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COMMENTARY 

LYLE E. BRENNAN Publisher 

Support your 
competition ... 
pay your taxes 

A
a recent news conference, the State 
Industrial Insurance System (SITS) 

announced its reorganization into 
a new company - Employers Insurance 
Company. A press release announcing the 
reorganization said SITS has evolved "in 
order to better compete with private insur
ance companies." 

SITS chief marketing officer, George 
Lonas, was quoted as saying, "Our 85 
years of experience and expertise in pro
viding Nevada employers with workers ' 
compensation will give us an edge in the 
competitive marketplace." 

Well, George, your "competitive edge" 
has more to do with government support 
than it does with experience and exper
tise. What is our government doing com
peting with private enterprise in the first 
place? It makes no sense that a portion 
of the money private companies send to 

the state coffers is used to take their 
business away from them. 

SITS is just one of many government 
entities competing with private enterprise. 
On a local level, University Medical 
Center has put a Quick Care on virtuaJJy 

every comer so they can compete with 
Southern Nevada family doctors. For 
years, Nevada Magazine, supported by 
state government, has competed with 
private publications statewide. 

The role of government should be to pro
vide services not available through the pri
vate sector . . . not compete with private 
firms , or drive them out of business. • 

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

Letter from the Editor 

I 
LOVE getting letters. But not from 
attorneys . . . and certainly not from 
trial lawyers. It's kind of like getting a 

personal letter from the IRS. However, over 
the last month, several trial lawyers wrote 
in rebuttal to Congressman John Ensign's 
article in the May issue regarding a bill 
he recently introduced entitled the Frivo
lous Lawsuit Elimination Act. 

Most of the letters included a lot of 
legal jargon and statistics. Some of them 
were even foot-noted with dozens of 
sources. And, I felt like I needed an attor
ney to interpret the meaning of a few of the 
letters. After taking the time to carefully 
read each of the letters, it occurred to 
me that a shovel would be helpful to clear 
the manure out of my office. 

According to attorneys that wrote, the 
high cost of healthcare is because of doc
tors, hospitals and insurance companies, 

and has nothing to do with trial lawyers. 
And, while you would expect lawyers to 
fight legislation that would have a negative 
impact on their pocketbooks, none of the at
torneys who wrote accepted any responsibil
ity for raising the cost of healthcare. 

The fact is, attorneys are a large part of the 
problem. But regardless of who you want to 
blame, we live in a society where everyone's 
paranoid they will be sued. And, it doesn't 
help that on every comer there are signs di
recting you to a personal injury attorney who 
will be happy to handle your case should you 
wish to launch a lawsuit of your own. 

The reduction of unwarranted lawsuits is 
a major part of controlling the high cost of 
healtbcare. Legislation , such as Ensign 's 
bill, is critically needed, and long overdue. 

I'm sure I'll be hearing from my attorney. 

-Ed. 

COMMENTS? e-mail: editor@nevadabusiness.com 
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spite of such a pieture of vibrant health, concern 

existS among hospjtality industry analysts. ln 

some of the state's major markets, the number of 

leisure travelers flocking to Nevada has re

mained flat, or even dropped slightly. According 

to Las Vegas Convention and Visitors Authority 

(LVCVA) data, Las Vegas witnessed a 1.3 percent 

drop in tourist traffic in April measured against 

the same time last year; year-to-date visitor vol

ume figures have fallen 2.7 percent. 

While such news is sounding some alarms, op

timism prevails regar · g evada's ability to at

tract additional travelers. Many industry analysts 

believe resorts, hotels and casinos will flourish 

with enhanced marketing efforts, diversification 

of leisure products and industry partnerships. 

BY JENNIFER ROBISON 



How Many Tourists 
Are Enough? 

W ith 30 million visitors a year arriv
ing in Southern Nevada, and anoth

er 15 million taking in attractions around 
the rest of the state, some might have a 
difficult time sensing a necessity for even 
more vacationers and conventioneers. Yet, 
this constitutes one area in which virtual
ly all industry watchers share agreement. 
"With 20,000 rooms under construction, 
we're definitely going to have to draw 
more people," declared Hector Mon, pres
ident of Harrah's Nevada and chair of the 
Nevada Resort Association. "Five major 
resorts are coming to the Las Vegas mar
ket in the near future." 

The stagnant visitor volume the 
LVCVA revealed represents bad news for 
a market with such rapidly rising invento
ry: occupancy rates recently dropped 
nearly two percent, to 89.7 percent. "For 
the last decade, we've grown accustomed 
to steady growth in occupancy and de
mand," noted Felix Rappaport, vice presi
dent and general manager of Boulder 
Station and chair of the Nevada Hotel/ 
Motel Association. "Since supply seems 
to have outstripped demand in the short 
term, occupancy levels have hit a plateau. 
It's essential that we continue to drive vol
ume to Las Vegas." 

Although Northern Nevada isn't con
fronting such dramatic changes in its 
tourism numbers, resort and casino execu
tives in the Reno-Tahoe region assert the 
need for boosting visitor volume to that 
area as well. "We don't have the big peaks 
and valleys Las Vegas is experiencing, be
cause we haven't developed as much ex
cess capacity," explained Silver Legacy 
General Manager Gary Carano. "Without 
that tremendous growth in supply, Reno's 
visitor count and revenue growth have re
mained more stable. However, there's no 
question we need to grow. Those who tra
ditionally visit our market as 'day-trippers' 

Opposite: The Monte Carlo's opening 
activated some 3,000 of the nearly 9,600 
rooms added in 1996 to the total Las 
Vegas room inventory. 

This bronze likeness of MGM's King Louie was introduced to Las Vegas when the resort 
completed a casino renovation last year. 

now frequent card rooms or Native Ameri
can gaming establishments in California. 
We in the market must find ways to make 
offerings more exciting, enabling us to de
velop a new tourism base and win back 
those who now travel to other markets." 

Even in more successful markets, resort 
executives are formulating ways to in
crease tourist volume. The Resort at 
Squaw Creek, a 403-room resort/hotel at 
Lake Tahoe, just enjoyed an El Nino-dri
ven "record-breaking" ski season, accord
ing to General Manager Ron Vuy. "Our 
free independent-traveler market has in
creased dramatically, and we're soliciting 
more groups. Yet, it's no secret we're los
ing major market share to Las Vegas in 
terms of room nights and customers. The 
Reno-Sparks and Tahoe markets have to 
find ways to cross-promote one another 
and retain, or build on, the traveler traffic 
we currently enjoy." 

Viva Atlantic City? 

Resort and casino executives agree 
tourist traffic isn' t up to par. What 

isn't so clear: in a thriving national econo
my where discretionary spending is plenti
ful, why vacationers are becoming less en
amored of Nevada's tourism opportunities. 
Both Carano and Vuy alluded to a primary 
factor: the proliferation of gaming in other 
jurisdictions. Although Nevada's gaming 
and resort markets are both world
renowned and highly distinctive, Rappa-

port, of Boulder Station, cautions industry 
leaders to take up-and-corning gaming 
markets very seriously. "We can never take 
our competition lightly, and we have to re
member we're not just competing with 
other gaming jurisdictions anymore," he 
stated. "Las Vegans traditionally haven't 
taken Atlantic City very seriously, but 
Bally's new property, Wild Wild West, is 
doing very well there. Mirage also invests 
in the area, so it's evolved into a success
ful and respected market. Native American 
gaming operations are another major com
petitor for our travel and tourism dollar. 
Even gaming in the northeast has proven 
viable - Connecticut is the site of two 
highly successful properties [Foxwoods 
and Mohican Sun]. We're also competing 
with Disneyland, Disney World, Sea 
World - any other place where people 
spend leisure dollars. We can't ever afford 
to become complacent." 

"The caliber of gaming entertainment 
in other jurisdictions today represents a 
much more attractive product than we saw 
just a few years ago," noted Don Snyder, 
president of Boyd Gaming. "As we move 
to create destination resorts with golf, 
spas, improved entertainment and gaming, 
our traditional customers still have alter
natives closer to home. That doesn't re
move them from our market altogether, 
but it does subtract one or two vacations a 
year they might have taken here." 

According to Carano, of the Silver 
Legacy, the Reno-Tahoe area is facing 
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stiff competition from Disneyland and 
California's wine country. However, just 
as difficult a contender as California's 
marketing efforts has been its weather: 
"Reno is very sensitive to fluctuations in 
weather from November through March, 
and we've had four record winters in a 
row," Carano explained. In addition to this 
year's El ifio-driven storms, Northern 
Nevada suffered through some of its worst 
flooding in years in January 1997. 

"This past winter, and the early part of 
this year, brought terrible weather to Cal
ifornia, a primary feeder market for Neva
da's hotel/casino industry," added Rob 
Powers, spokesman for the LVCVA. "Bad 
weather disrupts people's travel plans." 

So do expensive airplane tickets, anoth
er recent trend plaguing Nevada's resort in
dustry. "Airline tickets are the highest 
they 've been in a long time," Powers said. 
The growing expense of travel, compound
ed by fewer flights into the region, has 
translated into slumping visitor volume. 
"Airlines make more money flying shorter 
routes along the East Coast, and airfares to 
Las Vegas have traditionally been lower. 
Airlines just don't make as much money 
flying into our market, so seat counts com
ing into McCarran are down," explained 
Boulder Station's Rappaport. 

M eeting Today' s Challenges 

W hile controlling the weather may 

not be a realistic option for resort 
executives, it is possible to improve air
line service ro the region. As horel/casino 
executives see the need for increasing vis
itor volume, bringing airports and airlines 
into the solution is increasingly crucial. 
"We need to work hand-in-hand with Mc
Carran International, the airlines and the 
LVCVA to make sure Las Vegas remains a 
preferred route," Rappaport explained. 

"Our function entails trying to increase 
the number of airline seats corning into 
the market," LVCVA's Powers described. 
"For example, we've worked with North
west Airlines and Japan Airlines over the 
course of several months and years; we're 
seeing the fruits of those labors pay off 
now. Northwest began non-stop service 



from Tokyo to Las Vegas on June 1, and 
Japan Airlines is slated to start up non
stop service from Tokyo to Las Vegas this 
fall." McCarran 's recently-opened D Ter
minal is providing 26 new gates in antici
pation of such growing air traffic. 

Although the Washoe County Airport 
Authority reports more positive news re
garding air traffic into Reno-Sparks
Tahoe, the organization is also taking steps 
to boost air traveL "For the second year, 
the U.S . Department of Transportation has 
named Reno one of the most affordable 
cities to fly into," noted Kim Matthews, 
marketing coordinator for the airport au
thority. "Our passenger volume is up 5.37 
percent year-to-date through May of this 
year over the same period last year. How
ever, we are committed to not only in
creasing the amount of traffic coming into 
our airports, but expanding the number of 
airlines servicing the region as welL We've 
established a marketing and air service de
velopment post to be filled this month, and 
we're currently working closely with Con
tinental Airlines to establish non-stop ser
vice between Reno and Houston." 

For Nevada, where so many tourists 
come from neighboring states, enhancing 
air travel is only one aspect of improving 
access to its markets. For example, I-15 , 
the major road corridor between Los Ange
les and Las Vegas, is only two lanes wide in 
many areas; the highway is responsible for 
bringing millions of visitors to Southern 
Nevada each year. "That road can become 

very backed up and frustrating," stated 
Rappaport, citing a possible factor behind 
the 3.5 percent year-to-date drop in car traf
fic arriving from Southern California. "It's 
enc.onr:o~ging to note we 've jn~t rec.eiveri 

funds from the federal government to ex
pand and widen parts of I-15." 

Appealing to residents in area states re
quires more than simply widening roads 
and expanding airline service; sensing the 
softening tourism levels in Southern 
Nevada, the LVCVA launched in late May 
a $5 million summer-time advertising and 
marketing campaign - double what the or
ganization generally spends during the 
summer months. "The campaign consists 
of particularly intense media buys in our 
primary feeder markets, which include 

Southern California, the San Francisco 
Bay area, Phoenix and Seattle," Powers 
described. "We're advertising via televi
sion, radio, newsprint and USA Today. 

We're coordinating promotions with Sarn
sonite, and we've established a 'Viva Las 
Vegas ' bus tour, which is taking Elvis and 
showgirls to feeder markets everywhere. 
The campaign is designed to get people 
thinking about Las Vegas, and perhaps 
come here for a long weekend or a 
quick mid-week vacation." According to 
Powers, the summer marketing push is a 
small initial component of a more long
range marketing vision, which encom
passes one-, three- and five-year plans. 

The Reno-Sparks Convention and Visi
tors Authority (RSCVA) is also developing 
substantial plans to market Reno-Tahoe as 
a major destination, according to Presi
dent/CEO Phil Keene. Representatives of 
the RSCVA recently visited Texas, where 
they conducted focus group testing on 
strateg ic marketing concepts . "We' re 
coming out of a relatively serious budget 
crunch, so we're still in the process of de
veloping specific marketing plans," Keene 
explained. "Reno-Tahoe possesses some 
very distinctive attractions and resources. 
In addition to golfing and skiing, we offer 
historic and cultural attractions and 
events, and we're expanding our conven
tion space. We're defining an identity as 
an outdoor recreation paradise, as well as 
an ideal place for meetings of all sizes." 

Keene anticipates the RSCVA's market
ing plan to carry the organization through 
the next decade; targeted markets include 

orthern California, the Pacific North
west, the Midwest and Texas . "When we 
heavily market golf and skiing opportuni
ties in Southern California, that becomes a 
huge potential market," Keene noted. 

Diversifying Product 
Remains Key 

~ ~ arketing plans will work only as 
.l V .Long as evada boasts increasingly 
diverse leisure and recreational alterna
tives. Doing so requires adding attractions 
outside the realm of gaming, as well as 
enhancing existing properties. 

"We definitely need an infusion of cap
ital and strategic infrastructure planning to 
make Reno-Tahoe more of a destination 
experience," asserted Vuy of The Resort 
at Squaw Creek. "A combination of enter
tainment and recreation will be increas
ingly criticaL For example, our area truly 
represents a golf destination: we have 
many fine golf courses in the Reno-Tahoe
Carson City region. In the winter, we have 
some of the finest skiing conditions avail
able. We're focusing more on family ac
tivities, such as our Mountain Buddies 
program for children. We're offering 
themed activities for kids on holiday 
weekends, and we offer a junior golf acad
emy. Reno has to establish itself with con-

The Resort at Squaw Creek in Lake Tahoe maintains a cooperative partnership with the 
Eldorado in Reno. Each property offers amenities its partner does not. 
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Attractions in store at the Venetian (above) include stellar shopping and 
entenainment options, while the Mandalay Bay's signature body of water 
will offer artificial waves. Both resons plan to open their doors in 1999. 

tinuity as a national destination. We need 
to understand who we are and what we 
offer, as well as what market niche we're 
pursuing. Under the direction of Presi
dent and CEO Phil Keene, the Reno
Sparks Convention and Visitors Authority 
is achieving these goals." 

More telling of the realization of the in
creasing importance of non-gaming at
tractions, however, is The Eldorado Hotel 
& Casino's partnership with The Resort at 
Squaw Creek, a non-gaming facility. 
"We've always had a good relationship 
with the Eldorado, and within the last 
year-and-a-half, that relationship has be
come more proactive in that we've under
taken some joint business ventures togeth
er," Vuy explained. ''The Eldorado runs 
shuttle buses to our resort on Friday and 
Saturday evenings enabling our guc"3t"3 to 

visit the Eldorado to enjoy gaming. In re
turn, the Eldorado sends us ski and golf 

customers. It's been an excellent recipro
cal relationship, allowing us to mutually 
entertain each other's clients in areas our 
respective properties may not offer. Eldo
rado has taken a lead from Las Vegas, a 
market where the resort-casino has come 
to predominate. We're the Eldorado's re
sort, and they're our casino." 

According to Silver Legacy's Carano, 
resorts, hotels and casinos in Northern 
Nevada share a responsibility for expand
ing the entertainment options available to 
visitors. "Each individual property has to 
contribute to it. We've established a com
edy club, and we've just opened a three
month-long stunt show involving a 120-
foot mining rig," Carano described. 
"We've also brought big-name entertain
ment back to Reno, encouraging The 
Nugget and The Rcnu Hiltun to do !he 
same. The concept of what we're trying to 
accomplish is similar to what Mirage Re-

Retail attractions such as The Forum Shops at Caesars have become an important compo
nent of the contemporary resort-casino property. 
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sorts has done in Las Vegas with its white 
tigers at The Mirage, and pirate fights at 
Treasure Island. If we can even come 
close to what those non-gaming attrac
tions have done for their properties, we' ll 
have hit a home run." 

Infusing Northern Nevada's tourism 
market with enduring appeal requires 
more than adding attractions to hotels and 
casinos. "The city of Reno is redevelop
ing the river-front and improving the heart 
of downtown Reno, and vital to those 
efforts will be the further development 
of non-gaming features," Carano stated. 
"Whether those products revolve around 
retail or convention properties, they'll be 
critical to the entire valley's success. Vir
ginia Street needs to come alive again. 
Currently, we have just a few closed casi
nos and some other small businesses 
aren't really breathing life into Virginia 
Street south of the railroad tracks . We're 
hoping Harrah's purchases The Harold 
Club and The Nevada Club, and at least 
turns the lights back on. Our three proper
ties [Circus Circus, The Eldorado and Sil
ver Legacy] would welcome the opportu
nity to join public-private partnerships 
with the city and improve the downtown 
and river-front areas. 

"As the Reno market improves, guests 
are enjoying a nicer experience than 
they 've had in the 21 years I've been in the 
business," Carano continued. "The physi
cal quality of the area's properties is con
sistently improving. The Eldorado has 
built a state-of-the-art showroom, Circus 
Circus has been renovated from top to 
bottom, the Nugget boasts a new tower 
and Harrah's looks beautiful. We're giving 
our guests more value for their dollar. 
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The Paris resort in Las Vegas will bring the City of Lights to the city of neon in 1999. The 
2,915-room resort will feature a 50-story replica of the Eiffel Tower. 

whether they're taking advantage of food, 
entertainment or lodging." 

Upgrading quality plays a key role in 
sustaining Las Vegas' appeal as well. "The 
quality of all things has improved - hotel 
rooms, shows, food," stated Rappaport. 
"Steve Wynn proved with Treasure Island 
and The Mirage that we can make Las 
Vegas a total entertainment experience. 
Gaming is central to our market, but ho
tels, shopping and entertainment are all 
equally essential." 

Supplementing existing properties isn' t 
the sole solution, especially in Las Vegas. 
"If we look at the history of room expan
sions in our market place, they consisted 
primarily of new product," Boyd Gam
ing's Snyder explained. "The most recent 
round of room additions was much more 
heavily oriented toward expanding exist
ing properties rather than creating whole 
new ones. The market expects us to open 
new properties; we attract visitors when 
we've created something people really 
want to come and see." 

strong artistic aspect. Mandalay Bay will 
offer a recreation of a bay, complete with 
artificial waves. The Paris will join the 
New York-New York as a property en
abling people to partake in gaming, dining 
and shows,~ while exposing themselves 
to cultures they might not otherwise see. 
That type of theme appears to be a sub
stantial current trend." 

"The industry must continue to redefine 
itself. Such redefinition has served us ex
tremely well over the last 10 years, ever 
since the opening of The Mirage in 1989," 
Snyder, of Boyd Gaming, noted. "The 

current wave of investment is very much a 
redefinition of gaming as we know it in 
Southern Nevada. That level of investment 
is more good news than bad news for Las 
Vegas as a destination. If we weren't rais
ing the bar it would be easier for other 
gaming jurisdictions to compete with us. 
As long as we offer something not being 
offered elsewhere, our chances of compet
ing improve." 

Shoppers, Diners and 
High-End Travelers 

M on, of Harrah's Nevada, has noticed 
other trends with the potential to 

broaden the Las Vegas market and attract 
more visitors. "We're seeing a lot of sig
nature restaurants, which we didn't have 
just four years ago," he noted. "By the 
time the next wave of resorts opens, virtu
ally every major restaurateur will have a 
location here. Las Vegas has evolved into 
a world-class restaurant destination. The 
same can be said for retail. The expansion 
of the Forum Shops, as well as the offer
ings slated to open in The Bellagio and 
The Venetian, is bringing all the most ex
citing brands and boutiques here. Irre
spective of whether they gamble, tourists 
have at least two other great reasons to 
come here." 

Those tourists will increasingly include 
a visiting element rather new to Southern 
Nevada: the high-end destination resort 
travelei;, Mon continued. "The Bellagio 

Expect that to happen when Southern 
~levada' c newest recortr. come online, ac

cording to Rappaport. "We're seeing 
properties that capture visitors ' imagina
tion, and take them places they 've never 
been. The Venetian will be magnificent, 
with its shopping, suites and entertain
ment options. The Bellagio will possess a 

The Silver Legacy, Reno's newest resort-casino, offers 1,711 rooms and a theme taken from 
a page in Nevada 's mining industry. 
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will provide a hotel product offering at a 
level unlike anything else in the market," 
he predicted. "Its sophistication and qual
ity will bring a market segment that's 
never been here before. Las Vegas will be 
competing for the high-end destination re
sort traveler as we broaden our market and 
create new niches." 

Another crucial niche pursued by both 
Reno and Las Vegas tourism officials con
stitutes the convention market. Conven
tion offerings in both areas are maturing. 
Reno recently hosted the U.S. Conference 
of Mayors, the International Association 
of Exposition Management and the Amer
ican Hotel/Motel Association 's annual 
meeting. Furthermore, the RSCVA is plan
ning a major expansion of the Reno Con
vention Center. In Las Vegas, properties 
such as Caesars Palace, The Desert Inn 
and The MOM Grand have all recently en
hanced existing convention space with 
significant additions. "Las Vegas now pro
vides world-class convention space, 
which will allow us to attract an even 
broader base of visitors," Rappaport stat
ed. "We'll be competing with the great 
convention markets, such as Chicago, 
New York and Los Angeles." 

The jury is out on the long-term success 
of so much new convention inventory: 
although convention attendance in Las 
Vegas was up 6 percent in April , the num
bers have dropped 9 percent overall for the 
year to date, according to the LVCVA. 

A Place for Locals 

Even locally-oriented casinos in South
em Nevada are joining the changes 

sweeping the resort-casino industry 
statewide. "The locals market continues to 
grow, and it's relatively immune to The 
Strip's downturns," Rappaport explained. 
"As the city 's population doubles in the 
next 10 to 15 years, there will be a place 
for operations catering to locals. Properties 
like ours [Sunset Station, Boulder Station, 
Texas Station and Palace Station] furnish 
local consumers with a one-stop-shop at
mosphere, with a variety of gaming choic
es as well as a multitude of restaurants, 
lounge acts and movie theaters." 

As evidence of the demand for fine 
local properties, Rappaport cited Render-
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son's Sunset Station, a site that "raised 
the ante on local properties and their of
ferings. The level of detail is not unlike 
that found in Strip properties. The only 
differences are that we're not on The 
Strip, and we don't have 3,000 rooms. 
With Station Casinos, The Orleans and 
Boyd Gaming 's properties, world-class 
creativity has come to the local segment. 
We're bullish on the future of the 
locals ' gaming market. As The Strip 
becomes increasingly built up, we antici
pate that our properties will go beyond 
attracting locals, and appeal more to out
of-town tourists seeking a less-crowded 
vacation environment." 

Looking Forward 

Many of the state's gaming executives 
share Rappaport's enthusiasm for 

the future in spite of the dilemmas they 
must address. "Anyone in Las Vegas 
adopting a 'woe is me' attitude is misguid
ed," Rappaport said. "Las Vegas remains 
the country 's pre-eminent tourist destina
tion in terms of consumer interest, variety 
and excitement for all ages and tastes. We 
can ' t lose sight of the fact that our supply 
is increasing dramatically. We need to con
centrate on growing the number of tourists 
coming here, rather than simply dividing 
the existing pie. We have tremendous ad
vantages over other gaming markets: our 
head start enables us to do things others 
can ' t. I've been in the industry for 20 
years, and I've worked in Atlantic City, 

Philadelphia and Texas. Las Vegas still 
features the most magnificent properties, 
the most interesting themes and attractions 
and the finest entertainment. We have an 
excellent infrastructure and a government 
that understands and supports the idea of 
tourism, gaming, hospitality and lodging 
as our bread and butter." 

Rappaport also referred to the Southern 
Nevada work force as a major attribute in 
the region 's effort to sustain its tourism as
cendancy. "The best employees I've ever 
seen are right here in Las Vegas. They pos
sess an exceptional work ethic, and their 
commitment to customer service is sensa
tional. As long as we, as an industry, re
member that travelers are choosing from 
widening options, we'll realize the impor
tance of concentrating on service," he said. 

Even dropping occupancy rates fail to 
intimidate many industry analysts and ex
ecutives. "We've historically run occupan
cy rates in the 93 to 95 percent range. 
There are resort operators in other markets 
who would kill to have those percent
ages," Mon stated. "The national average 
is around 70 to 75 percent. As we add 
rooms, we won' t be able to sustain occu
pancy rates above 90 percent, and we' ll 
see the market-wide occupancy rate de
cline to about 85 percent. It 's not the end 
of the world - there are many markets 
where such rates would be an accomplish
ment. We must work hard to keep it above 
90 percent, but in the meantime, we have 
to put those rates in perspective. Although 
areas like Atlantic City, the Gulf Coast 

Sunset Station in Henderson targets the thriving Southern Nevada locals market. 



"As America's fastest-growing two-year college, we 

count on our business development partner, the 

Las Vegas Chamber of Commerce. The Chamber 

is your business development partner, too. 

Chamber support of higher education and the 

Community College's guaranteed customized 

training ensure skilled and productive workers for 

southern Nevada employers." 

John Kuminecz 
Community College of Southern Nevada 

JOIN US • 
.... it. •• .......... ..., .. 

llit.'-'.• ..., .... 
LAS VEGAS CHAMBER of COMMERCE 

THE VOICE OF BUSINESS 

CALL 735·2718 

http://www.lvchamber.com


~ • LAND PLANNING 
~ 
I.LI 
I.LI 

z -
• MAPPING 
• DEVELOPMENT 

~ 
z 
I.LI 

SOUTHWEST 

6ui[aing refationships 
6ui[aing communities 

SINCE 1985 

Las Vegas, NV 891 08 5426 West Vegas Drive 

Phone: (702) 648-9700 FAX: (702) 648-4143 

• ® 

International of Nevada 

The 24-Hour Health Plan 
[24 hours a day, 7 days a week] 

If you're considering a health pIan 
for your employees, your family or 
even yourself, consider AMIL. 

You'll discover: 
• a wide variety of affordable 

HMO, PPO* and POS health plans 
• a large physician network 
• friendly, 24 hour customer service 
• "CareWise" • 24-hour medical advice 

from a Registered Nurse 
• "Homecoming" • nurse visits for 

new baby's first days at home 

Call the 
24 hour health plan 

702.221.1000 
*PPO product underwritten by Gerber Life Insurance 

16 Nevada Business journal . July 1998 

and New Orleans will bring us more corn
petition in the next five to 10 years, I think 
Nevada is well-positioned to compete 
very effectively. The things happening 
here are very exciting. Today, the city is a 
world-class destination, and things will 
only get better in the next few years." 

Las Vegas ' good fortunes, as well as its 
wave of emerging resorts, may not bode 
so well for its neighbor to the north, ac
cording to Mon. "The possibility of resid
ual, short-term effects in Reno accompa
nies the openings of Las Vegas' newest 
resorts. However, Northern Nevada, to an 
extent, has its own market - the drive-up 
market from Northern California and the 
Pacific Northwest. Those are parts of the 
country with very healthy, growing 
economies, and that lends some stability 
to the Reno-Tahoe area's future. Reno
Tahoe possesses a different identity from 
Las Vegas. It 's more environmentally 
pleasant, with more natural beauty. It has 
its own niche, and executives and officials 
need to exploit that. Also, like Las Vegas, 
the more they can do to create positive im
ages within their downtown area, the more 
they can establish themselves as an excit
ing place for tourists." 

"The resort experience in Reno-Tahoe 
will only get better and better," declared 
The Resort at Squaw Creek's Vuy. "The 
successful properties will be those offer
ing more diverse activities while keeping 
the quality of their operations commensu
rate with the market they're seeking to at

tract. Our challenge will be to enhance the 
price-value relationship. We have a spe
cial opportunity for our communities to 
work together." 

'There is always a full set of challenges 
in any industry," Snyder, of Boyd Gaming, 
concluded. 'The business world is compet
itive. We're going through a period of time 
when perhaps the challenges are relatively 
greater than they've been in the past. Issues 
revolving around fundamental demand 
speak to one set of concerns, but we' ll con
tinue to confront others: our transportation 
infrastructure, Indian gaming in California, 
the politics of the gaming industry. Those 
issues represent the hand we're dealt, and 
it's our responsibility to effectively address 
those concerns." • 



I 
n the United States the movement 
toward master-planned communities, 
or MPCs, is a practical one. The MPC 

model forces developers to plan thor
oughly and build systematically, ensuring 
a community will have a viable infra
structure and a harmonious appearance, 
as well as ample social, cultural and 
recreational outlets. 

The master-planned community is 
based on a European model. During the 
Industrial Revolution in Great Britain, 
mass migration toward cities resulted in 
an increasing strain on urban infrastruc
tures. To alleviate a housing shortage in 
post-World War II London, developers 
could have built subdivisions, but resi
dents still would have had to commute to 
London to work, compounding traffic 
congestion and air pollution. Instead, out
side the city, eight "New Towns" were 
built, each with its own employment, so
cial and recreational opportunities. 

By this time, urban migration had also 
become a concern in the U.S. In response, 
a handful of savvy American developers 
studied the new-town model and found it 

BY LINDA UNSS[N 

to be a logical hlternative to subdivisions. 
One such developer was James Rouse, 

who was also a successful mortgage 
banker. In the early 1960s, Rouse envi
sioned a community that reflected a multi
generational, multi-ethnic, economically 
diverse environment featuring its own 
schools and social outlets, as well as op
portunities for employment, shopping and 
recreation. He built the community of Co
lumbia in the booming corridor between 
Baltimore, Md., and Washington, D.C. 

Begun in the early sixties, this new
town consisted of a series of self-con
tained villages around which daily life 
could revolve. People would be able to 
share common goals, support one another, 
and find companionship. Sociologists 
support such environments as the best 
ones in which to nourish the human spirit. 

NEVADA'S MASTER-PLANNED COMMUNITIES 

The Silver State's fastest-growing re
gions -Reno, Henderson and Las Vegas 

- embrace MPCs where people can find 
employment, goods, services and recre-

arion close to home, thereby decreasing 
cross-town traffic and increasing resi
dents' leisure and family time. 

In Southern Nevada, where drought is a 
serious consideration for MPC developers, 
they often blend native vegetation with 
formal landscaping to reduce irrigation re
quirements. In Northwestern Nevada, 
some MPC developers are capitalizing on 
the region's natural beauty by burrowing 
homesites into the surrounding foothills 
of the Sierra Nevada Mountains. 

In all MPCs, community associations 
charge a monthly fee to oversee the collec
tive interests of residents. One of their 
functions is to enforce CC&Rs (Covenants, 
Conditions and Restrictions) - guidelines 
designed to ensure continuity throughout a 
particular community. CC&Rs eliminate 
such typical annoyances as lawns left bar
ren, autos repaired in driveways or trash 
cans abandoned curbside. Basically, any
thing that's unsightly, unclean, or unsafe is 

Above: The amphitheater at the Summer
lin Hills Park plays host to a variety of 

"Concerts in the Park." 
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Discovety Park at Green Valley Ranch is just one of the green belts that dot the community. 

forbidden. Most residents appreciate the 
restrictions because they ensure continu
ing neighborhood appeal. 

Within MPCs some neighborhoods -
also called "villages" - are gated for pri
vacy and security. They usually charge 
higher association fees, especially if the 
gate has a guard. But homeowners behind 
gates feel it' s worth the cost. 

Ray Strombeck is one such person. A 

retired corporate president, he moved to 

the Southern Nevada master-planned com
munity called Green Valley in 1984. He 
and his wife June purchased one of the 
first homes in Copper Canyon Estates, a 
village of 104 homes on lots of one-half 
acre or more. After exploring their options, 
the Strombecks chose to live behind gates. 

"It's quiet , serene," says Ray. "You 
don ' t have people banging on your door 
and pushing anything. No solicitations are 
allowed here." 

Those who own property in MPCs enjoy 
an element of certainty. Before building 
permission is granted, a design review 

committee ensures that guidelines for 
building, landscaping and upkeep are met. 
To enhance the feeling of community, 
most MPCs have a central hub - usually 
with a name like Village Square, Town 
Center, Town Square or The Commons -
around which its residents work and play. 

GR££N VALUY & GR££N VALL£Y RANCH 

Green Valley was established in 1974 by 
American Nevada Corporation. Locat

ed in Henderson, a fast-growing city in 
southeast Las Vegas, the community fea
tures around 15 ,000 units, including 

everything from condominiums to top-end 
custom homes. Encompassing 8,400 

acres, Green Valley is su?qivided into 
neighborhoods. 

The popularity of this ·MPC seems di
rectly related to its incorporation of the 
original new-town rationale: people need 
to feel a social connectedness. People 
have found a sense of community in out
door concerts, art-in-the-park events, 

Shakespeare festivals and various other 
social events sponsored by the developer. 

In 1994 American Nevada Corporation 
opened Green Valley Ranch with 1,310 
acres and 5,100 new units . Like Green 
Valley, its sister MPC, Green Valley Ranch 

was designed to be people-friendly. Bike 
trails, jogging paths and parks are accessi

ble from almost every neighborhood. 
David R. Jensen, president of a 

Denver-based land planning and com
munity design firm, was an integral part 
of the development team for 

Valley. According to Jensen, "Eviden 

of good community design is best ill 
trated by the success of the nurne 
social programs which take place in 

Several exclusive custom home commur.
ties reside within Summerlin 's master pia:: 
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public and neighborhood parks each year. 
"Simply put," he says, "good communi

ty design which provides for and, more 
importantly, promotes the social experi
ence creates a good sense of community." 

SUMMERLIN 

Developed by The Howard Hughes Cor
poration, Summerlin was designed to 

be a city of convenience, encouraging 
community involvement and offering its 
residents a slew of amenities and a posi
tive environment in which to work, play 
and raise a family. 

This mixed-use community occupies 
nearly 36 square miles in northwest Las 
Vegas and includes 30 distinct neighbor
hoods grouped around a major business 
core. At build-out, Summerlin will be 
home to 160,000 residents. 

In 1996 The Rouse Company - estab
lished by James Rouse of Maryland -
purchased The Howard Hughes Corpora
tion and Howard Hughes Properties Lim
ited Partnership. Like Rouse's Columbia 
development, Summerlin was designed to 
help residents establish roots in the area so 
it feels like home. 

Daniel Van Epp, president of the Sum
merlin division, reflects on the role of this 
MPC in Las Vegas: "Those who work in 
the city's tourist industry are looking for 
the same traditional neighborhoods in 
which they grew up, not only as a respite 
from the city's 24-hour pace, but also for 
the benefit of their families." 

Summerlin boasts all the amenities a 
community can offer its residents: season
al celebrations, social events, clubs and 
civic organizations, parks, golf courses, 
playgrounds, jogging paths, bike trails 
and more. Residents applaud all the social 
activities that help them feel they 've 
found a real home and a surrogate family. 
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Above: The dramatic main ent1y to Anthem master-planned community; Below: The Athletic 
Club at Anthem Country Club offers sweeping views of the Las Vegas Valley. 

DEL WEBB'S ANTHEM 

In southwest Henderson, the Del Webb 
Corporation is developing a 4,800-acre 

MPC called Anthem, scheduled to open 
this summer. The MPC has three parts: 
Coventry Homes, Sun City Anthem and 
Anthem Country Club. At build-out, An
them will feature approximately 12,000 
homes plus open areas. 

Coventry Homes is designed for frrst
time, move-up, and executive homeown
ers. It will include nine distinct neighbor
hoods on 300 acres. 

Sun City Anthem, designed for active 
seniors, will be home to three champi
onship golf courses designed by PGA 

Hall-of-Farner Billy Casper and r~nowned 
golf architect Greg Nash. Sun City An
them will encompass about 3,300 acres. 

Anthem Country Club also features a 
golf course, this one designed by archi-

teet Keith Foster and signed by Senior 
PGA champion Hale Irwin. Sprawling 
over approximately 1,000 acres, Anthem 

ment, personal services, walking/jog~

trails and a clubhouse with plen~ 

room for socializing. 
According to Sean M. Patrick, -

lieving potential strain to the local -
structure that may come with new 
dents . When a master-planned comm 
is built, the developer puts in the s 
streets and other city services that v; 

ordinarily be built at taxpayer expense-
Patrick defines a good developer as 

who "looks to other needs like sc 
and parks and plans for them as we 
the end, the community is improved 
out the bill going to the taxpayer." 



MACDONALD RANCH COUNTRY CLUB 

no more than 1,200 custom estates will 
soon nestle into the foothills of the 

Black Mountains overlooking the Las 
Vegas Valley from the southeast. Mac
Donald Ranch Country Club, being devel
oped by MacDonald Properties within the 
MacDonald Ranch master plan, will fea
ture an 18-hole championship golf course 
and a $3.5 million guard-gated entrance 
enhanced by granite cobblestones and 
lush vegetation. Inside the gates, residents 
will enjoy private parks with tennis courts 
and five miles of fitness trails that mean
der through the community. 

MacDonald Properties plans to pre
serve the area's natural rock formations 
and use landscape systems that will help 
conserve water. The developer also man
dates that homes be constructed with the 
natural environment in mind. The srucco, 
stone and glass homes will blend into the 
hillside, and 85 percent of them will offer 
breathtaking valley views. With lots rang
ing from $100,000 to more than $3 mil
lion, MacDonald Ranch Country Club is 
certain to become one of the more exclu
sive Las Vegas addresses. 

LAKE LAS VEGAS 

Hnother exclusive address is Lake 
Las Vegas. Transcontinental Properties' 

MPC encompasses 2,243 acres along its 
namesake body of water. Custom homes 
sites at SouthShore, the community's res
idential component, range from $255,000 
to $1.75 million. Soon, homebuyers' op
tions will include courtyard villas, beach
front properties and executive homes. 

Within a year of its 1995 opening, the 
private Jack Nicklaus-designed South
Shore Golf Club at Lake Las Vegas was 
namt::li by Gulf Digest as u11c uf the L:uuu

try's top private courses. This past spring, 
the famous golfer teed off at the opening of 
a second Jack Nicklaus course. Reflection 
Bay, the new course, is open to the public. 

By the year 2000, Lake Las Vegas' 
commercial component will include a 
500-room Hyatt Regency waterfront hotel 
and a $3 million Grand Bay Hotel, a lux
ury hotel and resort with a commercial re-

At Meridiana in Seven Hills, resort homes overlook the Rio Secco Golf Course and the Las 

Vegas Valley jlo01: Built by The Helmer Company of Nevada, the distinctive Italian Renais

sance architecture seen here is typical of the building style found in Seven Hills. 

tail village, casino, spa and other ameni
ties. SouthShore Beach Club and Marina 
is scheduled to open in 1999. 

SEVEN HILLS 

I n the southeast Las Vegas Valley, Amer
ican Nevada Corporation is developing 

Seven Hills, a 1,31 0-acre MPC. The com
pany plans to develop approximately 50 
more acres for community parks and open 
spaces. Variously, the family-friendly 
parks will fearure ballfields, tennis courts, 
playground equipment, walking trails, 
picnic shelters and more. In one park, an 
amphitheater will bring residents together 
for community events. 

The overall style of homes at Seven 
Hills is Italian Renaissance and Spanish 
eclectic. Single-family homes are priced 
from the $120,000s, and executive layouts 
from the $200,000s. Seven Hills also of-

fers a number of custom home sites with
in guard-gated neighborhoods. These sites 
average one-half acre, with prices ranging 
from the $ 180,000s to $595,000. Many of 
them have stunning views :of the Las 
Vegas Valley, surrounding mountains, and 
Rio Secco golf course. 

Several of the neighborhoods and some 
of the parks are now open at Seven Hills. 
The entire MPC is scheduled for comple
tion in late 1998 or early 1999. 

JOB'S PEAK RANCH 

5 outheast of Lake Tahoe, near the town 
of Minden, a 1,080-acre mountainside 

community overlooks the lush Carson 
Valley. The developer, Cole Smith, de
signed Job's Peak Ranch to co-exist with 
nature. "I am so committed to this mis
sion, that I have taken countless steps to 
save the narural surroundings, including 

Mother Nature is never far for residents who build in Job's Peak Ranch located south 

of Lake Tahoe. 
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reducing [the density of] homesites by 
56 percent under the amount allowed 
by law," he says. 

Smith implemented environmentally
friendly architectural guidelines and 
hired a registered forester to manage near
by stream zones, rock outcroppings, as
pens, pines and other native varieties of 
trees and shrubs. He also moved a pro
posed road in order to bypass a possible 
Washoe Indian burial site on one edge of 
Job 's Peak Ranch. 

In addition to the environmental consid
erations, Smith designed Job 's Peak 
Ranch to reflect homeowners' desire for 
privacy. The community features 122 
homesites on lots ranging in size from just 
over two acres to more than 22 acres. 
Smith has chosen the homesites so well 
that many homeowners have to squint 
through the forest to see their neighbor's 
home. Residents enjoy privacy while still 
feeling part of a community. 

As in other MPCs, Job' ~ Peal<.. Rauch 
residents must adhere to specific land
scape and architectural guidelines. The 
CC&Rs reflect the developer's intent for 
people to live harmoniously with one 
another and with nature. 

MONTR£0X 

Like Job's Peak Ranch, the community of 
Montrefix employs the Sierra Nevada 

Mountains as a backdrop. Montrefix is lo
cated a few miles south of Reno and fea
tures more than 500 homesites between 

one-half and three acres each. 

South of Reno, homesites at Montreax 

range from one-half to three acres. 
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Located between Reno and Carson City, scenic homesites at Lighning W Ranch are 
integrated within an 18-hole championship golf course. 

Rob Wonhof is an exclusive agent for 
the new community. He feels Montrefix is 
good for Reno because it helps people 
perceive the city as more than just a high
desert gambling town. 

·"When people visit Montrefix and see 

the golf course and timeless architecture 
we promote, and the truly beautiful natur
al setting of our forests and mountains, 
they are shocked," he says. "Their previ
ous images of Reno are erased and re
placed with a solid association with beau
Ly anti nature, an area for rheir children 
and their children 's children to enjoy." 

This upscale community appeals to 
monied golf enthusiasts. With the only 
Jack Nicklaus signature golf course in the 
area, developer Sam Jaksick has topped 
even his own high-end projects in North
ern Nevada. In 1997, Golf Magazine 

named Montrefix one of the top 20 com
munities in which to semi-retire. 

By late next year, the private French 
Manor Country Clubhouse, designed for 
informal gatherings and formal dinners, 
will become the center of social activity. 
Residents will be able to meet at the fit
ness facility, swimming pool, or tennis 
courts, or simply enjoy the blissful experi
ence of a stroll near mountain streams and 
alpine meadows. 

LIGHTNING W RANCH 

The historic Franktown region, located 
between Reno and Carson City, is nes

tled at the base of the Sierra Nevada 
Mountains . Once the home of cattle 
barons and mining kings - and before 
that, a summer retreat for ancient Washoe 
Indians - the area was known for its 
rich soil and abundant harvests. 

At Lightning W Ranch, a 335-acre 

spread is divided into 107 homesites, each 
covering an acre or more. Unlike many 
MPCs, those who purchase lots here may 
choose their own architecrs and designs, 
although the Lightning W Ranch Archi
tectural Landscape Committee will review 
and approve proposed plans. General re
strictions include minimum floor plan size 
of 3,000 square feet with a three-car 
garage. Privacy fencing or walls, if de
sired, must complement the overall de
sign. Homesites include gated entries and 
private roads. 

Lightning W Ranc_h's homesites are - -
uated around an 18-hole champio -
golf course. Member-owned, the club 

limit its numbers to 400. And while "' 
club membership is optional, the c 
house will most likely become the ce -
of social activities. Many recreational 
social events will fill residents ' cal en 
- when, of course, they are not workir:_ 
shopping or playing in nearby C 
City, Reno or Lake Tahoe. • 

ENSURING QUALITY OF LIIT 
C ince ancient times, people have so ~
J an ideal community. Villages were es
tablished by people of like mind and 
pose, and individuals identified clo 
with the group. In modem society - espe
cially in places as mobile and transiem 
Nevada's urban regions - developers t:rf,. 

to ensure a community 's physical charac-

environments they develop do more 
just accommodate vehicular traffic fl 

ments that nourish the human spirit. B_ 
following a master plan, developer 
building what James Rouse once called 
garden for the growing of people." 
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WINGFIELD SPRINGS 
Weaving the fabric of community 

A fter crossing signals with his mother, a 
young child decided to walk from ele

mentary school to ills home in Wingfield 
Springs, a trip of approximately five miles. 
Wingfield Springs General Manager Gary 
Derek received at least six cellular phone 
calls from residents worried about the small 
boy. Derek picked lllm up, then he and other 
staff members kept the boy entertained until 
his mother arrived to collect lllm. 

That incident is just one example of how 
Wingfield Springs is a place where neigh
bors know each other and look out for one 
another. "The sense of community has 
been lost with a lot of these other subdivi
sions where they just take the houses and 
plop them down," Derek says. "We want to 
bring that back by first looking at the social 
fabric of the community and siting houses 
as a secondary thought." The above inci-

by Jackie Shelton 

dent is just one example that demonstrates 
the ongoing success of this concept. 

Wingfield Springs is a 1,300-acre (soon 
to be 1,600) master-planned residential de
velopment in the Spanish Springs Valley, 
just east of Sparks. Nestled among the cot
tonwoods and championship golf courses 
is an area which will eventually be home to 
2,400 houses. Home buyers can choose 
from 40 models by different developers in
cluding Coleman, Lakemont and Neuffer, 
or they can purchase their home site and 
build a custom home. Derek says future 
plans are to include town homes and even 
rentals. With prices ranging from $115,000 
to more than a million dollars, there does 
seem to be something for almost everyone 
at Wingfield Springs. 

The development is named for George 
Wingfield, who was known as the "Owner 

and Operator of Nevada" at the tum of the 
century. At one time, Wingfield owned 
every bank in the state of Nevada and 
counted senators, judges, and even the 
president of the United States among ills 
closest friends. Wingfield bought his ranch 
in 1935 and utilized the surrounding wet
lands for hunting, fishing and raising quar
ter horses and Labrador retrievers. 

The developers of Wingfield Springs 
went to great lengths to preserve the exist
ing wildlife areas and even augmented 
them. There are now more than 15 miles of 
parks and trails for hiking, biking and na
ture walks. Herons, cranes, pelicans, owls, 
geese and ducks make their home around 
the acres of natural spring-fed lakes that 
dot the landscape. 

David Loeb, chairman of Loeb Enter
prises, first saw the potential for the Wing-
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field Springs master-planned community 
and assembled a team, which turned over 

the first piece of dirt in June 1996. Plans 

are to try to recreate the success of Wing

field Springs in five or six communities 

throughout the West. 

"It goes back to the days of the white 
picket fence where everybody knew every
body," Derek says. "We can ' t do that any 

more because everyone's running too fast, 

so the idea is to bring back a new sense of 

community through physical design and 

programs." Derek is referring to the extra 

amenities and special events that distin
guish Wingfield Springs. 

The finishing touches have just been 

placed on the Village Center, with the Golf 

Hall/Clubhouse as its focal point. For those 

who want to become a better golfer or just 

look like one, there is a golf school and ex

tensive pro shop offering an abundance of 
items for men, women and children. In ad

dition to the golf shop, developers have re

stored the original Wingfield ranch house 

living room and sun room, including au

thentic beams, paneling and detailing. 

These cozy rooms from the past can be 
used for reading, visiting or playing pool. 

Freddy's Roost Grille and Sports Bar is 

perhaps one of the most exciting aspects 

of the Village Center - it is the first restau

rant of any kind in the Spanish Springs 
Valley. As with everything at Wingfield 
Springs, the restaurant is designed to 
accommodate the different needs of visi
tors , whether they're weary golfers or 

couples celebrating an anniversary. It 

combines elements of a sports bar and 
family restaurant for lunch, while at din

ner the TVs are turned off and the tables 
are covered with linen. Even so, children 
are still welcome as the sun begins to set, 

and the restaurant goes upscale. 
Children represent an important ele

ment of the Wingfield Springs communi

ty, and many of the buildings and special 

events are designed with the area's small
est residents in mind. A brand new ice 

skating rink is the centerpiece of the spe

cial events promenade, which also fea

tures a banquet hall with room to host as 

many as 400 people. 

At the Wingfield Springs Community 

School (preschool through 6th grade), en
rollment is limited to 60 students, which 

helps keep the teacher/student ratio low. 

Wingfield Springs residents have first op

portunity for the limited openings, but any 

remaining slots are open to the public. 

Of course, one of the biggest selling 
points for Wingfield Springs is golf. The 

Robert Trent Jones Jr. Championship Golf 

Course is open to the public and no mem

bership dues are required, though Wing

field Springs residents are given golf priv

ileges when they purchase their homes. 

Future plans include an 18-hole Hale Irwin 
Signature Golf Course, a swim/fitness/ 

tennis center, a golf conference resort and 

a world-class equestrian center. 

Even the neighborhood watch concept 

is taken one step further at Wingfield 
Springs. Part of residents ' monthly asso

ciation fees go toward paying security 

guards who keep an eye on area homes. If 

a resident hears a bump in the night, a 
phone call will bring security to check it 

out, so the police don ' t need to be called 

if it turns out to be nothing but an overac

tive imagination. 

Derek emphasizes that while the ameni

ties are designed to give Wingfield Springs 
residents a sense of community, every

thing is open to the public, including the 

abundance of special events that take place 

at Wingfield Springs every year. In spring, 

the Easter Egg Hunt attracts hundreds of 

kids from all over town and June 's Great 

American Picnic is an opportunity for area 
residents to dance to live bands, visit car

nival booths and win big at the cake walk. 

"We love the Reno area and we hope 

we've had a little influence_ in getting peo

ple to think differently about communi
ties," says Derek. "And we hope we've 

raised the bar a little so that everybody is 

building better quality." • 

We still use pencils. 
In this age of faxing, e-mail, and surfing 
the net, communication has become 
much less personalized. 
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EXECUTIVE PROFILE 

by Allen Grant 

DALE PUHL 
Forty years in the making, the Southwest Escrow Co. 
founder now lives his idea of the American Dream 

F or Dale Puhl, the American Dream 
meant starting his own business. After 

41 years ' experience in the title insurance 
and escrow industries, he decided to make 

that dream a reality and created the Las 
Vegas-based Southwest Escrow Company 

in 1993. The firm has found considerable 
success serving the local real estate indus
try. "I made the decision to go out on my 
own," explained president and owner, Puhl. 
"And now, we've been serving Las Vegas' 

title and escrow needs for five years." 
Although Puhl began his company spe

cializing exclusively on the escrow side, he 
soon developed a flavor for the title insur
ance aspect of the business. "As an indepen
dent escrow firm, we handle all types of es
crow transactions, including real estate sales 
and loans, business sales, start-up compa
nies, foreclosures and loan servicing." 

Educated in his home state of Wisconsin 
at the University of Wisconsin, Puhl has 
also taken several courses at the University 
of Detroit and University of Nevada-Las 
Vegas. In addition, he has attended hun

dreds of title insurance and escrow semi

nars. After managing title operations for 
the Chicago Title Insurance Company for 
19 years, the company brought Puhl to Las 
Vegas to manage Chicago Title's Nevada 
operations in 1973. 

His tenure in Las Vegas has included po
sitions with numerous firms in the title in
dustry. Puhl worked for Nevada Title Com
pany for eight years, and then moved to 
Lawyer's Title Insurance Corp., where he 
served as president for five years. In addi
tion to receiving the National Association 
of Realtors' Educator of the Year award for 
Nevada in 1986, Puhl also spent a year as 
president of the Greater Las Vegas Associ
ation of Realtors (GLVAR). 
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In the past four decades, Puhl has wit
nessed several changes in the escrow and 
title insurance businesses. ''The impact of 
computers is the biggest change," he stated. 
"When I began in the industry, typewriters 
were the dominant technology. Now, 
thanks to computers, the most dramatic ad
vances are in the areas of improved accura
cy and speed. Also, the language of the in
dustry was not as packaged as it is today." 

Puhl 's understanding of the industry's 

evolution has served him well. Ever since 
its inception, Puhl has referred to his com
pany as a family business. In need of a solid 
and experienced staff, he hired his sister, 
Carole Beahn, as the firm 's certified senior 
escrow officer. Along with Beahn, Barbara 
Shanks serves as a senior escrow officer, 
and represents one of the forces driving the 
company. According to Puhl, Southwest Es
crow's collection of industry talent is 
unique. ''The primary difference between 
our staff and others is our level of experi
ence and expertise," he asserted. "Among 

Carole, Barbara and myself, we have nearly 

110 years of industry experience." 
With a capable staff behind him, Puhl is 

free to concentrate on the marketing side of 
his company, as well as handling special fi
nancial escrow projects. "In addition to 
Southwest Escrow's marketing, I get in
volved primarily in creative financial escrow 
projects," he said. "I also deal with loans 
created through contracts of sale, deeds of 
trust and unusual forms of collateral like his

torical bonds and other valuables." 
As for Puhl's business philosophy, 

he tries to offer individual attention to 
every client. "My aim is to provide per

sonalized service and make myself avail
able to all customers at every phase of 
the transaction," he described. "We all 

share that mission at Southwest Escrow." 
Accessibility entails only one aspect of 

effectively serving clients during the escrow 
transaction process. In giving advice to oth
ers just entering the field, Puhl advises them 
to "treat everyone as honestly and fairly as 

possible. Building a goog reputation 
through your employees and clients is key." 

For Puhl, who enjoys creating a balance 
between work and family, becoming a 
well-rounded individual has meant remain
ing closely involved with his family, as 
well as contributing to the community. 
Puhl and his wife, Denise have been mar
ried 21 years and have three children- two 
of whom attend UNLV. 

Despite family and work commitments, 
Puhl makes time to give back to his com
munity in the forms of charitable contribu
tion and teaching. In addition to his exten
sive work as a leader and educator within 
the GLVAR, Puhl serves as a member of the 
board of directors at Opportunity Village 
and spends time with St. Jude 's Ranch for 

Children in Boulder City. 

Along with maintaining a community 
presence, a high level of customer service 

for his current clients and a strong degree 
of professionalism, Puhl has clear-cut plans 
for the future. "My objective is to build up 
the escrow side of our firm, and create a 
full-service title insurance company to in
corporate all elements of the business and 
issuance of title insurance," he said. 

Regardless of the endeavors Puhl under

takes, this community leader will remain 
an integral part of Southern Nevada. 
Whether focusing on real estate-related 
work, philanthropic support or educating 

future title and escrow industry members, 
Dale Puhl will continue to succeed with 
professionalism and integrity. • 
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The right management team is essential 
to the success of your investment 

F or real estate investors who own 
commercial or industrial property, 
condominiums, apartment com

plexes, mobile home parks, shopping cen
ters or office buildings, the type of proper
ty management fim1 employed is a critical 
part of the investment equation, often dic

tating whether a venture will be fruitful. 

Knowing the questions to ask a potential 
property management tean1 can mean the 
difference between hiring the right fim1 
with superior qualifications, or settling for 
a company that may not have the true 
skills for the tasks at hand. Here, property 
managers across the state share their 
insights on key issues that should be re
solved when interviewing a prospective 
management fiml. 

DETERMINING THE PROPERTY 
MANAGER'S ROLE 

K en Mattison, a certified property 
manager handling conm1ercial and 

multi-family properties for Reno-based 
Gaston & Wilkerson Management Group, 
said it is in1portant to first understand 
what a property manager should do for 

by Deborah Roush 

you. "Most good property management 
companies will involve then1Selves in the 
three basic fom1s of property oversight, 
which include: the physical components of 
a property, like the utilities, roof and walls; 
the fiscal responsibilities, such as collect
ing rents, bidding for services rendered 
and preparing monthly financial reports; 
and the operational, which is how every
thing fits together, like the billing of rents, 
tenant relations, lease administration and 
annual rent increases. " 

According to Mattison, the only way to 
discover whether a company properly per
fmms all three functions is to ask. "I al
ways complin1ent those who inquire. When 
the only question a person asks is, 'what 
do you charge?,' it's like walking down a 
used car lot and choosing a car based on 
price alone. It may not have an engine, but 
you didn't ask that," he said. 

One of the most important questions 
Mattison urges real estate investors to ask 
prospective property managers is if they're 
an accredited management organization 
(AMO), a designation granted by the Insti
tute of Real Estate Management (!REM). 

"Of the 10,000 [property management] 
fim1s in the U.S. at the end of 1997, 
only 650 were AMO fim1S. AMO fim1s have 
financial stability, and certified property 
managers who have been through formal 
training and have numerous personal ref
erences," he explained. 

Mattison said he would also question 
whether a finn can set long-range manage
ment goals in the fom1 of a three- to five
year plan. "Ask if they're skilled at record 
keeping and reporting. Can they cast a 
budget for the year and explain the vari
ances? Will they use outside venders or in
house? Do they pelfom1 market rent analy
sis? Can they develop varied marketing 
progran1s to attract and retain tenants to 
diverse properties? You don't market a 
condo the san1e way you do a high-rise of-

Above: AccoTding to Ken Mattison, of 
Reno-based Gaston & Wilkerson Manage
ment Group, a good m anageT will peT
form the thTee basic f unctions of propeTty 
oversight: Physical, fiscal and opeTa
tional. Mattison's fi? m m anages the West
CTeek Apm-tments in Reno (above). 
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fice building. I'd also ask what kind of on
site supervision they offer. Do they recom
mend a staff of 12 or three, what are their 
rent collection capabilities and what kind 
of red flag notices do they use?" he said. 

The effective search for a management 
tean1 often means real estate owners face 
questions from property managers as well. 
"As a property manager, I need to know 
the owner's objective in overseeing the 
property," said Mattison. "For one owner, 
the property is his retirement fund, which 
has to yield $4,000 a month for him to live 
on. Another owner may have a tax prob
lem, and want his money reinvested into 
the property to maximize tax benefits. If 
they owned the same product, I would 
manage each one differently. If you don't 
have a manager who asks questions about 
your needs, it's time to change," he said. 

THE IMPORTANCE OF TRUST 

D etemlining a client's needs is crucial 
to effectively accommodating them. 

According to Vickie Lelu·, a property man
agement director for the Las Vegas office 
of CB Richard Ellis, such service-oriented 
property managers can meld their style to 
match any prope1ty owner. "Owners have 
different requirements; we have to recog
nize that and be flexible. We have single in
vestors who want their fingers in the pie 
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on every aspect of the property, and insti
tutional managers who only care about the 
big picture. We have the owner who says, 
'Make the decision (about the property) 
and write me a letter regarding what you 
are doing,' and some who say, 'You can't do 
anything without my approval.' You have 
to know the owner very well and have a 
comfort and trust level," she stated. 

In addition to selecting a property man
ager you trust, Lehr suggests questioning 
the depths and resources of the company. 
"I would ask about the accountants' quali
fications. Are they degreed accountants or 
controllers? It's important to understand 
their reporting process and the tin1e frame 
within which the fim1 provides reports. As 

an owner, one of my main concerns would 
be the safety of my assets from a financial 
aspect. Who's tending shop and where is 
my money going? CB Richard Ellis has a 
built-in system of authority .. . it's difficult 
to squeeze something through that isn't a 
bona fide expense. We have separate trust 
accounts for every property and we don't 
mix money," she described. 

Jan Hoback, a seven-year veteran of the 
property management industry and vice 
president of the property management divi
sion for Colliers' Stuart Mixer's Las Vegas 
office, encourages property owners to seek 
a management fim1 with a quality reputa
tion. "An owner needs to check a [ compa
ny's] portfolio -what developments does 

the fim1 manage? That will show whether 
they have experience," she explained. 
Hoback believes the first meeting between 
the client and the manager is significant. 
"The initial meeting represents to the 
owner the level of quality they are going to 
get in the future. A first impression of the 
representative and his or her presentation 
speaks volumes about the company. That's 
true for the proposal as well. Did the com
pany do its homework? At CB Richard Ellis, 
for instance, representatives will go study 
the property, and return with a proposal 
about what it might need. In tllat first meet
ing, owners should look for a company tllat 
goes tile extra mile." 

Hoback, whose company manages of
fice, industrial and retail property, added 
most of her clients are institutions or own
ers with large properties, a type of cus
tomer better-suited for more expansive 
property management fimls. "The 'mom
and-pop' operations do better operating 
smaller properties," she said. 

Like Mattison, Hoback also expressed 
tile importance of shopping for quality of 
service ratller tllan price. "That old adage 
'you get what you pay for' is true," she said. 

CHOOSING A PROPERTY 
SPECIALIST 

L as Vegas-based Stout Management 
Company specializes in multi-family 

Owners slwuld seek management f irms that offer expertise in defined markets, and spe
cialize in specif ic industry segments, such as apartment communities. The Fountains at 
Smoke Ranch apartment complex in Las Vegas is managed by Stout Management Co. 
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don't get a responsive manager," he said. 
Gaston & Wilkerson's Mattison agreed. 

"Tenant relations are more impmtant than 
they get credit for. It includes the way in 
which a manager responds to leases, to 

rental bumps, maintenance issues, rules en
forcement and conespondence. You need 
to find out if your property manager has 
the, 'I'm the landlord and you're the tenant' 
mentality, or if he or she joins in partnership 
with tenants as a tean1," he said. 

NEGOTIATING 
MANAGEMENT TERMS 

How much should clients expect to 
pay a property manager? Mattison 

explained that firms usually charge a flat 
rate or a percentage of the income the 
property generates. "A fee of 2.5 to 5 per
cent of the income is typical for a com
mercial property; a client can expect to 
pay between 5 and 10 percent for a single
fanlily residential property, and 3 to 5 per
cent for a multi-fanlily unit," he said. 

{iflnrl pw)pt;>rbJ n:l '.l.l.'l.".l.(JQt:' roqn.ir:oc ":l 

ough search. However, retaining an 
saves property owners time while 
greater profits. As CB Richard Ellis 
said, "We manage a property just 
own it." In the end, that's what · 
good property manager is all about 



& mergers 

consullinu 
real estate 

i estment adVisors 
Jess vatuali 

Worth of Businesses Listed Since 1981 

FINANCIAL MARKETING INC. 

Can Help You: 

- Buy a Business -

- Sell Your Business -

-Value Your Business-

I 

BUSINESS & REAl ESTATE SPECIAliSTS • 102-191-0030 
www.lminevada.com 

http://www.fminevada.com


As THE CONDOMINIUM 

MARKET EVOLVES, 

CHANGES G CHALLENGES 

REDEFINE ATTACHED-

HOME DEVELOPMENT 

by Jennifer Robison 

C 
ondominiums make up a vital com
ponent of virtually any real estate 
market, providing homes for con

sumers with many different needs. Howev
er, Nevada's condominium market conveys 
mixed news for attached housing. A host of 
emerging trends is affecting condominium 
development throughout the state. Issues 
ranging from rising land prices and con
struction defect litigation to the debut of 
luxurious high-rise homes are permanently 
changing the face of condominium building. 

STATEWIDE DISPARITIES 

IN MARKET HEALTH 

((' ondominium building has never been a 
'lJ surefire proposition in every Nevada 
market. In Reno, attached housing has 
failed to achieve widespread popularity, 
and remains a negligible component of the 
area's real estate market for a variety of 
reasons. "Reno is reflective of many small
er communities," explained Robert 
Nielsen, president of Shelter Properties. 
"Such cities haven't generally seen the ne
cessity for the condominium lifestyle, be
cause typically, significant opportunities 
exist for single-family home ownership 
priced in the same range as condomini
ums. If the alternative is reasonably 
priced, most people opt for a detached, 
single-family home." 
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Irwin Molasky is flanked by models of the Molasky Companies' Park Towers at 
Hughes Center. Sales for the 20-story twin towers are anticipated to be $100 miUion. 

The Reno area isn't completely devoid 
of condominium product, Nielsen added. 
"When developers establish condominium 
neighborhoods in our market, they tend to 
be quite small, at about 12 to 20 units. We 
don't have the large, rambling, attached
dwelling neighborhoods characterizing 
larger metropolitan areas. Although it's 
small, our real estate market does have an 
entire range of condominium communities 
-from the very affordable home to the lux
ury product," he noted. 

As one of the fastest-growing real estate 
markets in the country, Las Vegas has 
more of a place for attached housing. Ac
cording to Dennis Smith, president and 
owner of Home Builders Research, Inc., 

"The market share of attached product in 
Southern Nevada has remained at roughly 
15 percent, with a slight downward trend." 

While the general direction of Las Vegas
area condominium development in recent 
years has evinced a small negative slope, 
Chad Carter, an account executive with 
The Meyers Group, has observed dramatic 
increases in condominium sales in 1998's 
first quarter. "Our first quarter attached 
home market saw 1,037 sales to~;.a.L-~ 

from 687 sales in the last quarter of: 
Carter enumerated. "The market irrro.....,,..,. 
substantially in the first quarter. 
ability has been a factor in that -
minium prices have remained stead:;-
the last eight quarters at a median 



$95,950. Attached homes are affordable for 
many, and they require less maintenance, 
so they continue to be a vibrant part of our 
real estate market." 

Although a demand for attached hous
ing endures in Southern Nevada, not all de
velopers are succeeding at establishing vi
able condominium communities. "The 
condominium neighborhoods that sell are 
those priced well below cost differentials 
between condominiums and detached, 
single-family homes," asserted Stephen 
Bottfeld, executive vice president and se
nior analyst of Marketing Solutions, a Las 

Vegas-based firm that researches trends in 
the home building market. "Projects priced 
20 percent under nearby single-family 
homes do well; those at 10 percent or less 
only fare marginally. Price competition has 
become a critical factor in the viability of 
condominium developments." 

Effectively pricing attached homes in a 
hotly-contested real estate environment 
comprises just one aspect of sales success, 
according to Bottfeld. "Market niches we 
haven't seen before are emerging, as de
velopers realize the importance of careful
ly targeting their neighborhoods. Condo
miniums specifically geared toward 
certain population segments are doing 
well. For example, Suns.:t Mesa, a Pulte 
Homes development, is situated near Sum
merlin Hospital and Medical Center. Pulte 
is marketing to doctors and professional 
people working at the medical center, and 
they've found considerable success doing 
that. With Altair, The Allen Group sought 
the 50s-and-older market- the move-down 
market - and succeeded admirably. The 
name of the game is to price properly and 
target your market very carefully to make 
it work," Bottfeld stated. 

REDEFINING LUXURY 

While the high-rise condominiun1 com
munity has yet to emerge in North

em Nevada, developers in Southern Neva
da are about to embark on a new 
attached-home path with the development 
of several high-end, high-rise luxury neigh
borhoods. One of the most substantial of 
these communities is likely to be The Mo
lasky Companies' Park Towers at Hughes 

DEMAND FOR THE 

PENTHOUSES AT PARK 

TOWERS HAS BEEN SO 

EXTENSIVE, DEVELOPERS 

ARE CONSIDERING 

OFFERING THEM ON 

THE I 7TH AND 18TH 

FLOORS AS WELL. 

Center, situated in Hughes Corporate Cen
ter at Paradise and Flanlingo. The two 20-
story towers composing the residential 
condominium neighborhood will feature a 
full-service concierge, valet parking, exec
utive board and meeting rooms, a game 

room, a library, wine storage areas, a La 
Costa-style health club and spa, a beauty 
salon and a multi-functional recreation 
deck with a pool and tennis court. The 84 
fanlilies that will eventually occupy the 
building can choose floor plans ranging 
from 2,200 ·square feet to the 9,400-square
foot penthouses on the 19th and 20th 
floors. The homes are "remarkably priced 
from $700,000 to $4.5 million," according 
to The Molasky Companies' managing 
partner Irwin Molasky, who's overseeing 
development of the community. 

"Las Vegas has grown to a point where a 
limited number of people are seeking an 
exclusive, urban lifestyle," noted Molasky, 
of the vision inspiring Park Towers at 
Hughes Center. "This is a giant leap of 
faith, but it's something we've drean1ed of 
doing for many years. Assembling a large 
site right in the middle of Hughes Center 
means placing our community, and its res
idents, in the middle of everything. They're 
five minutes from everything they'll need 
or want The Forun1 Shops, Neiman Mar
cus, The Bellagio and Paris resorts, Mc
Carran International Airport or the private 
airport, the Thomas & Mack Center and 
UNLV and Sunrise Hospital. That's what 
urban living represents. " 

"I've been developing projects around 
the country for years," added Molasky, the 
force behind such Las Vegas projects as 

Sunrise Hospital, Bank of America Plaza 
and the Boulevard Mall, as well as Pacific 
Homes & Properties. "This is the best 
building I've ever seen anywhere - New 
York, Chicago, Mianli, Los Angeles. This is 
many levels ahead of any other building in 
the country." 

The question remains: is Las Vegas' real 
estate market ready for such an opulent 
community? Molasky asserts advance in
terest in Park Towers at Hughes Center has 
been "overwhelming," and demand for the 
penthouses has been so extensive, devel
opers are considering offering them on the 
17th and 18th floors as well. 

"The Las Vegas market has been selling 
18,000 to 20,000 new homes a year, and 
over time, tl1is has led to a more mature 
market," explained Carter, of The Meyers 
Group. "That maturity has opened a niche 
for true lUJ>.-ury product. A:s our market ha.s 

evolved, developers have realized there's a 
potential market for such communities." 

According to Marketing Solutions' 
Bottfeld, the arrival of luxury high-rise 
condominium development is a natural 
next step for Las Vegas' real estate market. 
"Traditionally, luxury product has spread 
out, and entailed two- to three-story build
ings situated on expansive sites," he ex
plained. "Increasingly, there's less room 
for that type of development, so the com
ing trend is going up, rather than out, for 
luxury condonlinium conununities." 

"If The Molasky Companies' building is 

successful - and I think it will be - it's 
going to sport a whole host of inlitators," 
Bottfeld continued. "He has an excellent 
team working on the building, from design 
to sales management. The property has 
everything it needs to work. Irwin Molasky 
has always been a pioneer, and he's always 
held a vision of what could be that lies a lit
tle bit farther ahead of everyone else's 
ideas. If he's going for luxury high-rise de
velopment, it's an area we should all keep 
our eyes on. He hasn't missed yet." 

THE CONDOMINIUM MARKET 

CONTINUES TO TRANSFORM 

W hile industry analysts seem excited 
about the prospects of Southern 

Nevada's first luxury high-rise condomini-
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urn development, the overall condomini
um market remains vulnerable to myriad 
influences. Consumer preferences, land 
prices, zoning codes and construction de
fect litigation are affecting evada's con
dominium markets across the state. 

In orthern Nevada, the coalescence of 
several factors will keep condominium de
velopment to a minimum in the short term. 
Yet ielsen, of Shelter Properties, foresees 
an era when condominiums will gain in 
popularity in the Reno-Sparks region. "The 
condominium won't be in demand as long 
as interest rates stay where they are," 
Nielsen noted. "Home buyers can get into a 
single-family residence fairly inexpensive
ly, given today's mortgage interest rates. If 
those rates rise significantly, then home 
buyers will seek to reduce the cost of their 
housing. One of the easiest ways to do that 
is to purchase an attached home. Reno, as 
a community, will eventually have more 
condominiums, but our market will have 
to mature more. As it does that and homes 
become more expensive, we'll see added 
attached product" 

In Southern evada, home buyers are 
adhering to the "bigger is better" philo
sophy, and that may cost condominium 
developers some business, according to 
Bottfeld. "For this year's second quruter, 
four-bedroom homes are now the pre
ferred mode of home in Las Vegas for the 
first time in the history of our survey," he 
said. "We're seeing the inclination for more 
bedrooms even an1ong empty-nesters. If 
people tend to want more bedrooms, 
things could become a little tight for 
condominium developments. However, I 
wouldn't say this is a major negative." 

Perhaps a more substantial problem can 
be found in rising land prices. "As land be
comes more expensive, developers will 
have a harder tin1e building affordable 
condominiums," stated Smith, of Home 
Builders Research. "If the market de
mands an average condominiun1 p1ice of 
$100,000, and builders have to price their 
condominiums at $130,000 or $140,000 to 
break even on land costs, attached homes 
probably won't selL" 

Smith also noted that zoning issues 
could waylay some future condominium 
development "As the metropolitan area 

1
' fOR MANY PEOPLE, 

CONDOMINIUMS, BECAUSE 

OF THEIR GENERAL 

AFFORDABILITY, ARE THE 

FIRST LINK IN THE CHAIN 

OF HOME OWNERSHIP." 

- STEPHEN BOTTFELD 

MARKETING SOLUTIONS 

matures and governmental entities are 
pressured to keep attached housing out of 
neighborhoods, zoning becomes a con
cern," he said. "Builders can no longer as
sume they're going to obtain the appropri
ate zoning on a piece of lanq. If the parcel 
isn't master-planned as an apartment or 
condominium development, it will be very 
difficult to change the zoning to acconuno
date such neighborhoods." 

Perhaps the most serious issue con
fronting Nevada's condominium develop
ers is construction defect litigation. Once a 
booming legal industry in Southern Cali
fornia, litigators in that market have 
flocked to Nevada, leaving in their wake a 
decin1ated California condominium mar
ket. In some Southern California submar
kets, such as San Diego, it has become 
nearly impossible to find new condomini
um developments. This trend may affect 
Nevada's condominiun1 market in poten
tially disastrous ways. 

"For many people, condominiums, be
cause of their general affordability, are the 
first link in the chain of home ownership," 
Bottfeld stated. "Yet, we're finding fewer 
builders willing to undertake the risks 
associated with developing condominiunlS 
and possibly facing defect litigation. As 

long as defect litigators are out there, con
dominiun1 developers will face trouble." 

The news for condominiun1 buyers is 
not all bad. For the tin1e being, condomini
unlS remain a viable alternative for those 
seeking a carefree, maintenance-free life
style, as well as those looking for an af

fordable entry into home ownership. As 

real estate markets around the state grow, 
attached housing choices for consumers 
will expand. • 

http://www.pentacore.com
mailto:eng@pentacore.com
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Site plan for Faith Lutheran :S new facility in Summerlin, scheduled to open this fall. 

Like Faith Lutheran and other sectarian 
schools, The MIS Hebrew Academy empha
sizes academic excellence as much as, if 
not more than, religious studies. "Our fam
ilies seek high academic standards, yet 
they also want Judaica Studies," explained 
Phyllis Darling, principal of the Las Vegas 
school. "Families sending their children to 
our school want an environment combin
ing Jewish studies with an accelerated col
lege preparatory curriculum." 

Non-Profit Non-Sectarian ------------1-----------------
A relative newcomer to Nevada's private 

.n. school landscape, non-profit, non
sectarian institutions provide another 
choice for parents demanding a college 
prep track for their children. Such schools 
as Reno's Brookfield School, established in 
1963, and The Meadows School, which 
first opened in 1984, are representative of 
the category. "We believe schools should 
operate for the betterment of students, and 
establishing ourselves as a non-profit 
school enables us to more effectively con
centrate on that mission," explained The 
Meadows' Goodman. 

Her own attempts to improve the public 
school system taught Goodman her first 
lessons in the frustration many parents ex
perience contending with public schools, 
and motivated her to establish The Mead
ows. "I have four children, and for years I 
tried to work within the public education 
system to bring about positive change 
through parents' associations and regular 
contact with school administrators," she 
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remembered. "The system is so bogged 
down with political hurdles parents have 
to clear. There were hundreds of parents 
who felt the same way, and they were will
ing to get behind The Meadows." 

P arents increasingly rally behind the 
idea of private schooling, and their 

options are widened with the advent of 
proprietary schools in Nevada. Such 
schools are operated for profit and owned 
privately by families, partnerships or cor
porations - even entities traded on the 
stock exchange, in some cases. With its 
entry into Southern Nevada last year, The 
Merryhill Schools, established nationally 
in 1949, brings "a loving, nurturing ap
proach to education," according to Execu
tive Director Rick Royal. The school also 
provides the reassurance that accompa
nies consistent educational standards, 
with a core curriculum shared and devel
oped by Merryhill Schools in 11 states. Its 
broad-based, integrated curriculum in
cludes one-on-one attention, Spanish im
mersion and computer literacy. "Our small
er class size and curriculum guidelines are 
what many valley residents are seeking in 
schools. We're very pleased with how Mer
ryhill has been received in Las Vegas." 

Ql:f§.I!@Jg_ A~~~~-qE2~1 
Ql}~_gg!~g _F:)Q.J.!q~~!Q!l __ Qlj T9 A~~ 

Nevada hasn't traditionally typified a 
state where private schools have 

been well-received like Merryhill is now. 
"In general, the private school market in 
the west is a little more difficult than those 
on the East Coast, or in the Northeast," 
noted Marian Osgood, director of Reno's 
Brookfield School. "Those living in the 
West are not used to, and have not tradi
tionally appreciated, private schooling; 
they tend to think it's for the elite. They'd 
rather support their local school districts, 
and that makes private schools a challeng
ing sell for westerners." 

Currently, few private schools in Nevada 
are struggling to find students, however; 
for many, the biggest dilemma encompass
es accommodating waiting lists overflow
ing with eager, qualified students. What 
has contributed to such immense change 
in the acceptance of private schools in 
Nevada? According to those operating and 
overseeing such schools, a variety of fac
tors is responsible. 

"Private school expansion is directly at
tributable, in part, to growth. As residents 
from Eastern and Midwestern states move 
to Nevada, families are arriving who have 
been exposed to private schools," ex
plained Osgood. "The Reno market has 
seen four or five private schools open in 
the last year, after not having prior open
ings for about 10 years. Part of the demand 
for private schools also comes from the 
deteriorating nature of public schools. 
Safety and quality of education have be
come big issues." 

According to Gail Haase, the newly
appointed principal of Shiloh Christian 
School, the demand for a classical educa
tion has drawn many families to the 
school, a ministry of West Charleston 
Baptist Church in Las Vegas. "We're the 
only educational institution in Nevada 
belonging to the Classical Schools Associ
ation," Haase said. "As a classical school, 
our curriculum is language-based through
out every educational phase. We believe 
language is fundamental to learning, and 
our programs are centered around sub
jects such as language, rhetoric and West
ern Civilization, as well as fostering better 
reading comprehension. Our strict, back
to-basics academic standards have proven 
highly attractive to many." 



The MIS HebTew Academy, in Summerlin, rep'resents one option for sectarian education. 

According to Osgood, combating images 
of private schools as elite-centered has 
boosted their appeal as well. "Such myths 
represent a major obstacle for many pri
vate schools," she conceded. "However, 
the demographics of our schools show 
we're probably the newfound darling of 
the middle class. There's no doubt the mid
dle class is primarily represented among 
Brookfield's student body. Even for a sin
gle parent with one child, a private school 
is affordable if that's where his or her val
ues are. It's important to impart that mes
sage - we're a viable option for many." 

Like Brookfield, many other private 
schools are actively committed to welcom
ing those from assorted backgrounds. "We 
focus on keeping our tuition low [$3,600 
for high schoolers, less for lower grades] 
so we can serve middle class families ," 
stated Haase, of Shiloh Christian School. 

Which Children Benefit? 

Merryhill shares the commitment to 
smaller classrooms characterizing many 
private schools: The Meadows averages a 
student-teacher ratio of 18:1; Faith Luther
an sets a maxin1um student-teacher ratio 
of 24:1. "It's conceivable a child attending a 
public school will be placed in a math class 
with 56 other students," noted Desruis
seaux. "That can be disastrous for students 
who require extra attention." 

Like Royal and Desruisseaux, other 
private school administrators assert their 
ability to effectively serve accelerated 
students via a smaller school setting. 
"Since we're a smaller college preparatory 
school, our progran1s hold substantial 
value for academically-inclined students," 
said Derald Grauberger, superintendent 
for Trinity Christian School, a Las Vegas 
school serving grades kindergarten 
through 12. "We offer a full range of col
lege-level classes, and we've had numer
ous national merit semifinalists. We pro
duce academic students capable of 
advancing to college." 

Although some parents express concern 
regarding whether the smaller private 
school environment curtails education
al and extracurricular opportunities, a 

glinlpse at some evada private schools' 
offerings shows otherwise: "We have one 
of the best computer education programs 
in the city," asserted Grauberger. 

For Faith Lutheran, furnishing students 
with abundant opportunities for participa
tion has remained a priority, according to 
Desruisseaux. "We have excellent sports 
and music progranlS. Our music curricu
lum includes a jazz band, a wind ensemble 
and a cadet band. We offer middle school 
sports - something students in the public 
schools can't access." 

How Much Is Too Much? 

I\ s with any sudden product growth, 
..tl.. maintaining market health requires 
vigilance to ensure expansion is meeting, 
rather than exceeding, demand. Private 
school operators and administrators 
seem confident a strong demand for 
their educational offerings will endure 
well into the future. "Our market still has 
plenty of room for other p1ivate schools," 
asserted Goodman, of The Meadows 
School. "Almost every private and 
parochial school is filled, and we get 
new calls every day. We've been referring 
out to other schools." 

Many of the market's other schools are 
showing their confidence in ongoing de
mand via extensive additions and, in 
some cases, relocation to entirely new 
facilities. Brookfield, a preschool through 
eighth grade institution with an enrollment 
of 120, is "looking at additional class
rooms," according to director Osgood . 
Faith Lutheran is elinlinating (for now) its 
waiting list by relocating from its current 
Rancho and Washington location to a 40-
acre site in Sunm1erlin South. The new fa-

I\ sk virtually any private school admin
..tl.. istrator, and he or she will likely 
agree: the benefits conferred by the private 
school setting transcend socioeconomic 
status. Students from every background 
seem to find positive attributes about the 
experience. "Any student would benefit 
from our programs, which entail going 
through the curriculum more thoroughly," 
declared Osgood. "No one falls through the 
cracks, and we can individualize our pro
grams. That works !"or anyone." 

Trinity Christian High School places students in an accelerated college prep curriculum. 

"Accelerated students do exceedingly 
well at Merryhill," noted Royal. "Students 
who need special attention, who need to 
be nurtured, and don't do well in large 
group settings thrive in our environment." 
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LOCAL CONTRACTORS WORK TO MAKE 
SCHOOES DREAM COME TRUE 

Building a junior/senior high school slated 
to accommodate up to 1 ,500 students is 
no easy task. According to Gilbert Grove, 

owner of Grove Inc., the developer has benefit
ed from the assistance of numerous area sub
contractors in its building of Faith Lutheran's 
new Summerlin facility. "All projects are re
warding, but we have a special interest in help
ing the school prosper and continue," Grove 
stated. "We've taken this on as a unique en
deavor to complete the school on time, and for 
the smallest cost possible." 

According to Grove, achieving those objec
tives has required the generosity of companies 
across Las Vegas, many of whom gave of their 
time and resources on the project. The Howard 
Hughes Corp., for example, made the purchase 
of the 40-acre site economically feasible for 
Faith Lutheran by offering the property to the 
school at a reduced cost. 

"We're happy we can contribute to the 
church's effort to build a new school ," said 

W,ether you need a day to run errands 
or several Clays for a vacation, VISit las Vegas' 
riwestand 
most com~ 
reherlsive care 
residence 
providing 
emotional 
support and physical care for 'Seniors, while 
keeping your loved one on your schedule. 

Call for a personal tour and 
let us answer your questions. 

433-1994 

4025 South Pearl St., Las Vegas, NV 89121 
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Bruce Hix, area manager for Morrison Knudsen, 
a heavy civil construction firm that coordin ted 
site grading and drainage pipe work for the de
velopment. "The project fit in nicely with other 
work we were doing in the Summerlin area. lfs 
been a very good experience, and we've enjoyed 
working with Grove Construction." 

Other companies contributing on the Faith 
Lutheran project include: Bank of America, at
torney John Peter Lee, LTD, Nevada Title, 
Williams Plumbing, Lloyd's Refrigeration, Mar
nell Masonry, Commercial Roofers, Inc., Steel 
Engineers, Inc., Lemco, Inc., Henri Specialties 
Co., Inc., Kleinfelder, Inc., Southwest Engineer
ing, Inc., Aero Electric, Break-Em Excavation, 
Nevada Ready Mix, Clark County Building De
partment, Clark County Air Pollution Control, Tri 
State Fire Protection, Schmidtke Millwork, CSR 
Concrete Division, Keenan Hopkins Suder & 
Stowell Contractor, A.C. Houston Lumber Co. , 
Park West Landscape, Inc., Vogel and Associ
ates, Inc., Consolidated International Corp. , 

Lucero Contracting, Inc., Advanced Steel Sys
tems, Beal 's Royal Glass Corp., Designweave, 
Inc., STG Enterprises, Inc., Mystique Tile and 
Marble, Inc., Dai-Tile, Paul J. Ogaz Co. , Com
puter Room Support Co. , Advanced Wall Sys
tems, Inc., Wells Cargo, Inc., Colours Design, 
Inc., Saddleback Insulation, Inc., Machinery 
Center, Inc., Industrial Photographics, Curtis 
Steel, Verco Manufacturing Co. , Cameo Co. , 
Coyote Building Materials, Chem-Aqua, Balti
more Aircoil Co. , Engineered Comfort Systems, 
Hydro Conduit Corp., Ideal Supply Co. , Kelly's 
Pipe & Supply, Long & Associates, McQuay In
ternational , Terracon, Cind-R-Lite Block Co., 
Scholzen Products, Prime-Fabrication, Kittrell 
Garlock & Associates, Lochsa Engineering, 
Drottar Priniski Associates, JBA Consulting En
gineers and Southwick and Associates. 

"It takes a tremendous amount of effort to 
bring a project like this together," stated Grove. 
"We certainly appreciate the hard work and ded
ication of all these companies." • 

Setting Standards 
• 
Ill 

Quality & Safety 

5070 S. Alville Street 
Las Vegas, NV 89118 

Phone: (702) 248-
Fax: (702) 248-ll 



Trinity Christian Elementa1-y School 
(above) focuses on smaUeT class sizes and 
a cun"iculum that includes ex tensive 
computeT skiUs. 

Established nationally in 1949, The 
MernJhill Schools ' fint Nevada facility 
(below) is located adjoining Spanish 
Trail in the Las Vegas Valley. 

cility, set to open this fall , could someday 
harbor up to 1,500 students, roughly dou
ble the current number attending. 

Shiloh Christian School is in the midst 
of a $9 million construction project that 
will culminate in the opening next spring 
of new facilities on West Cheyenne 
Avenue. The school, which opened seven 
years ago with seven students and will 
house 520 scholars next year, will be able 
to accommodate up to 680 children in 
grades kinderga1ten through 12. The 
31-acre site will enable Shiloh to offer 
track, soccer and baseball fields, which 
will open in phases. "While we plan to cap 
out in the near future at 680 students, our 
new location will afford us space for 

adding new wings and other expansions," 
Haase explained. 

The Meadows, currently at capacity with 
about 760 students, is also adding to its stu
dent population: the school's preschool is 
scheduled to open in the fall of 1999. Mer
ryhill is taking its educational fonnula val
ley-wide in the coming months; it has taken 
over an existing facility for its Summerlin 
location, and its Peccole Ranch preschool 
will open in August. Menyhill is also work
ing to secure a site for a Green Valley 
preschool it will inaugurate for the 1999-
2000 school year. "We'll continue to grow -
the market is quite vibrant," noted Royal. 
"There aren't too many offerings out there 
yet, and with the rapid growth in the South
em evada school system, public and pri
vate schools combined will have a hard 
tin1e accommodating population growth." 

According to Trinity Christian School's 
Grauberger, potential developments in the 
overall schooling system could burden pri
vate schools with added demand. "If the 
voucher system ever came into being [al
lowing parents more school choice 
through government-subsidized tuition 
coupons], the demand for private schools 
would be so great, the industry would ex
pand everywhere across the country -
especially in a briskly-growing market like 
Tevada," he predicted. 

Not all p1ivate school administrators 
greet the prospect of a voucher sys

tem with excitement. According to Osgood, 
of The Brookfield School, govenunental in
volvement in the private school industry in 
any fonn could become problematic. 
"Charter schools will be equivalent to ex
isting private schools, and the voucher sys-

tern could pose a threat to the traditional 
private school," she surmised. "For exam
ple, Brookfield currently doesn't have to 
accept children who present discipline or 
behavior problems. However, the govem
ment may tell us we have to do so. That's a 
critical consideration, because the success 
of private schools relies on being able to fill 
a niche, to offer something different from 
the public schools - even if that niche is as 
simple as providing a safe environment." 

Others see private schools' success as 
relying on stability in educational philoso
phy. "We're seeing a lot of gimmicky 
schools with substantial faculty turnover, n 

noted Goodman. "It's nearly impossible for 
a school to instill and maintain an abiding 
philosophy of education with constant 
staff turnover." 

For proprietary schools, success will 
rely on adhering to customers' demands, 
according to Royal. Menyhill has found its 
family-oriented approach popular. "The 
key rests in understanding what the fami
lies' requirements are, and making sure we 
address them," Royal explained. "Whether 
those needs revolve around small class 
sizes, cuniculum specifics, specialty class
es, teaching methods or offering effective 
computer and technology programs, lis

tening to our customers will be the foun
dation of our success." 

In Nevada's growing private school mar
ket, Grauberger issues a caveat for par
ents: "Fanillies need to make sure the pri
vate school they choose is licensed by the 
State of Nevada and accredited by educa
tional organizations," he urged. "More pri
vate schools in the state are not licensed 
than are; they have no accreditation, and 
their teachers have no licensing. So many 
children who come to our school from 
other private schools are behind our cur
riculum because they were in an environ
ment with lower standards." 

As Nevada's public schools are increas
ingly strained by exponential population 
growth, parents continue to seek en
hanced school choice. Detennining which 
educational environment is best-suited to 
a child may comprise one of family life's 
major challenges, but today's parents can 
be heartened as educational alternatives of 
all types flourish in Nevada. • 

July 1998 • Ne>11da Business Journal 43 



Meridian Gold relocates 
Me1idian Gold mining company recently 
moved into a 17,000-square-foot office 
(above) on the top floor of a building at 
South Meadows Parkway in Reno. The new 
office is presently home to 40 employees, 
but Meridian expects to double production 
by the year 2000, increasing the need for 
additional employees. 
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Buildin~Nevada 

NEWS IN BRIEF 
Knight Piesold awarded Elko 
Airport contract 
Knight Piesold LLC has been selected by 
the city of Elko to provide airport consult
ing services for the Elko Municipal Air
pmt. Among the projects that may be de
veloped during the five-year contract 
period is a new terminal complex. Knight 
Piesold may be involved in other projects 
such as airport master-planning, environ
mental planning, facilities development 
and land acquisition. 

City of North Las Vegas 
awards Vitrex contract 
Vitrex Corporation was recently awarded 
a contract worth up to $5 million over the 
next five years to provide the implementa
tion and management of a new municipal 
area network for North Las Vegas. The 
contract includes approximately $2 million 
in networking infrastructure, hardware, 
software, installation, support and addi
tional services for the first fiscal year. The 
city has established a provision to out
source the management and desktop sup
pmt for the new network to Vitrex for an 
additional four years. 

Construction 
begins on new 
Hampton Inn 

The Jackson-Shaw 
Company recently 
broke ground on a 
six-story, 325-room 
Hampton Inn located 
on Tropicana near 
Las Vegas Boulevard. 
The hotel is sched
uled for completion 
in April of 1999. 

Del Webb's Anthem, admin
istrative building take shape 

Kitchell Contractors began construction 
of a $4 million Del Webb administrative 
building (above) in Henderson adjacent to 
Del Webb's new master-planned communi
ty, Anthem. The 41,000-square-foot facility, 
with a completion date of January 1999, 
will provide new corporate headquarters 
for the Del Webb Corporation Nevada 
Conununities, Inc. 

Construction for model homes at An
them, a nearly 5,000-acre master-planned 
conmmnity by Del Webb, is well underway. 
Sales at the community began this month 
with model home complexes for Anthem 
Country Club and Sun City Anthem ex
pected to be completed later this year. 

Wingfield Springs' 
community plan recognized 
The conmmnity site plan for Wingfield 
Springs, a master-planned golf community 
in Sparks, has been recognized as among 
the best in 14 western states and the Pacif
ic Rim. An Award of Merit was presented to 
Wingfield Springs' developer, Loeb Enter
prises, LLC, at the Pacific Coast Builders 
Conference and Western Building 
San Francisco last month. Criteria 
selecting the top plans included use 

sues, government prutnership, overall 
sity and traffic circulation. 



Commercial Real Estate Market Report 
RETAIL MARKET SUMMARY 

LAS VEGAS: The retail market experienced 
continued expansion of new construction and 
planned properties for the tourist and local 
market places alike. This trend continues to be 
validated by double digit increases in taxable 
sales, residential growth, and tourism. Addi
tionally, a vacancy rate near 4 percent justifies 
further expansion of the retail marketplace. 

For the local markets, numerous new gro
cery-anchored centers totaling over 3.1 million 
square feet are scheduled to open soon in 
most quadrants of the city. 

The tourist marketplace will enjoy either 
new or expanded projects at numerous Strip 
resorts. These shopping/entertainment ven
ues will both provide a catalyst for continued 

OFFICE MARKET- 1st Quarter 1998 
TOTAL MARKET LAS VEGAS RENO 
Number of Properties 425 170 
Total Square Feet 16,132.304 3.767,655 
Vacant Square Feet 1,845.523 434.183 
Percent Vacant 11.44o/o 11.00% 
New Construction 466.355 103,555 sf 
Net Absorption (SF) 401,487 53.220 
Avg Lease SF/Mo (FSG- NNN)* $1.76 $1.42 
Under Construction 1,108,193 145,000 
Planned Construction 2,281,498 345.400 
(LASS 'A' OFFICE PROPERTIES 
Number of Properties 33 21 
Total Square Feet 3.586,078 1,556,o8o 
Vacant Square Feet 413,410 165,878 
Percent Vacant 11.53o/o 11.00% 
New Construction 209.712 57.500 
Net Absorption (SF) 18,153 12,888 
Avg Lease SF/Mo (FSG- NNN)* $2.08 $1.65 
Under Construction 420,113 102,900 
Planned Construction 977,228 145.800 
(LASS '8' OFFICE PROPERTIES 
Number of Properties 248 61 
Total Square Feet 9.355.591 1,504.423 
Vacant Square Feet 1,092.663 150,920 
Percent Vacant 11.75% io.oo% -----New Construction 234.228 46.~ 
Net Absorption (SF) 342,138 34.800 
Avg Lease SF/Mo (FSG- NNN)* $1.73 $1.40 
Under Construction 654.246 35.878 
Planned Construction 1,291,270 67.600 
(LASS '('OFFICE PROPERTIES 
Number of Properties 144 92 
Total Square Feet 3.190,635 998.750 

.'{_acant Square Feet 332.450 181,085 
Percent Vacant 10.42% 19.00% 
New Construction 22,415 17,500 
Net Absorption (SF) 41,196 10,900 
Avg Lease SF/Mo (FSG- NNN)* $1.51 $1.10 
Under Construction 33.834 15,200 
Planned Construction 13,000 18,8oo 

*Average Monthly Lease Rates for Las Vegas reported 
as Full-Service Gross and for Reno as Net Net Net. 

increases in taxable sales as well as attracting 
and expanding tourist populations. 

The outlook for 1998 remains robust, with 
increases across the board in retail sales, con
struction and planned projects. This trend 
should provide for a strong business climate 
for all activities over the next several years. 

RENO: Strong demographics, declining unem
ployment rates and steady residential growth 
during the first quarter of 1998 continued to 
support a healthy retail market. 

The 12o,ooo-square-foot Sparks Mercan
tile, anchored by Raley's, was completed in 
January. Several new retail projects were initi-

RETAIL MARKET -1st Quarter 1998 
TOTAL MARKET LAS VEGAS RENO 
Number of Properties 198 76 
Total Square Feet 23,845.970 8,799,051 
Vacant Square Feet 940,854 440,000 
Percent Vacant 3·95% 5.00% 
New Construction 409,334 120,000 

Net Absorption (SF) 448.753 -20,000 
Average Lease (N NN) $1.28 $1.05 
Under Construction 1,401,147 85o,ooo 
Planned Construction 3,162,265 11,500 
POWER (ENTERS-
RETAIL (ENTERS> 100,000 SF 
WITH MINIMAL oR' No IN-LINE SPACE 

Number of Properties 19 3 
Total Square Feet (G LA) 5,689,615 1,031,000 

Vacant Square Feet 306,984 10,400 
Percent Vacant 5·40% 1.00°/o 

New Construction 0 0 
Net Absorption (SF) 58.360 0 
Average Lease (NNN) $1.27 $1.00 
Under Construction 0 99.712 
Planned Construction 0 11,500 
COMMUNITY ANO REGIONAL (ENTERS-
RETAIL (ENTERS WITH ANCHOR(S} 

Number of Properties 107 44 
Total Square Feet (GLA) 14,247.683 6.496,608 
Vacant Square Feet 405,004 365,227 
Percent Vacant 2.84°/o 5.6o% 
New Construction 142.517 0 
Net Absorption (SF) 118,063 - 33.375 
Average Lease (NNN} $1.50 $1.o5 
Under Construction 1,369.917 65o,ooo 
Planned Construction 2,780,265 0 
STRIP (ENTERS- RETAIL (ENTERS 

Number of Properties 72 27 
Total Square Feet (GLA) 3,908,672 919,611 
Vacant Square Feet 228,866 64.373 
Percent Vacant 5.86% 7.02% 
New Construction 266,817 0 
Net Absorption (SF) 272.330 13.375 
Average Lease (N N N) $0.92 $.92 
Under Construction 31,230 100,000 

Planned Construction 382,000 0 

lAs VEGAS STATISTICS COMPILED BY LEE & AssOCIATES COMMERCIAL REAL ESTATE SERVICES 

RENO STATISTICS COMPILED BY GRUBB & ElLIS NEVADA COMMERCIAL GROUP 

lr 

ated, including South Meadows Marketplace, 
a grocery-anchored center in Spanish Springs 
and Redfield Promenade, a "lifestyle" center. 
Additionally, two Century Theater 14-screen 
cineplexes are due for completion later this 
year. New-to-the-area retailers announced 
first-time locations, including Eagle Hardware, 
Walgreen's, Rite Aide, Chevy's, Macaroni Grill 
and Aaron Brothers. 

Due to the closing of Levitz Furniture and 
Western Boot World, net absorption for the 
first quarter was negative 2o,ooo square feet. 
However, overall vacancy decreased to ap
proximately 5 percent. 

NEXT MONTH: Industrial Market Summary 

INDUSTRIAL MARKET -1st Quarter 1998 
TOTAL MARKET 
Number of Properties 
Total Square Feet 
Vacant Square Feet 
Percent Vacant 
New Construction 
Net Absorption (SF) 

Under Construction 
Planned Construction 
MULTI-TENANT PROPERTIES 

_Number of Properties 
' Total Square Feet 
Vacant Square Feet 
Percent Vacant 
New Construction 
Net Absorption (SF) 
Under Construction 
Planned Construction 
Average Lease (N NN- MG}* 

Less than 5,ooo SF 
From 5,000·15,000 SF 
Greater than 15,000 SF 

SINGLE· TENANT PROPERTIES 
Number of Properties 

Total Square Feet 
Vacant Square Feet 
Percent Vacant 
New Construction 
Net Absorption (SF) 
Under Construction 
Planned Construction 
Average Lease (MG) 

Less than 5,ooo SF 
From 5,000·15,000 SF 
Greater than 15,000 SF 

Abbreviations 

BTS: Build To Suit 

FSG: Full-Service Gross 

GLA: Gross Leasable Area 

LAs VEGAS RENO 
1,218 678 

48,614,539 42,828,243 

3.402,695 4.279-462 
6.99°/o 10.00% 

596.525 874.332 
965,217 1,043.005 

3.243.593 1,194.503 
4,066,738 1,900,000 

78 
32,409,917 
2,876,832 

8.88% 
56,708 155.000 

554.051 
1,544.747 1,005,503 

' 3¢ 3[.3j3 , 1,400,503 
' L 

3·25% 

500,000 

$0.51 $0.63 

MG: Modified Gross 

N N N: Net Net Net 

SF: Square Foot 

YTD: Year To Date 
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What the local phone company does not 
want local business owners to know. 

NEXTLINK Our entry into the Southern Nevada marketplace gives 

your business a choice in who its local telephone service provider 

will be. Finally. the days of the monopoly are over. 

NEXTLINK can offer your business a full range of telephone services. 

Everything from basic dial tone and long distance, to enhanced services 

such as interactive voice response, smooth full-motion video, high-speed 

data transmission and highly mobile, personal 800 communications products. 

NEXTLINK is locally based right here in Las Vegas. That means we offer 

dedicated, 24-hour live customer service. This allows for instant responses to 

all of your business' needs. 

When you're serious about cost savings and quality service, call NEXTLINK 

We're ready. right now. 

NEXTLINK has over 500 miles of digital fiber optic network already in place. 

The backbone of this network is its multiple SONET rings, which prevent your 

phone service from being cut by detecting transmission problems and then 

rerouting traffic before it is intenrupted. 

NEXTLINK is the clear choice in this new, competitive telecommunications 

environment And, through our digital fiber optic network, we can get your 

business moving at the speed of light Call us. We'll show you just how easy. 

convenient and cost effective it can be to switch your business' phone service 

over to NEXTLINK 

SWITCH. 
Switch to NEXTLINK and rece1ve up 
to 5,000 minutes of free long distance 

for the first month of service: 

*Offer applies to new contracts signed before July 31 , 1998. Some 
restrictions may apply. See sales representative for details. 

YOUR PHONE SERVIC E. REDEFINED 

990-1000 
www.nextlink.net 

http://www.netlink.net


- LIFESTYLES 

Reviewed by 
Kathleen Foley 

TOURING NEVADA 

Rocky Trails 
Las Vegas 869-9991 

Many interesting options are available 
for those who want to escape from the 

neon and glitz this summer and get in 
touch with nature. Rocky Trails tour direc
tor Ed Price, a Ph.D. in geology, offers a 
chance to enjoy and explore the geology, 
fauna, flora and historical points of South
em Nevada and the surrounding area. 
Offerings range from leisurely paced 
nature walks to overnight trips. The Triad 
of Treasures tour offers four days and 
three nights at the Grand Canyon, Bryce 
Canyon and Zion National Parks. Another 
adventure explores Utah's natural temples 
of Zion, the Grand Canyon and the Col
orado River with an optional trail ride 
along the Rio Virgin. Rocky Trails ' Death 
Valley tour investigates ghost towns and 
desert wildlife and includes a stay at the 
elegant Furnace Creek Inn Resort. 

For shorter trips within close range of 
the city, visitors will discover ancient Indi
an sites and breathtaking vivid sandstone 
cliffs at the Valley of Fire. At the Red Rock 
Canyon Conservation Area, they watch 
for the protected desert tortoise and Gila 
monster and enjoy a picnic on the rocks. A 
trip to Mount Charleston offers a cool es
cape from the desert heat as hikers move 
up to aspens and bristlecone pine trees 
along alpine trails. 

Eco Adventures 
Zephyr Cove/Lake Tahoe 588-6142 

For the guided tour of a lifetime, Eco 
Adventures helps Nevada residents and 

visitors alike discover the scenic beauty, 
natural history and outdoor adventure 
Lake Tahoe and the Sierra Nevada have to 

Rocky Trails Tour Director Ed Price, pic

tured at Red Rock Canyon, offers excursions 
exploring the geology and history of South

em Nevada and nearby points of interest. 

offer. Adventurers visit Nevada's historic 
mining and ghost towns, experience 
Native American lands, learn about the 
history and geology of the Lake Tahoe 
basin, or simply enjoy the region 's spec
tacular beauty while enjoying a variety of 
recreational activities. 

A Lake Tahoe natural history tour 
highlights the region 's plants and wildlife, 
native inhabitants, early settlers and more. 
Pyramid Lake and Indian Territory is a 
full-day trip with visits to the Stewart 
Indian Cultural Museum, Fort Churchill 
State Park, ancient petroglyph sites and 
Pyramid Lake. Tours of Virginia City and 
Carson City explore the mines, museums 
and mansions of these historic towns . 
Tours further afield include a visit to the 
ghost town of Bodie, and another to El 
Dorado Wine Country which includes an 
afternoon of wine tasting. Eco Adventures 
also offers a full day trip to Yosemite 
National Park as well as a visit to 
Calaveras Dig Trees State Park, the clos

est grove of giant sequoia trees to Lake 
Tahoe. Seasonal outdoor adventures may 
also be arranged, including nature walks, 
mountain hikes, guided mountain bike 
tours, river rafting trips and fly fishing. 

Cowboy Trail Rides 
Las Vegas 387-2457 

Located near the entrance to the Red 
Rock Canyon Visitor Center, Cowboy 

Trail Rides offers horseback riding, day 
camp facilities for organizations including 
the YMCA, and a rustic picnic and barbe
cue area. Organized tours include the Sun
set Barbecue Ride and the Mustang View
ing Ride. The Sunset Ride, a scenic guided 
tour along the rim 300 feet above the val
ley floor, concludes after dark with a steak 
barbecue at the trailhead. The Mustang 
Viewing Ride offers a chance to eat a pic
nic lunch while enjoying the awe-inspiring 
sight of wild mustangs in their natural 
habitat. Visitors may choose either half 
day or hourly rides. Hiking is also avail
able, and several interesting caves may be 
found in the immediate area. 

The facility may be leased for company 
picnics, birthday parties, barbecues, or 
other celebrations. The wranglers are out
going, friendly and helpful, and mounts 
are well-trained and gentle. Children as 
young as six years old may ride, and they 
arc provided with safety helmets for their 

protection. Cowboy Trail Rides is open 
seven days, operating till midnight in the 
summertime. Reservations are suggested, 
but visitors are welcome to walk up for a 
ride if horses are available. • 



SPEAKING FOR NEVADA 

by Secretmy of State Dean Heller 

Raising Entrepreneurial Capital 
Becomes Easier in Nevada 

Raising money to expand small busi
nesses has always been tough, and 

recent bank mergers have made it even 
more difficult for Nevada companies to fi
nance their growth. However, the evada 
Securities Division (NSD) has recently 
taken steps to make it easier by adopting 
rules to cut the red tape while maintaining 
an acceptable level of investor protection. 

Nevada's securities laws require com
panies offering securities to file disclosure 
documents with the secretary of state's 

SD, and to license their sales persons be
fore offering investments to the public. In · 
addition, a prospectus must be distributed 
to ensure that potential investors receive 
enough information about the company 
and the risks of the investment to make an 
informed decision. 

There are situations where these protec
tions seem unnecessary, and the Nevada 
Legislature has provided exemptions from 
registration and licensing in those cases. 
Exemptions are of two types: securities 
exemptions such as government bonds 
and exchange listed stocks which are 
based on the identity of the issuer; and 
transactional exemptions, such as a resale 
by a shareholder or a small offering to a 
limited group of purchasers. In late 1997, 
the NSD adopted new regulations expand
ing these exemptions to facilitate the rais
ing of capital by small Nevada businesses. 

First, the Small Corporate Offering 
Registration - which allows a company to 
sell up to $1 million of securities using a 
"fill in the blanks" offering document -
was amended to reduce the minimum 
price per share from five dollars to one 
dollar. This creates more outstanding 
shares and allows the original purchaser to 
resell his or her shares more easily. This 
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increased liquidity should make the shares 
more attractive and help companies sell 
these offerings. In addition, evada joined 
other western states to give resident com
panies the option of selling their securities 
in 14 western states with a single state 's re
view of the disclosure. 

Second, evadajoined in a Coordinated 
Equity Review, which allows companies to 
register offerings up to $20 million with 36 
states through registration negotiations 
with only one lead state, shortening the 
registration time and reducing its cost. 
This review is not available for blind pool 
or blank check offerings in which the spe
cific investments- are not disclosed. 

Third, the expense of preparing the of
fering document for registering securities 
is significant and businesses often hesitate 
to incur these costs without some certainty 
the securities will sell once offered. The 
1997 rules include a " testing the waters" 
provision, which allows a company to do 
limited advertising of its securities prior to 
undertaking the costs of registration. No 
money or commitment to purchase may be 
accepted from prospective investors until 
final documents have been approved and 
the securities are registered with the state 
of Nevada and the Securities and Ex
change Commission (SEC). By testing the 
markets, a company can often avoid the 
costs of an unsucessful offering. 

Fourth, the NSD has recognized that cer
tain investors do not need the protection of 
securities registration but can evaluate the 
"deal" using their own resources. Now, a 
company can sell an unlimited amount of 
its securities without registration so long as 
they are sold only to "accredited investors" 
as defined by the SEC. Although the SEC 
defmition is quite technical, an accredited 

investor is usually one who has over 
$1 million in assets, or a $200,000-per-year 
income. This exemption is available only 
for established companies. Development
stage companies as defined in the securities 
act cannot use this exemption. 

To further assist small companies in 
selling their securities, bona fide officers 
or directors of a company are no longer re
quired to be licensed as stock brokers to 
sell their own company's stock, as long as 
no commissions are paid. 

And finally, the rules recognize the 
emerging role of the Internet in raising cap
ital. Companies are now allowed to publi
cize their securities on the Internet without 
violating the statutory prohibition against 
offers of unregistered securities if the Inter
net page contains a restrictive legend. The 
rules also exempt securities industry per
sonnel from licensing requirements until 
they actually conduct business in Nevada. 

These rules are designed to assist Neva
da businesses in meeting the need for ex
pansion capital , and to further the diversi
fication of our state's industrial base by 
attracting new businesses. Coupled with 
our liberal corporate tax laws, this ability 
to raise capital makes Nevada a great place 
for businesses to come and grow with us. 

The Nevada Securities Division of the 
secretary of state 's office will answer 
questions about the rules, but companies 
should consult private counsel for specific 
advice concerning the securities laws as 
they apply to specific offerings. • 



IN SI DE PO LITICS 

by Michael Sullivan 

PROCURING VOTES THE OLD-FASHIONED WAY 
When it comes to garnering votes, campaign advertising 

represents only the tip of the iceberg 

I ' ve always been fascinated by icebergs. 
Perhaps some of my wonderment comes 

from the years I spent in Alaska as a 
child. We took several boat cruises and the 
water always seemed dotted with the 

mammoth ice formations . The shear enor
mity of these monoliths is impressive, but 
what has always interested me is the fact 

that 75 percent of their mass hides from 
our view underwater. 

No, you haven' t accidentally picked up 
National Geographic, and you 're probably 
wondering what icebergs have to do with 
politics (if you aren't, then perhaps you 
should be reading National Geographic). 
Actually, they have a lot in common. 

Good political campaigns are a lot like 
icebergs. While the top is extremely visi
ble, the largest part isn ' t always as easy to 
see. Most people only see the media side of 
a campaign, i.e. the TV and radio commer
cials, the mailer pieces or the billboards 
and road signage. These are certainly im
portant, and take up much of a campaign 's 
budget, but they are created and produced 

by only a handful of people. Most of the 
time, they aren ' t even the focus of a cam
paign's day-to-day operation. 

The largest, "underwater" part of the po
litical campaign iceberg is the grassroots 
effort. On federal races, which may in
clude hundreds of bodies, from door-to
door canvassers, to phone bankers, to 
headquarters staff this army makes up 
the heart and soul of a good campaign. 
Some of the bodies are paid staffers, but 
most are volunteers, doing their job out of 
a love fo~ the candidate or because they 

want to defeat the opponent. Every day 

they work on getting votes the old fash
ioned way - by earning them. 

It's been proven many times, in this 

state and in others, that the candidate with 
the best advertising and biggest budget 
doesn't always win. However, the candi
date with the best grassroots effort hardly 

ever loses -especially in a primary. 
In 1994, then-Democratic Assembly

woman Myrna Williams beat out former 
Clark County Commissioner Thalia Don
dero. How? She had a stellar door-walking 
effort and attended dozens of neighbor
hood meetings, while her opponent had no 
visible presence within the district. Despite 
being outspent $400,000 to $60,000, 
Williams pulled off a stunning upset. 

Looking at Campaign 1998, Kenny 

Guinn not only holds a fundraising edge 
over all other opponents, but his grassroots 
effort is impressive . Statewi.J:Ie coordio2.tor 

Steve Wark and Southern Nevada cam

paign manager Terry Murphy are making 
inroads every day in gaining bi-partisan 
support for Guinn. 

While his top Democratic adversary, 
Las Vegas Mayor Jan Jones, has been slow 
putting together a can1paign team, her 
grassroots effort bas been non-existent. 
She' ll have to rely on what 's already been 

put in place by the Democratic party and 

receive some help from.. Senator Harry 
Reid, who is sure to be turning out his 
supporters in ovember. 

The rest of the top races in Campaign 
'98 will also be decided by grassroots. 
While many of the favorites have more 
money, their opponents could pull off 
upsets by developing a superior voter 
outreach effort. 

Speaking of upsets, attorney general 
candidate Scott Scherer is moving 

closer to one in his bid to unseat incum
bent Frankie Sue Del Papa. While she 
leads him by a wide margin in most 
name recognition polls, the hard-working 
Repub1ican recently stole the AFL-CIO 
endorsement out from under his oppo

nent. That could mean Scherer will also 
get the highly-coveted Police Protective 

Association and Firefighters endorse
ments. A sitting attorney general without 
the support of law enforcement agencies 
could spell disaster. 

Scherer also made a surprise appear
ance at an Assembly Democratic Caucus 
function early in June. Perhaps the most 
shocking thing wasn ' t his presence, but 
the extremely warm acknowledgments 
he received from many of the elected offi
r.il'll~ l'lnrl lnhhyi~t~ . • 

Mike Sullivan is the president of Paladin 
Advertising, a local government affairs 
and political consulting firm. 
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MARKETING 
by John R. Graham 

CAPTURING CUSTOMERS WITH A COMPANY NEWSLETTER 
A well-crafted piece can become a powerful marketing device 

"Newsletters don't sell anything," 
stormed the CEO when the market

ing manager recommended adding a 
newsletter for prospects and customers to 
the company's marketing communications 
program. "They 're too expensive and no
body reads them." 

The company president was right. A 
good newsletter doesn't sell anything. In 
fact, it shouldn ' t. An effective newsletter 
has value because it performs the crucial 
task of pulling customers into a company's 
orbit so they want to buy. 

Whether for consumers or business 
prospects, a good newsletter is designed 
and written to communicate in ways that 
make sense to the reader. In other words, a 
successful newsletter is reader-driven. It 
helps readers solve a problem and provides 
them with helpful information. In doing 
so, it establishes credibility. 

A newsletter can be one of a company's 
most effective sales tools if its goal is to at
tract prospects and keep present customers 
from moving to a competitor. 

Whether it 's a print, audio, or Web site 
newsletter, the issues remain the same. 
Here are five ways a company newsletter 
can aid in building and retaining business: 

1. A newsletter will keep you in front of 
customers and prospects. One of the major 
problems for any sales-oriented company 
is being in the right place at the right time. 
With increasing pressure to reduce costs, 
sales calls are quickly becoming prohibi
tive. And even if controlling costs was not 
at the top of corporate priorities, there 's no 
way for any salesperson to be in front of 
every customer as often as necessary. 

An essential goal of a marketing 
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A newsletter can serve as 

a valuable tool for making 

certain your company is 

viewed as distinct from 

competitors. It does this 

by serving as a vehicle for 

sharing your expertise, 

knowledge and experience. 

newsletter is to keep a company in the cus
tomer's mind. Far too often, out of mind 
means lost sales. On the other hand, an ap
pealing newsletter filled with interesting, 
helpful and cutting-edge information will 
be read. It gives you a "presence" even 
when you are not in front of the customer. 

2. A newsletter puts you in the right 
place when a customer has a need. The 
goal is for the customer to think of you 
when the need arises. Every salesperson 
knows that even the best customer "for
gets" and calls a competitor. 

Through repetition , a well-written 
newsletter makes a strong impression on 
hundreds of current and prospective cus
tomers. Your message reaches your audi
ence whether it is 250 high-potential 
prospects or 25 ,000 prospective buyers. 

One company president tells of a re
quest for his firm 's newsletter. When an 
account representative tried to follow up, it 
was impossible to get through. Yet, almost 
two years later, the person called. "I just 
returned from a West Coast trip and I had 
time to read all your newsletters. I want to 

work with you. When can we get togeth
er?" she asked. 

This became a substantial account. It's 
important to note that she responded to the 
newsletter's content. It was the vehicle for 
communicating the company's message. 

3. A newsletter helps establish and en
hance your credibility. Achieving compet
itive differentiation is both difficult and es
sential in today's marketplace. Amid the 
clutter of messages, companies tend to 
blend together. Finding ways to gain atten
tion- and keep it - isn' t easy. 

Unfortunately, when companies seem to 
emerge from the same mold, price be
comes the single most useful factor in sep
arating them in the mind of the customer. 
If the lowest price is the only quality that 
sets a company apart from the competi
tion, there is no differentiation. Customers 
regard such companies as today's vendor. 

A newsletter can serve as a valuable tool 
for making certain your company is 
viewed as distinct from its competitors. It 
does this by serving as a vehicle for shar
ing a company's expertise, knowledge and 
experience with readers. The newsletter's 
pages are where prospective customers 
discover just how much you know. This 
gives the reader a different basis for doing 
business with you. 

If you provide information that assists 
readers in making their businesses more 
successful, your newsletter readers will 
have greater confidence in your company. 
It's not necessary to send a hefty brochure 
describing your company's capabilities. 
A carefully-crafted newsletter can be a 
vehicle for communicating your message 
so readers can come to their own conclu-



sions about your company's competence. 
4. A newsletter transforms your firm 

into a valuable resource. When it comes 
down to it, how we are perceived is more 
important than all the facts we attempt to 
assemble in order to be convincing. 

" o one knows us" is the most common 
complaint in business. "We just don't have 
a market presence. Everybody knows our 
competitors." As one CEO said, "No mat
ter what we do, we can't seem to shake the 
image many prospective customers have 
of us." That hurts sales. It's a major prob
lem plaguing companies of all sizes. 

One of the best ways to alter inaccurate 
perceptions is through the use of a compa
ny newsletter. The process takes time, of 
course, because perceptions are not modi
fied quickly. But a newsletter can be a 
highly effective tactic for shaping the way 
you want your company viewed. 

5. A newsletter draws the customer to 
you. Customers want to buy from compa
nies that come across as understanding 
what 's important to their business. The 
type of publication that produces maxi
mum results can best be described as a 
marketing newsletter. Its function is to 
communicate a powerful message about 
your company, and establish an image of 
your business in the reader's mind. 

The newsletter passes the test when the 
customer calls you or when your sales 
rep 's telephone call penetrates the voice 
mail system. Instead of being forced into 
a situation of always finding the customer, 
a newsletter helps the customer find you. 

Sadly, far too many companies fail to 
recognize the business development op
portunities presented by a properly writ
ten, carefully edited, customer-oriented 
marketing newsletter. They are unable to 
grasp the immense benefits that can ac
crue to a firm that communicates its mes
sage regularly and forcefully. 

There's no magic to newsletters, and 
they are not the only answer to effective 
marketing. At the same time, they can be
come a primary source of new business 
and a way to retain existing clientele. • 

John R. Graham is president of Graham 

Communications, a marketing services 

and sales consultingfirmfounded in 1976. 
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T A X T p s 

MATCHING YOUR MORTGAGE TO YOUR NEEDS 

T oday, home mortgage lenders offer an 
astounding choice of terms, repay

ment plans and interest rate options. Mort
gage shoppers must be prepared to sort 
through a growing list of financing alter
natives to select the right mortgage - and 
they should do so well before they make 
an offer on a home. To help potential home 
buyers with this process, the following 
profiles discuss some of the different types 
of mortgages available and the various sit
uations they address. 

The Lifer 
You've found your dream house and you 

plan to stay put at least until retirement. 
Your long-term plans make it worthwhile 
for you to pay "a premium" to lock in a 
fixed-rate on your mortgage. With a fixed
rate mortgage, your interest rate and 
monthly payment (for principal and inter
est) stay the same for the life of the loan, 
and your monthly payments steadily re
duce your principal balance. For many 
home buyers, this predictability outweighs 
the lower rates adjustable-rate mortgages 
have to offer. On the down side, if interest 
rates fall, you'll need to refinance if you 
want to take advantage of lower rates. 

The Mover 
You found a house that is fine for now, 

but a promotion, transfer, or your sense of 
adventure is likely to have you moving 
within the next two or three years. Your 
short-term needs make you a likely candi
date for an adjustable rate mortgage 
(ARM). With an ARM, your willingness to 
share the risk of changing interest rates is 
likely to get you a rate 2 to 3 percent lower 
than that offered on fixed-rate loans . To 
provide some degree of protection, most 
ARMs come with "caps" that limit how 
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Making mortgage payments 

for a larger amount than is 

due can save tens of thou

sands in interest costs and 

dramatically shorten the 

term of the loan. 

much the interest rate can change per year 
and over the life of the loan. 

ARMs also are suitable for some first
time home buyers. Since initial rates on 
ARMs are lower than those on fixed-rate 
loans, qualifying for an ARM is easier and 
lower monthly payments enable buyers to 
get more house for their money. 

The Income Climber 
You just started a job with a promising 

future, or perhaps you have just one more 
year of tuition payments for your twin 
daughters. The graduated payment mort
gage (GPM) is designed for home buyers 
with modest incomes and great expecta
tions. With a GPM, monthly payments are 
lower than the interest rate requires in the 
early years, then rise gradually over a set 
period, say five or 10 years, before leveling 
off for the duration of the loan. Even though 
the payments change, the interest rate is 
usually fixed. The lower initial payments 
enable you to buy more house for your 
money, but bear in mind that if your income 
doesn' t rise as expected, you may have dif
ficulty meeting increased payments. 

The WeU-Heeled Buyer 
You 're well established in your career 

and are willing and able to take on extra
large monthly payments to pay off your 
mortgage before you retire. A shorter-term 

mortgage might be your best bet. Because 
there is less long-term risk, lenders charge 
lower interest rates on 15- or 20-year 
loans. A shorter-term mortgage means you 
pay off your loan faster, own your home 
sooner, and save tens of thousands of dol
lars in interest costs. 

If you want to shorten the term of your 
loan but are reluctant to lock yourself into 
a high monthly repayment schedule, you 
can make additional payments toward your 
principal by writing a check for a larger 
amount than what is due. This accomplish
es the same objective, but gives you the 
flexibility to revert back to your original 
monthly payment if money gets tight. 

The First-Time Buyer 
You're anxious to latch onto the Ameri-

can dream, but you haven ' t been able to 
save enough for the standard 20 percent 
down payment. Many lenders offer special 
mortgage programs for first-time buyers 
with low to moderate incomes, some of 
which may include special fmancial coun

seling components. If you 're steadily em
ployed and your debts aren ' t too high, you 
may be able to buy a home for as little as 
3 to 5 percent down. But, unless your loan 
is backed by a government agency, such as 
the Federal Housing Authority (FHA), be 
prepared to pay for private mortgage in
surance, which protects the lender in case 
of default. 

Additional innovative financing options 
are available for almost every situation. But 
the more creative the financing, the more 
difficult it becomes to compare features 
and ensure you're getting a good deal. .. 

Prepared by the Nevada Society of Certi
fied Public Accountants. 



STRA T EGIES 
by George Fuller 

DIGGING OUT FROM UNDER A MOUNTAIN OF PAPERWORK 
Practice flood control for the river of documents crossing your desk 

routine complaint for many business peo
ple is the amount of paperwork they have 
to deal with on a daily basis. What often 
makes this burden even more of a hassle is 
that much of the information going across 
their desks is of little or no value to them 
in doing their jobs. To make matters even 
worse, new technology can add to the 
problem. Computers chum out printouts, 
faxes flow freely, and even voice mail and 
electronic mail add a paperless dimension 
to a flood of information. 

All of this probably leaves you groaning 
whenever you read that some futurist is 
making yet another prediction about the 

paperless office of the future. Believe it 
only when you see it. The truth is that your 
only salvation is to learn how to control a 
mountain of paperwork. Admittedly, gain
ing the upper hand over an information 
overload isn' t easy, but it can be done. 

Selectivity is the first step in reducing 
your reading load. This requires sorting 
your mail before you even begin. The 
exact procedures you use to screen your 
reading material depend upon your job, 
workload and other factors . Use whatever 
system works best for you, but as a gener
al rule screen material to determine its 
priority. Sample groupings might include 
priority items requiring an immediate 
response, those needing less urgent 
replies, general information of value, and 
that which you don' t have to read at all. 

Incidentally, it's a good idea to elimi
nate distractions when you're handling 
the bulk of your paperwork, since inter
ruptions will disturb your concentration. 
Fatigue can also slow the process , 
so try to tackle your paperwork early in 
the morning while your energy levels 
are high. It also helps not to waste time 

trying to understand the meaning of 
confusing correspondence. If practical, 
contact the writer for clarification. Other
wise, unless you must respond immediate
ly, leave difficult reading matter until you 
have sufficient quiet time to struggle 
through it at a slow pace. 

Of course, one of the best ways to con
quer your paperwork is to reduce the flow 
that crosses your desk. For this reason it's 
worth your while to see what paperwork 
you can eliminate at the source. For exam
ple, get your name removed from distribu
tion lists for material you have no use for. 
People tend to haphazardly put others on a 

distribution list without fust checking as to 
whether or not they need and/or want to 
receive the information. 

It's also of value to avoid procrastina
tion when replying to written material. 
Often when letters, memos and other cor
respondence are received, there 's a ten
dency to read it and then put it aside for 
later reply. The problem is that by the time 
you get around to it, you have to read it all 
over again, since you 've long since forgot
ten what it said. 

Answering correspondence right away 
will avoid this time-consuming exercise. 
Of course, this isn't always possible, and 
some correspondence requires additional 
information before drafting a reply. But 
even here, you may want to jot your 
thoughts down in the margin the first time 
you read it so as to save time when you get 
around to responding. 

An often overlooked contributor to the 
paperwork burden is the filing process. 
One of the biggest time-wasters associated 
with paperwork is having to look for 
something that was filed, but no one 
knows where. For this reason, whether you 

file material yourself or have others do it, 
make sure the system is as foolproof as 
possible. Incidentally, it also helps to 
purge your files periodically. Not only 
does it save space, but even more impor
tant, it saves time when you're looking for 
that elusive document. 

There is also a number of measures 
you can take to assist you in staying 
abreast of personal and professional read
ing. For example, carry your own maga
zines to business or personal appoint
ments. Your time will be better spent in 
reading your own subscriptions rather than 
those available in a doctor's offic.e. 

Of course, if you're an avid reader 
there's probably not enough time available 
to read everything. To get around this hur
dle, try to select publications with two cri
teria in mind. First, does the publication 
contain material only pertinent to your in
terests? Second, is the publication a fast 
read? The rapid growth in specialized pub
lications comes about in part from a recog
nition that this is the best way to satisfy a 
seemingly insatiable demand for informa
tion within limited time constraints. 

Although keeping paperwork burdens 
under control is important, don' t let them 
overwhelm you. There will be times when 
the paperwork load seems insurmount
able. This is especially true when you have 
been on a business trip, vacation, or just 
preoccupied with projects that haven ' t al
lowed you to keep pace with your paper
work. When this happens, take the time to 
catch up and conquer your paperwork be-
fore it conquers you. • 

George Fuller is the author of The 
Workplace Survival Guide, published by 
Prentice Hall. 
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CUTTING EDGE 
by Bert K. Blevins Ill 

HANDLING UNWANTED E-MAIL 

You may wonder how, at 5:30a.m., you 
can hit your alarm clock's snooze but

ton with such lightning speed and marks
man precision. You can hit that little button 
without even thinking about it, and drift 
off into Sleepville for another 10 minutes. 
Believe it or not, it takes more effort and 
time to delete unsolicited e-mail after it ar
rives in your Internet account 's mailbox. 
Spam - defined in Internet terminology as 
unsolicited e-mail - has become part of 
our daily lives. Like a billboard alongside 
a beautiful landscape, or a commercial 
during Seinfeld, spam delivers an adver
tisement when you least want it. 

The evada Legislature has outlined a 
solution to the spam dilemma with a new 
law geared to end the practice of unsolicit
ed advertising. The law levies a $10 fine 
per incident against companies or individ
uals sending unsolicited e-mail. umerous 
flaws exist in the new bill, however, mak
ing its use impractical for many falling 
prey to the spam deluge. 

First, the law requires consumers to give 
time-consuming chase to spammers. Say 
we' re going to take some action right now. 
While at my computer writing this article, 
an unsolicited e-mail arrives. The "from" 
entry on the correspondence is not famil 
iar, so now I must expend the time open 
the e-mail and deternline its point of ori
gin. It's an offer from a company in At
lanta selling color printing services. To get 
to the bottom of this, I call the firm 's "800" 
number to tell them to remove my address 
from their list. To my dismay, I hear a 
recording announcing I cannot use this 
800 number from my area code. A call to 
directory assistance reveals that no such 
company exists under that name. 
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By this time, I have spent 15 minutes in 
hot pursuit. I now contact my attorney to 
detennine how I can take further action 
against this menace. 

In the time (not to mention cost) spent 
investigating and bringing civil charges 
against the spa.nl-mail culprit, I could have 
deleted 500 e-mails . The new Nevada bill, 
by design, places the burden on me to 
bring evidence against the spammer. That 
represents a complete waste of time and 
resources for Internet-using consumers. 

Here's another example of the law 's im
potence: let 's say you 're really angry be
cause you just received an e-mail from an 
"adult" website. You want them to take 
you off the list inunediately, so you hit 
"reply." You proceed to give them a key
board lashing by informing them you do 
not appreciate their e-mail, and that in 
Nevada, they are breaking the law. You 
send your response with a flourish ... and 
just placed yourself on the "live one" list. 
The person or company sending the spam 
has identified your e-mail address as ac
tive. Now, watch your inbox fill with a 
multitude of e-mailings from spam sources 
of every kind. Test this "live list" system 
by replying to one of those e-mails and 
wait a few days. You'll see what I'm talk
ing about. Most spam e-mails are not sent 
from living, breathing companies with 

something to lose from a lawsuit. Their 
objective is to build an "active" list, or 
generate a response. Your reply or ac
knowledgment plays right into their hands . 

The key reason this law is ineffective is 
because it is so difficult to enforce. Spam
mers will not be penalized for several rea
sons: many conduct operations outside the 
U.S .; they cannot be tracked through your 
Internet service provider (ISP) because 
they can utilize multiple ISPs to send 
e-mail; you must prove you've had no 
prior contact with the company - a provi
sion which treads dangerously close to a 
violation of the First Amendment. 

There's a more realistic approach to 
fighting spam mail: 
• Drop your America Online account. 

AOL adnlinistrators will only prohibit 
spam when it hurts their network. The 
spam you receive in your AOL mailbox 
will not stop with a complaint. 

• Create a "disposable" e-mail account 
and use it to sign up for infonnation via 
the Internet or traditional means. 

• Obtain an e-mail program, such as 
Calypso, to filter unwanted transmis
sions from your inbox. 

• Change your e-mail address periodically. 
• Do not reply to spam; just delete it. 

The bottom line: by deleting unsolicited 
e-mail, you not only save time, but keep 
your account from being deemed active. 
We should let market forces decide what 
works and what fails. We should employ 
caution and education to SI)' ffile-<~:..s.~~~ 

mers - not ineffectual legislation. 

Corporation, a Las Vegas-based 
marketing and advertising agency. 
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Credit Unions Gro\v 

to Accon1modate 

Members, Office 

Space Abundant 

Across the State 

As Nevada's finance industry continues 

to diversify with the addition of com

munity banks and securities firms, credit 

unions have benefited from brisk growth 

as well. Some credit unions have shown 

dramatic increases in membership and as

sets, a trend likely to continue as the U.S. 

Congress passes legislation lifting mem

bership restrictions for such organizations. 

Look for credit unions to remain an alter

native for members seeking the benefits of 

owning their own fmancial institution. 

Also staying on track with rapid growth 

is available office space across the state. 

Businesses can select from a wide array of 

new and established suites, situated in 

structures ranging from skyscrapers to 

one-story office parks. Rents have re

mained relatively stable since last year, 

belying statewide concerns regarding 

market oversaturation. 

Group health insurance plans constitute 

another sector of Nevada's economy en

joying expansion, as group plan enroll

ment continues to substantially outstrip 

enrollment rates across the rest of the na

tion. Nevadans can take advantage of 

greater options for healthcare coverage 

than ever before. 

Businesses are also increasingly engag
ing newfangled Internet services, as well 

as patronizing printers around the state. 

The burgeoning number of Internet ser

vice providers ensures Nevadans better 

access than ever to the World Wide Web, 

while they rely on printers to supply state

of-the-art graphics presentations for virtu

ally any need. 
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20 Years of 

Performance ..... Not Promises 
Soozi Jones, CCIM 

Broker/Salesman 
• Office/Retail Leasing 
• Office/Retail Sales 
• Investment Land 
• Income Property 
• Build-to Suits 

'RB.u;;"'" 
~Cl!TIYES 

COMMERCIAL 

1903 S. Jones Blvd. #100 
Las Vegas Nevada 89102 

Soozij@aol.com 

702·221·4500 
Each office independently owned and operated 
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Office Space 
Ranked by Gross Leasable Square Footage (25,ooo sq.tt+> 

~ O FFICE 8 ULDING / DEVELOPMENT 

!] LOCATION / ADDRESS 

2 

3 

4 

5 

6 

7 

8 

9 

10 

11 

11 

13 

14 

15 

16 

17 

18 

19 

20 

21 

21 

McCarran Center 
1-215 & Warm Springs Rd. 
Greg Center 
Greg & McCarran 
Sierra Plaza 
6100 Neil Rd. 
Bank of America Center 
1 01 Convention Center Dr. 
Shaheen Business Park 
E. College Pkwy & Research Way 
Sun Plaza 
4th & Lewis 
City Center West 
7201 W. Lake Mead 
Greystone 
1 B50-2030 E. Flamingo Rd . 
NevDex Office Park 
5310 Kietzke Ln. 
The Dawson Buildings 
4045/4055 S. Spencer St. 
100 West Liberty Street 
100 W. Liberty St. 
EastGate Plaza 
Warm Springs & Stephanie 
Nevada Financial Center 
Sahara & Rancho 
Wells Fargo Bank Downtown Bldg. 
300-310 Carson Ave. 
Rainbow Corporate Center 
Rainbow & Washington 
The Atrium Business Tower 
333 N. Rancho 
Flamingo Executive Park 
1050 E. Flamingo Rd . 
Center Point 
4000 Industrial Rd. 
The Pointe at Double Diamond 
South Meadows 
Moana Office Park 
639 l<bell Rd . 
Tech Park at Corporate Circle 
Corporate Cir. & Green Valley Pkwy. 
Truckee River Office Tower 
300 E. Second St. 

23 Commerce Center 
200 S. Virginia St. 

24 Park Flamingo 
2080 E. Flamingo Rd. 

25 U.S. Bank Building 
5190 Neil Rd. 

26 Clark Place 
301 E. Clark Ave. 

27 Kietzke Plaza 
4600 Kietzke 

Cm 
Las Vegas 

Sparks 

Reno 

Las Vegas 

Carson City 

Las Vegas 

Las Vegas 

Las Vegas 

Reno 

Las Vegas 

Reno 

Henderson 

Las Vegas 

Las Vegas 

Las Vegas 

Las Vegas 

Las Vegas 

Las Vegas 

Reno 

Reno 

Henderson 

Reno 

Reno 

Las Vegas 

Reno 

Las Vegas 

Reno 

28 SummerGate Las Vegas 
7674 W. Lake Mead Blvd. 

29 

30 

30 

32 

33 

34 

LakeRidge Centre Office Park Reno 
6050 Plumas St. 
Gateway Business Park Las Vegas 
6300 S. Pecos-Pecos & Sunset 
Mountain Point West Business Park Las Vegas 
5808-5828 W. Spring Mountain Rd. 
Gateway Office Complex Reno 
9390 Gateway Dr. 
Charleston Valley View Las Vegas 
Charleston & Valley View 
Liberty Center Reno 
350 S. Center 

35 500 Corporate Center La.S Vegas 
500 N. Rainbow Blvd. 

35 1301 & 1401 N. Green Valley Pkwy. Henderson 
1301 & 1401 N. Green Valley Pkwy. 

35 Thomas Creek Office Park Reno 
9790 Gateway Blvd. 

38 Corporate Pointe Reno 
5250 S. Virginia St. 

39 Sir Williams Court Las Vegas 
851 S. Rampart Blvd. 

40 Sahara Executive Center Las Vegas 
1785 E. Sahara Ave. 

41 Phoenix Building Las Vegas 
330 E. Third St. 

42 Airport Plaza Reno 
1755 E. Plumb Ln. 

43 5100 W. Sahara Las Vegas 
5100 W. Sahara Ave. 

44 Summerhill Office Plaza Las Vegas 
Lake Mead & Buffalo 

45 The Plaza at Corporate Center Henderson 
Corporate Cir. & Green Valley Pkwy. 

46 Bridgeport Village Las Vegas 
2620 Regatta Drive 
CONTINUED 
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LEASING AGE NT 

Mark Bouchard 

Michael Schnabel 

Ken Stark 

Randy Broadhead 

Gene Rossiter 

Chuck Witters 

John McKeown 

Brad Peterson 
Lisa Gonzales 
Ken Stark 

Lisa Allen 

Mark Bouchard 

Aggie Knoblock 

520-HTH 

Brad Peterson 
Randy Broadhead 
Stephen J. Hoopes 

Renee Ryan
Thrailkill 
Paul Maffei 

John Pinjuv 

Ken Stark 

Rick Smith 

Ken Stark 

Ken Stark 

Randy Broadhead 
Brady Roman 
Ken Stark 

Randy Broadhead 

Ken Stark 

Randy Broadhead 

Ken Stark 

Bob Miller 

Soozi Jones 

John Pinjuv 

Brad Peterson 

Ken Stark 

Rick Smith 

Ken Stark 

John Pinjuv 

Brad Peterson 

-Lisa Gonzales 
Brad Peterson 
Brad Peterson 

John Pinjuv 

Brad Peterson 
Randy Broadhead 
Bob Miller 

Rick Smith 

Soozi Jones 

LEASING 
PHONE 

260-1008 

356-5300 

823-6983 

369-4800 

883-3040 

739-6222 

735-5700 

369-4800 

823-6983 

733-7880 

329-4000 

260-100B 

222-1436 

384-1426 

369-4800 

376-1805 

731-1551 

248-4000 

332-2805 

823-6983 

458-8855 

823-6983 

823-6983 

369-4800 

B23-69B3 

369-4BOO 

B23-6983 

369-4867 

B23-69B3 

254-8332 

221-4500 

332-2805 

369-4800 

B23-6983 

458-8855 

823-69B3 

332-2805 

369-4800 

369-4800 

369-4800 

332-2805 

369-4800 

254-B332 

458-8855 

221-4500 

GROSS 
LEASABLE 
Sa. FT. 

1,200.000 

No. ReNT RANGE 

FLOORS (5/FrJMo.) 

N/A 1.54-1.74 

500,000 1,2 .27-.50 

354,000 5 1.55-1.75 

315,000 12 1.35·1.65 

312,000 .95-1.35 

270,000 14 2.30-2.50 

212,000 5 1.95-2.10 

208,000 2 1.85 

205,000 2 1.75 

175,023 2, 6 1.60·1.75 

160,000 12 1.65-2.00 

160,000 4 1.80-1.85 

157,624 12 2.25-2.45 

155,201 11 DND 

155,034 3 1.85 

138,230 9 1.65 

131,002 3 

130,201 

130,000 2 

12B,OOO 2-4 1.50-1.65 

120,000 1.15-1 .20 

120,000 4 1.35 

118,000 8 1.50-1.65 

113,000 1.75 

112,000 6 1.65 

10B,290 10 1.8 

105,000 1.15 

YEAJ< 
BUILT MAIOR TENANTS 

96-00 Reno Air, Pacific Health Care, MicroAge Computer 

1997 DND 

1988 Sierra Pacific Resources, Microsoft, Utel 

1978 Bank of America, American International Group, Japan 
Travel Bureau 

86-98 State Industrial Insurance System, State Dept. of Taxation, 
State Gaming Control Board 

98-99 Nevada State Bank, Las Vegas Sun, Harrison, Kemp & 
Jones, Chtd. 

97-98 BankWest, Database Consultants, United Title of Nevada 

DND New York Life, Southern Nevada Water Authority, 
CB Richard Ell is 

97-98 Wells Fargo, First American Title, Robert Half 

1976 DND 

1989 EVEREN Securities, Bank of America, Grant Thorton, CPAs 

98-99 U.S. Bank, Pioneer Citizens Bank, Ami! International 

1987 U.S. Bank, Merrill Lynch, Hale, Lane, Peek 

1965 Wells Fargo Bank 

1998 Crossland Mortgage 

1981 U.S. Government, H.U.D., University of Phoenix 

1985 First Plus, Ami!, Kimley-Horn & Associates 

1988 Yates Silverman, Friedmutter & Associates, 
Associated General Contractors 

1998 DND 

96-98 ADP, ProMark One, U.S. Government 

1997 Nextlink, Computer Learning Center, 

1978 

19B2 Wells Fargo, Brooks Fiber, Dean Witter 

DND Old Republic Mortgage, Health South 

1989 Pacific Care, Schwab, CB Richard Ellis 

DND Clark County, Rawlings Olson Cannon Gormley & 
Desruisseaux 

1974 State of Nevada 

104,000 2 1.75 1997 DND 

100,000 2 

92,000 

92,000 

87,614 2 

86,000 1-2 

B5,000 6 

80,000 

80,000 

78,942 

75,000 

72,670 

67,798 

66,132 

62,089 

5B,OOO 

57,000 

55,303 

2 

2 

3 

2 

2 

11 

2 

4 

2 

2 

2 

1.75 1 98-99 DND 

.95-1.00 

1.05-1 .20 

1.65 

1.75 

1.65 

1.7 

1.65 

1.65-1.75 

2.00-2.15 

1.4 

1.75 

1.35 

2.15 

1.65-1.75 

1.25 

1.00-1.30 

1998 DND 

1997 Wells Interiors, So. Nevada Racing Staibles, 
McGuire Research 

1997 DND 

DND North American Mortgage, Kelly Hawkins 

1975 PaineWeber, City of Reno 

''i'9§t> c~ial!tn{l~lino~!.i"t/ft~;G&~'113.r1J'Md;'lg!lflc 

1998 DND 

1997 State Industrial Insurance System, Aristocrate, E3 

1988 Blue Cross/ Blue Shield, New york Life, State Farm 

1997 Peccole Nevada Corp., Bank of America 

DND Stewart Title 

DND DND 

1974 

DND 

1998 DND 

1998 Computer Learning Center 

1992 Captain's Quarters, Desert Shores Medical, Mail N 
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0 ffi c e space (continued) 

Ranked by Gross Leasable Square Footage (25,ooo sq.ft.+> 

" OFFICE BULDING I DEVELOPMENT GROSS RENT RANGE z LEASING LEASABLE No. YEAR 
~ LOCATION I ADDRESS em LEASING AGENT PHONE Sa. Fr. fLOORS (SIFTJMo.) BUILT MAlo• TENArm 

47 Pointe Flamingo Las Vegas Usa Gonzales 369-4800 55,000 3 2.00-2.15 1998 DND 
4000 S. Eastern Ave. 

48 Green Valley Professional Center Henderson Rick Smith 458-8855 54,000 1.60-1.65 1980 Postnet International, Children's Clinic, Century 21 Action 
2501 N. Green Valley Pkwy. Network 

49 Green Valley Civic Center 
2625 N. Green Valley Pkwy. 

Henderson Rick Smith 458·8855 53,000 2 1.80-1.85 1988 Americana Group, REALTORS/ Better Homes & Gardens 

50 Flamingo Courtyard Las Vegas Lisa Gonzales 369-4800 51 ,500 1.4 DND DND 
3075 E. Flamingo Rd . Randy Broadhead 

51 Mountain Point Business Park 
4525-4545 W. Spring Mountain Rd. 

Las Vegas Soozi Jones 221-4500 50,880 .67-1 .00 1995 Nigro Associates, ADI, John Goodman &. Associates 

52 Green Valley Corporate Center I Henderson Rick Smith 458-8855 50,000 2 1.90-2.00 1995 Greenspun, Inc., American Nevada Corp., PBS&J 
901 N. Green Valley Pkwy., Ste. 200 

52 Green Valley Co~orate Center II Henderson Rick Smith 458-8855 50,000 2 1.95 -2.00 1996 Dean Witter Reynolas, Inc., HQ Business Centers, Analysts 
701 N. Green Va ley Pkwy. International Corp. 

54 Alpine Court Las Vegas Chuck Haldeman 796-8888 49,000 2 1.45-1.70 86,96 Alpine Dental, Vet Administration , Oxford Group 
Charleston & Decatur Troy Tobler 

55 Desert Breeze Plaza 
8665 W. Flamingo Rd. 

Las Vegas Soozi Jones 221-4500 46,460 2 1.25-1.45 1997 H&R Block, Allstate, Port of Subs 

56 Winchester Plaza Las Vegas David Burns 364-0909 44,710 2 1.20-1.40 1973 Renal Dialysis Center, Generaux Business Consultants, 
1700 E. Desert Inn Rd. Advanced Dermatology 

57 WestPark Plaza-Rainbow Las Vegas Lyle E. Brennan 592-4098 42,000 1.85-1.95 1997 Rainbow Meaical Center, Dr. Carr-Nevada Institute of 
1321-1331 -1341 S. Rainbow Blvd. Opthamology, Kramer, Glassman, Scraff ObGyn. 

58 Century Park 
1771 E. Flamingo Rd ., Ste 211-B 

Las Vegas Soozi Jones 221-4500 40,000 2 1.45 DND DND 

58 R & R Plaza Las Vegas Soozi Jones 221-4500 40,000 1.50-1 .65 1991 R &. R Advertising, Properties Plus 
8068-8084 W. Sahara Ave. 

60 Shadow Professional Center Las Vegas Soozi Jones 221-4500 37,207 2 1.65-1 .75 1998 DND 
400 S. Shadow Ln . 

61 Paradise Professional Plaza Las Vegas Donna Barbee 434-5890 36,000 2 1.00-1.50 DND Medical, Software, General Office 
4660-4680 S. Eastern Ave. 

62 201 W. Liberty Street Reno John Pinjuv 332-2805 30,000 4 1.55-1.65 1968 United Title Company 
201 W. Liberty St. 

63 WestPark Plaza-Galleria 
1397-1399 Galleria Dr.-Galleria Mall 

Henderson Lyle E. Brennan 592-4098 28,000 2 1.85-1.95 1998 Rainbow Medical Center, Dr. Turner, DDS 

64 Festival Office Park Las Vegas Soozi Jones 221-4500 29,654 1.6 DND Kittrell Garlock 
4170 S. Decatur Blvd. 

65 Buffalo Bridge Las Vegas Soozi Jones 221-4500 25,679 2 1.42 DND Diversified Realty, Land Title 
911 N. Buffalo Dr. 

DND = Did not disclose 
BOOKm.]LJSTS iiilJ Note: The above information was supplied by representatives of the listed companies in response to faxed survey forms. Companies not appearing did not respond. To the best of our knowledge, the information is accurate as of press time. 

OF ' While every effort is made to ensure accuracy and thoroughness, errors and omissions do occur. Send corrections or additions on company letterhezd to TopRank Nevada Statewide Book of lists, Research Dept, 2127 Paradise Rd., LV, tN 89104. 

We Specialize in 
Making You Money 

Commercial Real Estate 

• Leasing 

• Management 

• Brokerage 

• Consulting 

Kevin Donahoe & David Burns 

(702) 364·0909 
Call for evaluation of your current management program 

NO CHARGE! 
www.commercialspecialists.com 

2320 Paseo Del Prado, Suite 207 • Las Vegas, NV 89102 

Don't let Technolouv 
.. S .. L.O .. W .. vou down. 

• TRAINING • MCSE, CNE Tracks. A+, ere 
• SOFTWARE/MID-RANGE CONSULTING 

• OUTSOURCING SERVICES 
•NETWORK CONSULTING 

Whether you're looking for a career 
or a competitive advantage, 

VITREX can provide you with the 
Technology skills to make it happen. 

Give us a call! 

VIT 
Technology with Seryice 

.. . ' -=~ . ....,. 

'31 06 W. Sahara Ave. ,. 
sVegas; NV 89102 
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Group Health Providers 
Ranked by Total Nevada Enl'ollment 

~ HMO 
YEAR 

z PHONE NEVADA y.~o ~~o Esr. IN < 
0:: AODRESS ENROLLMENT OTHER NEVADA HEADQUARTERS SENIOR NV EXECUTIVE 

Health Plan of Nevada 242-7300 172,837 • • 1981 Las Vegas Jonathon W. Bunker 
P.O. Box 15645, Las Vegas 89114-5645 

2 Universal Health Network 356-1181 170,000 1991 King of Prussia, PA Robert W. Danforth 
2345 E. Prater Way, Ste. 305, Sparks 89434 

3 Managed Care Consultants, Inc. 792-2994 145,000 • 1988 Las Vegas Joe Lawrence 
4160 S. Pecos Rd ., Las Vegas 89121 

4 PacifiCare of Nevada/Secure Horizons 269-2700 68,767 • • 1992 Cypress, CA David Kinard 
700 E. Warm Springs Rd. , Las Vegas 89119 

5 Sierra Healthcare Options 242-7800 67,415 • 1989 Las Vegas Jonathon W. Bunker 
P.O. Box 15645, Las Vegas 89114-5645 

6 Nevada Preferred Professionals 384-3366 50,000 • 1984 Las Vegas Fred O'Hare 
2200 S. Rancho Dr. , Ste. 210, Las Vegas 89102 

6 United Healthcare 240-1400 50,000 • • POS 1997 Minnetonka, MN George Goldstein, Ph .D. 
1160 Town Center Dr., Ste. 390, Las Vegas 89134 

8 Saint Mary's Health Plans 829-6000 46,000 • • 1993 Reno Don Kowitz 
5290 Neil Rd. , Reno 89511 

9 Mediversal, Inc. 248-2542 35,000 • POS, Dental, Vision 1995 Las Vegas Koner Bills 
6142 W. Sahara Ave., Las Vegas 89102 

10 Humana Health Care Plans 341-6711 20,839 • • 1984 Louisville, KY Kevin R. Meriwether 
9900 Covington Cross Dr., Las Vegas 89134 

11 Sierra Health & Life Insurance Co. 242-7700 20,246 1906 Las Vegas Jonathon W. Bunker 
P.O. Box 15645, Las Vegas 89114-5645 

12 Amil International of Nevada 221-1000 18,824 • 
1050 E. Flamingo Rd. , Ste. E120, Las Vegas 89110 

• POS 1994 Las Vegas John McCandless 

13 Med One Health Plan 242-7300 5,138 • 1995 Las Vegas Jonathon W. Bunker 
P.O. Box 15645, Las Vegas 89114-5645 

N/A Mutual of Omaha 260-0777 DND • • 1909 Omaha, NE Richard Pugh, Kay Elam 
770 E. Warm Springs Rd. , Las Vegas 89119 

N/A Superior Health Care 322-2202 DND • 1985 Reno Ronald Smith, M.D., Ph.D. 
3400 Kauai Ct., Ste. 105, Reno 89509 

DND ; Did not disclose 
BOOK~LISTS f1IJ Note: The above information was supplied by representatives of the frsted companies in response to faxed survey forms. Companies not appearing did not respond. To the bert of our knowtedge, the information is acOJrate as of 

OF ' While every effort is made to ensure accuracy and thoroughness. erroo and omissions do occur. Send corrections 01 additions on company letterhead to TopRank Nevada Statewide Book of lists, Research Dept , 2127 Paradise Rd., LV, 

TopRank~Nevada 
STATEWIDE BOOK OF LISTS 

Internet Service Providers 
Ranked by CUI'I'ent Subsc!'ibei'S 

BASIC SE RVC 
"'"' ~ INTERN ET PROVI DER PHONE MEMBE RS (PER MONTH) ... "' "'z z 

< AoORESS NPN' UNLm. Use ~~ ~~t= SUBSCRIBER-ONLY SERVICES OTHER SERVICES 0:: EaMAIL 

Great Basin Internet Services, Inc. 348-7299 5,056 $20.00 • • • • DND DND 
50 Washington St., 3rd Floor, Reno 89513 info@greatbasin.net No Yes 
Access Nevada 294-0480 4,000 $19.95 • • • • • Free Website & Swap Shop Classi- Website Design/Hosting, ISDN 
3068 E. Sunset Rd. , Ste. 4, LV 89120 wcharhay@accessnv.com No Yes fied Ads, 24-Hr Tech Support Specialists, Domain Name Registr. 

3 lntercomm Internet Services 353-2600 3,000 $16.95 • • • • • E-Mail, Web Page, News Groups Dedicated Access, ISDN, Web 
1335 Greg St., Ste. 103, Sparks 89431 roger@intercomm.com No Yes Page Creation 

4 Las Vegas Internet 364-8888 2,800+ $19.95 • • . • Personal Website, Unlimited ISDN, Website Hosting/Design, 
4480 Spring Mountain Rd. , LV 89102 support@vegasnet.net No Yes E-Mail, No Busy Signal Business Svcs. 

5 Las Vegas Digitallntemet 248-2448 2,500 $59.95 .. • • • • • Web Mail, Custom Startup Pages, Web Hosting, Convention Svcs., 
5600 W. Spring Mtn. Rd., Ste. 201, LV 89102 jshaffer@lvdi.net No DND Local TUCOWS Mirror, IPass Roam. Intranet, Consulting 

6 XTS.NET 798-0987 600 $19.95 . • . Free Training, Free Tech. Support, Web Hosting/Design, Domain 
3171 W. Tompkins Ave., LV 89103 ssinnock@xts.net No Yes 2 E-Mail Accts., Personal Web Sites Regist., Front-page Support 

7 Toiyabe Information Services 362-6592 50 $25.00 • • • . Website, Secure Shopping Sites, Database Design/Implementation 
4340 W. Hacienda Ave., LV 89118 julie@toiyabe.com No Yes Businesses Only 

N/A Connection Plus 933-3330 DND $19.95 . Website Design/Hosting, E-Mail, Technical Support/Training, Space 
275 E. Tropicana Ave., Ste. 200, LV 89109 info@cplv.com No Yes Dedicated Lines for Personal Web Page 

N/A Future Media 885-0220 DND DND DND Web Design Services, Internet 
304 S. Minnesota, Carson City 89703 info@media.com DND DND Consulting 

N/A Oasis Media 688-6262 DND DND DND Content Design 
675 Holcomb Ave., Reno 89502 larry@oasismedia.com No DND 

N/A PowerNet 326-5200 DND $18.95 . • • • . DND DND 
PO Box 3650, Reno 89505 info@powernet.net No Yes 

N/A Prime Cable, ExpressNet 383-4000 DND $39.95 DND Web Hosting 
121 S. Martin Luther King Blvd., LV 89106 postmaster@lvcm.com No Yes 

N/A PrimeServer 876-7517 DND Free •" • • • • • Website Hosting, Advertising E-Mail, News Groups, Custom 
3855 S. Valley View Blvd., Ste. 12, LV 89103 sales@primeserver.net Yes Yes Agency Svcs., Small Business Pkgs. Programming 

N/A RMC Internet Services, Inc. 208-336-9200 DND $14.95 . . . . . DND Web Hosting, Web Design, Intra-
PO Box 1162, Boise, ID 83705 mlukes@rmci.net DND Yes net!Extranet Design, Network Svcs. 

N/A Skylink Networks, Inc. 260-0900 DND $19.95 • • • • • ISDN starting at $19.95 DND 
6455 S. Industrial Rd., Ste. F, LV 89118 sales@skylink.net No Yes 

N/A @Wizard.com 317-2001 DND $19.95 . . . . . Wiz-Kids.com DND 
2001 S. Jones, Ste. K, LV 89102 george@wizard.com No Yes 

DND ; Did not disclose ' NPN; Provider is part of the National Provider Network '*LVDI charges by the quarter ... PrimeServer provides Internet access free with Web hostir.s 
BOOK~LISTS f1IJ Note: The abo\'e information was suppfied by representatives of the rmed companies in response to faxed survey forms. Companies not appearing did not respond. To the best of our knowledge, the information is acrurcn zs 

OF ' While every effort is made to ensure accuracy and thoroughness. erro~ and omissions do occur. Send corrections or additions on company letterhead to TopRank Nevada Statewide Book of Lists, Research Depl , 2127 Paradise It:_ 
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Credit Unions 
Ranked by Total Nevada Membership 

ANNUAL EMPLOYEES 

! CREDIT UNION PHONE TOTAL NEVADA Assm ASSET LOANS FULL PART 
ADDRESS M EMBERSHIP (000) GROWTH (000) TIME TIME SENIOR NV EXECUTIVE 

Nevada Federal Credit Union 76,700 $460,000 10.8 $298,000 208 Brad Beat 
2645 S. Mojave Rd., Las Vegas 89121 

2 Silver State Schools Federal Credit Union 37 ,200 $280,000 9.5 $148,000 J. Alan Pughes 
4221 S. Mcleod Dr., Las Vegas 89121 

3 Greater Nevada Federal Credit Union 36,497 $178,967 11.1 $126,111 95 
451 Eagle Station Ln., Carson City 89702 

4 Weststar Credit Union 25 ,000 $88,000 5.0 $58,000 55 
PO Box 94138, Las Vegas 89193 

228-2228 $192,200 15.0 $152,900 

293-7777 $275,000 10.0 $175,000 

873-7300 $85,626 10.8 $62,698 

871-4746 $74,094 DND $62,598 

$81,000 12.0 

10 Great Basin Federal Credit Union 10,183 $47,531 1.5 $34,512 
981 Bible Way, Reno 89502 

11 Elko Federal Credit Union 9,302 $40,385 17.9 $34,745 
2397 Mountain Hwy., Elko 89801 

12 Cumorah Credit Union 8,450 $63 ,800 11.9 $47,288 
PO Box 70060, Las Vegas 89170-0060 

8,000 $32,000 11.0 $27,000 21 

382-5010 6,500 $69,649 7.0 $52 ,466 19 

397-2390 5,615 $27,542 11.7 $19,976 14 

346-5743 5,600 $53 ,897 DND $50,184 29 

945-2421 4,223 $36,871 6.7 $27,161 18 

871-0977 4,000 $24,039 8.0 $18,737 9 

564-2646 3,771 $14,467 0.9 $10,966 11 

20 West Side Federal Credit Union 648-8971 3,565 $3 ,572 27.6 $2,552 5 
416 W. Madison Avenue, Las Vegas 89106 

21 Sierra Pacific Employees Federal Credit Union 689-4579 3,1 77 $26,541 4.6 $14,120 5 
PO Box 10100, Reno 89510 

22 SWG Federal Credit Union 876-7229 2,500 $11 ,735 DND $7,942 4 
PO Box 94767, Henderson 89014 

23 Reno City Employees Federal Credit Union 334-2038 2,430 $15,526 13.7 $10,686 4 
386 Holcomb Avenue, Reno 89302 

24 SP Sparks Federal Credit Union 358-1910 2,389 $18,730 2.4 $12 ,338 8 
1640 Prater Way, Sparks 89432 

25 Churchill County Federal Credit Union 423 -7444 1,903 $14,460 12.9 $6,828 DND 3 
667 S. Maine St., Fallon 89406 

26 Sparks City Employees Federal Credit Union 359-1795 1,683 $8,542 3.0 $5,543 4 0 
PO Box 387, Sparks 89432 

27 Las Vegas UP Employees Federal Credit Union 382-9688 1,553 $5,805 4.7 $3,495 3 
320 N. 10th Street, Las Vegas 89101 

EW No 401 Credit Union 329-3883 1,332 $7 ,280 -3 .0 $4,875 3 
2713 E. 4th Street, Reno 89515 

Stage Employees Federal Credit Union 873-3675 1,204 $7,622 1.3 $6,327 3 
3000 Valley View Blvd S., Las Vegas 89102 

Las Vegas Federal Credit Union 251 -8011 1,097 $3 ,174 28.8 $2,416 3 Ronald Helvie 
31 00 W. Sahara Avenue, Ste. 206, Las Vegas 891 02 

Pahranagat Valley Federal Credit Union 725-3586 825 $2,163 46.9 $1,687 Sharon Marich 
PO Box 41~, Alamo 89001 

Enterprise Community Federal Credit Union 648-4330 440 $1 ,900 DND $264 
1951 Stella Lake Dr., Ste. K, Las Vegas 89106 

33 White Pine County School Employees FCU 289-4811 437 $1,093 -1.9 $867 0 
1800 Bobcat Drive, Ely 89301 

34 US Lime Employees Federal Credit Union 564-1360 150 $187 -5.6 $155 0 0 
PO Box 127, Henderson 89015 

DND = Did not disclose Some information obtilined at www.ncua.gov. 
BOOKg liSTS fiiJ Note: The above information was supplied by representatives of the listed companiEs in response to faxed survey forms. Companies not appearing did not respond. To the best of our knowledge, the information is accurate zs 

OF ' While t:iery effort is made to ensure accuracy and thoroughness, errors and omissions do occur. Send corrections or additions on company letterhead to TopRank Nevada Statewide Book of Usts, Research Oepl, 2127 Parad'.rse Rd.. 
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Commercial Printers 
Ranked by Number of Nevada Employees 

" COMMERCIAL PRINTER PH ONE NV EMPL. IN-HOUSE AvG. Joo z 
< 

"' AoDRESS E·MAIL YEAR EST. TYPESETTING (DAYS) SPECIALTIES SENIOR NV EXECUTIVE(S) 
Graphics West 798-9444 110 Yes 2·5 Electronic Prepress Dept., Scanner and Film Output, 8· and Wayne Dutt 
3901 Graphic Center, LV 89118 1976 6-Color Presses, Letterpress Dept.: Foil, Emboss, Die Cut, etc. Jack Krietzburg 

2 H & H Enterprises 800-873-9133 105 Yes 6-10 lndi~o Digital Press, Custom Imprinted Computer Accessories, Susan E. Wheeler 
4070 Vanessa Dr., LV 89103 1984 Sing e/Four·Color Processes 

3 MAC Printing 255-121 1 102 Yes 2·5 Publications, Brochures, Catalogs, Direct Mail, Forms, Digital Ed Hamilton 
7350 Prairie Falcon Rd., LV 89128 1983 Prepress, Heat Set and Open Webs, Sheetfed, Full Bindery 

4 Nevada Color Litho 643·2110 60 Yes 2·5 Electronic Pre-press, Scanning, Multi-Color Presses, John Aamot 
4151 N. Pecos Rd., Ste. 203, LV 89128 jaamot@intermind.net 1994 Embossing/Die Cutting/ Foiling, Bindery, Ink Jet Addressing 

4 Skipco Inc. 827-8888 60 Yes 2·5 Manuals, Booklet-Making, Toshiba FC-70 Disk Readable Color Gary Harouff 
240 S. Rock, Ste. 101, Reno 89502 1982 Copier, Personal Service, Attention to Detail 

6 Mercury Bluegrint & Supply Co., Inc. 794-4400 50 No Large Format Digital Color Signage to 52, Vinyl Banners, Mount· Suzanne Garcia 
2910 S. High and Dr., Ste. 4, LV 89109 info@mercuryblue.com 1954 ing and Laminating, OCE 9BOO Digital Printing/Scanning 

7 Image Rich , Inc. 257-2810 45 Yes 6·10 Large Fonnat Digital Printing, Backdrops/Murals/Banners, Con· Richard Bartko 
4545 W. Diablo Dr. , Ste. A, LV 89118 rbartko@imagerich.com 1994 vention Sign./Bus Shelters, Backlit Sign. , High Res. Digital Imaging 

8 Bear Industries Printing & Publishing BOO· 766-6755 40 
105 Cal Ln. , Sparks 89431 1986 

Yes 2·5 Brochures, Books, Posters, Foil/Emboss/ Die Cutting, Full Bindery Jerry R. Cail 

9 Southwest Printers 367·2544 40 No 2·5 Publications, Coupon Books, Convention Show Dailies, In-House Robert L. Morgan 
3721 Meade Ave., LV 89102 swprint@swprntrs.com 1963 Bindery-Inserting, 14 Unit Open Web 

10 Quality Impressions 798-9005 36 Yes 2·5 Hi-End Multi-Color Printer, Foil Stamping/Embossing, Die Lou Oliver 
6295 Harrison Dr., Ste. 29, LV 89120 qiprint@anv.net 1971 Cutting, Full Electronic Pre-press, Pocket Gluer Automated 

11 Color Reflections 262·9300 25 DND 2·5 Digital Image Processing, Heidleberg Joe Castellano 
4600 S. Polaris, LV 89103 1995 

12 CM Repro~raphics Inc. 222-1757 21 Yes Digital Printing/Scanning, Reprographic Svcs. , AEC Express Bernadette Carver 
4445 S. Va ley View, Ste. 1, LV 89103 1989 Satell ite Transmission, Full-Color Digital Printers 

13 Desert Printing and Mailing 382-8500 18 Yes 2·5 Mail Merge Lasering, Direct lmff,ression Addressing, Data Base Robert Mignault 
1776 Industrial Rd. , LV 89102 sales@dpms.com 1995 Management, All Areas of Mai ing 

13 lntraForm 252·4560 18 Yes 6-10 Labels, Business Forms, Envelopes, Tags, Laser Forms Doug Clary 
3230 Polaris, Ste. 4, LV 89102 1993 

13 Valley Print & Mail 786·1439 18 Yes 2-5 Complete Graphics/Pre-press Services, Full-Service Mailing Gary A. Quaintance 
420 Valley Rd., Reno 89512 1985 Dept. , CO/Cassette Duplication-Pkgs. Available 

16 Century Graphics 795-0440 15 Yes 2-5 Quality 4-Color Printing, Presentation Folders, Brochures, Rack Barbara Cimaglia 
4645 S. Procyon, Ste. C, LV 89103 century@intermind.net 1984 Cards 

17 Barker Business Systems 856-1771 13 Yes DND Business Forms, 4-Color Printing, Commercial Printing, Ross Barker 
PO Box 11155, Reno B9510 barker.fonns@worldnet.att.net 1954 Envelopes, Design/Composition 

17 Superior Letterpress, Inc. 734·8355 13 Yes 6-10 40-lnch Folder-Diecutter, Letterpress, Offset Service Joseph Jacobs 
2702 S. Highland, LV 89109 1979 

19 Haigs Quality Printing 382·1006 12 Yes 2-5 4-Color, Die Cutting, Letterpress V.J. Taslakian 
2412 S. Highland Dr., LV 89102 Haigs@earthlink.net 1996 

19 RAFSCO Nevada 356-9132 12 Yes 6-10 Narrow Web Offset Presses, Continuous or Sheeted, Up to 4 Vince Roggero 
1555 Industrial Way, Sparks 89431 1961 Colors, Printer/Keno Gaming Supplies 

19 Reno Typographers 852-8800 12 Yes 2-5 Print on Demand, Color Specialist/Trade Shop, Color Separa- Robert Nemeth 
9_580 Prototype Ct. , Reno 89511 rnemeth@renotype.com 1931 !ions/ Scanning, Prof. Graphic Production/ Preflight 

22 Hanes Thomas Printers 384-5072 11 Yes 2-5 Foiling, Embossing, Die Cutting, 4-Color Process Printing Steven E. Bramson 
2120 Industrial Rd., LV 89102 1956 

23 A&B Printin~ 731-5888 10 Yes 2-5 Short Run 4-Color Process Michael Passer 
2912 S. Hig land Dr., Ste B, LV 89109 abprint@ixnetcom.com 1991 

23 BFC Inc. 568-6822 10 Yes 6-10 Healthcare/ Property Management Specialist, Large Sheet David Sanberg 
150 N. Gibson, Ste. D, Henderson 89014 BFC@powernet.net 1990 Capacity to 36, Large Diecut Capacity to 40 

23 Minuteman Printing Inc. 355-8604 10 Yes 2-5 Perfect Binding, Color Copier, High Volume Black & White Harry Jamason 
1285 Marietta Way, Sparks 89431 1975 
1577 Vassar St., Reno 89502 

26 Allegra Print & l ma~ing 829-7768 9 Yes 2-5 1-4 Color Printing, Color Copying, Hi-Speed Copying, Desktop J.C. Weir 
5301 Longley Ln., te. 47, Reno 89511 jcweir1 @powernet.net 1988 Publishing, Computer to Plate 

26 City Quick Print, Inc. 362-7510 9 Yes 2-5 Color Printing, Carbonless Forms, Fast Turnaround Adis S. Dombu 
3883 Spring Mountain Rd. , LV 89102 cityqprint@aol.com 1981 

26 Copy Center at Manpower 642-0200 9 Yes 2-5 Xerox Docutech NP 135, Xerox Regal 5790/ Fiery Control , Full Greg Goussak 
2516 Losee Rd ., N. LV 89030 1979 Binding Service 

26 Eastern Sierra Publishing 883-4322 9 Yes 2-5 8-Unit Goss Community Web Press, Newspapers, Tabloids, JimAIIdis 
3756 Gross Cir., Carson City 89705 1978 Booklets 

30 Alan Business Service 883-8840 8 Yes 2-5 Small Quantity Color Jobs, Full Process Color, Binded, Center, Barry Wynott 
951 N. Stewart St., Carson City 89701 1988 Professional Graphic Design, Large Run Catalog Pro uction 

30 Beckwith Printing 253-9503 8 Yes 2-5 Commercial Printing, Short Run 4-Color Process Printing, Rodney Beckwith 
3140 S. Valley View, Ste. 6, LV 89102 1991 Business Forms/Cards/Letterhead, Brochures 

30 Elite Printing 734-7788 8 Yes 2-5 DND Toby Edelman 
3139 Industrial Rd., LV 89109 1990 

30 Graphics 2000 79B-6181 8 Yes 2-5 Entertainment Design/Printing William Biggerstaff 
6290 Harrison Dr., Ste. 16, LV 89120 gr2000@sprynet.com 1980 

30 International Minute Press 359-8808 8 Yes 2-5 Color Copies, Bindery Services, Fax Services John D. Hill 
252 E. Glendale Ave., Sparks 89431 1994 

30 Print in Copy Center 738-9200 8 Yes 2-5 Fast Turnaround, Full Color, In-House Design, Full-Service Reece Keener 
565 W. Silver St., Elko 89801 rkeener@sierra.net 1986 Commercial Printer, Large Format Graphics 

36 Creative Copies + 882-52B5 7 Yes 2-5 4-Color Printing, Die Cutting DND 
2990 Hwy. 50 East, Carson City B9701 creative@pyramid. net 19B3 

36 International Minute Press 359-8808 7 Yes 2-5 Bindery, Continuous Forms/Checks, All Commercial/Social John Hill 
252 E. Glendale Ave., Sparks 89431 1993 Printing, Labels, Phone Cards 
803 W. 4th St., Reno 89503 imp@powernet.net 

36 Kwik-Kohy Printing 382-1838 7 Yes 2-5 Color Laser Copies, High-Speed Duplicating, Offset Printing David Gunn 
923 E. C arleston Blvd ., LV 89104 kwikopy@aol.com 197B 

36 Midnight Printing 399-5650 7 Yes 2-5 DND David Cadish 
2721 Losee Rd., Ste. A, N. LV 89030 midniteprn@aol.com 1991 

36 Reno Printing Inc. 322-4200 7 Yes 6-10 Publications, Catalogs, Brochures, Product Sheets, Multicolor Richard M. Stout 
940 Matley Ln ., Reno B9502 reproprinting.com 1887 Printing, Bindery, In-House Color Separations/ Publication Design 

41 Competitive lrna3e Inc. 220-8844 6 Yes 2-5 In-House 4-Color Process/Raised Printing, Rush Service Available Charlotte Burks-Powell 
3685 S. Highlan Dr., LV 89103 1995 

41 Economy Speed Press Inc. 8B2-9384 6 Yes 2-5 DND Sallie Rasmussen 
714 N. Curry St. , Carson City 89703 1973 

41 Keystone Quality Printing 323-7716 6 Yes 2-5 Ad Specialties, Full-Color Printing Dave Lyson 
890 W. 5th St., Reno 89503 david@keystoneprinting.com 1988 

CONTINUED 
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~ COMMERCIAL PRI NTER PHONE NV EMPL. IN-H OUSE AVG. JOB z 
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41 PIP Printing Reno 786-4464 6 Yes 2·5 Printing High-Volume Duplications, Color Copies, Bulk Mailing, David Spillers 
188 California Ave. , Reno 89509 PIP301 @aol.com 1975 Graphic Design 

41 R&S Printing 362-8868 6 Yes 2·5 2-Color Presses, In-House Bindel)' Bob Klinefelter 
4625 W. Flamingo Rd ., LV 89103 1985 

41 Valley Press, Inc. 871-0660 6 Yes 2-5 All Types of Offset Printing, Carbonless Forms Jack Chanin 
3021 S. Valley View Blvd., Sle. 105, LV 89102 1988 

47 Arrowhead Printing 871-1119 5 Yes 2·5 Offset Printing, Bindel)' SeiVices, High-Speed Copying DND 
4340 Valley View, Ste. 218, LV 89103 1983 

47 East Valley Printing & Graphics Inc. 655-5366 5 Yes 2·5 DND Alan Huss 
4894 Lone Mountain Rd., LV 89130 evpg@aol.com 1993 

47 Moore Printing Inc. 471·0555 5 Yes 2·5 Fuii-SeiVice Pre-press, Printing Facilities and Bindel)' SeiVices Donald Moore, Jr. 
2121 Western Ave., Ste. B·1 , LV 89102 mooreprtin@aol.com 1994 

47 Print Masters 359-5601 5 Yes 2·5 Booklets, Short Run 4-Color Process, Newsletters, Accept Disks DND 
1375 Greg St. , Ste. 102, Sparks 89431 printmasters@intercomm.com 1990 for PC or Mac with Adobe, MS Publisher, Corel, QuarkXpress 

51 B&C Printing Inc. 727·8155 4 Yes 6·10 In-House 4-Color, Laminating up to 24 Wide, Numbering, Die Bruce Paskvan 
201 S. Frontage Rd. , Pahrump 89048 1992 Cutting 

51 Rapid Color Printing 792·6055 4 No 2·5 Short Run 4-Color Process Paul Huckabay 
3330 S. Highland Dr., LV 89109 1990 

51 Sierra Nevada Printing 882-2230 4 Yes 6·10 OCE High-Speed Copy Press Jeri)' Doran 
301 Hot Springs Rd., Ste. 4, Carson City 89706 1961 

51 Wylie's Copy Center 883-6973 4 Yes 1-5 Digital Mailing, Large Format Full Color, High Resolution Wylie Wilson 
211 E. Ninth St., Carson City 89701 wylies@alpine.net 1981 Scanning, Svc. Bureau, High Speed Digital Reproduction 

55 Coordinated Systems & Supplies L.P. 791-5508 3 Yes 6·10 Hotel Office Forms, 4· to 12·Color Process, Holograms, Playing Frank Scott 
4185 S. Paradise Rd., Ste. 1226, LV 89109 csslasvegas@earthlink.com 1993 Cards/Casino Supplies, Room Key Cards, Advertising Specialties 

55 In The Dark, Inc. 227-0115 3 Yes 2-5 2-Color Printing, 4-Color Copying, Perforating, Numbering, Janet Ames 
4440 S. AIVille, Ste. 17, LV 89103 inthedark@earthlink.net 1991 LayouUDesign 

N/A A Fast Copy Printing & Graphics 454·3278 DND Yes 2·5 Quality Printing Diann Lebsack 
4865 S. Pecos Rd. , Ste. 1A, LV 89121 1986 

N/A Black Mountain Graphics 566·1395 DND Yes 6-10 Flat Bed Scanner, Image Setter Mark Thompson 
1000 N. Stephanie Pl., Ste. 9, Hdn 89014 blackmtn@wizard.com 1996 

N/A Callahan's Printing, Inc. 786·5981 DND Yes 2·5 DND Gordon Callahan 
130 S. Wells Ave. , Reno 85202 1970 

N/A Fog~ Printing 876-5338 DND Yes 2·5 Die Cutting, Numbering, Scoring, Perforating Sean Fogarty 
3585 . Highland Dr., Ste. 53, LV 89103 1998 

N/A National Laser Express 251-9581 DND No New and Remanufactured Supplies, Hard-to-find Supplies James Cardwell 
4200 W. Desert Inn Rd ., Ste. C, LV 89102 1993 

DND = Did not disclose 

BOOK~LISTS ~ Note: The above information was supplied by representatives of the listed companies in response to faxed survey forms. Companies not appearing did not respond. To the best of our knowledge, the information is accurate as of press time. 
OF IM:.L:.I While every effort is made to ensure acwracy and thoroughness. errors and omissions do occur. Send corrections or additions on company letterhead to TopRank Nevada Statewide Book of lists, Research Dept, 2127 Paradise Rd., LV, W 89104. 
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Helping Nevada Businesses Make 
Great Impressions for Nearly 30 Years 

evada's leading industries have 

become known around the world 
for their distinctive advertising, 
promotions and informational 

materials. Quality Impressions, a Las Vegas
based commercial printer, has constituted the 
commercial printer behind many of those 

images for the last 27 years. While Quality 
Impressions accommodates a broad array of 
printing needs, irs commitment to excellence 
has never wavered. 

"In our industry, it's a common assump

tion that reasonable price, high quality and 
quick turnaround are mutually exclusive," 
stared Lou Oliver, president of Quality 
Impressions, which specializes in high-end 
printing. "However, we're consistently able to 

deliver all of those components. We regularly 
surpass our customers' expectations, meeting 
their scheduling demands while offering com

petitive pricing and a quality product. " 
Continually exceeding expectations re

quires careful attention to customers' needs 
throughout the entire printing process, from 
prepress through delivery. "Before we even 
commit to a job, we determine exactly what 
the client needs," explained Trish Cain, the 
company's secretary and treasurer. "We con

sider the scope of the project, pinpoint rime 
and schedule constraints and we anticipate 
potential issues and concerns. That allows us 
to address problems before they become cost
ly mistakes, both in terms of rime and money. 
It's a challenge we love - no day is the same, 

and it's exciting to see projects emerge into 
finished products we're proud of, and that our 
client can utilize effectively." 

The more than 35 employees at Quality 

A wide range of machinery is used to conclude a project as quickly and efficiently as possible. 

Impressions share Cain's enthusiasm for the 
quality of their work. " one of us would sell 
something to a customer that we wouldn't 
buy ourselves," Oliver asserted. "Our em
ployees are extremely conscientious, dedicated 
and professional. Quality Impressions main
tains a family atmosphere characterized by 
low turnover, a high regard for quality and an 

emphasis on completing projects within the 
rime frame allotted. Nobody wants to hear 
about why we can't deliver; they want to know 
when we can do so." 

A passion for their business continues to 
separate Quality Impressions from other com
panies like it, and remains the mainstay of 
their success. Oliver, an Illinois native who 
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came to Las Vegas in 1975, has harbored a 
love for printing and graphic arts since high 
school, and studied the field in college. He 
has found working in the business highly 
rewarding: "There's a strong element of saris
faction in meeting deadlines and pleasing 
customers," he said. Cain has resided in 

Southern Nevada since 1971 ; the Flagstaff 
native studied business and art at Northern 
Arizona University. When the rwo partnered 
to rake over Quality Impressions in 1980, the 
business occupied 2,400 square feet and 
claimed eight workers. Today, its 35 full-time 

employees enjoy a state-of-the-art, 13,200-
square-foor facility housing a wide range of 
machinery designed to conclude a project as 



Quality Impressiom also works extensively with 
such peripherals as foil stamping, embossing and 
die cutting. Lower right photo: A closer look at 
our automated Haskim Glue Folder. 

quickly and efficiencly as possible. 
Such cutting-edge technology, coupled 

with professionalism, has entailed the 
foundation of ongoing success for Quality 
Impressions, which has handled printing 

work for "every major hotel property in 
town," according to Oliver, as well as adver
tising agencies and manufacturers. Although 
the bulk of the company's work remains Clark 

County-based, they've also coordinated jobs 
for entities in New Jersey, Virginia, Utah and 

California. Quality Impressions has success
fully completed orders including as many as 
Eve to six million pieces of work, and the Erm 

possesses the capability to work with more 
traditional single-, rwo- and four-color art as 
well as more demanding seven- and eight

color pieces. Quality Impressions also works 
extensively with such peripherals as foil 
stamping and embossing. T he printer's cus

tomers benefit from working with a company 
capable of meeting all their needs from the 
prepress phase through delivery of the final 
product, and its sales staff is comprised of in
dustry professionals who have experienced 
virtually every facet of the industry. 

Its ability to consistencly deliver results 

over the years has given Quality Impressions a 
rcputatiuu rul 'tauility thar h~ rt:mained 
popular with a variety of businesses. Noted 
Cain, "A substantial amount of our clientele 
has come to us via word-of-mouth," a testa
ment to the caliber of service and workman

ship Quality Impressions provides. 
T heir long-term residence in Southern 

Nevada has given Oliver and Cain a love for 
Las Vegas and a strong commitment to giving 
back to the community. Cain has been in
volved in WestCare since 1979, and she has 
been active with the UNLV Football Founda
tion since it was established in the mid-1980s. 
Oliver previously held posts on the board of 
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directors of the Paradise Valley Lircle League, 

and remains active in assorted Litcle League 
organizations. Quality Impressions also do

nates annually to such groups as Opportunity 
Village and the Arthritis Foundation, and has 
coordinated printing jobs for DARE, HELP 
of Southern Nevada, MADD and Candle
Lighters, a charity designed to assist families 
of children with cancer. "Las Vegas has been 
good to us, and it's important that we take 
measures to make life a litcle easier for those in 
need," Cain noted. 

Quality Impressions represents a vital con
tributor to the Las Vegas Valley's business 
community. Although much of its work is co
ordinated behind the scenes, its efforts will re

main highly visible, as increasing numbers of 
companies turn to Quality Impressions for its 
attentive customer service and commitment 
to the highest standards of quality. 

FI NE COMME RC IAL PRINTING 

702-798-9005 
6295 Harrison Dr., Suite 29 

Pork 2000 Complex 
Los Vegas, Nevada 89120 



eeping up with Nevada's brisk 
rowth rate continues to represent 
one of the state's most substan

tial challenges. With firms like 
VPoint, that task becomes easier. VPoint 
coordinates the engineering and survey
ing process from start to finish for some of 
Nevada's most prominent master-plans 
and developers, as well as growing num
bers of public works projects throughout 
the state. For Kathy Smith, VPoint's owner 
and president, playing a role in Nevada's 
growth is rewarding for numerous reasons. 

"I was born in Nevada, and my family 
is heavily involved in construction state
wide ," noted Smith, a graduate of Ely 
High School who has a civil engineering 
degree from the University of Nevada
Reno. Smith's father, the late Dewey E. 
Carson (Dewey E. Carson Inc.) initiated 
her at an early age in the construction of 
infrastructure and the building of commu
nities. Smith's cousin , Doug Carson, owns 
Las Vegas-based Carson Construction; 
her brother, Keith Carson , operates Ely's 
Carson Unlimited and the newly con
structed Elyon Water Bottling Plant. "I 
grew up around backhoes and trenchers . 
Most kids ' parents bought new cars, my 
folks bought construction equipment. It's 
been such an important part of my family 
and what we do. " 

With her professional and educational 
credentials, Smith continues to build a full 
service firm capable of addressing a vari
ety of land planning, engineering and sur
veying needs with a hands-on, technical
ly-advanced approach . VPoint's eleven 

licensed engineers, six licensed land sur
veyors and two water rights surveyors 
combine with a total staff of 50 to meet 
clients ' zoning , planning , surveying and 
engineering needs. VPoint also assists 
cl ients in obtaining construction permits , 
a task requiring "a great deal of coordina
tion among the various entities," accord
ing to Smith. In addition to establishing an 
expansive customer base in the private 
developme[1t industry, VPoint performs 
water resource work, including water re
search and the design of water tanks and 
pump stations. VPoint is currently coordi
nating work on six Las Vegas-area mas
ter-plans, ranging from 320 to 1,700 acres 

ADVERTORIAL 

in size. The firm's clients include The De
velopers of Nevada, Frey Development, 
The MacDonald Fami ly, E.A. Collins De
velopment, Mart & Brian Collins, Jim Gair 
& Associates, Pacific Properties, Station 
Casinos and The Henderson Valley Auto 
Mall. VPoint's commercial work includes 
Southwest Gas Corp. , Torino Construc
tions, The Metz Center on the Strip Terri
ble Herbst Corp., Sullivan Development, 
Turtle Stop, the Rancho Santa Fe Center 
and Toys R Us. The Company assisted 
Las Vegas Discount Golf in its relocation 
to accommodate the Hard Rock Hotel 
parking , and planned and engineered 
around FAA flight path height regulations 

Vpoint's Owner and President Kathy Smith (center) is pictured with staff members at the company's Las 
Vegas office: (1. tor.) Tim Echeverria, Vicki Hainsworth, Paul Chao, Stewart Zachry, Kathy Smith, Greg Rivero, 
Trudi Lim, Terry Hamblet, Kevin Keyes and Carl Corbett. 
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Above. Field Survey Manager Stewart Zachry (left) 
with members of Vpoint's Survey Field Crew, Party 
Chief Brian Houston (center) and Steve Valez. 

Below: VPoint's Owner and President Kathy Smith 

for St. Andrews Golf Corp.'s All American 
SportPark Facility located on the Southern 
Strip at Sunset and Las Vegas Blvd. 

Although VPoint has developed a 
strong client base in the construction in
dustry, Smith is eager to garner the 

firm more public works projects. VPoint 
opened a Reno location last November 
with a goal of "growing the branch into a 
substantial publ ic works office," Smith ex-

plained. "we're concentrating on water re
source and transportation projects in the 
north, and we're supplementing that with 
activities in our Las Vegas location. We're 
conducting work in the water rights , water 
resource design , and planning for im
proved freeway access. 

The variety of projects VPoint coordi
nates represents a significant source of 
enjoyment for Smith and others at the 
firm . "No two jobs are the same, and we 
derive a great sense of accomplishment 
from meeting constantly-evolving chal
lenges," Smith stated. "For example, with 
the 350-acre Ventana Canyon master
pian, we annexed the land from Clark 
County into the City of Henderson, and re
zoned the property from industrial to resi
dential and commercial uses. Surmount
ing those obstacles took two years, and 
negotiations among three landowners, 
but we got the job done. We take a proac
tive approach to such challenges, and we 
believe it's our responsibility as the engi
neering and surveying firm to address is
sues and concerns so they don't become 
obstacles for our clients. " 

That proactive approach to contending 

with clients' concerns is also evident in 
the role VPoint's staff have assumed in the 
community. "We enjoy helping to foster 
positive growth in cities around the state," 
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Smith asserted. Smith previously served 
on the City of Henderson's Planning Com
mission and recently finished assisting 
the revision of the City of Henderson's 
zoning codes. Smith currently serves on 
Clark County's Title 29 Code Rewrite Spe
cial Districts; Users Group. "We realize 
our clients' customers are looking for 
more than just homes - they're seeking 
communities offering a living environment 
that contributes advantageously to their 
lifestyles. The most effective way we can 
serve such demands is to assume an ac
tive role in outlining community planning 
standards as they change. " 

That commitment to an ongoing com
munity presence characterizes VPoint's 
customer service philosophy as well. "We 
aren't looking to develop one-time clients. 
Our objective revolves around establish
ing enduring relationships with our 
clients ," Smith noted. "Our staff is tight
knit, and they work hard for our clients 
during every phase of the project. They 
also understand the importance of keep
ing clients continually apprised of the 
process. Our clients rely on us, as the en
gineering and surveying professionals, to 
guide them through the process. " 

In the future , Smith anticipates expand
ing VPoint to include 60 employees, a 
size which will enable the firm to "still pro
vide the personalized service and acces
sibility we offer our clients," she stated. 
For businesses and communities across 
Nevada, VPoint will continue to offer an 
appealing combination of positive attrib
utes for those seeking planning, engi
neering and surveying work: tenure in the 
community, experienced and dedicated 
employees, the latest technologies and 
most critically, the strongest commitment 
to customer service excellence. 
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St. Mary's acquires Qual-Care 
and cos Group Health 
Saint Mary 's Managed Care Corporation 
recently announced the acquisition of 
Qual-Care, Inc., Qual-Care Nevada, Inc., 
and CDS, Qual-Care Nevada, Inc. and 
Qual-Care, Inc,, with annual revenues of 
approximately $300,000, provide group 
health and workers ' compensation man

aged care products, respectively, to over 
18,000 employees for the Nevada Em
ployers Health Care Coalition and other 
self-funded employers. CDS of Nevada, 
with group health and worker compen
sation divisions, provides health services 

to more than 20,000 employees for self
funded employers. The acquisitions re
sulted in an additional 85 employees for 
Reno-based Saint Mary's. 

Las Vegas tops list with highest 
occupancy, most rooms 
Las Vegas tops the list with the largest 
room inventory and the highest occupancy 
rate in the U.S. , according to a report from 
Smith Travel Research, a leading industry 
tracking firm, Las Vegas boasts more than 

106,000 rooms, and the city 's 1997 occu
pancy was 86.4 percent, according to the 
report. Las Vegas ' average occupancy level 
exceeds the national average of 64.5 per
cent. The city also continues to be the 
United States' leading value destination 

with average room rates of $62, compared 
to the national average of over $75. 

Sierra and Kaiser sign definitive 
agreement 
Officials from HMO Texas, L.C., an affili
ate of Sierra Health Services, and Kaiser 
Permanente Southwest Division recently 
signed definitive agreements, through 
which HMO Texas will purchase the assets 

of Kaiser Foundation Health Plan of 
Texas and Permanente Medical Associa
tion of Texas . The acquisition, announced 
in late May, has been ratified by the boards 
of directors of both companies. The trans
action is expected to close on or before 

October 31 , 1998, subject to approval by 
regulatory agencies. 

Wells Fargo supports community projects 
Four non-profit organizations that bring varied services and resources to Southern 
Nevada have received Wells Fargo grants totaling more than $35,000. Entities receiving 
grants are the Las Vegas Natural History Museum, Boys Hope/Girls Hope, Nevada Dance 
Theater and Community Counseling Center. Above: Wells Fargo Senior Vice President 
Jay Kornmayer (right) presents a $7,500 check to Nevada Dance Theatre Executive 

. Director Bradley Stith and Chairwoman of the Board Nancy Houssells. 

Norwest opens south Carson 
branch 
Norwest Bank Nevada recently celebrated 

the opening of its new South Carson store 
located at 4222 South Carson Street. The 

4,500-square foot facility is the bank's sec
ond store in the Carson area. Last month, 
Norwest Corp. and Wells Fargo & Co. an
nounced plans to merge. The transaction 
will create the largest bank in Nevada, and 
is expected to be complete by year-end. 

Station Casinos acquires King 8 
Gambling Hall & Hotel 
Officials of Station Casinos, Inc. recently 
announced the company has reached an 
agreement to lease approximately 19 acres 
of land at Tropicana and Interstate 15 in 
Las Vegas. The property is currently the 
site of the King 8 Hotel & Gambling Hall, 
a small casino, hotel and truck stop. The 

company will take over operations of the 
existing facility pending Nevada Gaming 
Control Board approval, and continue to 

operate the property in its existing config
uration until further development of the 

site is warranted. 

Summerlin welcomes USA Group 
Construction is underway for USA Group's 
71 ,607-square-foot student loan service 
center at the corner of Town Center Drive 

and West Charleston. The building will an
chor business development along the 
Charleston corridor totaling 136 acres on a 
site that is part of the proposed Summerlin 
Town Center. The USA Group site will 
eventually be flanked by retail centers and 
additional office space. USA Group, Inc ., 
an Indiana-based nonprofit corporation, 

provides support to a network of compa-
continued on page 72 
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INTERNET& 

Without Janeva 
Jan eva bridges the gap between the Internet and 
marketing strategy. Whether you already have a 
website or are looking to have one created, Jan eva 
is the right partner for you. 

We build websites around our clients marketing and 
advertising needs. To make your website deliver the 
most impact, we integrate your existing advertising 
campaign and marketing components. 

If you already have a website and are looking to 
improve the marketing and advertising perfor
mance, call Janeva first. We can help you take your 
website to the next level to make it a vital part of the 
marketing strategy. 

With Janeva 
.Janeva specializes in: 
• Advertising agency outsourcing 
• Working with your MIS dept. 
• Website marketing strategy 
• Search engine placement 
• Advertising integration 
• Creative design 

Call 1-800-644-0912 today. 
info@janeva.com or http://janeva.com 

eva 
CORPORATION 

Marketing for the Entrepreneur 



PEOPLE ON THE MOVE 

LORI ANDERSEN 

L ori Andersen has 
joined Lucchesi and 

Associates as a commer
cial real estate agent. 
Andersen, who has 15 
years of experience in 
the commercial con
struction industry, will 

act as a liaison between corporate clients 
and the marketplace. Her duties will in
clude client support and the development 
and coordination of information manage
ment and resource systems. 

RICHARD COOMBS 

GLORIA RICE 

)AN NEITZERT 

Del Webb recently an
nounced several manage
ment changes. Richard 
Coombs and Glor ia 
Rice have been hired by 
Del Webb's Coventry 
Homes. Coombs is the 
organization's new con
troller and Rice will 
serve as marketing man
ager. Most recently a di
vision controller for 
Woodside Homes of 
Nevada, Coombs has 
more than 10 years on 
public and managerial 
accounting. Rice was 
formerly with Taylor 
Woodrow Homes and 
Pacific Homes. She has 
been in the new-home 
building industry for 
11 years. Jan Neitzert 
has been promoted to 

community association manager for Sun 
City MacDonald Ranch Community As
sociation, where she will be responsible 
for coordinating the day-to-day operations 
of the association. She was formerly the 
activities director for the association. 
John Dekker and Ed Smith have been 
promoted to sales managers for Sun City 
Summerlin and Lorraine Roberts has 
been named sales manager of Sun City 

MacDonald Ranch. Dekker, who joined 
Del Webb in January, has also been named 
sales manager for Sun City Anthem in 
Henderson. Smith was formerly a sales 
associate at Sun City Tucson, and most re
cently at Sun City Summerlin. Roberts 
was formerly executive director for the 
community association at Sun City Mac
Donald Ranch. 

Colliers International 
has named Gina J ones 
chief operating officer. 
Jones, a 17-year resident 
of Nevada will be re
sponsible for day-to-day 
operations of the compa-

FRANK MARRETII ny. Previously, she was a 

founding partner in eight Kinko's Copy 
Center stores with locations in Nevada 
and Arizona. The company also an
nounced that F rank Marretti ill has 
joined the company as investment broker. 
Most recently Marretti was an investment 
associate with the Las Vegas office of 
Marcus & Millichap. 

MARGE lANDRY 

Marge Landry and 
Diana Bousquet have 
joined I nsigh t Realty 
Associates, a branch 
of Insight Holdings. 
Landry, with more than 
20 years of commercial 
real estate experience, is 
the company's new man
aging partner. She has 
held positions with Stu
art Mixer Asset Manage
ment, The Vista Group 
and The Koll Company. 
Bousquet has accepted 

DIANA BousQUET the position of senior 

property manager, and will be responsible 
for the daily management of retail, office 
and industrial properties for the company. 
Prior to joining Insight she was with Stu
art Mixer Asset Management. Bousquet 
also serves on the board of the National 
Association of Women in Construction. 

John Hum mer was recently named 
CEO/managing director of Universal 
Health Services, Inc.' s (UHS) Desert 
Springs Hospital in Las Vegas. He has 10 
years of senior hospital management ex
perience and has been with UHS for the 
past seven years. Most recently, Hummer 
served as chief operating officer for The 
George Washington University Hospital 
in Washington, D.C. 

Scott Kadlek has joined NEXTLINK 
Nevada as warehouse manager. With more 
than 10 years of warehous~ managerial ex
perience, he was previously the distribu
tion center manager at Arrow International 
in Minnesota. NEXTLINK also announced 
that Stephanie Steurer has joined the 
company as account manager. She previ
ously held positions in credit and activa
tions and customer service/sales at AT&T 
Wireless and Cellular One in Las Vegas. 

Alan Johnson has 
joined the client services 
group of the McCarthy 
S outhwest Division , 
with responsibility for 
marketing and business 
development in the 

ALAN JoHNsoN Nevada market. Johnson 
brings 30 years of experience in the con
struction, engineering and manufacturing 
sectors, including positions in sales and 
marketing, operations management and 
industrial training. 

American Nevada Corp. 
has hired Douglas Abell 
as senior project manager 
for the construction of 
Sun Plaza, a 13-story of
fice complex to be locat
ed in downtown Las 

DOUGLAS ABELL Vegas. With 25 years of 
real estate development experience, Abell 
will be responsible for coordinating the 
activities of all architects, engineers, and 
general contractors involved in the design 
and construction of the project. continued 
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PEOPLE ON THE MOVE 

Colonial Bank of 
Nevada promoted 
Jacqueline Parker to 
senior vice president/ 
branch administrator and 
Verna Ridgway to assis
tant vice president/senior 

JAcQUELINE PARKER operations officer. Park
er, who was promoted 
from vice president, was 
formerly with Continen
tal National Bank for 
nearly 10 years. Her ex
perience in the banking 
industry also includes 

VERNA RIDGWAY tenures With Nevada 
State Bank and Valley Bank of Nevada. 
Ridgway has been with Colonial Bank for 
two years and was promoted from the 
position of operations officer. In her new 
position, she will oversee the operations 
of all bank offices, including security and 
human resources. 

Tony Vail has been appointed general 
manager of Meadowood Mall, the largest 

ROBERT L. 
BOLICK 

LTD. 
Attorneys 

At Law 

6060 
W. Elton Avenue 

Las Vegas, NV 891 07 

retail center in Northern Nevada. Vail has 
extensive experience in mall management 
and was formerly the general manager of 
Lakewood Mall and Tacoma Mall, both in 
Washington. Vail will direct the overall 
operations of Meadowood and work 
closely with the center's marketing direc
tor, its tenants and the community. 

Commerce Loan Com
pany , a division of 
Bank of Commerce, 
has appointed Margaret 
Kruglov to the position 
of business development 
officer, where she will 

MARGARET KRUGLOV provide Small Business 
Administration guaranteed loans to busi
nesses throughout Southern Nevada. 
Kruglov was formerl y with Goleta 
National Bank. 

Dr. J. Russell Dyer has been named pro
ject manager for the U.S. Department of 
Energy 's Yucca Site Characterization 
Project. He has been acting project man-

ager since the retirement of Wesley 
Barnes late last year. Dyer has overall re
sponsibility for the study of Yucca Moun
tain as a potential site for the nation's first 
spent fuel and high-level radioactive 
waste repository. 

PAULA HOBSON 

Community Bank of 
Nevada recently hired 
Christina Primack as 
residential loan officer 
and promoted Shelly 
Kissel to the same posi
tion. Primack was for
merly with Citizens 
Mortgage where she held 
a similar position. She 
has also worked with Pri
mack Homes, The Home 
Service Team and Dan
skin Corporation. Kissel 
joined the bank in 1996. 

RICHARD THOMPKINS She was formerly with 

ICM Mortgage, a Pulte Home-owned com
pany, where she held the position of mort-
gage loan processor. continued 

• Family Limited Partnerships 

• Limited-Liability Companies 

• Professional Corporations 

• Wills & Trusts 

• Tax Planning 

• Business Litigation 

• Offshore Entities 

870-6060 
www.bolick.org Over 17 Years Tax, Business, & Estate Planning Experience 
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CCfSS -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. 

MfN IT lfS - A generous tenant improvement package, abundant 

parking and high-tech security are just a few of the many features 

ofWestPark Plaza Galleria. 
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continued from page 67 

nies offering education loan, financial and 
management services to those pursuing, 
promoting or providing education. The 
company employs almost 3,000 people at 
offices in 16 states and the District of 
Columbia. The Summerlin facility is the 
organization's first Nevada office. 

Nevada medical education 
receives increased funding 
University Medical Center's board of 
trustees recently approved a 1998-1999 
budget of $7,676,904 for its joint teach
ing programs with the University of 
Nevada School of Medicine. The budget 
represents a 14 percent increase over 
the previous year. 

Pioneer opens Henderson branch 
Pioneer Citizens recently opened a new 
branch at 460 Stephanie Street in Hen
derson. A temporary facility will serve 
until the permanent building is complet
ed in December of this year. The branch 
is the bank's second in the Henderson! 
Green Valley area, and seventh in the 
Las Vegas Valley. 

B of A small business loan 
expected to increase 
Bank of America recently implemented a 
new screening process that pre-approves 
existing clients, and is expected to result 
in a 29 percent increase in small business 
loan volume over last year. In 1997, the 
bank booked 1,747 small business loans 
and lines of credit for more than $90 mil
lion to new borrowers . Bank officials an
ticipate booking over 2,250 loans and 
lines of credit to new borrowers this year. 

New emergency helicopter 
unveiled 
AirLife helicopter, a part of the Clark 
County AirLife program, was recently un
veiled at Sunrise Hospital and Medical 
Center. Owned by Mercy Air Services, 
Inc., the emergency helicopter is spon
sored by Sunrise Hospital and Medical 
Center, University Medical Center and St. 
Rose Dominican Hospital. Its services are 
available to all community hospitals . • 
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PEOPLE ON THE MOVE 

Paula Hobson has joined Roseman 
Marketing Inc. as vice president of busi
ness development. With more than 15 
years of experience, Hobson has been in 
sales and marketing in Nevada since 1986 
both in Reno and Las Vegas. 

Richard Tompkins, M.D. has been named 
chief executive officer and president of 
Southwest Medical Associates, Inc., a di
vision of Sierra Health Services, Inc . 
Tompkins is board certified in pediatrics 
with specialty training in neonatology. He 
has 20 years of experience in clinical prac
tice, medical school and residency teach
ing, and hospital staff administration. Prior 
to joining Sierra, he was president of 
Strategic HealthCare Management, Inc. in 
Brea, Calif. 

The National Association of Industrial 
and Office Properties (NAIOP) recently 
elected Peter Gulash to its board of direc
tors. Gulash, marketing department man
ager for Kleinfelder, also serves as chair
man of NAIOP's public affairs committee. 

Denise Milldrum has been named ac
count executive for Creative Dynamics 
Inc., where she will be responsible for ac
count management of various client ac
counts. Milldrum was formerly marketing 
and advertising manager of the Edgewater 

Hotel and Casino. 

KATHY KLINE 

The Sports Club Las 
Vegas (formerly the 
Green Valley Athletic 
Club) recently promoted 
Kathy Kline to opera
tions manager. A 10-year 
veteran of the company, 
Kline will oversee all 

member activities and facilities. She for
merly owned and operated the Dance & 
Twirl studio for 10 years. 

U.S. Bank's Northern evada corporate 
banking group has announced the promo
tion of two officers to the position of 
assistant vice president. Peter Lindbom 

is assistant vice president and non
credit relationship manager in the bank's 
corporate division. He joined the bank in 
1990. Mark Esnoz has been elevated to 
assistant vice president and corporate 
relationship manager, where he will de
velop and oversee a portfolio of loans for 
customers with annual sales greater than 
$10 million. A native of Reno, Esnoz 
joined the bank in 1989. 

Holly Lobelson has 
joined MassMedia as 
account executive. Previ
ously, she was a reporter 
for the Escondido, Calif. 
North County Times. 
Lobelson has more than 

HoLLY LoBELSON six years of experience as 

a print reporter. She has also worked as a 
copywriter for KUSI TV 51 news and for a 
San Diego radio station. Lobelson will 
conduct public relations duties and event 
management for MassMedia clients. 

Truckee Meadows Community College 
(TMCC) recently named Tom Sargent di
rector of its Institute for Business & In
dustry. Sargent was formerly head of the 
institute's computer training center. Prior 
to joining TMCC in 1996, Sargent spent 
more than 12 years at Metro Truck & 

Tractor Leasing in Maryland as a director 
of MIS/DP and programmer/analyst. 

Nancy Eklof has joined Creative 
Services Agency as director. Eklof, a 
long-time Reno advertising and public 
relations executive, most recently served 
as vice president and agency director 
for the Reno office of R&R Advertising, 
a statewide agency. 

BankWest of Nevada has hired Mark 
Larson as vice president/regional manager 
for its new northwest Las Vegas regional 
banking center located at Tenaya Way and 
Lake Mead Boulevard. Larson, who has 25 
years ' experience in the financial services 
industry, previously worked for U.S. Bank 
of Nevada as district manager. • 



BUSINESS INDICATORS 

ANALYSIS · · ····-
With Asian countries facing economic 

difficulties during the past year, not 
surprisingly, economic fallout occurred . 
The region's hardest hit country, Indone
sia, went through a political crisis with 
President Suharto resigning. Concurrently, 
economic conditions in Nevada and the 
U.S. remain on a course that is best de
scribed as "it's as good as it gets." As 
such, the political standing of President 
Clinton and the U.S. Congress remains 
buoyant, even in the face of intensive 
news coverage of alleged improprieties. 

The historically observed fragility of 
economic cycles and the increasing inter
dependence of world economies, none
theless, have some concerned about the 
long-term outlook. Japan's persistent slug
gishness and its government's inattentive
ness to a weak banking situation, exten
sive questioning about the credibility 
of lMF bailout packages across the politi
cal spectrum, and an historical record 
suggesting economic effects of financial 
crises subside only after some time, have 
forecasters alert to the possibility of fur
ther effects on the U.S. economy. 

U.S. and Nevada economic conditions 
remain good, with unemployment rates 
at 4-3 and 4-5 percent, respectively. Evi
dence drawn from anecdotal news sug: 
gests, however, some possible future 
weaknesses. But, early reports of poten
tial economic anemia fall far short of a 
clear message that recessionary condi
tions will arise in the near future. No relief 
is expected in some key tight labor mar
kets . All in all, general economic activity 
remains in good health. 

Nevada's gaming industry, however, 
reported a modest 2.72 percent gain in 
gross gaming revenue over year-ago levels 
for April. As such, gaming activity, a major 
profit center for Nevada's key tourism in
dustry, remains on a subpar growth trend. 
The focus on the future of gaming has 
tended to be on the long-run perspective 
in Reno and Northern Nevada and on 
short-term issues in Las Vegas and South
ern Nevada. As a result, current discus
sions will be the foundation for future 
activity and economic performance. 

R. Keith Schwer 

UNLV Center for Business 
and Economic Research 

UNEMPLOYMENT 

Nevada 

Las Vegas MSA 

Reno MSA 

U.S. (SEASONALLY ADJUSTED) 

RETAIL ACTIVITY 

Nevada Taxable Sales ($ ooo) 

Clark County 

Washoe County 

U.S. Retail Sales ($ MILLION) 

DATE 

05 /98 

05/98 

05/98 

05/98 

04/98 

04/98 

04/98 

05 / 98 

LATEST 
PERIOD 

4-3 
4-1 

3-8 

4-3 

2,117,896 

1,498,198 

348,151 

224,623 

PREVIOUS 
PERIOD 

4-6 

4-3 
4-2 

4·3 

2,241.752 

1,574.422 

375,075 
222,580 

YEAR YEARLY 
AGO o/oCHG 

3-7 16.22 

3-8 7-89 

3-3 15.15 

4·8 -10.42 

2,021,256 4-78 

1.397.475 7-21 

329,849 5-55 
210,972 6.47 

GROSS GAMING REVENUE · 

Nevada ($ ooo) 2.72 

Clark County 04/ 98 515,501,147 530,217,817 501,540,003 

Washoe County 3-29 

CONSTRUCTION ACTIVITY 

Las Vegas Area Permits 

New Residences 1Q98 5,110 4.298 4.700 8.72 

New Commercial 1Q98 313 296 . 350 -10.57 

Reno Area Permits 

New Residences 1Q98 655 752 453 44-59 
New Commercial* 

u.s. 
Housing Starts (ooo) 05 /98 1,530 1,541 1,404 8.97 
Total Construction ($ BILLION) 04/98 630.1 625.0 596-9 5.56 

HOUSING SALES 

Las Vegas Area 

Average Sales Price (tl 4Q97 141,263 136,015 141,625 -0.26 

Average Cost $/Sq. Ft. 4Q97 77-87 76.19 75-69 2.88 

Average Mortgage Rate <2l 4Q97 7.60 7-74 7.80 -2.56 

Washoe County* 

U.S. Home Sales (ooo) 04/98 888 844 762 16.54 

TRANSPORTATION · 

Total Passengers (3l 

McCarran Int. Airport, LV 1Q98 7.367,606 7.410,769 7.686,377 -4-15 
Reno/Tahoe Int. Airport 1Q98 1,762,342 1,570,115 1,673,508 5-31 

State Taxable Gasoline Sales ($ ooo) 04/98 71,487.984 72,911,824 71,024,886 o.65 

POPULATION ESTIMATES · · 

Nevada 7197 1,688,600 5-52 
Clark County 7197 1,192,200 1,115,940 6.83 
Washoe County 7197 311.340 306,810 

NATIONAL ECONOMY 

Consumer Price Index <4l 05 /98 162.8 162.5 160.1 1.69 

Money Supply-M1 ($ BILLION) 05 / 98 1077-9 1079-7 1064.3 1.28 

Prime Rate 05/98 8.50 8.50 8.50 0.00 

Three-Month U.S. T·Bill 05/98 5-03 5.00 5-13 - 1.95 
Gross Domestic Product ($ BILLION) 1Q98 8359-3 8227-4 7933·6 5-37 

NOTES: (1) houses, condos, townhouses; (2) 30 yr. FHA fixed; (3) enplaned/deplaned passengers; (4) all urban consumers 
SOURCES: Nevada Dept. of Taxation; Nevada Employment Security Deptartment. ; UNLV, Center for Business and 
Economic Research; UNR, Bureau of Business and Economic Research; US Dept. of Commerce; US Federal Reserve. 
COMPILED BY: UNLV, Center for Business and Economic Research 
• Figures not available. 
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Catering to Dummies 
Makes for Smart 

by Joe Mullich 

Business 

A ise man once 
said, you'll never 
go broke under

estimating the intelligence 
of the American public. 

In the past, though, com
panies used to pretend to re
spect their customers' intelli
gence. Now it's considered 
sound marketing to admit 
you don' t need a three-digit 
space to record your cus
tomers' IQs. 

The company that has 
been most proficient at 
tills is IDG, publisher of the 
popular Dummies books. 
The line started with DOS 
For Dummies, Internet For 
Dummies and other computer 
titles. That's not surprising: 
no one minds admitting tech
nology befuddles them. In 
fact, unless you 're AI Gore, 
it's a little embarrassing to 
admit you like and under
stand anytrung that contains 
a microprocessor. 

The Dummies approach 
became so popular IDG 
quickly expanded it to non
nerd arenas. You can now 
buy Wine For Dummies, 
Golf for Dummies and 
Investing For Dummies. 
Stupidity was truly ratified 
when IDG commissioned 
Dr. Ruth to pen Sex For 
Dummies. 

(Sex tip: "A lot of men 
don't seem to know that 
changing diapers - and doing 
laundry and cooking - can 
make them very sexy to their 
wives." Sure, and the sight of 
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a woman operating a 
jackhammer gets my 
libido pumping. ) 

"More than 
a publishing 
phenomenon," 
says the New York 
Times, "Dummies is 
a sign of the times." 

It sure is. In 1995, Macs 
For Dummies came with a 
fake title for people who 
were embarrassed to b'e seen 
reading the book. "Just rip 
off the real cover," the in
structions said. When you 
did, you had a cover page 
with the scholarly title: 
Macintosh Methodologies 
in Theory and Practice . 

A sign of the times? In 
1997, USA Today suggested 
the Dummies books should 
be proudly placed on the 
bookstands of any busi
nessperson, next to the likes 
of Dale Carnegie and 
Seven Habits of Highly 
Effective People. 

The Dummies move
ment was officially sanc
tioned, I think, when 
Siemens AG, one of the 
nation's largest telecom
munications firms , declared 
its customers were weren't 
exactly flush in the brain
cell department. Siemens 
hired IDG to produce a 

series of instruc
tion manuals based on the 
Dummies concept. 

Siemens' premier Dum
mies guide is for the compa
ny 's gl050 cellular phone. 
According to Siemens, cus
tomers don ' t use phone fea
tures like speed dial and 
built-in phone books because 
they can't figure them out. 

So the instruction manual 
is jam-packed with useful 
tips. Consider this actual ad
vice: "Hold down the power 
button to turn the telephone 
on (page 16)." Or this helpful 
counsel: "Don ' t submerge the 
phone in water or hold it 
under the (page 96) tap." 

We also learn - MENSA 
alert - "to indicate an incom
ing call, the phone, believe it 
or not, rings . " (page 27) In 
fact, an entire paragraph is 
devoted to "phone ringing." 
This, we are told, is inducted 
just in case "you're unfamil
iar with what a ringing 
phone means ." 

And, yes, we'd want to 
get a hold of Siemens mail-

'. t I 
R. ,. 

- ms' , I \ 

ing list too, and sell these 
people charms to ward off 
voo-doo curses. 

Ha, hal I'm joking (about 
the voo-doo, not the instruc
tions on phone ringing). Ac
tually, the manual, like most 
of the Dummies books, pro
vides informative, well-writ
ten advice, as well as a lim
erick to demonstrate how 
long a string of 160 charac
ters is for text messaging. 
(Apparently, people who 
are confused by "ringing 
phones," and who bring 
toasters into the shower 
with them, are best commu
nicated to in verse.) 

However, sound advice 
isn ' t why the Dummies 
books are so popular. The 
key is the book assures the 
reader "you 're intelligent, 
you 're on-the-go, and when 
it comes to documentation, 
you like things to the point." 

That, you see, is the real 
reason for the success of the 
whole Dummies movement. 
It makes us feel smart for 
admitting we're stupid. • 



Our best account ever. 
It's this simple. 

What it is: 
The Norvvest Portfolio ManagemenfM account. All of your accounts, from checking to loans 

to investments, on a combined monthly statement. 

What you get: 
Loads of perks. Like 5.25% APY* PMNM Investment Checking, the innovative way to get more out of 

your balance. And a no-fee Norvvest Rewards® Gold Visa® card that lets you earn free airline travel. 

Investments offered 
by NISI are NOT 
FDIC insured. 

How to get it: 
Stop by your neighborhood Norwest office, or call 1-800-331-1816 

for the office nearest you. Do Things.SM 

Who it's from: 

To The Nth Degree «'; 

And now in simple legal terms: 

MAY LOSE VALUE. 
NO BANK 
GUARANTEE. 

Norwest Investment Services, Inc. (NISI) is a registered 
broker/dealer and a member of the NASD, Chicago Stock 
Exchange and SIPC. NISI is NOT a BANK. 

*The rate and yield may change after the account is opened. As of june I, 1998, the annual percentage y ield for the PMA Investment Checl$ing account was 5.25%. 
The yield floats 3.25% below the highest prime rate published daily in the Wall Street joumal "Money Rates" table. Note: To qualifY for the Norwest Portfolio 
Management account there is a $25.000 m inimum balance requirement which may be met by any combination of investment accounts, deposit, loan. line, trust and 
credit card accounts (excludes mortgages. irrevocable trust and annuities). Fees could reduce the eamings on the account. © 1998 Norwest Bank Nevada, N.A. 
Member FDIC. Equal Opportunity Lender. 



Healthcare can raise some difficult questions ... 

There's One Simple Answer. 

The Valley t_ rHealthSystem· 

Whether it's a routine check-up, a case of the flu , 

or a situation requiring a hospital visit , you can 

depend on The Valley Health System to provide 

superior care. That's because The Valley Health 

System is an integrated system, committed to 

providing our community with convenient access 

to quality healthcare, while at the same time 

controlling costs through increased efficiencies. 

Our philosophy has made us the provider of choice 

for more employers, delivering quality care to over 

780,000 Las Vegans - we are the leader wi th nine 

specialized centers of medical excellence , representing 

3,500 of the finest physicians and medical 

professionals. So, when you're looking for answers 

to all your healthcare questions, all you need is 

The Valley Health System. 

The Lakes 
IJCDI C AL ~·~ 

~ 

Pueblo 
Medical Center 
$ U II II E II l I H 

Affiliated with Oasis H ealth System 

DESERT SPRINGS 
HOSPITAL 

Accr~dnauon by th~ joint Commiss1on on Accreditation of Healthcare Orgamzations of Valley Hospttal dot:s not and IS not tntrnded to represent accmiuauon of The Valley Heahh System or related enuues.. 


