
1                                        July 2009 July 2009                                        1$4.95    July 2009

First class treatment 
for employees

SIOR
Southern 

Nevada Chapter

The Arts
Can Nevada’s arts and

cultural organizations
survive the economy?

Industrial
A challenging market

www.NevadaBusiness.com

http://www.NevadaBusiness.com


2                                        July 2009 www.NevadaBusiness.com2                                        July 2009

*Offer valid until 9/30/09 to new commercial subscribers of Cox Business VoiceManagerSM and Cox Business InternetSM in Las Vegas Cox-wired, serviceable locations. Minimum 2-year service agreement required for free installation capped 
at $500. Offer includes 50% off Traditional VoiceManager service for the fi rst 3 months when bundled with Cox Business Internet service at minimum speed of 2.0Mbps/384Kbps. Regular rates apply after fi rst 3 months. Long distance is 
not included. Telephone modem equipment may be required. Modem uses electrical power to operate and has backup battery power provided by Cox if electricity is interrupted. Telephone service, including access to e911 service, will 
not be available during an extended power outage or if modem is moved or inoperable. Cox cannot guarantee uninterrupted or error-free Internet service or the speed of your service. Additional costs for installation, construction, inside 
wiring and equipment may apply. Offer does not include usage, applicable taxes, surcharges or fees. Discounts are not valid in combination with or in addition to other promotions, and cannot be applied to any other Cox account. Rates 
and bandwidth options vary and are subject to change. All programming and prices are subject to change. Programming may vary by location. Services not available in all areas. Other restrictions may apply. ©2009 CoxCom, Inc., d/b/a Cox 
Communications Las Vegas, Inc. All rights reserved. 

 Call 702-939-1148 or visit coxbusiness.com

Fast, effi cient, reliable 

communications from 

Cox Business can help you 

accelerate your company’s 

success. And our special 

offer puts your savings into 

high gear. Switch to Cox 

and get your voice, data 

and video communications 

working at a fantastic rate. 

Now your business
can communicate
at a fantastic rate.

Get Cox Business Phone
for only 

$1050*
per month

For the fi rst 3 months 
plus FREE installation!

With a 2-year service agreement when 
subscribing to Cox Business Internet.sm

http://coxbusiness.com


2                                        July 20092                                        July 2009 July 2009                                        3

Affiliate of Western Alliance Bancorporation2/09

Why are more 

professionals changing 

to Bank of Nevada?

To make the change, 

call: 702.248.4200

www.bankofnevada.com

It’s Simple:
Big Bank capabilities.  

Small Bank personal attention.  

Single Point of Contact.

http://www.bankofnevada.com


4                                        July 2009 www.NevadaBusiness.com4                                        July 2009

Lyle E. Brennan
Publisher

COMMENTS
lyle@nevadabusiness.com

 June 1, 2009 brought good news and bad news.  The bad news was that business was 
taxed once again to pay for the shortfall in the state budget.  The good news was that there 
wasn’t much more bad news.  
 Before the session started, legislators knew they would have to come up with around $3 
billion to balance expenditures and projected revenues over the next biennium.  After exten-
sive lobbying efforts on all sides, the budget was finally balanced by reducing expenditures 
by $1 billion, adding $781 million in new taxes, and increasing hotel room taxes by $219 
million.
 The primary impact on businesses was an increase in the modified business tax (payroll 
tax) from 0.63 percent to 1.17 percent.  The payroll tax increase applies to annual payrolls in 
excess of $250,000.  For a worker earning the state average of $40,000, the tax increase will 
cost a mid-sized business $216 extra per year.  That amount doesn’t seem like much, but if 
you multiply that by a thousand employees, it may cause management to reconsider hiring 
or retaining employees.  
 Businesses with less than $250,000 in annual payroll will actually see a slight reduction 
in their tax rate, from 0.63 percent to 0.5 percent.  However, business license fees increased 
from $100 to $200, a regressive tax that will affect small businesses most of all.  Small busi-
nesses will also be affected by a 0.35 percent increase in sales tax, which means that every-
thing they buy in Nevada will now cost a little more.  With profit margins as tight as they are 
now, every little bit hurts the average small business.  A change in the depreciation schedule 
for motor vehicles will also cost businesses more, whether they own a fleet of limousines or 
a single delivery van.     
 Individually, each of these small tax increases seems relatively harmless.  However, the 
combined effect on the average business in Nevada is like the ancient Chinese torture called 
“death by a thousand cuts.”  The Assembly Republican Caucus estimated that the 2009 tax 
package will cause 10,000 jobs to either be lost or not created.  With unemployment already 
at 11.3 percent, that’s a frightening prospect.
 Speaking of bad news, Gov. Gibbons has said there is a “good chance” he will call a 
special session of the Legislature before the next regular session begins in February 2011, 
because the tax increases won’t bring in the revenue that was predicted.  If that happens, 
look for the payroll tax to be bumped up again.  Also watch out for those who claim the only 
solution to our problem is a corporate income tax.  Don’t think it can’t happen here.  
Despite Gibbons’ obvious failings, he did keep his promise to reject tax increases.  On the 
other hand, lawmakers have already proved that they would rather override the governor’s 
veto than reduce spending.  Nearly all legislators campaigned on a “no increased taxes” 
platform, and yet they caved in when it came time to approve the budget.  So, keep your eyes 
and ears open, and make sure your legislators know that you’re watching what happens in 
the interim.

Silencing the voice of the people - update:
 Readers’ response from last month’s column on legislators overturning the voice of citi-
zens was overwhelming.  As an update to that column, be advised that republican Senators 
Dennis Nolan of Las Vegas and Dean Rhoads of Tuscarora changed their votes and joined 
the majority to  override the Governor’s veto on the domestic partnership bill.   This bill was 
in direct conflict to the vote of Nevadans as expressed in an earlier petition. Let’s not forget 
Nolan and Rhoads when the next election cycle comes around.

Legislature Taxes Business
To Make Ends Meet
Tax package to affect thousands of jobs
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Best Companies
To Work For

The Silver State’s businesses take care of their 
employees by serving up more than just benefits.

S P E C I A L  R E P O R T

SIOR
The Southern Nevada chapter of the Society of
Industrial and Office Realtors features brokers

that are outstanding in their specialties.

 By Tarah Figueroa

*Consortium Health Plans Market Quest, 3/11/09.  Anthem Blue Cross and Blue Shield is the trade name of Rocky Mountain Hospital and Medical Service, Inc. An independent licensee of the Blue 
Cross and Blue Shield Association. ® ANTHEM is a registered trademark of Anthem Insurance Companies, Inc. The Blue Cross and Blue Shield names and symbols are registered marks of the Blue 
Cross and Blue Shield Association.  © 2009 ANTHEM

76 of the Fortune 100 companies offer Blue Cross and 
Blue Shield Health Plans.*
anthem.com

BESTT H E
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By Tarah Figueroa

Nevada’s employers
find innovative ways to
take care of employees
in a down economy CompaniesBEST

To Work For
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ith unemployment rates in excess of 11 percent 
and people throughout Nevada spending their 
days filling out employment applications, 2009 is 

definitely an employers market.  However, smart employers realize 
the pendulum will swing in the other direction and strive to create 
work environments that create loyalty among team members.
 Nevada Business Magazine’s annual quest for “Best Com-
panies to Work For” resulted in hundreds of nominations from 
employees throughout the state, all making a case as to why their 
company should be honored as one of the best companies.  The 
editorial staff of the magazine spent countless hours researching 
the companies, debating nominees and finally agreeing on this 
year’s honorees.
 Congratulations to the following 2009 Best Companies to 
Work For.

Answer Plus
Time out for fun and games

 Employees at Answer Plus were loud in their exclamation that 
theirs was the best place to work in Nevada.  The company has a 
total of 40 employees and is based in Las Vegas.  The company’s 
motto is “We’re going to answer your phones with a smile in our 
voice” and it is the chief executive officer, Vicki Montgomery, 
who ensures that smile is genuine.
 “I started the company from scratch 23 years ago and it was 
my goal to create a family atmosphere,” Montgomery said.  
“We’ve been able to maintain that atmosphere since then.”
 Aside from offering medical, dental, vision and a 401k, the 
company offers bonuses and incentive packages as well as the 
employee dubbed “Relaxation Station,” a room that was added 
on after an office expansion.  The room, which is a no-work zone, 
features cable TV, internet access and even a Wii game system.  
 According to several of Answer Plus’ employees, Montgom-
ery is the driving force behind the company.  Anthony Dorf, 
chief financial officer for the company said, “She cares about 
our clients and our staff the way a parent nurtures their children.  
We learn and grow more than the sum of our parts.  I will retire 
in seven more years and I am dedicated to Answer Plus and to 
Vicki Montgomery.”

Carson Tahoe Regional Healthcare
Communication is key

 With approximately 1,200 employees, Carson Tahoe Regional 
Healthcare has more than enough suggestions on what the com-
pany needs to do to keep employees happy.  The company sub-
scribes to a simple plan; listening.  According to the President 
and CEO, Ed Epperson, the company holds monthly meetings 
in order to encourage employees to talk to management about 
issues they may be facing.  

W
Cover Story
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Comprehensive Cancer
Centers of Nevada

Recognizing outstanding employees

 With an employee perks program of-
fering discounts on everything from gym 
membership to cell phones, Comprehen-
sive Cancer Centers is a step ahead when 
it comes to caring for its 311 employees.
 In addition to the company’s health-
care package, Comprehensive Cancer of-
fers a cafeteria plan that allows employ-
ees to set aside pre-tax dollars for child 
care expenses or medical expenses.  
 To ensure that every employee has a 
voice, the organization conducts regular 
surveys among the employees and has 
formed an Employee Involvement Com-
mittee (EIC).
 “We give them so much money per 
year and they set up functions for all of 
the employees and their families such 
as bowling, movies and picnics,” said 
James Kilber, executive director for the 
organization.
 “We also do a star search every month 
for our Employee of the Quarter recog-
nition,” Kilber adds.  “Each person that 
wins gets free airline tickets with South-
west Airlines to wherever Southwest 
flies.  At year end, we identify the em-
ployee of the year and they get $1,000.”
 In addition to the prizes the employee 
wins for the Employee of the Quarter 
each nominee is recognized through the 
employee newsletter and a global e-mail 
from Kilber.

Cricket Communications
Encouraging community 

involvement

 As one of the fastest growing wireless 
communications company in Southern 
Nevada, it can be difficult to manage 
growth while taking care of employees.  
Cricket Communications is set up to 
do just that.  The company offers many 
unusual benefits, in addition to the stan-
dard healthcare plans, such as adoption 
assistance and fitness reimbursement.  

 “Far and away, the greatest assets we 
have are our employees,” said Epperson.  
“Healthcare is a pretty tumultuous business 
these days and for me, as the CEO, of all 
the things to worry about, one of them is 
not the quality of what our employees do.  
I never have to worry about who’s behind 
me and whether or not they are doing the 
right things for each other and the patient.  
That’s the quality of folks that we have.  We 
treasure them,” he added.

 In addition to these monthly meetings, 
the company has an independent agency 
conduct annual surveys on employee satis-
faction and any department within the orga-
nization can schedule a member of manage-
ment to attend their department meetings.   
 Along with the hospital’s standard ben-
efits package, the company offers discounts 
for gym membership, ski passes and vari-
ous activities outside of work as well as of-
fering two employee recognition programs.

Quote

Cover Story | Best Companies To Work For

http://northerntrust.com/stable
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The communications company also 
gives employees the opportunity to par-
ticipate in many non-profit organizations 
throughout the state.
 “We are fortunate to be a part of a lot 
of non-profit organizations out here,” 
said Jason Biado, the area general man-
ager for Nevada. 
 “We recently helped rebuild a home 
for a local resident who had been dis-
placed by a home fire.  A lot of these 
types of things fly under the radar.  It’s 
just our employees devoting their time 
and resources to try and make the com-
munity better.  We all live here and raise 
our families here and want this to be a 
better city,” Biado added.
 Cricket’s management team also 
spends a majority of their time in the 
field connecting with their employees, 
holds quarterly meetings and solicits 
ideas on how to get better.
 “At Cricket, diversity and inclusion is 
not just part of our culture; it is a core 
business strategy,” adds Lori Ross, re-
gional human resource manager for the 
company.

eBiz Autos
Empowering employees

 

Founded in 2001, eBiz Autos recently 
topped 100 employees and is managing 
to continue growth even in this down 
economy.  Parker Dunn, CEO at eBiz 
Autos has strived to create an atmosphere 
where employees don’t feel closed in.
 “People can just pop out of their desk 
and go play foosball and video games 
whenever they want,” he said. “There 
isn’t anybody saying, ‘Hey, get back to 
work.’  You get to do your work on your 
own schedule.  When it comes to sched-
uling, that’s very flexible, too. People 

don’t have to be here.  They can choose 
when they need to be here and when 
they want to leave.  It’s a casual internet 
software company type of environment,” 
Dunn adds.
 The company has a ‘game room’ com-
plete with a foosball table and video 
games.  Additionally, every Tuesday, the 
company caters lunch for the employees 
and the on-site café provides free drinks 
and snacks.

 Dunn strives to create a fun, relaxed 
culture while remaining engaged in the 
work being done. “I work with just about 
everybody on a daily basis,” he said.  
“Everybody’s always a part of what the 
company is working on.  Everybody’s 
always free to speak up and suggest im-
provement.  We try to make sure there’s 
never any politics, nobody’s ever doing 
anything other than just being a team 
player.” 

Cover Story | Best Companies To Work For

http://www.yesco.com
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Fennemore Craig, P.C.
Cultivating ideas

 Fennemore Craig, a full service law 
firm, opened in Las Vegas in Septem-
ber of 2006 and now has 34 employ-
ees in its local offices.  The firm of-
fers a comprehensive benefits package 
as well as employee recognition perks, 
annual picnics and Friday chair mas-
sages.
 The firm encourages employees to 
get involved in where they work and 
live.  “If an employee would like to par-
ticipate, we’ll come in on Friday’s once 
a month and the employee contributes 
$5 to a selected charitable organiza-
tion.  They can then dress casual and 
wear their blue jeans,” said John Mow-
bray, Las Vegas managing partner. 
 Additionally, the firm works to en-
sure that each employee has a voice 
and to that end conducts annual em-
ployee satisfaction surveys.

 “We strongly encourage opens lines of 
communications,” said Mowbray.  “The 
big thing is employee morale,” he adds, 
“If someone comes up with an idea that 
they can improve on a practice or proce-
dure, we welcome that input.”

The Glenn Group
Babies on board

 Led by President and CEO Valerie 
Glenn, The Glenn Group is a statewide 
marketing agency that thrives on team-
work and has managed to seamlessly in-
tegrate a Northern Nevada office and a 
Southern Nevada office, no small feat.  
 Glenn has worked hard to promote an 
office culture that allows everyone to en-
joy coming to work.  “We put a shower 
in one of the bathrooms so if employees 
wanted to work out at lunch they would 
be able to clean up,” Glenn comments. 
“We also try to provide a nursery office 
for moms and dads to be able to bring 

their baby into work.  It’s a great stress 
buster, if you’re having a crazy day, go 
pick up and hold a baby,” she adds.  
 In addition to the office perks, the com-
pany empowers its 40 employees to feel 
good about their communities and help 
change them.  Recently, employees par-
ticipated in the Great Resolution-A-Thon 
whereby each employee chose a New 
Year’s resolution and went out and raised 
nearly $32,000 in donations for Nevada’s 
food banks.
 “Basically, we thought, ‘What would 
happen if every employee came up with a 
New Year’s resolution and then went out 
and got pledges for doing what they said 
they were going to do?’  Employees got 
into it and went out and raised the pledg-
es,” Glenn said.
  “We really try to promote a culture 
of communication because that’s the 
business we are in,” she added.
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Feature Story

hen the 2009 Nevada Legislature 
approved a painful 43 percent bud-
get cut for arts and culture around 

the state, arts organizations, for the most part, took 
it in stride. 
 “In a way, in the arts world, we hurt ourselves, 
because we’re so used to doing more with less,” 
says Jill Berryman, executive director of Sierra 
Arts Foundation, the local arts agency for Reno and 
Northwestern Nevada. “We’re always trying to load 
10 pounds into a 5-pound basket. We don’t have a 
lot of waste.”

The Legislative Burden

 The Department of Cultural Affairs, which 
oversees the state’s museums, libraries, historic 
preservation efforts and Nevada Arts Council, only 
represents 0.5 percent of the General Fund budget 
– roughly $15.4 million. Governor Gibbons’ pro-
posed cut of nearly 60 percent to the department 
would have eliminated jobs, grants and programs, 
including all funding for Nevada Humanities; the 
legislature managed to scale it back to 43 percent. 
Still, the cuts will have a serious impact on Nevada’s 
art community.

W

Breathing
New Life
Into Arts

By Jessica Santina

Can Nevada’s arts and 
culture organizations
survive the economy?

Jazz Violinist Jenny Scheinman
Performs in Barkley Theatre in Fallon, NV
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grants to 33 cents on the dollar requested, 
with many grants suspended altogether. 
 However, $50,000 in funding for Nevada 
Humanities, and the state’s Holocaust Coun-
cil, were retained; proposals to close muse-
ums in Ely and Virginia City, and the Reno 
Historical Society gift shop and gallery, 
were rejected.
 “Arts and culture is indeed a business 
sector,” says Susan Boskoff, executive direc-
tor of the Nevada Arts Council. “It employs 
people. It pays taxes, and its organizations 
own buildings and produce goods and ser-
vices. Artists own homes and have kids in 
our schools … But they’re also really com-
mitted to enhancing our quality of life, and 

I believe anybody in the arts will say that 
we’re part of the solution.”

Arts Matter

 According to a study conducted by 
Americans for the Arts, the arts 

generate $166.2 billion per 
year in economic activity, 

5.7 million full-time 
equivalent jobs and, 
at the state level, an 

average of $9.1 bil-
lion in state government tax revenues.
 Ask Northern Nevadans whether the 
arts can help get the state out of the red 
and they’ll point to Artown as proof that it 
can. Created in 1996 as a way to bring lo-
cals back downtown, Artown began as an 
experiment – a weekend-long, arts-themed 
festival. After drawing more than 30,000 
people, the City of Reno made it a yearly 
affair that would last throughout July. Each 
year’s festival offers more events, features 
more impressive acts and draws more au-
diences than the previous year. The 2008 
festival drew more than 350,000 attendees 
– 48,450 of them from out of town. Con-
sumer spending as a result of Artown totals 
more than $13.7 million.
 Bad economy aside, it’s expected that 
the 14th annual Artown will draw record 
crowds at its more than 400 unique events. 
They’ll even be adding an extra day, dubbed 
“July 32nd,” to the schedule. 

 Nevada Arts Council jobs were saved, but 
two staff members were transferred to ad-
ministrative positions. The cuts mean shorter 
hours for state museums and libraries, the 
elimination of the “Exploring Nevada” video 
series, a delayed opening for the Nevada State 
Museum in Southern Nevada and minimum 
20 percent salary cuts for more than 50 De-
partment of Cultural Affairs employees. The 
legislature’s proposal at the time 
of this writing reduces 

 Executive Director Beth Macmillan cred-
its thorough planning, a longtime commit-
ment to building financial reserves, strategic 
partnerships and a city council that makes 
the arts a priority for Artown’s continued 
success. Still, Artown staff members are ag-
gressively seeking further contributions. “We 
have a lot of data and we do surveys every 
year, so we can demonstrate how Artown is 
good for business and the quality of life here. 
That’s really helped in our quest for fund-
ing,” says Macmillan, adding that they’re 
also having some success at establishing new 
partnerships – partly by asking for in-kind 
donations rather than money. 
 Reno City Councilman and Artown board 
member Dave Aiazzi takes pride in Reno’s 
increase in arts and culture funding since 
he joined the city council 13 years ago. He’s 
convinced the arts can be a city’s salvation. 
“Gaming is not our future,” he says. “Reno 
will always be tourism-based, but people 
need to come here for other reasons, and 
for me, that’s arts and culture, and special 
events.”
 Aiazzi is pushing to hold cuts in arts fund-
ing back to just 5 percent this year. “It’s impor-
tant, particularly now, not to cut funding for 
[the arts]. People really need it, and it’s such 
a small amount of our budget anyway, at just 
over $1 million, but it has such an impact.”

Staying Afloat in the North

 According to Jill Berryman, the corporate 
funding Sierra Arts has come to rely upon has 
taken a nosedive. Its two major annual events, 
Brew Ha Ha, a beer tasting event, and its 
Academy Awards gala, Night of Arts and Os-
cars, each saw drops in attendance this year. 
 “These two events fall in January and Feb-
ruary, which happened to be the worst months 
of this recessionary period,” she says. 
 However, Berryman says that this down-
turn hasn’t really caught them off guard. 
“We’ve been tightening our belts for the last 
two years,” she says. “We cut out probably 
15-20 percent of our administrative costs.” 
She says these cuts were achieved through 
such measures as foregoing the traditional 
supply of bottled water in the office.
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Feature Story | Arts

ter of the American Institute of Architects, 
Clark County and others to stay alive. “We’re 
also working on a cultural plan that will be 
the map for how this office proceeds in the 
future,” she says. “It means partnering with 
the city and the community in a meaningful 
way. This is a great example of timing be-
ing everything, because it really can address 
this economic climate.”

 Catherine Atack, executive director of the 
annual Lake Tahoe Shakespeare Festival at 
Sand Harbor, says last season saw a 7 percent 
reduction in ticket sales. She attributes this to 
a combination of factors, including last sum-
mer’s skyrocketing gas prices and numerous 
California fires that kept smoke hovering 
over Tahoe for weeks.
 “This year, in terms of sales, I expect that 
we’re probably looking at another 7-10 per-
cent downturn from last year,” says Atack. 
“But we’re also seeing that people are de-
ferring purchases until just before an event, 
which is difficult for any nonprofit that relies 
so heavily on ticket sales. They represent 
close to 80 percent of our total revenue.”
 Those deferred purchases make it nearly 
impossible to predict ticket sales until the 
actual performance dates. So while Atack 
says that by this point in the year, the fes-
tival would normally have already sold 15 
percent more tickets, it’s still too early to 
predict whether this season’s sales will in-
deed fall short.
 This is the case for most local arts orga-
nizations. While people aren’t necessarily 
foregoing event attendance, they are be-
ing more selective about it. Jill Berryman 
points to the Broadway Comes to Reno 
series at the Pioneer Center for the Per-
forming Arts as an example. “I know they 
didn’t sell as many subscriptions, but those 
numbers weren’t necessarily down for each 
show. People are just being choosier about 
what they want to see,” she says.

The Struggle Down South

 Southern Nevada has been particularly 
hard hit by the economy. A donation short-
age caused the Las Vegas Art Museum’s 
closure in February, and state budget cuts are 
forcing the closure of the College of South-
ern Nevada’s Boulder City campus, a loca-
tion for many arts and cultural events.
 Many speculate that Southern Nevada’s 
focus on tourist gaming and its too-rapid 
growth explain area arts organizations’ strug-
gles. “We’re young in terms of longstanding 
cultural facilities and nonprofits. We’re not to 
the point where we’ve had huge orchestras 

endowed by ancestral families,” says Nancy 
Deaner, manager of the Las Vegas Office of 
Cultural Affairs. “But ultimately, I think that 
when we get to the end of this recession, the 
cultural community will be stronger.”
 Deaner says that her office’s budget has 
been significantly reduced, but they’ve man-
aged to avoid cutting whole programs by 
making smaller cuts everywhere. They’re 
also collaborating with the Historic Preser-
vation Commission, UNLV, the local chap- Continues on page 48
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John Sagebiel is the University of Ne-
vada, Reno, Environmental Affairs 
manager and also serves on the Board 
of Directors of the U.S. green Building 
Council, Nevada Chapter. 

Is Nevada poised to 
be the alternative 
energy capital of 
the world?
Copeland: I would say there’s no rea-
son we couldn’t.
Clark: I agree, absolutely!
Kelsey: You have a lot of other areas do-
ing that [striving to be the alternative en-
ergy leader]. San Diego is really pushing 
to do it right now. We were down there a 
number of months ago and there was a 
half a dozen conferences going on.
Parker: There are lots of people in differ-
ent areas that believe they’re on the cutting 
edge of moving this thing forward. There 
are a lot of other areas that want to be the 
capital. I don’t know that there has to be 
one capital. We can certainly be a leader 
and a generator. This is like the very early 
stages of the PC or the computer age, and 
you’re going to have a lot of consolidation 
over the next 10 to 20 years.
Kelsey: Absolutely.

ecently executives repre-
senting the alternative en-
ergy industry met at the law 
offices of Holland & Hart, 
LLP in Reno. Alternative 

energy is not a new topic; as early as 
the 1950’s Bell Labs had developed a 
solar cell capable of operating elec-
trical appliances. However, the pace 
has picked up, and virtually everyday 
there are new methods, applications, 
incentives, and pertinent legislation. 
These knowledgeable representatives 
offered information and strong opin-
ions covering a variety of topics that 
fall under the umbrella of “alternative 
energy”.

Due to the multi-faceted nature of Al-
ternative Energy, the editorial staff 
feel a brief introduction for each ex-
pert is appropriate.

John Allen owns Apogee Renewable 
Energy Resources which serves as a 
system integrator assisting clients 
in integrating alternative energy re-
sources with NV Energy.

Grace Caldwell is the president of the 
Independent Power Corporation which 
is a systems integrations company. 

The company designs, installs and 
maintains power systems, particularly 
solar and wind.

Li Han Chan is the director of opera-
tions for the Nevada Institute for Re-
newable Energy whose mission is to 
accelerate the widespread deployment 
and adoption of renewable energy so-
lutions.

Dr. Susan Clark owns The Renew-
able Energy Accelerator, known as 
REA250. The company creates strate-
gic alliances between various groups 
to help advance renewable energy.

Terry Copeland is president and CEO 
of Altair Nano. The company is cur-
rently focused on a lithium ion chem-
istry for batteries.

Dick Kelsey is CEO of Snowpeak 
Energy. The company is preparing to 
provide affordable, accessible solar 
energy.

J.S. Parker owns Natural Resources 
which conducts energy audits. He also 
hosts a live radio program, the Green 
Energy Show, which broadcasts in Las 
Vegas and Reno.

R

Industry Focus | Alternative Energy
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Sagebiel: The other thing I always 
like to bring up, and I’m sure this 
group knows, Nevada has no, what you 
might consider conventional petroleum 
sources within its borders, unlike a lot 
of our neighboring states.  But we do 
have geothermal resources, we have 
solar resources, some wind resources.  
If you look at NREL’s (National Re-
newable Energy Laboratory) map of 
solar radiation in the United States, 
the bull’s-eye is in Las Vegas. I mean, 
we’re sitting in the middle of it. So 
there is no reason we shouldn’t; why 
we can’t be, and there’s every reason 
we should be.  Because every time we 
buy energy, we’re exporting dollars 
and jobs outside of the state, and that’s 
what you guys are all about.
Clark: Well, also, renewable energy 
picks up a lot of new technologies. So, 
it’s not a bad choice.
Parker: You’re going to see a lot of 
new technologies. I think in the last six 
months there has been such an influx 
of interest, not only money but interest 
in coming up with new technologies, 
new ways of doing things, new ways of 
doing business, and I think Nevada is 
poised to take advantage of it.
 My big concern would be, I’m not 
sure the people at the State Legislature 
understand what the real opportunity 
is. They play the game because there’s 
stimulus money and they’re creating 
this energy commission and trying to 
do all their little play-around stuff, but 
it’s peanuts compared to what could 
really be done on the private sector 
without the government’s involvement, 
quite frankly, in a lot of ways. 

What will set our 
state apart and 
move us to the 
head of the pack?
Clark: We’ve been asking a lot of the 
young people, the young entrepreneurs 
in the community,

 “What matters to you?” How come 
they leave? And we’re getting some 
very interesting answers back.  Those 
of us who care about this have to start 
reaching out more, have to really en-
gage and to have a community of folks 
talking about this stuff, celebrating 

this stuff, having a grand time doing it. 
That’s what we have to do together, be-
cause that’s going to draw everybody 
in and that’s the key thing that we’re 
finding for these young entrepreneurs.
Kelsey: One of the things we’ve said is 
we need to make Nevada the renewable 
energy capital of the world. People 
have said this state is the place, right 
here, to do that. But to make that hap-
pen, we all have to come together and 
say it’s going to happen here, and we 
need people who have the skill set that 
can work with us to do it.
 That means UNR has got to gradu-
ate the right type of people. It’s that 
whole technology problem that needs 
to occur, including the financing here. 
We need to have people who are in the 
venture business that understand what 
we’re doing. 
Clark: I think it’s how small we are 
and how far behind we are. I think 
because of how small we are we can 
go sit down with our legislators and 
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 I also believe that there are a 
lot of local issues that are go-
ing to make it more difficult 
for companies like us to actu-
ally put our technologies with-
in the Nevada borders.

“Going Green”
Is it hype or 
reality?
Clark: It’s called green-washing.

Parker: There’s not a lot that you have 
to do to be a good steward. And I think 
inherently everyone wants to be a good 
steward, if you think about it.
 I mean, if you can make a change in 
your daily life, whether it’s changing out 
your light bulbs, or whether you ride your 
bike every day to work, you’re saving on 
gas and you’re not putting emissions out 
there and you’re actually exercising. All 
those things, the little things you can do, 
turning off the light switches at home and 
changing out so you don’t have phantom 
power burning in the evenings, I think all 
those little things, you should feel good 
about that you’re doing. Those are differ-
ences that you’re making day in and day 
out in your life that makes a difference. If 
everyone just does a little thing, whatever 
it is that they can do, and make behavioral 
changes, the world is going to be a better 
place. Let the bigger companies concen-
trate on the bigger problems, but environ-
mentally, we can all make a little bit of a 
difference. I don’t have to be a wacko tree 
hugger to make a difference and enjoy be-
ing environmental.
Chan: I completely agree, but it’s not a 
party. This stuff is hard. There are a lot 
of challenges that come around and it’s 
not just about switching out your complex 
fluorescents, you’ve got to make the sacri-
fice.  You’ve got to go out there and talk to 
your legislators to make those regulations 
fall in place. You’ve got to be willing to 
sit in there for the long maturation periods 
that are necessary to make that happen. 
Parker: But does everyone want to be 
known as green? I think everybody 

gether. That’s our future. Not the fief-
doms, but it’s how we integrate things 
together, and we have an incredible op-
portunity now in Nevada to integrate 
and then rapidly move forward.

How “free” 
are government 
monies?
Copeland: It’s a very good question, 
and I don’t know how to answer it yet 
because they haven’t written the book 
on what all the strings are.
Parker: Yeah, exactly.
Clark: They don’t even agree to what 
the strings are.
Kelsey: We’ve been approached by 
the Department of Energy. They said, 
“Here is a grant. Get this grant and 
go do it.” We are worried about the 
strings. We have developed a product 
that, as far as we’re concerned, doesn’t 
need government subsidies.
 So here we are on the other side 
saying, “H’mmm, here is some gov-
ernment money.” But the bottom line 
is, we’re looking at it from a business 
perspective and we’re saying, “Gee, 
there’s a lot of research and develop-
ment that we can do, we could move it 
faster, quicker and better.”
 We have a President who is saying, 
“I don’t really care what the output of 
that power is from your solar energy; 
just get it out there. Get it out, get it 
out, get it out.”

talk to them any old day. 
Every one of us can call 
Harry Reid’s office, John 
Ensign’s office, or whom-
ever. We all can sit down 
and know each other and 
we can talk, at least with-
in our northern/southern 
sections; we can cross the 
state pretty easily.
 The other thing, be-
cause I’ve heard one of 
the problems in Nevada is 
it’s so far behind, but one of the incred-
ible advantages is, we haven’t already 
divvied it all up into old-style kind 
of fiefdoms.  In terms of the differ-
ent technologies, we do have a playing 
field that could be rapidly assimilated. 
I’m impressed by how many of the peo-
ple sitting at this table consider them-
selves to be system integrators in their 
thinking. We are surrounded by folks 
who see how to start moving things to-
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does, I mean, at least from our show. 
Everybody is calling us wanting to be 
on the show and tell people how they’re 
different than other companies.
 I don’t care whether it’s a hair salon 
that wants to be known as green, or a 
new solar manufacturer; it doesn’t mat-
ter. They all want to be this and that’s a 
good thing to me. Whether you believe 
in global warming or not, the fact that 
there’s a big, huge discussion worldwide 
about emissions controls and caps in 
trades and global warming has at least 
brought a consciousness that says that I 
may not believe the extremes, but I cer-
tainly can do something better, right?
Sagebiel: Well, you said it’s hard to 
do, and I’m an advocate for this kind 
of lifestyle and I practice it as much as 
I possibly can. I use solar thermal for 
heat and domestic hot water. We use so-
lar portable kegs for all our electricity 
use.

 The rest of the house is all designed 
around the Green Building Council’s 
sustainability principles for low water 
impact, low material use, and air qual-
ity, siding.  All of that was very carefully 
done.
 The question I get is, “Well, what did that 
cost you on your house to do all that?”
 And usual my answer, my flip answer 
is, “Nothing; it makes me money.”
 I’m already about six months from my 
break-even point and I’ve only been in 
that house since ‘03. We’ve got to get that 
first-cost mentality, which is what it truly 
is from an economic standpoint, and start 
looking at these things broader.
 How many people are willing to look 
at a broad-enough view.  The answer is, 
unfortunately, not many.
Caldwell: In Europe they’ve been driving 
these funny little cars for years, because 
they’ve been paying $6 a gallon for gas, 
because they look at the cost of health 

care and the cost of treating kids with 
asthma because of pollution and all those 
things.
 And when you look at all that, then 
people do the natural thing, which we saw 
last year, gas was $4 a gallon, everyone 
is riding their bikes, everyone is trying to 
take mass transit. You know, it drops back 
down again, SUV sales go up, everybody 
forgets.
Copeland: Green will only be successful 
--if it’s green.
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onstitutional provisions prohibit the Nevada Legislature 
from dictating how money in the Public Employees’ Re-
tirement System (PERS) is invested. However, in the fi-
nal days of the recent legislative session, state lawmakers 
passed a law attempting to do exactly that.  

 Assembly Bill 493 would require NV PERS to delineate the por-
tion of its investments maintained in companies that do business in 
Iran. While this requirement does not allow legislators to direct pre-
cisely how PERS assets are invested, the intent is clear. As Senate 
Majority Leader Steven Horsford said, “transparency changes be-
havior.”
 The Nevada Policy Research Institute has long advocated greater 
transparency in government and in no way opposes sunlight on the 
investment decisions of NV PERS. However, legislative leaders have 
indicated an intention behind Assembly Bill 493 that goes beyond 
simple transparency. Clearly the intent is to isolate for inspection 
only some particular investments — those that individual lawmak-
ers either view with personal disdain or see laden with opportunities 
for political grandstanding.  
 Are lawmakers angling for a popular mandate that would even-
tually allow them to manipulate NV PERS investment decisions 
based on their own subjective value judgments, rather than the pos-
sible return on those investments?
 Down that road could be a catastrophic burden for state taxpay-
ers. As NV PERS is currently structured, Nevada taxpayers are 
obligated to pay defined monthly benefits to retired state and local 
government workers. Ideally, those benefits are paid using the re-
turn on NV PERS’ portfolio of investments. However, if the return 
on those investments were to become insufficient to pay retirement 
benefits — the cost for which is now more than $1 billion annually 
and is growing at an annual rate of 10.9 percent — state taxpayers 
would still be contractually obligated to make the payments. This 
would inevitably occur through higher tax rates.
 In neighboring California, policymakers regularly manipulate 
investment decisions of the CalPERS system in attempts to achieve 
political goals. CalPERS funds are channeled toward investments 
in firms that provide products or services the politicians anoint as 
“socially desirable,” regardless of the firms’ profitability. Firms that 
have been preferred targets of this investment approach, known as 
“socially responsible investment (SRI),” have principally included 
renewable-energy manufacturers and financial institutions — par-
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Playing with the PERS

C

Free Market Watch | Commentary

Lawmakers should not seek to influence investment decisions
ticularly those that offered large volumes of subprime mortgages as 
a form of “community reinvestment.”
 As a result of these investment practices, the value of CalPERS’ 
assets has consistently failed to grow at the same pace of pension 
funds that have emphasized the rate of return. In FY 2008, for ex-
ample, while the position of pension funds around the country dete-
riorated due to economic recession, the position of CalPERS dete-
riorated at a pace far more dramatic. While NV PERS was investing 
on the basis of market fundamentals and lost only 2.2 percent in 
valuation of its net assets, or $503 million, CalPERS’ emphasis on 
SRI saw the valuation of its net assets fall by 4.9 percent, or $12.5 
billion.
 On a macroeconomic scale, it is significant that many of CalP-
ERS’ largest holdings were in the very industries that have since 
been recognized as the “bubble markets,” whose bursting triggered 
the current recession. In fact, the SRI approach used by CalPERS 
and similar pension funds appears to have contributed to the creation 
of those bubbles by channeling capital toward industries that did not 
merit such investments based on market fundamentals. This over-
investment in undeserving industries by large pension funds such 
as CalPERS contributed to a classic instance of malinvestment, in 
which productive resources became misallocated across the econo-
my. As Austrian Business Cycle theory states, such bubble-breeding 
government investment led inevitably to economic bust and reces-
sion. Hence, the end result of the SRI approach is to contribute di-
rectly to economic carnage. How “socially responsible” is that?
 As a result of the losses endured by CalPERS due to California’s 
political thumb-on-the-scale investment approach, Golden State 
taxpayers now face a real threat of yet higher, even more extortion-
ary tax rates. This kind of possibility is a key reason why Nevada 
lawmakers are constitutionally prohibited from toying with the in-
vestment decisions of NV PERS.  
 Right now, state lawmakers consciously walk a fine line with re-
gard to governance of NV PERS.  
 They need to remember that attempts to step across that fine line 
and undermine Nevada’s constitutional prohibition will brand them 
indelibly as enemies both of constitutional government and of the 
public they claim to represent.

Geoffrey Lawrence is a fiscal policy analyst at the Nevada 
Policy Research Institute.
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Greenberg Traurig, 
LLP Expands
Las Vegas Office
Greenberg Traurig, LLP, an internation-
al law firm, recently expanded their Las 
Vegas office to include numerous attor-
neys from Kummer Kaempfer Bonner 
Renshaw & Ferrario.  Seventeen attor-
neys, including two founding attorneys 
and several associates and support staff 
have moved to Greenberg Taurig, LLP.  
The new group will focus on business 
law, securities, gaming, litigation and 
real estate.

Around The State

Small Business
Lending On the Rise
According the U.S. Small Business Ad-
ministration (SBA), small business lend-
ing has increased more than 25 percent 
compared to the weeks prior to the pas-
sage of the ARRA legislation.  “Experts 
say our unemployment and real estate 
indicators should start to improve in the 
coming months,” commented John Scott, 
SBA’s Nevada District Director.  “That 
would signal the recovery is beginning to 
take hold here in Nevada.”

St. Rose 
Dominican 
Hospitals 

Receives
Donation

HMSHost Corporation, a 
retailer with stores in McCarran 

International Airport, and the Chil-
dren’s Miracle Network have raised 

$214,445 throughout late 2008 and 
early 2009 for the St. Rose Dominican 
Hospitals Level III Neonatal Intensive 
Care Unit (NICU).  The donation will 
assist in purchasing equipment for the 
unit.

Get the right fit.
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about finding the right 
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and network provider. 
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Ask The Expert | Delivering Bad News

n a time when the business world faces falling profits re-
sulting in budget cuts, layoffs, salary decreases, benefit 
reductions and never-ending bad news from Wall Street, 
leaders are faced with the immense challenge of navigat-
ing their organization and team through these unchar-

tered waters. 
 It is more important now than ever to create a corporate cul-
ture that embraces camaraderie, loyalty, organizational unity 
and a system that celebrates successes both large and small. It 
is those businesses that have and can maintain, or even build 
upon, a strong corporate culture that will be able to sustain 
their businesses and set them up for even greater success when 
times change. 
 Good leaders master the ability to deliver bad news while 
still motivating their employees to provide exceptional custom-
er service and increase sales. 

Be honest.

 At our recent all-company meeting, we shared our financial 
and strategic plans with everyone of our team members, even 
going as far as opening our books and budgets to them. We 
coupled this with empowering each of them to identify where 
they get to make an impact on the profitability and future suc-
cess of the company. 
 Honest communication allows strong leaders to embark on a 
journey with their team that encompasses a clear direction and 
vision for the future. 

Be decisive and consistent.

 Hard decisions are a reality for today’s business leaders. 
Strong leadership involves focusing on taking the necessary 
steps to ensure the company’s viability, then making those de-
cisions quickly and delivering the news with the same levels of 
passion and confidence with which positive news is conveyed 
in times of prosperity. 

 Decisiveness and consistency of message during difficult and un-
certain times inspires confidence in your team, who in turn will vest 
into your vision and perform at higher levels of efficiency.
 We must master our ability to focus and take intentional ac-
tion. When we do, we achieve our greatest, most fulfilling accom-
plishments.

Take feedback and apply it.

 I have found that top performers have an intentional focus, a pur-
poseful action and they allow themselves to be accountable. This 
combination drives them toward results that many people only 
dream of achieving.  
 Inspire others to find their voices. Empower your team to become 
part of the company’s solution to the challenges the market presents. 
Ask for feedback…and use it.
 In a changing and challenging environment, the word “collabora-
tion” has taken on new meaning and significance. No longer does 
it simply mean working together. Instead, it means leveraging the 
talents, resources, and ideas of many to become and to stay competi-
tive. It means working as a team to execute a vision and competing 
as a team to win.

Celebrate successes.

 Create an environment that overcomes the negativity of today’s 
headlines. Remember the power of fun. 
 Quickly find a success to celebrate after difficult decisions have 
been made. While goals may not be as lofty as in the past, your com-
pany and your team are working hard and even the smallest amount 
of recognition will create a positive momentum in the office.
 Eventually, all leaders are faced with the challenge of deliver-
ing bad news. And, with challenge comes opportunity. Take the op-
portunities that you are faced with today to strengthen your vision 
and your company’s culture. Stand strong with, and for, your vision. 
Your team’s inspiration will be defined by the strength of your vi-
sion and how passionately you, as a leader, live it.

Leadership Development:

I
How good leaders deliver bad news during tough times

Jason Lindstrom
President and CEO

Rapport Leadership International
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As businesses continue to streamline processes and run 
leaner than ever before, there are some service sectors 
that are seeing growth and business opportunities – 
outsourced service companies. Among a handful of in-
dustries transitioning services to outsourced personnel 

is healthcare – particularly when it comes to patient billing.
 It’s hardly a surprise that the healthcare sector is suffer-
ing alongside all other business sectors. However, at a time 
when this industry is taking one of its hardest hits due to 
new restrictions, budget cuts on Medicaid/Medicare and the 
increasing number of non-paying patients, physicians must 
consider how to cut costs in order to keep the doors open to 
patients.
 The prospect of outsourcing services is becoming an in-
creasingly widely accepted management practice across the 
United States, especially in today’s new economy.
 For many business owners, the mere thought of having an 
outside entity take control of small portions of business op-
erations can be a less than desirable idea to entertain. For 
many it’s the cost of the outsourced service company, the im-
pact the transition may have on the business while making the 
change as well as the control and trust factor we face when 
making the decision to outsource. However, it’s surprising 
how easy the transition can be as well as how outsourcing a 
portion of operational processes may not only result in large 
cost reductions on running business on a day-to-day basis, 
but also serve as a catalyst for change and renewed energy 
within the business and staff.
 It’s not uncommon for physicians to lose up to 20 percent 
of their revenue due to inefficient internal processes and lack 
of staff support and experience to carry-out operations for the 
business. At any stage of economic health, this is money that 
simply cannot be left on the table for any business.
 Outsourcing services such as human resources, legal, ac-
counting, marketing or billing helps to keep the focus the 
company’s core competencies, which in today’s market is 
critical to the success or failure of any business. In fact, out-
sourcing can increase revenues depending on the service. In 
outsourced medical billing, for instance, the employees are 
specialized in billing services and have the ability to obtain 

faster payments from insurance companies, which, in turn, 
can increase revenue each month for the company utilizing 
outsourced services.
 Common questions regarding outsourcing include cost sav-
ing projections, professionalism and how to manage and mea-
sure the results a business receives when outsourcing services 
to another company.
 Some good advice is to carefully evaluate the cost of keep-
ing operational processes in-house. Consider all employee 
costs paid to see-through the process, overhead to house em-
ployees and materials, whether the process is efficient and 
whether their expertise can be better used for a company’s 
core competency. Doing a bit of legwork on costs will show 
you the differential between the energy and hard costs of 
keeping a service in-house versus outsourcing it.
 By outsourcing a service, a company can redirect the ef-
forts of a handful of staff members to directly serve the prod-
uct/service structure that is offered to customers. This means 
staff who may have taken on operational processes in the past 
as a fall-back position can now be front-and-center in the or-
ganization’s customer interactions and business development 
efforts instead.
 Another good tip is to commit to a minimum one year 
working agreement with the outsourcing company. After the 
agreement period has ended, evaluate the results and cost sav-
ings. The outsourcing company should have helped cut costs 
over hosting processes in-house and allow the company to 
focus on business. If this is not happening, look for another 
qualified outsourcing company and always ask for referrals.
 Outsourcing services is a smart business strategy that can 
give an organization a competitive edge in today’s market.
 It can drastically decrease costs to business owners while 
still allowing them to operate at the same level or better. And, 
with so many companies having to cut personnel in-house, 
outsourcing professional services is oftentimes the only way 
a company can maintain operations and survive in the new 
economy. 

Vital Signs | Healthcare

Susan Chandler is managing partner and president of Twin 
Physician Services.
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Craig Willcut
President & CEO

United Construction
Las Vegas & Reno, NV

Number of Employees: 70
Years in Nevada: 31
Years with Company: 10

Describe your leadership style:
My style is to inspire my team to reach 
obtainable goals while I work alongside them to 
do the same. I don’t ask anything from my team 
that I wouldn’t do myself.

Biggest Business Challenge:
The market is constantly changing. The biggest 
challenge of any company leader is to respond 
to those changes without going too far. 

Best Business Advice:
The market is cyclical and many businesses 
grow and get smaller in conjunction with market 
conditions. Construction is unquestionably one 
of those professions. The key is to make good 
decisions when things are good, understanding 
that when they are not, those decisions will 
carry you through down times. Being the biggest 
is not always the answer.

How do you retain your best and
brightest employees?
Because of the high expectations I have of my 
team, I make sure that each member is given 
the tools to achieve what has been asked of 
them. Outside of that, I stay out of their way and 
let them do what they do best.

What inspired you to get into the business?
I started in the business as an apprentice 
carpenter. At the time it was just a job, but I 
found that I had a passion for the industry that 
has kept me involved. More than 30 years later, 
I am just as invested.

What is the most important thing you learned 
from your parents?
My father was in law enforcement. So, I would 
say the primary message I took from him was 
a sense of right and wrong. From my mother, 
I would have to say I learned the virtue of 
forgiveness. She was a saint. Regardless of 
what anybody did, she didn’t judge them.

Little known fact about yourself?
I have no formal higher education. I started 
in the construction industry as an apprentice 
carpenter and worked my way up, holding just 
about every position possible in a construction 
company.

Face To Face | Statewide
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he credit crisis, economic reces-
sion, negative job growth, high 
unemployment rates and a re-
covering residential industry all 
are wreaking havoc on Nevada’s 

industrial real estate market. Consumer 
confidence and spending are down. Nu-
merous businesses have downsized, ta-
bled expansion plans or closed.
 “The market, which historically has 
been geared for growth, now is dealing 
with a local, regional and global econo-
my that’s affecting new development as 
well as performance of existing proper-
ties,” said Jeremy Aguero, a principal 
analyst at Applied Analysis, a Las-Vegas 
based financial advisory and economic 
consulting firm.

 “Soft,” “challenging” and “uncertain” 
describe today’s industrial, experts said.
 “It’s a great time to be a tenant right 
now,” said Mike McCabe, senior vice pres-
ident—industrial group, at Colliers Inter-
national—Reno. “It’s not a fun time to be a 
landlord. It’s hard to justify a purchase.”

A Challenging
Market

T

John Ramous
vice President of Operations at 
Harsh Investment Properties.

Building Nevada

INDUSTRIAL
By Doresa Banning



July 2009                                        43

Today’s Market

 Compared to the same time last year, 
demand for industrial real estate is down 
throughout the Silver State due to lost jobs 
and decreased consumer confidence, said 
Dan Doherty, senior vice president—indus-
trial division, at Collier’s International—Las 
Vegas. Vacancy rates are up, into the double 
digits, meaning supply has outpaced demand. 
Some, but not many, projects are being devel-
oped or constructed, and little of those, if any, 
are spec, those built in anticipation of finding 
a buyer. Developers are waiting for the indus-
trial inventory to absorb and land prices to 
fall before starting on new product. Leasing 
is slow, and rents are down.

Southern Nevada

 In Southern Nevada, local issues affect-
ing the market include declining gaming 
revenues, off-and-on construction on the 

Strip and a huge downturn in the retail seg-
ment, Doherty said. 
 While the industrial market is under-per-
forming, it remains relatively healthy com-
pared to other commercial real estate sectors, 
such as office and retail, said John Ramous, 
vice-president of operations for Harsch In-
vestment Properties, a real estate investment, 
development and management company 
with a regional office in Las Vegas.
 Of the region’s industrial submarkets, 
central Las Vegas Valley is the strongest, as 
companies want opportunities close to the 
Strip, the major activity hub, Ramous said.
 “Where that was very tight one to two 
years ago, it has softened, and prospects 
or tenants want to come back to that,” he 
added. 
 Henderson also is generating demand. 
The city has a solid infrastructure, high-
way access and amenities, and its industrial 
product is accurately priced, Ramous said.
 Industrial inventory in Southern Nevada 
totals about 105 million square feet, twice 

that of 10 years ago, Aguero said. About 11 
percent of that inventory—11 million square 
feet—remains vacant. That vacancy rate is 
nearly double the 6 percent it was 12 to 18 
months ago. 
 Most of the vacancies are in smaller build-
ings (2,000 to 5,000 square feet) and mid-
size buildings (5,000 to 20,000 square feet), 
as these product types got overbuilt prior 
to the market shift. At that time, steep land 
costs deterred development of large buildings 
(50,000 square feet and up), as they wouldn’t 
be feasible financially.  
 Development and construction activity is 
about one-third or one-fourth of what it was 
a year ago, Doherty estimated, and that pri-
marily is projects that were financed and un-
der way long before the economic downturn. 
For example, Harsch Investment Properties, 
instead of starting on planned industrial 
projects, has pushed them out at least 12 to 
18 months. Harsch develops primarily multi-
tenanted, light industrial parks along with 
some big-box projects.

Building Nevada | Industrial

42                                        June 2009

http://www.lmshellconstruction.com


44                                        July 2009 www.NevadaBusiness.com

dustrial construction were completed, 
according to Colliers—Reno. Projects 
begun before the economic dive, howev-
er, are being completed. Reno-based DP 
Partners, for example, has put a morato-
rium on spec development in 2009, Tolles 
said. The company develops everything 
from self-storage to flex space to big box 
distribution, spec and build-to-suit, in 
primarily Northern, but also in Southern, 
Nevada. 
 “It is really, really difficult to finance 
any kind of spec building right now, if not 
impossible,” Tolles said. 
 Leasing is taking place, many of them 
existing tenants relocating or downsizing. 
Yet, some are strategic moves by firms to 
occupy new space. Earlier this year, Bush 
leased 85,875 square feet; Diapers.com, 
85,566; and NewGistics, 72,500.  
 While asking rents for industrial space 
have remained static, effective rates have 
come down, indicative of a tenant’s mar-
ket, McCabe said. 
 The industrial sale market is inert, 
primarily due to difficulties obtaining fi-
nancing and uncertain property values. 
 “To finance new ($3+ million) projects 
today, you have to come up with 30 to 
40 percent equity,” McCabe said. “That 
makes it difficult to make properties pen-
cil, especially when you have depressed 
rental rates and a lot of vacant lease prop-
erties on the market.”

Current Trends

 The economic squeeze on many busi-
nesses and the industrial market currently 
favoring tenants are causing tenants to 
opt for shorter-term leases, which is a 
mistake, Doherty said. They should ask 
for the longest lease-term possible, which 
will increase concessions, lower annual 
increases and afford them with a lower 
initial lease rate, he added.
 “Even if you commit to a lease term 
longer than you’re comfortable with, in 
the next two to three years, we will see 
rent growth again, which makes it easy to 
get out of space if you don’t need or out-
grow it,” he said.

vacant inventory is in big-box (300,000+ 
square feet) industrial spaces, McCabe 
said. Before the economic downturn, re-
tail drove larger buildings, which were 
more affordable to build when construc-
tion costs were high. Today, however, de-
mand for those is depressed.
 The vacancy rate, which includes TRIC 
property, is 14.5 percent, for a total of 1 
million square feet. This is due to tenants 
contracting into smaller spaces, closing 
or consolidating operations or leaving the 
market. Tenants that recently halted local 
operations include BrightPoint (159,500 
square feet) and Entertainment Distribu-
tion Co. (100,276 square feet). 
 Like Southern Nevada, in the fourth 
quarter 2008 and first quarter 2009, the 
industrial market experienced a negative 
net absorption. In the first three months of 
2009, about 1 million square feet were neg-
atively absorbed. “You have to expect that 
in a market like it is today,” McCabe said.
 Nevada’s northern region has expe-
rienced increased industrial activity by 
third-party logistics providers, including 
ITS Logistics, Kuehne+Nagel Logistics 
and Jacobsen Cos. This likely is due to 
more and more companies outsourcing 
their distribution functions to cut costs. 
 Despite significant decreases in con-
struction costs, new development is at a 
standstill, McCabe said. In 2009’s first 
quarter, only 32,000 square feet of in-

Building Nevada | Industrial

Dan Doherty, SIOR • Colliers International

 “Our own portfolio has seen higher 
vacancy, so we want to make sure there’s 
continued demand. At the levels right 
now, we’re reluctant to break ground on 
anything,” Ramous said. 
 Leasing of industrial space in South-
ern Nevada is slow and, recently, has be-
gun operating in reverse, Aguero said. In 
2009’s first quarter, Southern Nevada ex-
perienced a negative net absorption of 1.4 
million square feet, according to Applied 
Analysis data. This means square footage 
from tenant move-outs surpassed square 
footage of new space occupied.
 Companies moving into smaller or 
less-expensive spaces accounts for most 
of the leasing, Doherty said. Some out-of-
town companies are moving in, but not to 
the extent they did 18 months ago.
 Some local companies, however, are ex-
panding their operations. Priority Plastics, 
for instance, is moving from a 40,000- to 
a 102,000-square-foot facility. Freeman 
Co. plans to vacate its 300,000-square-
foot space for a 420,000-square-foot 
space being built for it.
 Actual, or effective lease rates (those 
indicated on the lease) are down about 15 
percent, asking rents, about 10 percent.
 Except for a few user-buyers of indus-
trial space, property sales are stagnant, 
Doherty said.

Northern Nevada

 Although Northern Nevada’s industrial 
vacancy rate has increased and other indi-
cators have worsened, the core market it-
self remains healthy, said Par Tolles, presi-
dent of Reno-based DP Partners, a Reno-
headquartered real estate development 
and asset management company focused 
on industrial and office. The core market 
excludes the Tahoe Reno Industrial Cen-
ter (TRIC), which comprises the entire 
eastern submarket. With 30,000 acres of 
developable land in its industrial complex, 
TRIC skews Northern Nevada data. 
 Total industrial inventory in the north 
is about 71 million square feet. An over-
supply of nearly every industrial product 
type exists, however, most of the region’s 
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 Some tenants are subleasing part or all 
of their space for the remainder of their 
leases. These subleases tend to be short 
term, for about two years or less.
 Renters are demanding concessions 
from their landlords—for new or mid-
contract leasing rates, upgrades, smaller 
or larger spaces, and others. Landlords, 
sometimes, are accommodating.  Conces-
sions may include a percentage off the 
rent, free rent for a certain time period, 
flat rent for some years, moving allow-
ances or increased tenant improvement 
dollars. 
 “Because leasing rates have come 
down, landlords are, in general, being 
much more open to different possibili-
ties within their projects,” Ramous said. 
“They’re being much more aggressive in 
deal-making.”
 “It’s being much more offensive as 
opposed to being defensive, and being 
of front of brokers and prospects much 
more than you needed to in the past,” he 
added.

Expected Recovery

 Nevada’s industrial market likely will 
worsen before it turns the corner. It likely 
will struggle throughout 2009 and into 
the first half 2010, many experts predict.
 “I think there is a little more pain to be 
felt within the market,” Tolles said. 
 For recovery to occur, consumer con-
fidence must increase and new jobs must 
be created. Debt and equity must loosen 
up, too.
 The state can expect to see increas-
ing bankruptcies and foreclosures in all 
the commercial real estate sectors, which 
will depress industrial market activity.

Southern Nevada

 Before industrial growth can continue 
in Southern Nevada, it will need to expe-
rience a reduction in the number of homes 
for sale, completion of CityCenter—four 
luxury high-rise residential condos on the 
Strip—and stabilization of the tourism 
economy, Aguero said.

Relationships Are Earned Over The Long Haul
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One Relationship Manager • Backed by a Team of Specialists • Delivering Custom Solutions

To learn more, call (877) 502-2265 or visit www.colonialbank.com.

©2009 Colonial Bank

44                                        July 2009

 Vacancy rates likely will increase in 
2009. Lease and sale rates are expected 
to decline up to an additional 10 percent 
through at least 2009, maybe into 2010 as 
well. Negative absorption likely will con-
tinue through 2009 but to a lesser degree. 
Leasing likely should pick up in early 
2010.
 Sales won’t happen until financing be-
comes easier to obtain and some purchas-
es are made to establish value. 
 Before a substantial amount of new in-
dustrial can be built, existing inventory 
must be absorbed. Therefore, an up-tick in 
construction won’t take place for at least 
another year, and significant new con-
struction, for another two to three years. 
When building starts, it’ll be selective 
and in strong submarkets. We likely will 
see more environment-friendly industrial 
buildings.
 “I think that people are posturing 
themselves so once the market shifts back 
to the good, they’re going to seek sus-
tainable ways,” said Tony Dazzio, senior 

vice-president of Burke & Associates, a 
full service general contrator based in 
Southern Nevada.

Northern Nevada

 According to the experts, vacancies 
likely will increase in 2009. When de-
velopment and construction accelerate, 
Northern Nevada will likely see smaller, 
multi-tenant buildings. Big-box construc-
tion likely won’t come back online again 
until early to mid-2010 at the earliest. The 
use of “green” building practices also is 
expected to heighten. 
 Leasing likely will pick up this year in 
the third or fourth quarter. Rental rates are 
expected to remain in the 10- to 20-per-
cent below levels throughout 2009 and into 
2010 until some vacancies are absorbed. 
Sales will gain momentum once leasing 
picks up, credit is easier to obtain and new 
projects can be justified financially.
 “It’s going to be another year to work 
our way out of it,” Tolles said.

http://www.colonialbank.com


Lionel Sawyer & Collins
Raising the bar 

 “At Lionel Sawyer & Collins, we rely 
upon and promote teamwork among staff, 
paralegals and attorneys to meet the needs 
and expectations of our  clients,” said 
Trish Ham, client services coordinator for 
the firm.  The law firm has approximately 
190 employees and, aside from traditional 
benefits, the company offers innovative 
benefits for its employees such as a smok-
ing cessation laser therapy and a 24-hour 
nurse hotline for any medical questions 
employees may have.
 The company encourages employees to 
get involved and contribute ideas that can 
help everyone as a whole. “We have firm 
wide meetings where we call everyone in 
and talk about what’s going on in terms 
of the economic uncertainties and ask 
for suggestions and help,” said Paul Hej-
manowski, managing partner for the firm. 
The company uses input from these meet-
ings to improve the work place by incorpo-
rating employee suggestions.

Martin-Harris Construction
Promoting family values at work

 One of the core values at Martin-Har-
ris Construction is to “offer the best op-
portunities for associates to achieve their 
goals.”  The company’s founder, Frank 
Martin works to achieve that every day.  
The company, founded in 1976, offers 
employees everything from a medical 
program and time share program to flex-
ible work hours, an educational program 
and free seminars.
 Promoting teamwork within the com-
pany is important to Martin and to that 
end he and his wife annually open their 
ranch to employees for the spring picnic.  
Additionally, the company encourages 
employees to contribute to their commu-
nity and offers to match funds raised.  At 
the core of the company is the family at-
mosphere throughout.  
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From poker pros…to ordinary Joes (and Janes)…Las Vegas has its 
own unique style. Just ask anyone who calls it home.

We deserve health coverage that’s as distinctive as we are. One that’s 
local, affordable, and stacked with flexible health benefit plans. That’s 
just what Coventry Health Care offers. It’s the perfect fit for individuals, 
businesses—and hardworking people from every walk of life. 
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Introducing a new choice for health coverage that’s got that Vegas flair.    

Learn more about Coventry. Call your broker or 1-877-233-3561.  
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NV Energy
R-E-S-P-E-C-T

 NV Energy has approximately 3,200 
employees throughout the state.  There’s 
power in numbers and NV Energy har-
nesses this power to improve the compa-
ny’s work environment.
 “We have a very inclusive way of work-
ing with employees.  We reach out on all 
levels of our employee base to get ideas 
and to find ways to do things better,” said 
Michael Yackira, president and CEO of 
NV Energy.  The company offers excellent 
benefits and opens up the lines of commu-
nications between management and staff.  
Additionally, the company recognizes ex-
cellence and gives employees the opportu-
nity to expand their knowledge base.
 “I think our employees recognize that 
we are a good company to work for.  We 
respect the employees and treat everybody 
with dignity.  We look for the right answer 
by getting everybody’s input on how to di-
rect the company in the appropriate way,” 
said Yackira.

Opportunity Village
Home ownership assistance

 It’s no small feat for a non-profit orga-
nization to be named as one of the Best 
Companies to Work For. With budget re-
straints and intense scrutiny, non-profits 
deal with a different set of rules as it relates 
to employees. Opportunity Village has ris-
en above these challenges and provides its 
team members outstanding benefits.
 One of the most appreciated of these 
benefits is the Homebuyer Assistance Pro-
gram.  Opportunity Village offers any full-
time employee that has worked there for a 
year or longer the option to borrow $10,000 
towards the purchase of a home.  Addition-
ally, the non-profit forgives $2,000 for ev-
ery year the employee remains with the 
company thereafter until the loan is paid.
 “I think part of what makes Opportu-
nity Village such a great place to work is 
that we work very hard trying to get the 
employees’ input,” said Ed Guthrie, execu-

tive director for the company.  “We’re here 
to help people with disabilities become full 
members of our community.  To do that, 
we need staff members that feel like they 
are full members of our team,” he added.

University of Southern Nevada
Open door policy

 The University of Southern Nevada 
prides itself on promoting a successful 
and comfortable work/life balance for 
its employees.
 “USN has strived to establish and 
maintain a distinct culture where each 
and every employee, whether faculty, 
staff or administration, has the opportu-
nity to participate in shaping the future 
of the institution as it continues to grow,” 
said Dr. Harry Rosenberg, president of 
the university.  To that end, he promotes 
an open door policy and a feeling of 
openness and inclusion among all staff 
members.

 The school has frequent employee 
forums, hosted by Rosenberg, in which 
each employee has the opportunity to of-
fer input and ask questions.  At these fo-
rums, Rosenberg shows the financials of 
the institution so everyone knows where 
the school stands.
 In addition to the benefits package, the 
university also provides employees with 
$2,000 annually to fund attendance at 
professional development seminars and 
conferences.
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In Brief
According to a survey conducted by 
Watson Wyatt, workers aged 50-
64 who are confident in having the 
resources to live comfortably five years 
into retirement recently has dropped 
to 44 percent from the 63 percent 
reported in 2007.
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 “The Smith Center will serve as a cul-
tural ‘Ground Zero,’ a place that nourishes 

new companies, provides a sort of incu-
bator for arts and cultural institutions 
and elevates the artistic level of resi-
dent companies,” says Martin.
 Of course, the closing of the mu-

seum worries Martin, but there are 
lessons to be taken from it as well. 

“As devastating as that was,” says Martin, 
“it may have sent a message to people that 
they have to participate and give if they 
want great things to happen culturally in 
their community. People may realize that 
they can’t leave the business of sustaining 
cultural institutions to a handful of million-
dollar donors.”
 Beth Barbre, executive director and 
CEO of Nevada Ballet Theatre, says Las 
Vegas’ experiences aren’t unique. “It’s 
been a difficult year for everyone, from 
the New York City Ballet to companies 
smaller than ours,” she says. The com-
pany’s “bread and butter” show, The Nut-
cracker, which represents more than 50 
percent of the season’s sales, lost more 
than a quarter of its attendance in 2008. 
Still, a proactive approach that began last 
fall has resulted in some real expense-
saving measures, which Barbre says will 
only improve their outlook.
 Also on the horizon is the CityCenter’s 
$40 million public Fine Arts Program. 
Throughout the resort and hotel, guests 
will find a range of stimulating, avant-garde 
public art pieces from such acclaimed art-
ists as Nancy Rubins, Maya Lin, Jenny 
Holzer and Henry Moore. 
 Patrick Duffy, president of the board 
of the Las Vegas Art Museum, arts com-
missioner for the City of Las Vegas, board 
member of the upcoming Neon Museum 
and avid art collector, says the CityCenter 
project will help to ignite a sort of cultural 
renaissance for Las Vegas – at a time when 
it’s most needed.
 “People ask how I can say that when 
gallerists are leaving due to a lack of sup-
port. But I’ve worked with gallerists for 20 
years, and I know that they eventually find 
a niche. They may go elsewhere, which 
isn’t unusual. But when you open a gallery 

 She suspects the museum’s closure was 
due in part to its location away from the city’s 
center. Hopefully, says Deaner, the museum 
can eventually re-open downtown. Mean-
while, three outstanding arts and culture 
projects are in the works: the Neon Museum, 
projected to open in 2011; the Museum of 
Organized Crime and Law Enforcement in 
early 2011; and The Smith Center for the Per-
forming Arts in spring of 2012.
 When ground broke on The Smith Cen-
ter in late May, approximately 1,000 people 
received construction jobs. Ninety-five per-
cent of the $475 million project cost has 
already been raised through a combination 
of public and private funding, says Presi-
dent Myron Martin. It’s estimated that The 
Smith Center will create $25-30 million 
in new spending each year, through ticket 
purchases, concessions and visits to neigh-
borhood restaurants and hotels. 
 The Center will house a 2,050-seat mul-
tipurpose main hall, a 300-seat cabaret the-
ater and a 200-seat flexible studio theater 
for rehearsals, children’s theater and com-
munity events. Nevada Ballet Theatre and 
the Las Vegas Philharmonic will call The 
Smith Center their permanent home.

Continued from page 13

in a city like Las Vegas, you take a chance. 
You have to cultivate an audience and be-
come part of the community. Many people 
have been able to sustain themselves, even 
in this tough economy. If you listen to what 
the community wants, it can be the rudder 
to get you through difficult waters.”

A Rural Exception?

 Elko is home to the annual National Cow-
boy Poetry Gathering, a week-long arts fes-
tival celebrating life in the rural West. This 
past January marked the 25th birthday of 
the event presented by the Western Folklife 
Center. The center also maintains a mu-
seum, hosts numerous exhibits and events, 
and provides several educational programs 
around the region. Yet one-third of its en-
tire year’s $2.5 million income comes from 
the gathering. 
 Executive Director Charlie Seemann 
points out that Elko’s economy is fairly 
stable, thanks to its chief industry, gold 
mining. “The local economy hasn’t neces-
sarily translated into stronger support for 
us, but unemployment isn’t as high, and 
housing prices aren’t down as much,” says 
Seemann.
 Still, he admits that a big chunk of the 
Western Folklife Center’s corporate fund-
ing has disappeared in the recession. The 
center receives one-half of 1 percent of 
the Elko room tax, which has, of course, 
dwindled. That has forced postponement 
of several programs until next fiscal year.
 The Churchill Arts Council and its 
home, the Oats Park Arts Center in 
Fallon, are also doing remarkably well 
considering the economy. As Executive 
Director Valerie Serpa explains, “After 
performances, we do exit surveys with 
our audiences, and have found we’ve 
developed a following of folks from out 
of town – places like Reno, Carson City, 
Lake Tahoe and even Sacramento.”
 If you’re surprised by the success of an 
arts center in Fallon – especially in this 
economy – you’re not alone. Serpa meets 
with this attitude all the time. She attri-
butes this strong following not only to the 

Feature Story | Arts
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arts center’s beauty, but to the rural nature 
of the community; parking’s easy, and the 
performers are very down to earth and in-
terested in comingling with audience mem-
bers after shows. The center also lends it-
self naturally to hosting private events, and 
rental activity has increased in the last year 
as well. 
 She adds, however, that the center has 
seen roughly a 10 percent downshift in 
visitors. “Our seasons begin in September, 
and last year, attendance took a hit right 
away, and it didn’t seem to matter whether 
the events were ticketed or free. But since 
November, all our performances have been 
really close to selling out.”

Light at the End of the Tunnel

 There are reasons for optimism – such as 
President Obama’s Recovery and Reinvest-
ment Act, which will provide $250,500 to 
the Nevada Arts Council, to be distributed 
through SNAP (Sustaining Nevada’s Arts 
Programs) grants. 
 Boskoff also notes another interesting 
trend: the formation of several new arts 
organizations – especially choruses, bands, 
writing groups, theater troupes and interna-
tional or other cultural groups. “That says 
to me that during times like these, people 
want to come together to share common 
goals and interests, to create beautiful 
things.”
 There are also valuable lessons that have 
come from the bad economy. “Everything 
is on a pendulum, and sometimes things 
swing too far to one extreme or the other, 
and there has to be a way to self-correct,” 
says Berryman. “I think the economy has 
made us more thoughtful about doing 
things for the sake of doing them, and that’s 
not necessarily a bad thing.”
 “In the Great Depression, the arts actu-
ally lurched forward, and some art forms 
were developed then – big band music, the 
first Walt Disney movie, the proliferation 
of radio,” says Beth Macmillan. “It may 
have taken longer if not for the Depression. 
People needed to feel good, and I believe 
the arts can do that again.”
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Jorge Perez, M.D. 
Sierra Nevada Cancer Center

We have an oncology and hema-
tology practice, so the bulk 

of our work is treating patients 
affected by cancer. This is a small 
practice, and cash flow is num-
ber one for us to function well. 
Moving cash in and out in a 
streamlined manner is very, 
very important.

City National provides all the services 
that facilitate running our practice 
smoothly. The most recent example is 
financing the construction of our new 
cancer center. Thanks to a loan from 
City National, the center should be 
completed soon.

City National is The way up® for 
my business.

“ City National 
provides solutions 
that I trust.”

For a relationship you can trust, call 
Paul Workman at (702) 952-4440 or
Jerry Gregory at (775) 885-1227 or 
visit cnb.com.

Member FDICNevada’s Premier Private and Business Banksm
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 Business owners face a myriad of decisions every day; decisions 
that affect the future of their family, as well as their businesses.  Not 
only do business owners face the challenges of running business to-
day, but also must anticipate future challenges related to business and 
management succession, estate taxes and liquidity, death and disabil-
ity.  These challenges take on even greater importance when the busi-
ness comprises a significant portion of the owner’s family’s wealth.

Develop An Exit Strategy Early
 Whether a business owner plans to retire early or run the busi-
ness until his/her death, eventually someone else must take control.  
Businesses that have a blueprint for the future are not only less likely 
to fail, but they are also more likely to retain their value, now and in 
the future.
 Focusing on succession planning and developing an exit strategy 
can be difficult, especially while working to make a business grow.  
But successfully transferring business ownership while minimizing 
the tax consequences takes time. 

Successful Family Business Planning
Determine Whether to Keep the

Business in the Family
 A good place to start succession planning is to determine whether 
the owner – and the owner’s children – want to keep the business in 
the family. If transferring ownership to the next generation seems to 
be the best approach for the business, there is still some groundwork 
necessary to ensure a successful transition. Laying the foundation 
for a transition of ownership and management is best done while 
you are still active in the business, and can provide insight and guid-
ance during the transition period.

Before Transferring Ownership, Transfer
Management to the Next Generation

 Allowing the next generation to assume management responsi-
bility gradually allows for the necessary credibility with non-family 
employees, vendors and customers. This will also give the child time 
to make mistakes and learn from them and allow the owner time to 
evaluate the child’s ability to succeed in a senior management role.

Profit & Loss | Business Planning
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(702) 798-7194 | www.naiopnv.org

Get Connected: Join NAIOP Today! 
As the leading organization for developers, owners and 
related professionals in office, industrial, retail and mixed-
use real estate, the new NAIOP Southern Nevada offers 
numerous opportunities for its more than 700 members to 
learn, connect and engage in issues impacting the industry.

We invite you to join us at our next mixer, seminar, 
breakfast program or event to discover how NAIOP can 
work for you. For a complete schedule of events, visit 
www.naiopnv.org/upcoming_events

Come experience NAIOP...

NAIOP-NV_BZ_JRNL-7.25x4.75.indd   1 5/12/09   10:21 AM
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Selecting the Best Method to Transfer Ownership
 If a business owner decides to transfer ownership of the 
business to his/her children, they need to determine the best 
method for making the transfer.  Transferring interests to 
family members during the original owner’s lifetime, rather 
than at death offers several advantages: it allows for the reduc-
tion of estate taxes and may also provide cash flow to fund 
retirement.  A variety of tax-efficient methods are available 
for transferring ownership, each with different advantages and 
disadvantages.

Using a Grantor Retained Annuity Trust (GRAT)
 This strategy involves transferring ownership interests to the 
GRAT in exchange for annual payment of an annuity in cash 
or in kind for a specified number of years.  When the GRAT 
terminates, the remaining assets are distributed to the owner’s 
children, either outright or in trust.  If the owner dies during the 
GRAT’s term, however, part or all of the assets in the trust will 
be included in his/her estate.

Following a Program of Making Annual Gifts
 By taking advantage of the annual gift tax exclusion and the 
lifetime tax exemption, owners can create a planned giving pro-
gram that could allow them to minimize or even avoid incurring 
any gift tax liability.  A business owner can transfer ownership 
gradually without incurring a tax liability.  

Creating a Family Limited Partnership (FLP)
 This technique requires creating an FLP and transferring owner-
ship of the business to it.  By making use of an annual gift tax exclu-
sion and lifetime gift tax exemption, owners can give their children 
limited partnership interests while minimizing gift tax liability.  As 
the general partner, the owner would retain control over the business.  
However, to avoid incurring estate taxes, they will need to transfer 
the general partnership interest during the owner’s lifetime.

Using an Intentionally Defective Grantor Trust (IDGT)
 Using this technique, owners sell a minority interest in the busi-
ness to a trust in exchange for a promissory note.  An IDGT allows 
owners to continue paying income tax on the assets held in the trust, 
but their value will be removed from the estate, reducing the even-
tual estate tax burden.  Continuing to pay the income taxes, rather 
than using trust assets to pay the taxes, will increase the eventual 
value that will pass to the heirs.
 Depending on the circumstances, an owner may be able to com-
bine these techniques to achieve his/her desired outcome.  Be aware 
that some of these techniques have a higher risk of challenge by the 
IRS than others.  A business owner will want to carefully weigh 
the advantages and disadvantages of each technique with an estate-
planning attorney.

Reed Radosevich is the Nevada President of Northern Trust
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Reno-Sparks 
 With the continued slowdown of the hous-
ing market and tremendous pullback in con-
sumer spending, it appears that the beginning 
of 2009 is playing out like the end of 2008 as 
retailers continue to close stores and consoli-
date. The disappointing Christmas shopping 
season was ranked as one of the worst in forty 
years.  To date, we have seen Circuit City, TGI 
Friday’s, four Long’s Drugs, Home & Garden 
Direct, Tequila Beach, Household Finance, 
Baja Fresh in Sparks, multiple Domino’s Piz-
zas and several independent retailers and res-
taurants shut their doors.  Combined with the 
widespread store closures in 2008, the vacancy 
rate has been pushed up to historic levels.  In 
the first quarter, we had negative net absorption 
of 43,569 square feet as the vacancy rate hit 
14.98 percent, up from year-end 2008 of 14.05 
percent--significantly higher than the national 
average of 8.4 percent.  The only anchors to 
open were Best Buy in the Legends at Sparks 
Marina and Staples in the Shopper’s Square 
expansion. Construction has slowed substan-
tially with the exception of two projects; The 
Legends at Sparks Marina and Shopper’s 
Square expansion in the Park Lane submarket. 
The Legends is set to transform the economic 
and tourist-based landscape of Northern Ne-
vada with their $1.2-billion, destination retail 
and entertainment center encompassing more 
than one million square feet.  It is currently un-
der construction at the intersection of Interstate 
80 and Sparks Blvd and is scheduled to open 
phase one this summer joining Scheel’s All 
Sports, Target and Best Buy.

Las Vegas 
 During the first quarter of 2009, the Las 
Vegas commercial retail sector posted its sec-
ond quarter of negative net absorption and a 
record-high vacancy rate.  Demand turned 
negative as a number of retail stores closed 
their doors and a significant amount of space 
entered the market.  Selected retail closings 
included Circuit City stores, Great Indoors in 
Boca Park, two Sportsman’s Warehouse loca-
tions and selected grocery anchors.
 Average vacancies reached 9.3 percent by 
quarter-end, which was up from 7.4 percent 
reported in the fourth quarter of 2008.  Com-
pared to the first quarter of 2008, vacancies 
were up 3.7 points from 5.6 percent.  Vacancy 
rates are well off their 10-year average of 3.3 
percent and are expected to remain elevated 
during the next several years as a rebalanc-
ing in the commercial retail sector will be 
required.  
 The market witnessed 812,900 square 
feet of new space in a handful of retail cen-
ters, while approximately 221,000 square 
feet of negative net absorption was reported 
market-wide.  The net move-out figure was 
significant, particularly given the relatively 
high level of market expansion.  At the close 
of the quarter, total market inventory reached 
51.3 million square feet, while another 2.5 
million square feet were under construction.  
Included in the under-construction figure is 
nearly 1.7 million square feet of product that 
has actually stopped development, suggesting 
limited product is likely to enter the market in 
the coming quarters.

Commercial RE Report | Retail

Retail Summary
First Quarter 2009

Southern Nevada Analysis and statistics compiled by 

Applied Analysis, Northern Nevada Analysis and statistics

compiled by Colliers International Reno
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es, perhaps we may have the first 
signs of finding a bottom to the 
current recession.  March data, 
the last month for which we have a 
full reporting, offer a few pleasant 
signs.  Seasonal factors aside, we 

find several Silver State indicators moving up 
by healthy percentages relative to the previous 
month—enough to suggest that perhaps the 
positive factors are gaining strength.
 All the recent month-over-month changes 
for Nevada, Clark County (Las Vegas) and 
Washoe County (Reno) are less than the year-
ago changes. Recovering from last year’s sharp 
declines, however, and returning to prosperity 
will likely take longer than usual because of Ne-
vada’s nasty housing problems and the worst 
financial crisis since the 1930s.  We should 
expect ups and downs before we get a clear 
read and can take comfort that we have fully 
recovered.  
 March visitor volume is up by double-digit 
rates over February’s levels—up 12.8, 12.4, 
and 17.7 percent respectively for Nevada, Clark 
County (Las Vegas), Washoe County (Reno).  
Gaming revenue over this period remained fa-
vorable, falling short of the pace with visitor 
volume (showing gains of 10.5, 10.7 and 9.3 
percent for the corresponding areas).  Amid the 
uncertainties about future jobs and income, 
properties found people with discretionary in-
come willing to take advantage of value oppor-
tunities being offered.  
 Since there were only two mild and short 
downturns between the mid-1980s and 2007, 
many have no experience with the severe re-
cession we now have.  Moreover, the Silver 
State’s fortunes ride with one industry whose 
fate depends mainly on discretionary consumer 
spending.  As a result, harder hit by this reces-
sion than the U.S., the Nevada unemployment 
rate is at 10.5 percent of the labor force com-
pared with 8.9 percent nationally.  
 Recovery from this recession will depend 
heavily on the consumer. Autos, housing, fur-
niture, and home repairs, along with travel and 
tourism, will be important. Nationally, auto and 
light truck sales are down to 9.5 million units at 
an annual rate from 16 million units two years 
ago.  GM and Chrysler have sunk under the 
weight of the decline.  Most recently, we see 
sales down 35.7 percent from year ago levels, 
but the month-over-month decline has slowed 
to 5.5 percent, perhaps we are seeing another 
example of a bottom forming in the national 
business cycle—a welcomed sign for the Sil-
ver State’s fortunes which depend on incomes 
elsewhere.

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

*Reflects the Reno-Sparks MSA which includes Washoe and Storey Counties

R. Keith Schwer
UNLV Center for Business and Economic Research
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“At the end of the day, my wish is 
to have always provided the best 

service, honest answers, and a 
can-do attitude to my customers, 

peers, and community. We 
enjoy it when people are so 

pleased with our companies’ 
performance, that they not only 
call us for their business needs, 
they also become some of our 

closest friends.”

Natalie Manning • President, Manning Finance, LLC

“We strive to serve others and 
be considerate of others in an 
effort to help people realize 
their greatest potential. I hope 
to be remembered as loyal –
as a good teammate.”

Coach Lon Kruger • University of Nevada, Las Vegas

“There’s nothing more 
important to me than my 
family, but that only really 
matters to a precious few.  As 
for my greater legacy, I hope 
to be remembered as a man 
blessed with internal peace and 
happiness; simply the product 
of doing what’s right and 
treating other people well.”

Rod Martin • Vice President, Majestic Realty Co.
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“I want to be known as a great 
father who made sure there was 

always a smile on my sons’ faces 
by steering them the right way 

in life.”

What do you want your legacy to be?

The Last Word People

“I want people to remember me 
as an honest and ethical person.  
A man of his word, a man who 
people could rely on, a man of 
undying devotion to his family 
and a man who made a difference 
in people’s lives.”

Scot Grimes, PGA • Owner/President, Corporate Concepts

Roy Burson • Principal in Charge, JVC Architects

“I want my legacy to be that I 
was loved and respected by my 

family.”

Dr. Eric Moskow • CEO & Founder, Canyon Gate Medical Group



June 2009                                        5554                                        July 2009

Northwest
7445 Peak Dr
Las Vegas, NV 89128
702.952.2140

Central Valley
3730 S Eastern Ave
Las Vegas, NV 89169
702.952.3400

Southwest
9280 W Sunset Rd, Ste 100
Las Vegas, NV 89148
702.952.1251

Henderson
10001 S Eastern Ave, Ste 108
Henderson, NV 89052
702.952.3444

Summerlin
655 N Town Center Dr
Las Vegas, NV 89144
702.233.2200

Henderson
1505 Wigwam Pkwy, Ste 130
Henderson, NV 89074
702.856.1400

Pediatric
3196 S Maryland Pkwy, Ste 400
Las Vegas, NV 89109
702.688.6180

Boulder City
999 Adams Blvd, Ste 103
Boulder City, NV 89005
702.293.0357

That’s right, Comprehensive Cancer Centers of Nevada 
is the state’s only cancer center affiliated with UCLA’s 
renowned Jonsson Comprehensive Cancer Center. Through 
our relationship, we’re able to offer our local patients 
access to exciting new clinical trials and novel therapies, 
as well as cutting-edge research. And they never have 
to travel out of state. Want to know more? Visit us at 
cccnevada.com, or call the CCCN location nearest you.

CCCN The obvious choice for local cancer care.

NUMBER OF CANCER
TREATMENT CENTERS IN NEVADA 
AFFILIATED WITH UCLA.
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ChALLENGING TIMES 
dEMANd  

PERSONAL ATTENTION.

You’ve successfully navigated the twists and turns and now you’re looking for the kinds of  
opportunities that will move your business forward. For the past 50 years, Nevada State Bank has helped 
smart businesses throughout the state by looking at their potential, not just the bottom line. We’re there  

for you – with expert personal service and the financial tools – to help smart businesses succeed.  
Call 1-888-507-DOOR (3667) and open the door to your future. 


