demand! All this proving that 
unique and innovative advertising really 
works! We literally cut through the adver
tising 'clutter.' 

How are we going to build on our base 
in Las Vegas? The more business people 
who come to town for whatever reason, 
and see our yellow vehicles on the streets 
of Las Vegas, the more we have the oppor
tunity to expand in other markets and 

countries. It 's interesting that the 
business people who catch this 

idea first ... and immediately 
see the great potential, are 
radio stations, billboard 
companies, ~ewspapers, and 
television stations. 

This new advertising 
medium is perfect for radio 
stations. A radio station-like 
most competing media out
lets-has its own customer 
base, an existing sales force, 
has the ability to 'bundle' 
both forms of media in one 
special price; and usually 
has extra 'air time' or 'ad 
space' to tell prospective 
advertisers about this new 
medium, which is a natural 
adjunct to theirs. 

Integrated Marketing 
and 'brand building' are con

cepts you will hear and read more about as 
the months tick off to the tum of the 
century. Om innovative new advertising 
medium is one element in this larger 
marketing revolution. The concept of 
'broadcasting' is out; and 'narrow'casting 
is in. Today you must have a niche. 
You literally must practice 'nichecraft.' 
Advertising in Motion may play a promi
nent role in directing and efficiently deliv
ering those messages to the desired targets. 
AiM is twenty-first century marketing . .. 
available today. 

Roy W MacNaughton, Executive Vice Pres
ident of Marketing & Sales for Advertising 
in Motion, Inc. can be reached through 
Mike Morgan, Vice President of 
the Las Vegas office, at (702) 432-3336. 



- LIFESTYLES 

Reviewed by 
Kathleen Foley 

The Carson Cigar Company 
Carson City, Nevada (702) 884-4402 

Since politicians are famous for con
ducting business in smoke-filled rooms, 
what better place to open a retail tobac
conist shop than Carson City, home of 
the Nevada Legislature? The Carson 
Cigar Company is a place politicians 
and ordinary citizens can purchase 
smoking accessories, and owners Steve 
and Robin Browne say their establish
ment is unique because it is half retail 
tobacconist, half cigar bar. In The Club 
Room, Northern Nevada's only Cigar 
Bar and Lounge, patrons enjoy the finer 
things , including good conversation, a 
fine liquor or hearty espresso, and of 
course a premium hand-rolled cigar. A 
customer can buy a cigar or pipe tobac
co in the retail side of the building and 
smoke it in the lounge side without hav
ing to pay inflated cigar bar prices. 

The Club Room hosts Monday night 
lectures on a variety of topics concern
ing cigars and pipes, premium liquors, 
wines, beer brewing, etc. It has also 
sponsored events such as Smoke & Jazz 
Night, a Cognac Tasting Party and 
Golden Gloves Fight Night. "We are 
dedicated to keeping alive the spirit of 
friendship and camaraderie that natur
ally accompanies a good cigar or pipe," 
says Steve Browne. Sounds like the 
most refreshingly honest platform 
we've heard of in recent times. 

Hamiltons Las Vegas 
Las Vegas, Nevada (702) 740-6400 

Look up "suave" in the dictionary, 
and you will see a picture of George 
Hamilton smiling back at you. There
fore, it should come as no surprise that 
Hamiltons Cigar Bar & Lounge located 
in the New York-York Hotel & Casino 
on the Las Vegas Strip has gained a rep
utation for offering the most sophisticat-

Hamiltons Cigar Bar & Lounge, created by George Hamilton, can be found 
in the New York-New York Hotel & Casino on the Las Vegas Strip. 

ed late night entertainment in Las Vegas. 
Conceived by The Suave One himself, 
Hamiltons ' art deco decor, live enter
tainment nightly and uncommon hors 
d'oeuvre menu makes it the perfect 
environment to enjoy a great smoke 
with friends. Hamiltons sommelier John 
Ross has compiled an extensive list of 
fine spirits and wines, which are com
plemented by .specialty hors d' oeuvres 
including Beluga caviar, pate and 
imported cheeses. Hamiltons offers 
seating for 120 in the main room and 
seats 35 in the Club Car, its elegantly 
designed private room. While the Club 
Car overlooks the casino floor, the room 
is sound proof. 

A cigar smoker for many years, 
George Hamilton has personally 
designed his own line of cigars, Hamil
ton Cigars and Hamilton Reserves. Cig
ars are available via table service, and 
private humidors are also available for 
patrons. Hamiltons gift shop next door 
to the lounge offers a variety of smoking 
accessories as well as the Hamiltons 
merchandising line. 

Pheasant International 
Tobacconist 
Las Vegas, Nevada (702) 368-1700 

Ralph Gomez, proprietor of Pheasant 
International Toba~.:conist, is a manufac
turer and wholesaler of cigars and 
making accessories who sells to 1 ,500 

retail stores around the globe. When he 
decided to open his own refail shop near 
his wholesale facility in Las Vegas, he • 
went first class. In September he opened 
the elegant 2,500-square-foot Pheasant 
retail store and lounge, just far enough 
off the Las Vegas Strip to make it a 
peaceful oasis for customers and visit
ing wholesale buyers. The decor fea
tures plush Tartan carpeting, hardwood 
parquet floors and Honduran mahogany 
custom woodwork. Visiting the 800-
square-foot cedar and mahogany walk
in room is a treat for those who appreci
ate the scent of fine cigars. Downstairs, 
the retail store stocks most major cigar 
brands in addition to pipes and other 
smoking accessories , many manufac
tured by Pheasant craftsmen in southern 
Spain . Accessories include travel humi
dors, cigar cases, cigar cutters and more. 
The leather is hand-tanned and hand
dyed, and designed to improve with age. 
Pheasant offers two lines of premium 
cigars: the Pheasant, a mild cigar, and 
Don Sixto, a more robust variety. 

A sweeping staircase invites cus
tomers upstairs to a 1,200 square foot 
lounge, which offers television, a library 
and an open bar for Pheasant Club 
members. Members may also lease pri
vate cigar lockers. Mounted big game 
trophies donated by one of the members 
overlook the lounge. For those who 
must combine business with their cigar
smoking pleasure, the lounge also con
tains a fax machine and telephone. • 
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SPEAKING FOR NEVADA 

Between 1985 and 1994, the teen birth 
rate in evada increased more than 

twice as fast as the national rate. The 
percentage of children in evada living 
in poverty increased by 14 percent. The 
mathematics level of students is worse 
than the national average. Nevada ranks 
50th in the nation on the immunization 
rate of two-year-olds, and, nearly half of 
the young children in Nevada are not 
enrolled in preschool. My awareness of 
these shocking statistics has heightened 
since my involvement in WE CAN, a 
statewide, nonprofit organization dedi
cated to preventing child abuse and 
improving the quality of life for chil
dren. As citizens of evada, I believe we 
cannot ignore such staggering statistics. 
It is through such organizations as 
WE CAN that we are able to increase 
awareness and build a statewide com
mitment to improving the lives of our 
children and families. 

In an effort to address the social and 
health problems facing families today, 
WE CAN and University of Nevada 
Cooperative Extension Service have 
developed the Healthy Families Nevada 
program. Based on Healthy Families 
America and modeled after a successful 
and effective program in Hawaii , this 
program has proven to. be the single 
most effective method ever discovered 
to prevent child abuse and neglect. In 
Hawaii, the program has consistently 
found dramatic reductions in physical 
abuse and neglect rates compared to 
expected rates in such high risk fam
ilies. Immunization rates are nearly 
100 percent among children in the pro
gram. I believe this wee-designed pro
gram is an avenue to provide Nevada's 
children with the chance to thrive 
and enjoy a better quality of life. As 
Nevadans, we must be willing to do 
what it takes to make this happen. 
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Nevada's Kids Count! 
by Kenny Guinn 

Health Families Nevada effectively 
approaches these problems. Intensive 
parenting education and support ser
vices , tailored to the specific needs of a 
family, are rrovided at home. Research 
consistently documents impressive out
comes for those families participating in 
this home visitor program, which is 
intensive, comprehensive, well-integrat
ed into other community services and 
flexible in responding to the unique 
needs of each family. Strategically, this 
makes sense to me. Reaching families as 
early as possible, when a child is born, 
and building parenting skills to prevent 
childhood problems has been an excit
ing and successful initiative designed by 
Healthy Families America to support 
new parents nationwide. 

As a former educator, I have wit
nessed the social and health problems of 
children firsthand. Statistics became 
reality when I observed heart-wrenching 
situations of abused and neglected chil
dren. When parents do not and cannot 
fulfill their roles , society, as well as the 
children, pay a terrible price. At times, 
parenting is a responsibility that cannot 
be performed alone and it is imperative 
to provide support for these families -
particularly for new parents and those 
who may have had troubled childhoods. 

Too often, political and professional 
obstacles get in the way and delay pro
grams such as Healthy Families evada. 
In order to ensure all children in evada 
the quality of life they deserve, it is crit
ical we support and empower such valu
able programs. I have a role . .. we all 
have a role to play in promoting health
ier families and children in evada. 

The evada Legislature must also 
play a role in promoting healthier fami
lies and children in our state. It is 
through legislative action that the well
being of our children can be ensured and 
the policy making of our Legislators can 
make a positive difference in the lives of 
many of Nevada's children. Passage of 
benchmark legislation to enrich the 
social and physical well-being of our 
children will benefit all citizens. 

The time has come for all of us to 
"step up to the plate" to overcome these 
startling statistics. The statistical indica
tors that show Nevada next-to-last in the 
United States with regard to the teenage 
birth rate, inununization rate, poverty 
and mathematical level, and preschool 
enrollment clearly show us that we can
not ignore these issues any longer. I 
strongly advocate we take immediate 
action this legislative session to tum 
this around in our state. 

I regard our children as the most 
essential ingredient to the future of the 
state of evada. As evadans, we must 
do everything necessary to transform 
these reprehensible statistics through 
programs such as Healthy Families 

evada. The well-being of many of the 
children in our state depends on pro
grams such as this. As we move into the 
21st century, improving the future for all 
children must become our top priority. 
Thank you WE CAN for your wonder
ful efforts to promote a better life for 
Nevada's children. • 



IN SID E PO LI TI CS 

by Michael Sullivan 

HOHUM 
Recurring theme for municipal elections 1997 

is abject voter disinterest 

T hat loud sound you hear is Southern 
evadans yawning collectively in 

regards to the 1997 municipal elections. 
The primary elections had some of the 
worst attendance figures in recent 
memory, as low as 17 percent in some 
areas. High school class elections turn 
out more bodies. 

Why the sudden lack of interest 
among the electorate? It certainly wasn't 
for lack of high profile races. On the Las 
Vegas City Council , two important seats 
were up - Councilmen Arnie Adamsen 
and Matthew Callister. 

On a board with only five members, 
two seats make up a significant voting 
percentage. The loss of either incumbent 
could have dramatically shifted the 
power of the council. That didn ' t seem 
to faze voters , however. Adamsen won 
in a "landslide" of sorts, garnering 51 
percent of the vote against three other 
contenders. The councilman simply 
overwhelmed opponents, collecting over 
$300,000 and staging an impressive 
grass-roots and media campaign. 

Callister, on the other hand, had his 
hands full w ith Las Vegas Valley Water 

District employee and planning com
missioner Larry Brown. Earlier thi s 
year, it looked as though the incumbent 
councilman was going to be successful 
trying to dry up all the money against 
Brown. Even though he isn' t well liked 
by the establishment, he had one of the 
state 's best fund-raisers , Mayor Jan 
Jones, on his side twisting arms and 
working her money list. 

But all that changed when it wa 
announced Callister had held on to sev
eral contributions from the Howard 
Hughes Corporation and not listed them 

PERHAPS WE \\ ILL "EVER C RB 

VOTER APATHY. B T WHEI PEOPLE 

REALIZE THESE MUNICIPAL ELECTED 

OFFICIALS CAN RAISE TAXES, ZONE 

APARTMEI TS 1EXT TO THEIR HOMES 

A -D DECIDE THE VERY F T RE OF 

0 -R COMM - 1ITY, J ST MAYBE THEY 

WILL COME TO THEIR SE SES. 

on his campaign report. He eventually 
returned the checks, saying he 'd never 
meant to accept them in the first place. 
But the Secretary of State's office fined 
him for the non-disclosure . If that 
wasn' t enough, community icon Hughes 
Corp. CEO John Goolsby announced 
CalEster had solicited the contributions 
from Hughes on several occasions, and 
had asked Guulsby to help him attain the 
Chamber of Commerce endorsement. 

All of this gave Brown the issue he 
needed to pummel Callister. Political 
donors also smelled blood, and began to 

loosen their pocketbooks for Brown, 
who suddenly bought television and 
increased his radio frequency. 

When the dust settled, Brown had pre
vented Callister from winning in the pri
mary (with orne added help from the 
third per on in the race, David Hough, 
who didn't campaign and garnered near
ly 10 percent of the vote). Most political 
analysts had said that if Callister did not 

pull it off in the primary he was toast. 
But the veteran politician has been there 
before, having won his first State 
Assembly race by fewer than 10 votes. 
His grassroots organization is excellent 
and Brown is vulnerable in several 
areas. It wi ll be one to watch. 

Voters in other parts of the Valley · 
seemed similarly disinterested with their • 
slate of elected leaders. In Henderson, 
the mayor's seat was up for grabs. Jim 
Gibson, whose late father of the same 
name was a prominent state senator, 
stunned the political world by pulling 
off a primary victory with 52 percent of 
the vote. What most predicted would be 
his strongest opposition, Henderson 
Councilman David Wood, managed 
only third place, despite raising the most 
money. Second went to city building 
inspector Dennis Augspurger. 

The mayor's seat was also on the bal
lot in North Las Vegas. Longtime City 
Councilman Theron Goynes was sup
posed to smoke the competition but 
only bested real estate appraiser Mike 
Montandan by a handful of votes. 
That gives the upstart challenger huge 
momentum going into the general elec
tion. Coupled with a Review-Journal 
endorsement and a dynamic voter iden
tification program, Montandan is poised 
to create the upset of the year. 

Perhaps we will never be able to curb 
this voter apathy. But when people real
ize these municipal elected officials can 
raise taxes, zone apartments next to their 
homes and decide the very future of our 
community, perhaps they will come to 
their senses. 

If you believe that one, contact me 
about this bridge I have for sale. • 
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STRATEGIES 
by George Fuller 

HOW TO PICK A BANKING PARTNER 

B usiness people are fond of grum
bling about their banker. After all , 

when a deal is apparently stalled by 
paperwork requirements and a string of 
bank loan restrictions who else could be 
at fault? Surprisingly, the problem often 
lies not with the bank, but with the atti
tudes of business owners and managers 
toward their banking relationship. 

Frequently, choosing a business bank 
receives less thought than what kind of 
cereal to have for breakfast. Reasons for 
selecting a bank may range from today 's 
low rate on a loan, to a brother-in-law's 
recommendation (which, of course, is 
the bank he works for.) Although this 
approach to establishing a banking rela
tionship is quick and easy, the process 
isn ' t quite so simple if you 're looking 
for long-term success. 

There are several factors to consider 
in selecting the "right bank" for your 
business. These include investigating 
the financial status of any bank before 
you start doing business with it. A 
good banking relationship cuts two 
ways. Just as a banker is rightly con
cerned about your finances , you, in 
turn, should inquire about the bank's 
financial condition. 

Although the faint of heart may be 
reluctant to ask a banker, "How sound is 
your bank?," it 's important to summon 
the courage to do so. First of all, it 
demonstrates a degree of financial 
savvy on your part. In addition, if a 
banker isn' t too anxious to answer such 
a question, then you shouldn't be in a 
hurry to do business with that bank. 

It 's also worthwhile to work with a 
bank that 's a good fit for your business. 
All things considered, you're better off 
with a bank where you will be a major 
customer, rather than "a small fish in a 
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big pond." This doesn ' t necessarily 
mean avoiding larger banks if you 're a 
small business, particularly if they seek 
out and work closely with smaller com
mercial accounts. 

One of the most important aspects 
of a new banking relationship is to 
acquaint yourself with everyone you can 
at a bank, especially senior people who 
may sit on loan committee . Personali
ties won ' t get loans approved if the facts 
and figures don ' t justify it, but they can 
help tip the scales in borderline cases. 

The most significant person you will 
deal with on a regular basis is your loan 
officer, so this is the person who matters 
most in developing a partnership with 
your bank. Actually, getting to know 
something about the loan officer's 
method of operations is best done 
before you commit to doing business 
with a bank. The type of information 
that can be helpful to you includes: 

Will your personalities mesh, since 
you will be working with this person on 
a regular basis? 

What is the extent of the loan officer's 
authority? Junior persons have limited 
authority, so it 's wise to assess their 
capability in presenting your application 
to a loan committee. 

Does the loan officer have experience 
in making loans to your type of busi
ness? If not, you will have some educat
ing to do about your type of business. 

Is the loan officer interested in learn
ing about your business? The more 
knowledge he or she has, the better the 
chances for getting the loan approved. 

Getting to know as much as possible 
about a bank i only one side of the 
coin. It's equally important to keep the 
bank you select up-to-date on an on
going basis. Incidentally, if your loan 

officer moves on to another job, don 't 
assume the new loan officer has been 
briefed on the specifics of your busi
ness. Take the time to be certain the 
replacement is up to speed about how 
your business operates. 

As you work with your bank, make 
sure required financial reports are fur
nished promptly. It's also useful to meet 
with bank officials on a regular basis to 
keep them advised on th~ status of the 
business - both good news and bad. 
This improves your credibility which 
can help if your business hits a snag. 

On the other hand, if the bank has to 
hound you for information, the suspi
cion may arise that the business isn't 
doing well. Of course, if a problem does 
crop up in meeting loan payments, it 's 
easier to work out if the bank has been 
on board from the beginning. 

Keeping your banker well informed 
has other advantages. Loans are made 
based upon risk assessment, which has 
led to the overworked cliche about 
bankers only wanting to lend money to 
people who don ' t need it. Therefore, 
although the financial status of your 
business will be the primary factor in 
assessing risk when you need a loan, 
your credibility in dealing with the bank 
will also come into play. As a result, 
being diligent about ongoing com
munications with your banker will pro
vide a foundation for the bank to move 
fast when you need a loan approved in a 
hurry. That alone should be enough of 
an incentive to expend the extra effort to 
work closely with your bank. • 

George Fuller is the author of The 
Negotiator's Handbook and Manager's 

egotiating Answer Book, both pub
lished by Prentice Hall. 



T A X T p s 

CORRECTING YOUR TAX RETURN 

I f you find your tax return is still on 
your mind, even when it 's already in 

the mail, read on. There 's no need to 
lose sleep worrying about whether you 
dotted every "i" or crossed every "t." 
Uncle Sam believes in second chances. 

REASONS FOR AMENDING YOUR 
TAX RETURN 

According to the evada Society of 
CPAs, if you find out that you've made 
a mistake, you can easily amend your 
tax return - and you won ' t be alone. 
Each year millions of taxpayers make 
mistakes on their returns and take 
advantage of the opportunity to make 
corrections. You simply need to file 
Form 1040X, "Amended U.S. Individual 
Income Tax Return." 

Common mistakes include over- or 
understating income or incorrectly 
reporting Form 1099 information. You 
also can file an amended return if you 
want to claim a credit or deduction you 
overlooked, decide to change your filing 
status, or want to alter the number of 
exemptions you claimed. (However, 
changing your filing status from mar
ried, filing jointly to married, filing sep
arately is generally not permitted.) 

It also might be necessary to file an 
amended return to benefit from a retro
active change in the tax law, such as the 
case several years ago when the 25 per
cent deduction for health insurance pre
miums paid by self-employed workers 
was reinstated or, more recently, when 
the exclusion for employer-provided 
education was retroactively extended. 

HOW TO FILE AN AMENDED 
RETURN 

Whatever the reason, if you need to 
revise your return, it 's relatively easy. 
First, get a copy of Form 1040X. On the 
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front side of the form you list your 
income, deductions, and credits, as you 
originally reported them. Then, you 
compute the net increase or decrease to 
arrive at your corrected amount of tax
able income. This is the figure you use 
to determine the additional tax you 
owe or the refund you are due. If you 
discover that you underpaid your taxes, 
you submit a check for the amount due; 
the Internal Revenue Service will bill 
you for interest or penalties. If you over
paid, the IRS will include in your refund 
any interest it owes you. 

There's a place on the front side of 
Form 1 040X for changing your filing 
status; the reverse side of the form 
contains a section for revising the 
number of exemptions you claimed. You 
also may use the reverse side of Form 
I 040X to provide a complete explana
tion of the changes you are making. It 
is to your advantage to make your 
reasons as clear and complete as possi
ble to avoid having the IRS draw its own 
conclusions, which may result in unnec
essary correspondence. 

There's no need to attach your origi-

nal Form 1040, but be sure to include 
any new or revised schedules and 
forms. For example, if you're amending 
your return to claim the child care cred
it, you ' ll need to submit Form 2441 
with your amended return, just as you 
would have if you claimed the credit on 
your original return. If you 're correct
ing the amount of wages you reported, 
attach a copy of your corrected W-2. 

Before filing your ame11_ded return, 
be sure you've signed the form and 
indicated the year you are amending. 
Send Form 1040X to the IRS center 
where you originally filed your return. 
Be aware that if the reason you are 
filing an amended return spans more 
than one tax year, you must file a 
separate Form 1040X for each return 
you need to amend. 

TIMING IS EVERYTHING 
You generally must file an amended 

return within three years from the date 
you filed your original return or within 
two years from the time you paid the 
tax, whichever is later. A special rule 
allows you a seven-year window if 
you 're claiming deductions for bad 
debts or worthless securities. That's 
because, if litigation is involved, the 
date on which the security or bad debt 
became worthless may not be deter
mined until after the statute of limita
tions has run out. 

According to CPAs, the IRS routine
ly shares information with most states 
that have income taxes. If you filed an 
amended return with a balance due, be 
sure to amend your state return as well. 
Doing so will help to minimize interest 
and any penalties due to your state. • 

Prepared by the Nevada Society of 
Certified Public Accountants. 
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CUTTING EDGE 
by Randall Putz 

HANDLING INFORMATION OVERLOAD 
Intelligent search agents may be the answer 

Houston, we have a problem. Too 
much information. There is an ever

growing cloud of information envelop
ing our society and it appears to be fuel
ing its own growth. Everywhere you 
look you will find more information in 
greater quantities with increasing spe
cial ization. Have you been to the maga
zine promenade in one of those super
sized book retailers lately? Typicall y 
you' ll find over a thousand magazine 
covers screaming with information you 
must know, articles you can' t live with
out. And that is before you hike over to 
the book section (where you could face 
another 100,000-plus titles), tune into 
the ai rwaves , or venture out into cyber
space. There you will find the hundreds 
of cable and satellite TV channels, the 
24-hour news radio stations, the volumi
nous on-line services, and the millions 
of web pages. All of it calling, demand
ing you take notice. 

Does this at all trouble you? Make 
you uneasy or downright anxious? Do 
you feel it is difficult to ignore the data 
that bombards you daily and still be a 
productive, functioning member of soci
ety? If so, you are not alone. According 
to a recent Reuters Survey, over 60 per
cent of those polled indicated their busi
ness and personal relationships suffered 
because of too much information. Over 
40 percent said their productivity suf
fered and important decisions were 
delayed due to information overload. 

The pressure of staying informed 
affects some of us more than others, and 
our culture has coined terms for the 
info-neurotic, those afflicted with infor
mation disease. A "facker" is an infor
mation junkie, the type who has the Wall 
Street Journal open while he checks his 
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e-mail and watches C in the back-
ground. These info-gluttons are always 
hungry for fresh infom1ation and have 
assimilated more facts by 9:00a.m. than 
most of us do in a month. At the other 
end of the spectrum is the "lacker." 
These info-anorexic are blissfull y 
unaware and avoid any information that 
will upset their pleasant state of igno
rance. When the information load 
became too heavy, they simply shut 
down. And somewhere in the middle we 
have the "stacker," an info-collector 
caught between the fear of not having 
enough information and the inability to 
absorb great quantities of information. 
To cope they collect information and 
store it, usually in the form of stacks of 
magazines and newspapers, hoping to 
someday actually read it. 

The problem of information overload 
is especially acute in cyberspace. In the 
same survey mentioned above, 48 per
cent of the respondents felt in the next 

two years the Internet would play a pri
mary role in making information over
load worse. Anyone who has used one of 
the popular on-line search engines like 
Yahoo or Excite and gotten 5,706,816 
matches to their query (like I did when I 
searched for "information overload") 
knows what I'm talking about. Fortu
nately technology, which -Ironically is 
partly responsible for the info-overload 
in the first place, has come to the rescue. 

One thing computers are very good at 
is doing repetitive tasks quickly, over 
and over again , without complaint. 
Because of this, they are well-suited for 
the role of an intelligent agent, a term 
which describes the use of a networked 
computer and specialized software to 
carry out specific tasks like gathering 
and filtering on-line information on our 
behalf according to our likes and 
dislikes. Wired's NewBot is an example 
of an intelligent search agent which 
continuously and automatically searches 
the Internet fo r topics you specify, 
reporting back periodically to tell you 
what it finds. As the on-line world 
grows increasingly information-dense, 
it is possible the only effective way 
to manage the complexity of infmma
tion is with the help of intelligent 
agents . Well-designed agents will help 
people feel more in control and comfort
able with the overload of information, 
and as other technologies like artificial 
intelligence progress, agents will get 
smarter, more accurate, and better able 
to anticipate our needs. • 

Randall Putz is a principal of the Mar
keting Technology Group, a Las Vegas
based digital communications finn spe
cializing in strategic on-line , ,.,,,_..., __ 



STATEWIDE BOOK OF LISTS 

Research by Lisa Maguire 

CREDIT UNION FACTS AT A GLANCE 

Nevada's Credit Unions (as of 6!96J 

Total Credit unions ... .................. 33 

Federal Charters . . . . . . . . . . . . . . . . . . . . . . . 24 

State Charters . . . . . . . . . . . . . . . . . . . . . . . . . . 9 

With a sets under SS million ............. .. 5 

With assets 55 million- ' 50 million .......... 16 

With assets over 550 million .... ....... . .. 12 

State,vide Totals (as of 6!96J 

Assets ................ . .... 51. 941 ,977.296 

Members ........................ 330.507 

Full-Time Employees . . . ........ ... .... 887 

Part-Time Employees .... .. . ..... · . . ... . 207 

Saving ... ... ...... . . .... .. 81)41.816.524 

Loans ........... . ...... .. . ~1 ,307.635)71 

Net Capital . ................. $191,724,157 

Investments ...... .. .......... 8522,980,488 

Source: i\lational Credit Union Administration 

ON THE FOLLOWING UPCOMING LISTS: 
PAGES: 

Cellular Service Operators 
Credit Unions 58 Childcare Providers 

Commercial Printers 60 Construction Companies 

Health Maintenance 
Conventions 

Organizations 61 Foundations 

Internet Service 
Mines/Mining Companies 

Providers 62 Travel Agencies 

NEW/CHANGE OF ADDRESS/ 
RENEWAL 

subscribers@nevadabusiness. com 

ADVERTISING REQUESTS 

advertising@nevadabusiness. com 

LETTERS TO THE PUBLISHER 

publisher@nevadabusi ness. com 

LETTERS TO THE EDITOR 

editor@nevadabusiness. com 

PRESS RELEASES/STORY IDEAS 

stories@nevadabusi ness. com 

GENERAL INFORMATION 

nbi@nevadabusi ness. com 

Tai Chi 
Classes Now 

Forming! 
- REDVCE STRESS -

- (jET IN SHAPE -

- INCREASE CONFIDENCE-

- IMPROVE CONCENTRATION -

30£5 Desert Inn Rd., Suite 7 

Las Vegas, Nevada 891 £1 
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~ CREDIT UNION 

;:_ ADDRESS 

Nevada Federal Credit Union 
PO Box 15400. Las Vegas 89114 

2 Greater Nevada Federal Credit Union 
451 Eagle Station Lane, Carson City 89702 

3 Silver State Schools Federal Credit Union 
4221 S. Mcleod Drive, Las Vegas 89121 

4 Clark County Credit Union• 
2625 N. Tenaya Way, Las Vegas 89128 

5 Weststar Federal Credit Union • 
110 E. Harmon Ave., Las Vegas 89109 

6 Boulder Dam Credit Union• 
530 Ave. G, Boulder City 89006 

7 Network Federal Credit Union 
3100 W. Sahara Ave., Suite 115, Las Vegas 89102 

8 Sierra Schools Federal Credit Union 
PO Box 7255, Reno 89510 

9 Great Basin Federal Credit Union 
981 Bible Way, Reno 89502 

10 lbew Plus Credit Union• 
6378 W. Sahara Ave. , Las Vegas 89102 

11 Elko Federal Credit Union 
2397 Mountain City Highway, Elko 89801 

12 Washoe Credit Union 
5200 Neil Road , Reno 89570 

13 Cumorah Credit Union 
3990 S. Eastern Ave., Las Vegas 89170 

14 Ensign Federal Credit Union 
318 N. 15th Street, Las Vegas 89101 

15 Maopa Valley Federal Credit Union 
PO Box 488, Overton 89040 

16 Virgin Valley Credit Union 
PO Box 240, Mesquite 89024 

17 Hawthorne Credit Union 
895 Sierra Way, Hawthorne 89415 

18 Kolob Credit Union 
610 S. Boulder Hwy, Suite A, Henderson 89015 

19 Sonepco Federal Credit Union 
8475 W. Sahara Ave., Las Vegas 89102 

20 West Side Federal Credit Union 
419 W. Madison Ave., Las Vegas 89108 

21 Sierra Pacific Employees Federal Credit Union 
PO Box 10100, Reno 89510 

22 SWG Federal Credit Union 
PO Box 94767, Las Vegas 89193 

23 Reno City Employees Federal Credit Union 
386 Holcomb Ave. , Reno 89302 

24 Sparks Federal Credit Union 
1640 Prater Way, Sparks 89432 

25 Churchill County Federal Credit Union 
567 S. Maine Street, Fallon, 89408 

26 Sparks City Employees Federal Credit Union 
PO Box 387, Sparks 89432 

27 Las Vegas Up Federal Credit Union 
320 N. 1Oth Street, Las Vegas 89101 

28 EW No. 401 Credit Union 
2713 E. 4th Street, Reno 89515 

29 Stage Employees Federal Credit Union 
3000 Valley View Blvd South, Las Vegas 89102 

30 Las Vegas Federal Credit Union 
3100 W. Sahara Ave. , Suite 208, Las Vegas 89102 

31 Pahranagat Valley Federal Credit Union 
PO Box 419, Alamo 89001 

32 White Pine County School Employees Federal CU 
1800 Bobcat Drive, Ely 89301 

33 Enterprise Community Federal Credit Union 
626 S. 9th Street, Las Vegas 89101 

34 US Lime Employees Federal Credit Union 
PO Box 127, Henderson 89015 

Research by Todd Lindemann 

TopRankiNevada 
STATEWIDE BOOK OF LISTS 

Credit Unions · 
Ranked by Total Nevada Membership 

PHONE MEMBERS 

457-1000 74,254 

882 -2060 36,000 

733 -8820 35,000 

228-2228 22,852 

791-4777 22,193 

293-7777 20,910 

873-7300 17,685 

329-6673 12,630 

333-4228 11,500 

871-4746 8,985 

738-4083 8,934 

829-2070 7,600 

735-2181 7,521 

382 -5010 6,079 

357-2390 5,532 

346-5743 5,385 

945-2421 3,981 

564-2646 3,803 

871-0977 3,577 

648-4625 3,297 

689-4579 3,093 

876-7229 2,387 

334-2038 2,377 

356-1910 2,292 

4.23-7444 1,721 

359-1794 1,642 

382-9688 1,550 

329-3883 1,520 

873 -3675 1,124 

251-8011 993 

725-3586 789 

389-4811 425 

598-3830 215 

564-1360 150 

ASSETS 

(000) 

$403,140 

161 ,000 

254,361 

142,619 

79,045 

236,534 

84,946 

69,815 

46,819 

54,605 

34,243 

29,899 

57,010 

58,797 

22,675 

53 ,038 

33,930 

14,332 

22,673 

2,798 

25,370 

11 ,268 

13,658 

18,286 

11,620 

7,990 

5,545 

7,508 

7,523 

2,465 

1,472 

1,114 

1,500 

198 

ANNUAL 

ASSET 

GROWTH 

10.8% 

12.3 

15.4 

13.0 

7.2 

11.2 

10.8 

11.7 

2.0 

13.9 

18.8 

9.2 

12.4 

13.7 

2.7 

53.3 

14.1 

-2.0 

7.8 

21.8 

6.4 

17.6 

12.6 

9.5 

11.0 

8.8 

-3.0 

8.7 

5.9 

15.0 

6.8 

-5.2 

N/A" 

2.8 

LOANS 

(000) 

$268,085 

116,000 

137,145 

110,274 

42,908 

161,484 

62,698 

48,222 

34,460 

41 ,123 

26,387 

25,208 

41 ,959 

52,683 

16,551 

42,800 

21,694 

10,910 

15,911 

2,042 

11,713 

7,559 

539 

10,544 

4,501 

5,389 

3,571 

4,999 

5,468 

1,585 

1,054 

713 

25 

159 

EMPLOYEES 

FULL PART 

TIME TIME 

196 43 

120 0 

140 0 

64 12 

56 12 

40 0 

55 0 

31 

45 0 

35 4 

16 8 

21 0 

28 11 

17 2 

13 2 

29 2 

15 5 

10 2 

9 3 

4 0 

5 0 

4 0 

4 0 

8 0 

0 3 

4 0 

3 

2 2 

3 0 

0 

2 

0 0 

0 

0 

SENIOR NV EXECUTIVE 

Bradley W. Seal 

Marsha Burgess 

J. Alan Pughes 

Wayne Tew 

Dan Paulson 

William G. Ferrence 

Roger Ballard 

Ritch Van Duzer 

Gino Del Carlo 

Rita K. Alleyne 

Kelly Buckner 

Br.uce Rodela 

Anthony Mock 

Norman Gates 

Douglas Sdiwartz 

Kathryn Leavitt 

Jean Peterson 

R. Kent Rhees 

Sue Longson 

Trudie Rainey 

·Maureen Macrander 

Shirley Smutt 

Jake Wiskerchen 

Linda Stay 

Marcia Parrish 

Ernie Powers 

Malcolm Clark 

Sandra Theiss 

Margaret A. Lindsay 

Ronald Helvie 

Sharon Marich 

John L. Triel 

Mike Waller 

Mary Shrum 

DND ; Did not disclose • Accepting new membership groups. Con tad local branches for details. • • Enterprise Community FCU opened January 28, 1997 Some information obtained at www.ncua.gov. 

HOOK~LISTS ~ Note: The information in this list was supplied by representatives of the companies themselves. To the best of our knowledge, the information is accurate as of press time. While every effort is made to ensure the accuracy and 
OF ll.lll;;l.l thoroughness of the list, typographical errors sometimes occur. Please send corrections or additions on company letterhead to TopRank Nevada Statewide Book of lists, Research Dept., 2127 Paradise Rd., Las Vegas, NV 89104. 
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From simple lo extravagant. The first impression made 
should be a lasting one. AI Ouali~ Impressions we 
pride ourselves on our abil i~ lo print even the most 
complicated pieces and lo meet a wide spectrum of 
design and deadline challenges. Our facili~ features 
the latest technology, complete in-house production 
including electronic prepress and scanning depart· 
menls as well as over 35 talented individuals who 
have made a commitment lo deliver service that is 
second lo none. 

FINE COMMERCIAL PRINTING 

6295 Harrison Dr. Suite 29 Park 2000 Complex 
Las Vegas, NV 89120 702· 798·9005 



~ COMMERCIAL PRINTER 

a:: ADDRESS 

Graphics West 
3901 Graphic Center, LV 891 18 

2 MAC Printing 
7350 Prairie Falcon Road, LV 89128 

3 PDQ Printing, Inc. 
3820 S. Valley View Blvd., LV 89103 

4 Nevada Color Litho 
4151 N. Pecos Road, Ste. 203, LV 89115 

5 Mercury Blueprint & Supply 
2910 S. Highland Drive, Ste. H, LV 89109 

6 Sierra Press 
95 Jensen Street, Reno 89502 

7 A Carlisle & Company of Nevada 
1080 Sible Way, Reno 89502 

8 Southwest Color Graphics 
4420 S. Arville, LV 89103 

9 Qual ity Impressions 
6295 Harrison Drive, Ste. 29, LV 89120 

9 Southwest Printers 
3721 Meade Avenue, LV 89102 

11 Tribune Publishing Company 
1002 C Street, Sparks 89431 

12 Royal Printing Company, Inc. 
3390 S. Valley View Blvd., LV 89102 

13 Alphagraphics 
4550 S. Maryland Pkwy., Ste. A, LV 89119 

14 Lodge Graphic Services, Inc. 
3815 S. Highland Drive, LV 89103 

14 Valley Print & Mail 
420 Valley Road , Reno 89512 

16 Barker Business Systems 
650 S. Rock Blvd. Ste. 10, Reno 89502 

16 Desert Printing and Mailing Systems 
1776 Industrial Road, LV 89102 

18 

19 

Hanes Thomas Printers 
2120 Industrial Road, LV 89102 

Fox Design and Print Team 
1401 S. Arville Ste. A, LV 89102 

20 Copy Center at Manpower 
2516 Losee Road, North LV 89030 

City Quick Print 21 

21 

23 

23 

3883 Spring Mountain Rd. , LV 89102 

Graphics 2000 
6290 Harrison Ste. 16, LV 89120 

Keystone Quality Printing 
890 W. 5th Street, Reno 89503 

Kwik-Kopy Printing 
923 E. Charleston, LV 89104 

25 Economy Speed Press 
714 N. Curry Street, Carson City 89703 

25 The Printing Group 
4081 Industrial Road, LV 89103 

25 Valley Press, Inc. 
3021 S. Valley View, Ste. 105, LV 89102 

28 International Minute Press 
252 E. Glandale, Sparks 

28 Nevada Forms Specialists 
3110 Polaris Ste. 8, LV 89102 

28 Prestige Graphics 
6225 Harrison Drive, Ste. 1, LV 89120 

28 Sir Speedy Printing 
220 S. Rock Blvd., Ste. 12, Reno 89502 

32 B&C Printing Inc. 
201 S. Frontage Road, Pahrump 89048 

32 Silver State Graphics 
1473 Greg Street, Sparks 89431 

34 East Valley Printing 
4894 Lone Mountain Road. LV 89117 

34 Rapid Color, Inc. 
3330 S. Highland, LV 89109 

34 Trademark Printing 
3546 South Procyon, LV 89103 

37 Eagle Printing 
101 W. Atlantic Ave., Ste. D. LV 89015 

37 In The Dark 
7475 Shangri-la, LV 89117 

37 International Minute Press 
677 East Moana Lane, Reno 89502 

40 International Minute Press 
2311 N. Carson St., Carson City 89702 

N/A Best Copy & Print 
120 Mill Street, Reno 89501 

N/A Callahan's Printing. Inc. 
130 S. Wells Avenue. Reno 89202 

DND = Did not disclose 
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Commercial Printers 
Ranked by Number of Nevada Employees 

798-9444 

255-1211 

PHON E 

E-MAIL 

876-3235 
tcarnspdq@aol.com 

643-2110 

794-4400 

333-2700 
sierrapress@powernet.net 

323-5163 

362-7660 

798-9005 
qiprint@aol.com 

367-2544 
swprint@swprntrs.com 

358-8061 

362-0940 
royalprint@earthlink.net 

798-7557 
vegas@alphagraphicsinc.com 

367-7060 

786-1439 

856-1771 

382 -8500 
dsrtprnt@lx.netcom.com 

384-5072 

259-9280 
foxprint@aol.com 

642-0200 

362-7510 
cityqprint@aol.com 
798-6181 
gr2000@sprynet.com 
323 -7716 
keystoneprint.ltol.co 
382-1838 

882 -9384 

251-7996 

871-0660 

359-8808 

367-6888 

736-3522 
prestigeg@aol.com 

856-2060 

727-8155 

331-2206 

655-5366 

792 -6055 

876-5338 
trdmark1@ix.netcom.com 

566-5172 

227-01 15 
inthedark@earthlink.net 

829-2939 

885-8877 

852-2378 

786-5981 

NV EMPLYS. IN-HOUSE 

YEAR EST. TYPESETTI NG 

105 
1976 

102 
1983 

74 
1981 

50 
1994 

48 
1954 

45 
1987 

40 
1917 

37 
1981 

35 
1972 

35 
1963 

25 
1910 

22 
1989 

21 
1992 

20 
1985 

20 
1985 

12 
1957 

12 
1991 

11 
1956 

9 
1989 

8.5 
1979 

8 
1981 

8 
1979 

7 
1988 

7 
1979 

6 
1973 

6 
1991 

6 
1988 

5 
1994 

5 
1981 

5 
1979 

5 
1977 

4 
1992 

4 
1987 

3 
1993 

3 
1989 

3 
1994 

2 
1992 

2 
1991 

2 
1993 

1 
1992 
DND 
1995 
DND 
1970 

Yes 

Yes 

Yes 

Yes 

No 

No 

Yes 

Yes 

Yes 

No 

Yes 

Yes 

Yes 

Yes 

Yes 

Yes 

Yes 

No 

Yes 

Yes 

Yes 

Yes 

No 

Yes 

Yes 

Yes 

Yes 

Yes 

Yes 

Yes 

Yes 

Yes 

Yes 

Yes 

No 

Yes 

Yes 

Yes 

Yes 

Yes 

Yes 

Yes 

AvG. JOB SPECIALTIES SE NIOR NV EXEtunVE(S) 
(DAYS) 

2-5 

2-5 

2-5 

2-5 

2-5 

6-10 

2-5 

2-5 

2-5 

2-5 

2-5 

2-5 

2-5 

6-10 

2-5 

2-5 

2-5 

2-5 

2-5 

2-5 

2-5 

2-5 

2-5 

2-5 

2-5 

6-10 

2-5 

2-5 

2-5 

2-5 

2-5 

2-5 

2-5 

2-5 

2-5 

2-5 

2-5 

2-5 

2-5 

Electronic Prepress Dept, Scanner & Film Output, 8- and 
6-Color Presses, Letterpress Dept: Foil, Emboss, Die Cut, etc. 

Publications, Brochures, Catalogs, Direct Mail, Forms, Digital 
Prepress, Heat Set & Open Webs, Sheetfed , Full Bindery 

1- to 4-Color Printing, Foiling, Embossing, Continuous Forms, 
High Speed Copies, Signs, Banners & Posters, Creative Service 

Complete Electronic Prepress, Extensive Bindery Services, 
6-Color 40-lnch Presses, Ink Jet Addressing 

Digital Imaging, Full Color or Black & White, 52 inches wide 
by any manageable length 

Gold Web Printing, 6-Pocket Stitcher/Trimer, Fully Digital Pre
press, Web Site for Tech Support 

Electronic Prepress. Color Scanning, Film Assembly, Presses up 
to 6-Color 40-lnch, Letterpress up to 22x32 , Bindery Services 

High Quality 4-Color Printing, Complete Digital Prepress 

Full Electronic Prepress, Scanning & Imaging, Foil Stamping, 
Embossing, Die Cutting, Various Printing Press 1- to 4-Color 

Non-Heatset Web Printing, Bindery, Convention/Show Daily 
Printing, Inserting 
Broadsheet, Tabloid, Magazine Format 

DND 

Xeikon/lndigo Digital Printing, Convention Printing via Inter
net 

Mac & PC Fi lm Output, 3M Color Proofing, High Quality 
4-Color Plus Printing, In-House Bindery, Knowledgeable Staff 

Bulk Mailing Services, 1- , 2- and 4-Color Printing, Film Image
setter, Book Perfect Binding, High Speed Copying ~ 
Forms Management. Commercial/Promotional, Digital Color, 
Graphic Design, Warehousing/Distribution, Electronic Forms 

1- to 2-Color Printing, Full Mailing Services, Mail Merger, 
Laser Print, List Management 

4-Color Process Printing, Foiling, Embossing, Die Cutting, 
General Commercial Printer, Quality Printing 

4-Color Process Printing, Service Bureau, Mail House, Quick 
Printing, Design 

Xerox Docutech , Xerox 5090, Xerox 9500, Binding: Spiral, 
Vela, Tape, Fastener 

2-Color Printing, Carbonless Forms, Business Cards, Newslet
ters, Fast Turn around 
Entertainment-Oriented, COs & Cassettes 

Business Printing, Advertising Specialties, Color Copies, Self 
Service Copies, Wedding & Graduation Announcements 

Color Laser Copier, High Speed Copying, Offset Printing, 
Desktop Publishing 

Offset Printing, Business Cards, Letterhead, Forms, Newslet
ters 

Original Announcements /Invitations, Retail Paper Selection , 
In-House Cal ligraphy, Original Greeting Cards, Graphic Design 

NCR Forms 

Copy Center, Color Copier, Canon 7005, Xerox 5100 with 
Finisher, 1090 Xerox 

Commercial Printing, Forms Continuous, Plastic Cards, Trained 
Forms Consultants, Outside Sales 

In-House Graphics, Design, Typesetting, Commercial Print 
Shop, Continuous Forms Distributor, Direct Mailings, Delivery 

Color Copier, 1200 dpi Tabloid Laser Printer, Power Mac 

Wayne Dutt 
Jack Krietzburg 

Susan E. Wheeler 

Tom Carns 

John Aamot 

Suzanne Garcia 

Monte Payton 

Patrick Pettinari 

Paul Brauner 

Lou Oliver 

Robert L. Morgan 

Linda T. Brown 

DND 

Dan Maizner 

Gerald J. Lodge 

Gary A. Quaintance 

Ross E. Barker 

Robert W. Mignault 

Steven E. Bramson 

Ron Fox 

DND 

Adis S. Dombu 

William Biggerstaff 

David Lyson 

Sharon Gunn 

DND 

Tanya M. Murren 

Jack Chanin 

John D. Hill 

Dawn Everson 

Carl Brunson 

Leslie Kearney 

24-lnch Laminater, 1800 DPI Laser Output, 4-Color Process, Bruce Paskvan 
Die Cutting, Folding. Only Nye County On-Site Printing Plant 
Offset, Parent Sheet, Letter Press Foiling Jim Howard 

Color Copies, Bindery 

DND 

2-Color Work 

DND 

Presses to 18-inch, Perfing/ Numbering, Specializing in 
2-Color Printing 

DND 

DND 

Booklet Making, Digital Color Copying, Digital Color Posters 

Complete Commercial Printing 

Alan M. Huss 

DND 

Kate Fogarty 

Roy A. Benton 

Janet Ames 

DND 

DND 

Chris Leyva 

Gordon Callahan 
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TopRankiNevada 
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Internet Providers 
Ranked by Current Subscribers 

"' BASIC SERV. "'"' ,.z SUBSCRIBER·0NLY SERVICES OTHER SERVICES SENIOR NV EXECUTIVE INTERNET PROVIDER PHONE MEMBERS 
.,.., 

z 
:!~ ~~;:::: " ADDRESS NPW UNLIMIT. UsE YEAR ESTABLISHED "' E·MAIL 

1 Access Nevada 294-0480 3,500 $19.95 Web Hosting, Dedicated Lines, DND Warren Harhay 
P.O. Box 61168, Boulder City 89006 wch@accessnv.com No Yes Web Design 1993 

Great Basin Internet Services 348-7299 3,000 $20.00 Unix Shell (5mb), Domain Name ISDN, T1 Circuits, Frame Relay Bruce Robertson 
50 Washington, Third Floor; Reno 89513 info@greatbasin.net DND Yes Reg., Map Web Pages, Scanning 1994 

3 lntercomm Internet Services 353-2600 1,000 $19.95 E-Mail, Personal Web Page DND Roger Brown 
1335 Greg Street, Suite 103, Sparks 89431 admin@intercomm.com No Yes 1992 

4 Computer Communications 2000 635-0131 200 $30.00 WWW, News Groups, E-Mail, DND Fortino Martinez 
P.O. Box 576, Battle Mountain 89820 fortino@coco2000.net Yes Yes Chat Program 1995 

5 Oasis Media 688-6262 100+ DND DND Content Design larry DeVincenzi 
675 Holcomb Ave., Reno 89502 www.oasismedia.com No DND 1995 

6 Toiyabe Information 737-7507 50 $15.00 DND Website Design/Develp .• Secure Kazem Tazhua 
4220 S. Maryland Pkwy., Ste. 414B, LV 89119 info@toiyabe.com No Yes Shopping, Database Integration 1995 

7 XTS.NET 798-0987 10 $19.95 . . • • • Dial up 50k, ISDN DND Scott Sinnock 
3171 West Tompkins Ave., LV 89103 ssinnock@xts.net Yes No 1996 

8 Aztech Cyberspace, Inc. 332 -3000 DND $175.00 Intranet, On-Site Server, Develp./ Web Devel., CD-ROM /Multi - Martin Gastanaga 
200 S. Vi rginia St., Suite 444, Reno 89501 info@aztech-cs.com No Yes Admin, EDI I Electronic Commrc. media, lntraneUNetwork Svcs 1994 

9 Cyber Communications Network, Inc. 828-7474 Commerci~ Varies . . . . . DND DND Robert Wilson 
50 W. Liberty St. , Ste. 645, Reno 89501 info@ccni.net Yes Yes DND 

10 Kl AS-TV's Las Vegas On-Line 889-1000 DND $19.95 . . • • • 24-Hour/ 7 Days Tech Support, Web Hosting, Web Page Design, Phil Pikelny 
3228 Channel 8 Dr., las Vegas 89109 pikelny@vegas.infi.net Yes Yes No set -up fee Dedicated Access 1994 

11 Power Net 326-5200 DND $18.95 • • • • Pers. Access, Family Plan e-mail DND Tad Colegrove 
P.O. Box 3650, Reno 89505 info@powernet.net No Yes Pkg, Pers. Page, Commercial Svc. 1993 

12 Skylink Networks, Inc. 260-0900 DND $19.95 Usenet Access 5Mb, Space for DND Ron Katzin 
6455 S. Industrial Rd., Ste. F. LV 8911 8 chance@skylink.net No Yes Personal Home Page 1995 

13 Spider Internet Communications & Marketing 324-7243 DND DND • . DND Web Hosting & Design, Database N. Alex Goff 
1000 Bible Way #68, Reno 89502 info@spiderpage.com No DND Integration, Graphics Design 1995 

DND = Did not disclose 'NPN =Provider is part of the National Provider Network 
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(Visionary. Dreamer. dea ist) 
How many times have we used these adjectives to describe people we know? Until 
they prove us wrong? Then we call them risktakers, groundbreakers, and leaders. 

To recognize the accomplishments of these individuals, the Nevada Business Journal 
has created a special program - Nevada's Top 50 Business Leaders . 

The selection criteria is based on: 
• business leadership 
• community involvement 
• 75-word biography 
• any other relevant information on business accomplishments. 

Join us in recognizing the professionals who pave the road for future generations. 
Submit your nominations. 

To obtain nomination forms call: 

Southern Nevada: 735-7003 • Northern Nevada: 329-4283 
Nevada Business Journal 
2127 Paradise Road • Las Vegas, NV 89104 
Tel800.242.0164 I 702.735.7003 • Fax 702.733.5953 

The Elizabeth Younger Agency 
223 Marsh Avenue • Reno, NV 89509 

Tel 702.329.4200 • Fax 702.329.4283 
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Health Maintenance Organizations 

~ 
z 
< 

"" 
HMO 
ADDRESS 

Health Plan of Nevada 
2720 N. Tenaya Way, Las Vegas 89128 

2 FHP Health Care 
700 Warm Springs Road, Las Vegas 89119 

Hometown Health Plan 
400 S. Wells Avenue, Reno 89502 

4 Mutual of Omaha Exclusive Health Care, Inc. 
3720 Howard Hughes Pkwy. , Ste. 140, LV 89109 

5 Humana Health Plan 
9900 Covington Cross Drive, Las Vegas 89134 

6 Med One Health Plan 
2085 E. Sahara Avenue, Las Vegas 89104 

7 St. Mary's Health First 
5290 Neil Road, Reno 89502 

8 HMO Nevada 
6900 Westcliff Dr., Ste. 600, Las Vegas 89128 

9 AMIL International of Nevada 
1050 E. Flamingo Rd., Ste. E-120, LV 89117 

10 NevadaCare, Inc. 
1701 W. Charleston Blvd., Ste. 420, LV 89102 

DND = Did not disclose 

PHONE 

YR. LICENSED 

242-7300 
1982 

269-7500 
1992 

325-3000 
1988 

696-0777 
1994 

341-6711 

1989 

650-4000 

1995 

829-6000 
1993 

228-2583 
1992 

221-1900 
1994 

474-7241 

1995 

Ranked by Total Nevada En11ollment 
NV ENROLLMENT SERVICE AREA 

TAX STATUS 

158,824 
For-profit 

62,943 
For-profit 

Clark, Nye, Washoe, Mineral, Lyon and Esmerelda 

Clark, Washoe, Lyon, Storey, Mineral, Esmerelda, Nye Counties, Carson City and 
Douglas Counties 

SENIOR NV ExEctmvE 

M EDICAL D IRECTOR 

Jonathon W. Bunker 
Dr. Sameer Abu-Samrah 

David Kinard 
Dr. Carey Allison 

40,276 Carson City, Churchill, Douglas, Elko, Eureka, Humboldt, Lander, Lyon, Mineral, Per- Ed Holme 
Non-profit 

23 ,376 
For-profit 

16,746 
For-profit 

15,449 

For-profit 

12,432 
For-profit 

9,581 
For-profit 

8,362 
For-profit 

792 
For-profit 

shing, Storey, Washoe Dr. Michael Daines 

Washoe, Storey, Lyon, Douglas, Carson City, Clark Counties 

Clark County, Pahrump, portions of Washoe, Lyon, Douglas, all of Carson City and 
Storey Counties 

Clark County 

Washoe, Carson City, Douglas (excluding Stateline), Storey counties, portions of 
Lyon County 

Clark, Washoe, Carson City, Douglas, Eureka, Humboldt, Lincoln, Storey, and 
Nye Counties 

Clark County, excluding Laughlin, Reno/ Sparks 

Clark County, Reno/Sparks 

Marcy Hargis 
Dr. Michael D. Haley 

Robert 0 . Horrar 
Dr. William Larsen, Acting 

Jonathan Bunker 
Dr. Ed Nathan 

Ron Long 
Dr. Douglas Peters 

Blair Christensen 
Dr. William Bannen 

Terry Van Nay 
Dr. Glen Tueller 

Keith Beagle 
Dr. Tom Quam 

Some information obtained from the Nevada Dept. of Human Resources, Health Division, Bureau of Hea lth Planning and Statistics 

BOOK~LISTS ~ Note: The information in this list was supplied by representatives of the companies themselves. To the best of our knowledge, the information is accurate as of press time. While every effort is made to ensure the accuracy and 
OF l.ltLI thoroughness of the list, typographical errors sometimes occur. Please send corrections or additions on company letterhead to TopRank Nevada Statewide Book of lists, Research Dept., 2127 Paradise Rd., Las Vegas. NV 89104. 
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MAKE US YOUR ONE STOP SHOP 
FOR ALL OF YOUR 

MAIL PROCESSING NEEDS 

.- Computer Services - Data Entry- Conversion 
<~ Merge Purge Duplication Elimination 
.- Lists (Local, National, Regional) 
<~ Business, Residential, Property and Political 
.- Postal Preparation and Presort Discounting 
.- Address Standardization Zip +4 and Carrier Route 

<~ Laser Personalization- Letters - Cards - Statements 
.- Addressing- Ink Jet- Cheshire-Pressure 

<~ Intelligent Inserting- 9 by U Jumbo 
<~ Bursting - Folding - Tabbing- Collating 

(::JEJSs/-let..J® 
SI.../STei'T7S 

4395 S. Polaris Ave. • Las Vegas, Nevada 89103-4152 
Phone: (702) 798-7999 • Fax: (702) 798-5502 





PEOPLE ON THE MOVE 

Wayne Biancalana, director of 
national marketing for Dermody 

Properties, has been selected as a 
designee for Dermody Properties 
Developer Associate membership into 
the Society of Industrial and Office 
Realtors. Designees are required to 
have extensive experience in the com
mercial real estate industry, while meet
ing rigid professional and ethical princi
ples involved in real estate transactions. 
Biancalana has 16 years of industrial 
real estate development experience. 

Lany White 

Kevin Halpin 

Larry White, APR, a 
veteran public relations 
professional and 21-
year Las Vegan, has 
joined 360° Communi
cations as its media 
relations manager for 
the west region with 
headquarters in Las 
Vegas. A former re
porter and editor, White 
has 17 years experience 
in various aspects of 
public relations, includ
ing 10 years with 
Centel and later Sprint 
local telephone compa

nies in Las Vegas. The firm also named 
Kevin Halpin as regional director of 
marketing. Halpin, a certified public 
accountant and former regional ac
counting manager, has been with 360° 
for six years. He oversees advertising 
and marketing activities for the wireless 
communication provider in New 
Mexico, Texas and Southern Nevada. 

Gary Etherington has joined 
NEXTLINK Nevada as an account 
executive. Formerly with AT&T Wire
less Services, Etherington has seven 
years of sales/marketing experience. 
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Gisela F/aa 

Steve Wright 

Greg Sclwlrz 

Jack Hice 

Community Bank of 
Nevada recently pro
moted Gisela Flaa to 
senior vice president 
and credit administrator 
and Steven Wright to 
senior vice president 
and senior credit 
officer. Flaa's duties 
include overseeing the 
quality of the bank 's 
loan portfolio and 
regulatory compliance 
and Wright oversees 
all lending and credit 
functions of the bank. 
Community Bank also 
announced the appoint
ments of Greg Schultz 
to vice president of real 
estate lending and Jack 
Hice as vice president 
and commercial loan 
officer. Schultz will 
focus on managing the 
relationships with exist
ing and prospective real 
estate clients and Hice 
will be branch manager 
of the Maryland Park
way office scheduled to 

open this August. 

Tatia Lynn has joined Merica 
Dickerson Advertising and Public 

Tatia Lynn 

Relations as produc
tion manager. Former
ly production manager 
for McNabb, McNabb, 
Desoto, Salter & Co. , 
Lynn has five years of 
production experience. 

Jay Parmer, formerly executive vice 
president of Pacific/West Communica
tions Group, has launched American 
Strategies, a evada corporation head
quartered in Reno. The company is a 
full service communications firm, offer
ing public relations counsel, issues 
management and marketing services. 

Poggemeyer Design Group, Inc. has 
hired Ralph Gabriel, P.E. as director 
of Land Development. A registered pro
fessional engineer in Nevada, Utah and 
Arizona, Gabriel has 25 years of engi
neering experience in land development 
and public works projects. 

Ross Burer 

Restaurant executive 
Ross Buter has been 
named general manager 
of the Gordon Bierscll . 
brewery restaurant ad
jacent to the Sunset 
Station Hotel and Casi
no in Henderson. Buter, 
a resident of Hender
son, was previously the 
regional food and bev
erage director for 24 
American Golf Cor
poration golf courses 
in Nevada, California, 

Mark LaVoie Arizona and New 
Mexico. The brewery also announced 
that Mark LaVoie has been named 
general manager of the new Hughes 
Center location. LaVoie, who has 
worked at three of the Gordon Biersch 
Brewing Company's five existing loca
tions , was most recently the general 
manager of its San Francisco location. 

Sherri Payne has been named a partner 
of the Fielden Companies. an architec
tural, planning and urban design firm. 
Payne, a licensed architect has expertise 
in a wide range of public and private 
projects. She directs Studio Two Archi
tecture for Robert A. Fielden, Inc .. 

Scott Wallat, financial 
analyst for the commer
cial and ·industrial 
sion of the Howar 
Hughes Corporation.. 
was recently electe 
president of the Las 

Scott Wallar Vegas chapter of th 
Construction Financial Management 
Association (CFMA). CFMA is a non-



profit organization dedicated to serving 
financial professionals in the construc
tion industry. The Las Vegas chapter 
will host more than 500 members at the 
association 's annual convention next 
year. Wallat has been with the Howard 
Hughes Corporation since 1994 and 
assists in the evaluation of leases and 
development opportunities for the com
mercial and industrial division. 

Joel Wallis has joined Clark & Sulli
van Constructors in Reno. He is 
responsible for all the Critical Path 
Method (CPM) scheduling, presenta
tion software and CADD system. Wal!js 
has managed all of the building and 
updating of CPM schedules for the 
Renoffahoe Intemational Airport park
ing structure and the Desert Inn Club
house in Las Vegas. The company also 
announced that Jerry Hogan has joined 
the firm as a project engineer. Hogan 
was previously a lab and field testing 
technjcian and survey crew member for 
the State of evada's Department of 
Transportation. 

The Green Valley branch of Commer
cial Bank of Nevada has hired Cecil 
Capps as vice president of commercial 
lending and Stephen M. Christ as 
operations officer. Capps has more than 
18 years of business and commercial 
banking experience and Christ has more 
than 15 years in customer service man
agement positions. 

Tom Bruny, former vice president of 
marketing and entertainment for the 
Reno Hilton has joined DRGM Adver
tising as an account supervisor for 
Summerlin and International Game 
Technology (IGT). The agency also 
hired Joanne C. Dry as junior media 
buyer. Dry was formerly the manager of 
advertising and promotions for Hawai
ian Vacations in Anchorage, Alaska. 

The law firm of Littler, Mendelson, 
Fastiff, Tichy & Mathiason recently 

added associates James Winkler and 
Rick Roskelley to their Las Vegas 
office and Dania Severson to their 
Reno office. All three new associates 
are seasoned attomeys with extensive 
experience in employment and labor 
law The firm , founded in 1942, is the 
nation 's largest employment and labor 
law firm with more than 320 lawyers in 
26 offices nationwide. The firm opened 
its Las Vegas office in July of 1996 and 
the Reno office in December of 1993. 

Lisa Ferguson 

Las Vegas native, Lisa 
Ferguson, has joined 
the Las Vegas Paiute 
Golf Resort as director 
of marketing. Ferguson, 
an avid golfer, brings 
extensive marketing 
and promotion experi-

ence to her new position. Most recently 
she directed marketing activities at 
Casino Windsor in Ontario, Canada. 

Las Vegas advertising 
and marketing execu
tive, Allison ewlon, 
has announced the 
promotion of James 
Dempsey to partner 
and operations/creative 

James Dempsey director for Newlon & 
Dempsey Communications Group. 
Prior to the partnership, Dempsey was 
art director for the full service market
ing, public relations and advertising 
company, formerly known as ewlon 
Communications group. 

Santa Fe Gaming Corporation 
announced the ap
pointment of Michael 
Kostrinsky as vice 
president of legal 
affairs and corporate 
counsel. Kostrinsky, 
formerly with the law 

Michael Kosrrinsky firm of Vargas and 
Bartlett, will oversee all of the compa
ny 's legal matters. 

Dotti Loader, APR, vice president and 
public relations officer for U.S. Bank of 

evada, has received formal accredita
tion from the Public Relations Society 
of America (PRSA). A member of the 
Sierra evada Chapter of PRSA in 
Reno, Loader has held management 
positions in business development and 
public relations in Nevada's banking 
industry since 1986. She earned the 
right to append the "APR" designation 
to her name after passing a rigorous 
eight-hour written test. 

JB ChellJ.ical recently 
promoted John Lewis 
to operations manager. ' 
Lewis will supervise 
employees, schedule 
production, shipping/ 
receiving and mainte
nance for the company. 

John Lewis A former sergeant in 

the United States Air Force, Lewis is a 
veteran of Desert Storm. 

Steve Yang has joined 
Eagle Canyon Airlines 
as international mar
keting manager-Asia 
where he will oversee 
the airline 's efforts to 
attract Asian tourists on 

Sreren Yang air and ground tours of 
the Grand Canyon and other leisure 
destinations. Yang has more than nine 
years of management and marketing 
experience in the United States and 
Asia. Prior to joining Eagle Canyon, he 
worked with Chinese tour groups in Las 
Vegas for Regent Tours. 

Gregory Sorich has been promoted to 
vice president of multi-family and com
mercial development for Pardee Con
struction Company where he will 
oversee all existing commercial assets 
in Southern evada and parts of South
ern California. Prior to his promotion, 
Sorich, who joined the company in 
1988, was asset manager. 
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EARN TOP DOLLARS! 

••• • • •• • • • ••• • 
Join the Winning Team! 

The Nevada Business Journal is looking for 
Independent Marketing Contractors. 

If you are interested in this challenging yet profitable career and 
have a minimum of 2 years ad sales experience, please fa,x your 
resume to: Stephen Brock, Nevada Business Journal, 733-S953. 

We're the Doctors. 
Doesn't everyone want a doctor 

who listens ? One who under
stands your needs and concerns? 
That's exactly what you'll get when 
you choose a MedPartners physician. 

MedPartners doctors are located 
throughout the Las Vegas area. We 
accept most insurance plans and are 
affiliated with most HMOs. Parents 
will love our special programs for chil
dren. Seniors will appreciate our focus 

on their unique healthcare needs. And everyone in between will enjoy 
the quality healthcare they receive from MedPartners doctors-doctors 
who truly care. 

]ones 

LAS VEGAS 
NEVADA MEDICAL CENTER 

Rancho Shadow Lane 
700 Shadow Lane 

Suite 160 
385-5972 

3880 S. Jones Blvd. 
362-105 1 

601 S. Rancho 
Suite C-19 

(702) 384-93 74 

PREMIER HEALTHCARE 
Las Vegas 
Henderson 

Boulder City 
(702) 696-933 7 

OPENING IN AUGUST: 
Mountainview 

3150 N. Tenaya Way 
Suite 360 

(702) 242-1700 

RENO 
U.S. FAMILYCARE 

South 
7111 S. Virginia St. 

Building D 
(702) 85 1-5700 

Northeast 
2005 Silverada Blvd. 

Suite 150 
(702) 358-8750 

MedPartners® 
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PEOPLE ON THE MOVE 

Sherri Smith has been 
promoted to director of 
corporate communica
tions at American 
Nevada Corporation. 
An 11-year veteran of 
the marketing and 
advertising industry, 
Smith has been with 

American Nevada Corporation for the 
past seven years. In her new position, 
Smith will be responsible for all corpo
rate marketing, public relations , adver
tising and special event promotions. 
She will also serve as a community 
relations liaison with Green Valley 's 
community organizations. 

Henderson's WLB Group, Inc. , 
recently made two additions to its 
staff. Mark Byrd has been named 
director of survey and Jerry Witt will 
serve as construction services manager. 
The firm provides services in civil engi
neering, planning, landscape architec
ture, and surveying. 

Joan Rink 

Humana Health Care 
Plans has added three 
to its management staff. 
David Govaker, for
mer associate medical 
director for FHP, has 
joined Humana as med
ical director, Dan 
Yarborough, CPA, has 
been promoted to exec
utive director of fi
nance and Joan FUnk 
has been hired as ser
vice assurance manag
er. Yarborough was for
merly an accounting 

manager with Humana in San Antonio. 
Rink, formerly with University Physi
cians Inc. of Tucson, brings more than 
ten years of experience to Humana. 

Saint Mary's Health Network has 
hired Brian Lee Cason as environmen
tal services manager for the medical 
center. Cason formerly worked for the 
state of Nevada as the local veteran 's 
employment representative in the 
Department of Employment, Training 



z 
CLASS "TRIPLE A" OffiCE SPAC£ 

CC£SS -Located at the new Galleria at Sunset mall in Henderson, 

WestPark Plaza Galleria, provides tenants with great visibility and 

easy access from the freeway, Sunset Road and Stephanie Street. 

fSTHfTICS - The project's modern design includes the extensive 

' use of marble and glass, lush landscaping, dynamic entryway and 

unique architecture. 

MfNITifS - A generous tenant improvement package, abundant 

parking and high-tech security are just a few of the many features 

of WestPark Plaza Galleria. 

A Serving the West Valley: 
V WestPark Plaza Rainbow 

WesiPark Plaza Galle11a 
!- GALLERIA BLVD . .. 

t;; 
w 

~ GALLERIA MALL 

fu 
i;; 

'--------' 

WfSTPARI< PLAZA GALLERIA IS ALRfADY 50 PfRCfNT PR£-LfAS£0. 

r 

N 

A 

MfDICAL AND PROfESSIONAL SPAC£ IS CURRENTLY AVAILABLE ON A fiRST-COM£, fiRST-SfRV£ BASIS. 
for Leasing and Purchase Option information: 

LYLf BRfNN/.\N & 1.\SSOCIMfS (702) 592-4098 .. (702) 731-9007 



by Joe Mullich 

Baseball Strikes Out 

When Greg ''B oth Kool-Aid said, would encourage players less popular than hockey. Now 
and baseball have to end the strike. it's lucky to hold its own 
excellent long-term I wrote something like this: against mud wrestling. But 

Murphy was equity in their brands blah "I love baseball, but I could baseball doesn ' t really believe 

hired to be 
blah blah," said Murphy. But not care less if the major its customers are disappearing. 
he knew it was one of those league players ever end their either did AT&T or Apple. 

Major League 
questions that only existed to strike because they have com- No one cares about long-
be asked. o one really cared pletely lost sight of what base- term strategies when short-

Baseball's 
about the answer. ball is. Baseball is about a term dollars can ·be made. 

The key difference with group of nine-year-olds getting Recently, Major League Base-

marketing chief, 
Kool-Aid is that all the together in a park on a beauti- ball was getting ready to sign 
wackos bent on ritualistic ful, sunny day. It's about one its first national advertising 
suicide were outside the of them hitting the ball, going pact with Nike and Reebok. 

reporters imme- organization. In baseball, through the short stop 's legs This was a big deal because 

diately asked 
they 're all on the inside. and screaming in joy as he cir- advertisers would rather have 

Baseball has always served cles the bases with his 'home Mark Fuhrman as their 
' 

him to compare 
as a handy metaphor for any- run.' It's about exuberance, joy, spokesperson than most ball . 
thing in life, usually served up fun . Major League Baseball players. This was a chance for 

that to his previ-
by pasty-faced, glasses-wear- has nothing to do with baseball Baseball to begin repairing its 
ing people like George Will and I, for one, would be happy brand equity, much like the 

ous job selling 
whose best fast ball couldn ' t if they all walked into an ational Basketball Assocation 
break a cheap window. Well , infield of quicksand." shrewdly did in the 1970s. 

Kool-Aid. They 
I'm as feeble as the next type- I came in second place in the However, Yankee owner 
writer-peeker and for me base- · national contest. But I don't George Steinbrenner scuttled 

meant selling 
ball serves a discomforting think anyone in Major League the deal by signing his own 
metaphor for many parts of the Baseball read my letter. Or if sneaky deal - I mean, sneaker 
business world. It's a rudder- they did, they didn't care deal - wi th Adidas. A spokes-

Kool-Aid in less organization, taken over because they're too busy being person explained it this way: 

1978 after J im 
by fiefdoms , who have lost greedy lunkheads. The head- "It 's not that George hates 
sight of their true product Enes keep appearing: Atlanta [marketing chief Greg Murphy]. 

Jones laced the 
while assuming customers will Braves Chipper Jones refuses George doesn ' t like anybody. " 
always be ready to buy, hat in to sign autographs at a charity From a marketing stand-

stuff and made 
hand. Think AT&T and Apple event because he says this con- point, do you know who the 
Computer. flicts with his contract with a top baseball players are now? 

his followers 
Two years ago, during one sports memorabilia firm. Dead ones. Jackie Robinson is 

of those baseball strikes when Felon-in-training Albert Belle featured in ads for Apple Com-

drink it .... 
everyone connected with the cusses out a fan who wants an puter, McDonald 's, Coca-Cola 
game was whining that some- autograph in exchange for and General Mills. Babe Ruth, 
one else was becoming a returning a homerun ball he Lou Gehrig and Satchel Paige 
mega-millionaire a little quick- caught to Bell. Yet another are touting other products. 
er, a company ran a contest player spits on some player, Most people would realize 
called "Why I Love Baseball." umpire or fan in a childish snit. they have problems if others 
The idea was to get fans to And meanwhile, their cus- prefer the company of the 
write blurbs describing their tomers go away. According to deceased to their own. Base-
affection for the sport. These American Demographics Mag- ball is two down with two 
would be dumped in front of azine, baseball is the sport outs and two strikes in the 
Major League Baseball , like least likely to b'e described as ninth. But they aren' t bother-
the mail sacks of letters to "in" by children ages 12 to 19. ing to keep their eye on the 
Santa Clause in Miracle on Ten years ago, it was unthink- ball and don't have a clue 
34th Street. This, the company able baseball would ever be what the score is .• 
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RELAX. 
WE'LL HANDLE IT. 

We're your phone company. REDEFINED. 
Superior, PROACTIVE customer service is priority one around here. Call us. 
You r company wi ll tal k live wi th one of our ded icated, LOCALLY STAFFED, 
personal customer service representatives . No machines. No buttons to 
push . Just us. Live. 

At NEXTLINK, we're REDEFINING the entire CUSTOMER-TELECOMMUNI
CATIONS company relationship. Solving problems before they arise. 
Call us. We'd like to be your new phone company. Redefined . 

• Superior customer service • Innovative technology 
• Customized telecommunications systems • Competitive value 

E :J 
7 rM 

2240 Corporate Circle Henderson, Nevada 89014 

990-1000 



C LARK C OUNTI 
C REDIT U NION 

~ PAfiRfi"'AOAT VALLEY > .... <.FEDERAL CIU:DIT <H<m 

SONEPCO 
FEDERAL 
CREDIT 
UNION 

Las Vegas Federal 
Credit Union 

not profit! 

Over 336,000 Nevadans have improved their 

financial well-being by joining one of the state's 

credit unions - non-profit, insured financial 

cooperatives formed, owned and democratically 

controlled by their members. 

By helping each other, members enjoy higher 

returns on savings accounts, lower rates on 

loans and old-fashioned personal service. 

Contact your local credit union to see if you 're 

eligible for membership. 

(R:\1 Hawthorne Cred it Union 
~ CotJU~~mn!toErrmordiNin &nlU 

lQEVADAFEDERALCREDITUNION 

~ 8_.48lir BIII'P&02'31Ul U ' FEDERAL CREDIT UNION 

SIERRA SCHOOLS 
CREDIT UNION 

~ 
liiii 

Elko Federal 
Credit Union 

Vit-gin Valley 
Credit Union 

S.P. 
SPARKS EMPLOYEES FEDERAL 

Credit Union 


