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Opportunity  
doesn’t knock.

Opportunity calls. 

And it hates to get 
voice mail.

Introducing an advanced 

business voice service that 

puts you in total control. 

It’s called Cox Business 

VoiceManager,SM but you’ll 

call it the innovation that 

cuts the cord to your desk 

phone. A host of features 

keep you connected 

wherever and whenever you 

want. And online controls let 

you manage your calls from 

any Internet connection.

*Offer valid through 6/30/09 to current commercial Internet subscribers in Las Vegas Cox-wired, serviceable locations who newly subscribe to Cox Business VoiceManagerSM. Cox Business VoiceManager Basic monthly rate is $25.99, per line based on 1-4 lines. 
Long distance is not included. Minimum 3-year term commitment required. Includes free installation. Discounts are not valid in combination with or in addition to other promotions, and cannot be applied to any other Cox account. Rates vary and are subject to 
change. Offer does not include usage, applicable taxes, surcharges or fees. 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. Services provided by Cox Business, a division of CoxCom, Inc. Services not available in all areas. Other restrictions apply. Telephone 
services are provided by Cox Nevada Telcom, LLC. ©2009 Cox Communications Las Vegas, Inc. All rights reserved.

Add Cox Business  
VoiceManagerSM 

for only  

$2599*

per month

Call 702-939-1148 or visit coxbusiness.com

http://coxbusiness.com
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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
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 The Nevada Constitution clearly gives citizens the power to enact or change laws if they 
feel the Legislature lacks the political will to do so. This right is spelled out in Article XIX: 
“The people reserve to themselves the power to propose, by initiative petition, statutes and 
amendments to statutes and amendments to this Constitution, and to enact or reject them at 
the polls.” While Nevada legislators haven’t actually said so, recent actions suggest that they 
consider this provision an inconvenient annoyance. 
 During the last several legislative sessions, Carson City has tried, with some success, to 
make it more difficult to get initiative petitions on the ballot. In 2005, Senate Bill 224 was 
passed, requiring that petitions must be limited to a single subject, supporters must file a 
200-word summary with the Secretary of State, and opposition groups must be allowed to 
challenge petitions before signatures are gathered. 
 In 2007, legislators enacted Senate Bill 549, which required that a minimum number of 
signatures must be collected in each of Nevada’s 17 counties. Luckily, this law was struck 
down by the courts. Another act in 2007 (AB604) requires anyone who gathers signatures 
for petitions to be registered with the Secretary of State’s office, and also mandates that the 
backers of initiatives fill out finance reporting forms more often and in more detail than 
people running for elective office.
 How successful have all these attempts been in silencing the voice of the people? 
Twelve different petitions were filed to get measures on the 2008 Nevada ballot, and all 
12 were eventually withdrawn. A look at some of the topics covered by initiative petitions 
during the last few years should give an insight into why they have been opposed by the 
entrenched establishment in Carson City: property tax restraint and reform, clean and open 
government, increased gaming taxes, property owners’ bill of rights, and tax and spending 
control for Nevada.  
   Encouraged by their successful efforts to keep citizens from filing new petitions, in 2009 
legislators tried to undo some of the provisions that had successfully passed in previous 
years. In 2004, voters passed Question 3, which placed a $350,000 limit on non-economic 
damages in malpractice cases, in order to reduce the cost of malpractice insurance for doc-
tors and keep them from leaving Nevada. During the 2009 session, legislators attempted 
to reverse this law by passing AB 495, which would eliminate all caps on non-economic 
damages and would also remove the limit on fees attorneys can charge and collect. 
 Nevada voters passed the Nevada Clean Indoor Act limiting smoking in many work-
places, restaurants and bars, in 2006. In 2009, lawmakers supported by the tobacco in-
dustry and tavern owners proposed Senate Bill 372, which would reverse nearly all the 
provisions of the Act. 
 In 2002, voters approved the Protection of Marriage amendment to the state Constitu-
tion, which declared that a marriage must be between a man and a woman. The 2009 Legis-
lature did its best to ignore the voice of the people by proposing “domestic partnerships” that 
would give unmarried couples, including same-sex couples, the benefits of marriage. They 
insisted that since domestic partnerships weren’t technically the same thing as marriages; 
Senate Bill 283 didn’t conflict with the amendment. 
 Elected representatives serving in the Legislature seem to think that they know what’s 
best for us lowly citizens, and we should stop meddling in their affairs (except when it comes 
to funding them with our tax dollars). Now that the 2009 legislative session is finally wind-
ing to a close, it’s time to note which of our representatives paid attention to the will of the 
people as expressed in our initiative petitions, and which have decided to ignore it.

Silencing the Voice of the People
Legislature tries to undo initiatives
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Globalization
Nevada businesses trade internationally

to grasp new markets.

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

NAIOP Southern Nevada
One of the largest NAIOP chapters in the nation, 
NAIOP Southern Nevada’s members pitch in to 

keep the organization going strong.

 By Doresa Banning
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Cross and Blue Shield Association.  © 2009 ANTHEM

76 of the Fortune 100 companies offer Blue Cross and 
Blue Shield Health Plans.*
anthem.com
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n 1997, the Eureka based business, American Pet Diner, 
began exporting its products to Japan. Today, the com-
pany, which manufactures and sells a line of hay and feed 

products for rabbits, guinea pigs, prairie dogs and Chinchillas, 
ships its goods to about 10 countries in Europe and Asia, with 
exports comprising 45 percent of its volume. “It’s growing,” said 
Lisa Marshall, the chief executive officer and president. “It prob-
ably will take over a major portion of our business. The potential 
is just limitless.”
 Like American Pet Diner, several Nevada companies export 
their goods or services to international markets. More, however, 
should consider the prospect, experts said, as the potential is 
huge and the payoff worthwhile.
 “We tell people that if you’re not participating in the global 
economy, you’re just not going to see the growth you want to 
see,” said Michael Skaggs, director of the Nevada Commission 
on Economic Development (NCED). “To really succeed in busi-
ness, they need to be engaged in the global markets.”

A Growing Trend

 More and more U.S. companies have begun to globalize over 
the last decade, and Nevada is at the forefront of that trend. The 
Silver State is entering its seventh consecutive year of increased 
international export activity, according to U.S. Department of 
Commerce data. 
 In the first two months of 2009 alone, Nevada achieved a 
record-breaking $1.098 billion in exports. (This number only re-
flects product exports, as the Department of Commerce doesn’t 
track services exports.) This dollar figure represents a 22.9 per-
cent increase over the same period in 2008. Whereas Nevada’s 
exports rose, those for the entire U.S. dropped 22.5 percent.

I

Global ization
By Doresa Banning

How to survive doing
business in a global market

Cover Story
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How Does Your
Work Comp
Program Pay
You Back?

Request a FREE 
Savings Estimate 

Today

The Preferred Builders Self-Insured 
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quality service & coverage at the
lowest possible cost for 10 years.

Builders • Contractors • Electricians 
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Soil Engineers • Suppliers

www.PBSIG.com
888-529-1034

“PBSIG and CHSI helped us build an
industry-leading safety record, keeping

claims costs down - which makes us more
competitive in the market.”

Jim Koepp, General Superintendent, Clark & Sullivan

age 17 percent more than similar positions 
in domestic-only businesses.
 Anytime is a good time to begin export-
ing, experts say. Now, however, is one of the 
best, Di Stefano said, because many of the 
world’s countries still have growing econo-
mies, whereas the United States’ gross do-
mestic product, or total market value of all 
final goods and services it produces in a 
given year, is shrinking. 
 “Going into international markets where 
people are still buying products will yield 
more positive results than just selling in the 
domestic market,” he added.
 Further, 95 percent of the world’s popula-
tion and, therefore, the majority of potential 
customers, reside outside the U.S.
 In the current economy, Nevada com-
panies with exports are, for the most part, 
doing well. They are growing and ex-
panding whereas domestic-only 
companies or those with few 
exports are seeing business 
shrink or cease, Di Ste-
fano said.

Exporting 
Myths

 Misconceptions about 
exporting generally keep 
businesses from pursuing 
it. These misconceptions 
include executives believing 
their companies’ are too small, 
lack the right type of product, 
won’t get paid and that exporting 
is expensive and too risky, among 
others. 
 “It’s a matter of educating them that it’s 
not that hard and where the opportuni-
ties are,” said Di Stefano. “There are only 
positives, and no negatives, to growing your 
business through exports.”
 Services are needed as much as tangible 
exports, Edlefsen said. The exporting of 
services isn’t any more or less difficult than 
that of products, only different.
 This doesn’t mean the process is easy. It 
requires learning about shipping, logistics, 
specialized paperwork, permits, labeling 

 “In a down market, these are phenomenal 
numbers,” said Alan Di Stefano, NCED’s 
director of global trade and investment.
 Nevada’s services and products exports 
include business management training, se-
curity systems, jet blast deflectors, sporting 
goods, water purification devices, building 
materials, thermal imaging systems, bever-
ages, furniture, apparel, leather, livestock 
and much more.
 “There’s a little bit of everything,” said 
Bill Cline, director of the Reno office of U.S. 
Commercial Service, a federal government 
agency dedicated to helping Nevada busi-
nesses develop international markets.

Business Benefits

 The primary benefit Nevada businesses 
gain from global exporting is increased sales 
and revenue, which comes from expanding 
and diversifying one’s markets, said Andrew 
Edlefsen, director of U.S. Commercial Ser-
vice—Las Vegas (Cline’s Southern Nevada 
counterpart).
 Globalization allows companies, in their 
off-seasons, to do business elsewhere in the 
world and offset their cyclical markets.
 “You can keep your workforce busy, keep 
people employed and take advantage of full 
production capacity,” Cline said.
 Because other countries’ product needs, 
demands and specifications differ, export-
ing helps businesses creatively develop new 
merchandise, which then oftentimes can be 
sold at home. Sometimes, benefits trickle 
down to the exporting companies’ custom-
ers in terms of lower prices, better terms and 
the like. 
 Companies selling to international mar-
kets are better able to contend domestically 
with their competitors at home who also ex-
port, Cline said. 
 When companies add global sales to their 
domestic ones, business tends to grow, re-
quiring them to hire additional staff. This 
then creates jobs, benefitting the state as a 
whole. Goods leaving Nevada for non-U.S. 
countries currently support about 86,000 
jobs in the state, according to Department 
of Commerce data. These jobs pay on aver-

Quote

Cover Story | Globalization
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requirements, product registration, cultural 
differences, proper social etiquette and vari-
ations in business practices. For American 
Pet Diner, it’s been a “long, slow process of 
learning how to do it,” Marshall said. “It’s 
definitely worth it,” she added.

Available Assistance

 Whether a company is “new to export”—
wanting to export for the first time—or 
“new to market”—wanting to add an ad-
ditional country to those it already exports 
to—all kinds of assistance is available, 
much of it free. However, some services do 
have an associated fee.
 A good place to start is the U.S. Commer-
cial Service, formerly called the U.S. Export 
Assistance Center (USEAC) and part of the 
U.S. Department of Commerce. It consists of 
a network of export-knowledgeable, govern-
ment representatives in 82 countries, many 
of them based in U.S. embassies and con-
sulates, and in 100 U.S. cities, including Las 
Vegas and Reno. Each center in the network 
help companies identify, enter, develop and 
sustain international markets.
 “Each of our export assistance centers 
around the country work with various of-
fices, world trade centers, banks, universi-
ties and chambers of commerce, anybody 
that is doing anything international related,” 
Edlefsen said. “We really have all the tools 
necessary for any company to start export-
ing or expand their exporting base.”
 Cline and Edlefsen, the two Commercial 
Service directors in Nevada, spend at least 
half their time counseling businesses. That 
can include helping them identify markets 
or troubleshooting an issue to walking them 
through a licensing procedure or exploring 
financing avenues, Cline said. They conduct 
seminars, such as “The Basics of Export-
ing,” which provides an overview for “new 
to market” companies, along with other out-
reach and educational programs.
 The export assistance centers help com-
panies find qualified foreign partners, dis-
tributors or agents to work with internation-
ally. They also conduct background checks 
on these individuals.

 The centers get involved in and have Ne-
vada companies participate in trade shows 
both locally and in foreign countries, such 
as China, Germany, France and Mexico. Be-
cause Las Vegas is a hot spot for both trade 
shows and international visitors, the Las Ve-
gas branch of the U.S. Commercial Service 
frequently participates. Either it has a booth 
and staff at the shows or its international of-
fices organize delegations of buyers from 
several different countries and escort them to 
the shows. “It’s a great venue for companies 
to utilize our services,” Edlefsen said.
 With its organized trade missions, about 
six Nevada companies are taken to a foreign 
country for pre-arranged one-on-one meet-
ings with potential partners and/or distribu-
tors there. “We provide as much support as 
we can on the international end,” Edlefsen 
said.
 The U.S. Commercial Service Web site, 
www.export.gov, contains a host of free 
market research materials, such as “How to 
Do Business in ‘X Country.’” A second site, 
www.buyusa.gov/nevada, lists Nevada’s ex-

port assistance centers’ upcoming events.
 The Nevada Commission on Economic 
Development (NCED) also offers a host 
of educational and promotional programs 
through its Department of Global Trade and 
Investment. 
 Its “Export Readiness Programs” in-
volve consulting with a new-to-export 
company on whether it’s ready to export 
and what its growth and expansion poten-
tial is. Through NCED’s export seminars 
and one-on-one counseling sessions, com-
panies learn how to be successful in ex-
porting and the best ways to approach new 
markets, said Di Stefano. 
 The NCED helps businesses show their 
products or make connections at inter-
national trade shows, which are open to 
the world at large, and on trade missions, 
where only a handful of Nevada companies 
are taken to a foreign country to introduce 
their product and/or connect with potential 
partners. NCED hosts between two and five 
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Publisher’s Letter | New Name, New Design, Same Team

Dear Readers,
As you read through this issue of Nevada 

Business Magazine, you’ll  notice a 

number of changes in content and 

design….we’ve even changed our name.  

Nevada Business Magazine (Formerly 

Nevada Business Journal) has been the 

only statewide business magazine for 

almost a quarter of a century.

 And while our mission to inform, connect and engage 

business leaders throughout the state has not changed, our 

audience has.  Our readers have climbed the ladder of success 

and are now top executives throughout Nevada.  

 We’ve made a concerted effort to reach the state’s decision-

makers through refining our distribution list and publishing 

articles pertinent to top management.  Our strategy has 

proven successful as recent readership surveys indicate our 

audience is primarily top Nevada executives. 

 In addition to their roles of authority, our survey indicates 

readers of Nevada Business Magazine are mostly conserva-

tive, affluent, educated, and active in their communities. 

 In short…they are successful business owners and 

executives that “get it done.”  More than half our audience 

has been reading the magazine for over five years.  We’re 

thankful for our loyal readers and honored they continue to 

read the magazine.

 Even though magazines often get painted with the same 

brush as newsprint, in reality there is a vast difference 

between the two mediums.  While newspapers across 

the nation are closing due to the economy and a shift in 

consumer behavior, there remains a niche for magazines, 

especially those with a clearly defined readership.    In 

fact, as marketing professionals are forced to be more 

targeted due to dwindling budgets, magazines are often 

the benefactor.   
 The success of any business resides with its ability to 

adapt and change its products or services as the market 

and demand changes.  Aside from numerous editorial 

modifications, the magazine has been completely 

redesigned.  The new look, intended to make the editorial 

more engaging and easier to read, is the result of months of 

research, planning and collaboration.   I’d like to thank our 

production team, led by Chris Tucker and Tarah Figueroa 

for their hard work and enthusiasm.  It’s an honor to work 

with such talented individuals.

 Even with all the changes, it remains our focus to 

provide unique statewide business coverage for the nation’s 

most unique state.  We hope you enjoy our new look and 

welcome your ideas and suggestions.

Connie Brennan, Publisher/CEO
Connie@NevadaBusiness.com

http://watsonrounds.com
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Feature Story

he $787 billion American Recovery and Reinvestment 
Act of 2009 (ARRA) was signed into law by President 
Obama in February of this year.  The largest economic 

stimulus package ever, ARRA was created to jumpstart the slow-
ing economy by creating and saving jobs, extending unemploy-
ment benefits to those people already involuntarily terminated 
during the recession, provide healthcare and keep the numbers of 
uninsured from rising higher as inevitable layoffs continue. Ad-
ditionally the package is designed to upgrade the nation’s infra-
structure, enhance our country’s energy independence, provide 
tax relief and “protect those in the greatest need.”

ARRA in Nevada

 ARRA was designed to put the entire economy back on track, 
yet still manage to address individual needs of healthcare, food 
and unemployment insurance.  But, employers already suffering 
from the economic downturn, may be facing new taxes and new 
budget hits as ARRA gears up.
 Very basically, the economy is circular.  Individuals spend.  
Spending fuels businesses.  Businesses hire employees.  Employ-
ees spend.  When employees are laid off or can’t find work to 
begin with, they don’t spend.  When they don’t spend, businesses 
downsize, lay off employees and, in some cases, close.
 In which case, ARRA, by providing employees with educa-
tional and employment opportunities, with healthcare and con-
tinued unemployment insurance, is intended to help shore up the 
economy, providing business to existing companies and stopping 
further layoffs.

T

Changes 
Stack Up

By Jennifer Baumer

New employment laws
impact businesses
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Feature Story | Employment Law

ture (see story, page 42), and enhancing the 
country’s energy independence from foreign 
sources.  Nationally, $3.1 billion has been set 
aside for state energy programs.  Nevada is 
primed for the alternative energy market 
with an abundance of sunlight, geothermal 
activity and wind power, and under ARRA, 
the state is eligible to receive $34.2 million 
to set up an energy program if Nevada sepa-
rates utility profits from electricity sales and 
implements energy efficient building codes.

 Nevada stands to receive $1.5 billion in 
direct aid and Medicaid assistance from the 
recovery act, as well as millions in competi-
tive grants that can be used to stimulate new 
and existing businesses, and create and save 
jobs.
 Stated goals for the enormous sums of 
ARRA money include modernizing our na-
tion’s infrastructure, which includes creat-
ing Department of Transportation projects 
for roadways and transportation infrastruc-

 Other ARRA goals include preserv-
ing and improving affordable healthcare, 
which has resulted in changes to the CO-
BRA health insurance protection, and 
protecting those in need, which has re-
sulted in changes to minimum wage and 
unemployment insurance.

Administrating ARRA

 The Nevada Department of Employ-
ment, Training and Rehabilitation (DETR) 
is responsible for implementing portions 
of the plan.  DETR changes under the 
Obama plan include:
  Changes to unemployment insurance, 
including a $25/week bump in benefits 
and changes in determining eligibility;
 Federal funds to extend State unem-
ployment benefits through 2009;
 An additional $5.5 million of Unem-
ployment Insurance administration fund-
ing for improvements to the system that 
provide unemployment benefits.
 Under ARRA, $500 million was set 
aside for adult employment training ser-
vices, with $3.4 million allocated to Ne-
vada in formula funding through U.S. 
Department of Labor with DETR the state 
administrator.  DETR also oversees $14.3 
million for employment training services 
for dislocated workers.  Nationally, $200 
million was included for Department of 
Labor National Emergency Grants, funds 
that will allow the Secretary of Labor to 
respond to plant closings, mass layoffs and 
other events that effect a large number of 
workers.  Recent legislation added $25 a 
week to unemployment benefits.  

Show Me The Money

 In Nevada, ARRA funds are being al-
located across the budgetary board, from 
the arts sector to services for families and 
children including childcare and emergen-
cy food and shelter assistance programs.  
Funds are going to education and energy 
programs which include both existing and 

Continues on page 38
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Innovation drives success. Holland & Hart is proud to serve innovative
clients such as WorldHeart and MedQuest because we, like them, constantly
challenge ourselves with new ideas. Visit our website to learn more about
Holland & Hart.

www.hollandhart.comReno
5441 Kietzke Lane, 2nd Floor
Reno, Nevada 89511
Contact: Tim Lukas
(775) 327-3000

Carson City
777 East William Street, Suite 200
Carson City, Nevada 89701
Contact: Tim Lukas
(775) 684-6000
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(702) 669-4620

I N N O V A T I O N

Pratap “PK” Khanwilkar, PhD, MBA
Vice President, WorldHeart Inc.
Co-Founder/Former CEO, MedQuest Products Inc.
Salt Lake City, Utah

PK’s inventions are saving the lives of people who suffer from
advanced heart failure. He co-founded MedQuest, a medical
device company specializing in implantable heart assist devices,
and led MedQuest from a start-up company to an advanced
R&D company, including recognition as Utah’s fastest growing
medical device company three years in a row. PK’s design team
has invented innovative heart assist devices, including an
award-winning rotary Left Ventricular Assist Device (LVAD) for
adults that uses magnetic levitation to avoid friction, and a blood
pump to help newborns with congenital heart defects.

In 2005, WorldHeart acquired MedQuest and its world-class
team. WorldHeart is the manufacturer of the Novacor LVAS, the
world’s most durable and reliable pulsatile LVAD. In 2006,
WorldHeart helped PK’s team successfully introduce the Rotary
VAD to patients in Europe. PK expects WorldHeart’s devices to
save more lives, eventually enabling hundreds of thousands of
heart patients to return to their jobs and families.
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Anderson: Around the fourth quarter 
of this year, we’re going to begin seeing 
rates starting to flatten out. We’ve been 
in the five-to-six-year slide with an eight 
to 10 percent a year rate increase, but 
we’re at a bottom now as pricing power 
returns.
Pike:  I think that’s further segmented by 
classification.  If you get into the special-
ized markets, whether it be gaming or de-
velopment, pricing has been through the 
roof.  
Leslie Pass: You’re seeing hardening of 
property and not necessarily in casualty. 
We’re still seeing decreases in casualty 
and hearing that property is hardening or 
even increasing quite a bit.  So I think it 
just depends on what line and what indus-
try.
Pike: The reality is, there has been some 
attrition of clients that have been forced 
out of business, but we’re continuing to re-
new the policies that we have on the books. 
It still requires a certain amount of service 
work, we’re just making less income to 
support it.  So we’re probably no different 
than any other business.  We’re figuring 
out ways to stay leaner through this tough 
economy. 
Dahan: I just wanted to add that I’m the 
current president of the Henderson Cham-
ber and it’s not unusual in any given 
month, for us to see 30 companies go out 
of business.
So there’s a reality out there that regardless 
of how successful, you’re going to have 
less business.  I’ve also seen that compa-
nies are shrinking, so there are fewer em-
ployees. That’s the direct impact.

How is the insurance 
market weathering the 
storm?
Anderson: I haven’t heard of anyone that’s 
going out of business.  Well, one that has bro-
ken up and everyone went their own way.  
Dahan: There’s some consolidation I think.  
There have been a few smaller brokerages 
emerging.  

How have large,
national companies 
such as AIG affected 
the industry?
Jeric Leavitt: You know, AIG is one of 
those barriers that, on their insurance side, 
the property and casualty business is fine.  
It’s the financial products that have gone a 
little sideways.  There are some carriers, 
like Hartford and a few others, that also 
have some troubled financial products, but 
those are just concentrated in insurance. 
Travelers and some of those others are go-
ing to be positioned really well.
Gregory Pike: I think probably the more 
difficult component with AIG is the public 
perception.
 Hardly a week goes by, whether it’s on 
the front page of the Wall Street Journal 
or another news source, where they’re not 

being bashed for one infraction or another. 
From a public perception standpoint, that 
can be very damaging and as a retail bro-
ker on the property/casualty side, it does 
create challenges.
 In reality they are a very, very sound un-
derwriting company.  Fortunately the laws 
prevent the financial services side from 
dipping into the policyholder’s surplus. 
David Dahan: I think the public is just an-
gry, and it’s very difficult to get through 
to them.  
 One additional concern that I have is if 
AIG’s rating goes down and it puts a lot of 
clients out of compliance with their own re-
quirements.  The issue at that time will be 
finding another carrier that’s comparable.  
Jade Anderson: That could be the most 
troubling long-term affect of AIG, because 
before the bail out, the insurance agency 
pretty much stood alone very healthfully 
and really didn’t need a lot of government 
intervention.
 The bottom line is the insurance entities 
were never really in danger.  It was their 
investment portfolio which was complete-
ly unregulated that got them into trouble.
Larry Harrison: I think the end result, 
which we’re already starting to see, is the 
market hardening. And you’re going to see 
insurance companies that aren’t able to 
write business at losses for market share, 
because they don’t have the investment 
portfolios or the cash they once had. 

xecutives representing the in-
surance industry met recently 
at the law offices of Holland 
& Hart, LLP. Like every other 
business, insurance brokers are 

feeling the pinch of the current reces-
sion. While the economy was certainly 
an important topic, these industry rep-
resentatives offered strong opinions on 
a variety of topics.

E

Industry Focus | Insurance



16                                        June 200916                                        June 2009 June 2009                                        17

Pass: But any retail insurance agencies 
that are having problems, from what 
I’m hearing, are those that are primar-
ily focused in construction.
Harrison: Well, there’s that, but I think 
really what we’re saying is we’re work-
ing harder for less.  The employers are 
focusing on overhead. All of our cli-
ents are also re-evaluating all of their 
expenses, and insurance is certainly a 
part of that.  Many are opting to raise 
their deductibles, which means our pre-
miums are smaller. So in my office, 
we’re spending a lot of time working 
with our existing clients, modifying 
their plan designs and at the end of the 
day, they’re paying less in premiums. 
There’s greater emphasis I think on 
customer relations. 
 If you’re not friendly to your custom-
ers, you’re not going to be successful. 
 I think that the insurance schools are 
very, very busy right now with people 
who think that they’re going to get into 
the insurance business and take this 
hick town by storm. As it is, we lose 
a lot of people every year who think 
that they can get into this business, but 
they’re just flashes in the pan that come 
and go.  They don’t have the staying 
power because the first three-to-five 
years are very, very, very tough.

In what ways does 
government
regulation help or
hinder the industry? 
Pike: We’re all regulated by the state. 
There are insurance codes and regu-
lations.  I think that the problem with 
Carson City is that many times the leg-
islators have great intentions, but the 
affect of the laws they actually put in 
place just creates additional burdens in-
terfering with business. Short of good 
consumer protection, I think most laws 
and regulations are a bad thing. I don’t 
need Uncle Sam telling me how to drive 
the bus-how to run my business. 

Harrison:  We have so many mandates, 
we’re among the top five states in the na-
tion, and there are more on the table right 
now. One of them concerns acupuncture. 
Very rarely do I have somebody come into 
my office and say I want acupuncture.  But 
now, they want to mandate that all plan-

ning companies offer acupuncture.  This 
will raise the price of healthcare and as 
costs go up we’re going to end up with 
more uninsured and uninsurable people. 
We need to get a handle on these things.  
Rather than a mandate that says ‘you 
shall” we want these plan designs to read, 
‘you may’ cover this benefit and allow a 
person to buy into these additional ben-
efits much like dental or vision.
Dahan: There’s actually a group, I’m a 
member, called Nevadans for Affordable 
Healthcare, which is trying to educate the 
public about mandated benefits. Every two 
years you’ve got a bunch of bills and prob-
ably about 95 percent of them get knocked 
off.  Once in a while, something will pass. 
The problem is again, we’re not connecting 
the price with the consequence of the leg-
islation. When there’s a discussion about 
the cost of healthcare, no one ever says, 
‘Oh, three years ago we passed a bunch of 
new mandates.’  They just say ‘Wow, look 
at the cost of healthcare!’ And it’s always 
attributed to the delivery system.  
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of tires for every season. I would abuse it 
because it’s ten bucks. What’s the differ-
ence? Higher co-pays are definitely one 
solution. 
Pike: My employee healthcare costs 
come in third in my budget falling in 
right after my rent.  Are employers trying 
to control that expense in this economy? 
Absolutely! Revenue is down, I’m trying 
very hard not to have any layoffs, so how 
do I offset this? Well, I look at ways to 
lower the costs of health insurance for 
my employees. Really the only way to do 
that is to play around with deductibles 
and co-pays. 
Grady: The American public seems to 
lend itself towards some form of entitle-
ment for health insurance. It’s not in the 
constitution, it’s not in the bill of rights, 
but we have gotten to the point where 
people do confuse healthcare with health 
insurance.  
Dahan: Health insurance doesn’t mean 
healthcare. There are people who have 
health insurance who are not healthy.  
And it’s not because they don’t have the 
insurance to pay for it.  They don’t even 
go see a doctor.  

What can be done to 
control costs?
Grady: What we’ve got to focus on is 
education, taking care of yourself and 
controlling healthcare costs. What is it, 
like 85 to 90 percent of all claims are 
incurred by 10 percent of the popula-
tion?
Anderson: We’re seeing a lot of cost 
shifting.  From everything I’m reading 
it’s apparent that the consumer driven 
model is not removing expense, it’s just 
shifting responsibility and costs from 
the employer to employee.  
Anderson: There are so many people 
leaving the insurance market that we 
have all of these people walking into 
the hospitals without insurance and 
stacking up the emergency rooms, so 
the hospital is going to have to drive 
costs up just to recoup.

 You want to talk about the cost of 
healthcare? I’m involved with North Vista 
Hospital. An indigent walks in the hos-
pital and he doesn’t have any money, but 
guess what?  That person has healthcare.  
He doesn’t have health insurance, but if 
he walks into a hospital he gets treated.
John Grady: At the end of the day, the 
insurance industry does one thing; it as-
sumes risk. That’s true whether it is on the 
property and casualty side or the health 
insurance side. So when legislation is 
passed, whether it’s good or bad, there 
is an impact on the insurance company 
rating system. There has to be, because 
you’re assuming risk.

What is the public
perception of the
insurance industry?
Grady: For the most part, the general pub-
lic does not really understand what brokers 
and agents actually do.  Quite frankly, most 
people don’t like us; there is a general dis-
trust of our industry. 
 Yet, show me somebody who’s had can-
cer, or a medical problem of some severity, 
and I’ll show you someone who will speak 
very highly of our industry because it saved 
them from financial ruin.  
 If you ask the average business owner 
what they think the profit margin that an in-
surance company builds into their premiums, 
they will respond with anywhere from 12 to 
25   percent, because the average American 
believes that there are huge profits.  In reality 
it’s between three and five percent. 

How has an
employee’s belief 
they are entitled to 
free universal
healthcare impact-
ed the industry?
Harrison:  If we had co-pays with our 
auto insurance like we do with our 
health insurance, I would have a new set 
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 What’s interesting is that of the es-
timated 45 million Americans who are 
uninsured, at least 30 million are un-
insured by choice. Many young people 
choose not to buy it. They feel invin-
cible, so we lose those healthy premi-
um dollar people from the pool which 
drives the costs up for the sick. Until we 
get everyone back on board and into a 
system, costs will continue to rise.
Harrison: And when we talk about uni-
versal healthcare, it’s critical to note 
that everything will change. Availabili-
ty, research, and choice of doctor; many 
of these things go away when you go 
into the healthcare system that’s being 
proposed today. And another important 
question everyone needs to ask them-
selves is if this becomes a government 
agency who will you complain to? Been 
to the DMV lately?
Pike: If I don’t take care of my custom-
ers, they will go see one of these other 
people sitting around this table. And 
that’s just the way it is. But here’s the 
thing, on a universal healthcare system, 
I think the level of compassion will go 
away because at the end of the day, the 
government employee’s going to collect 
a paycheck whether they take care of 
your needs or not.
Harrison: In conclusion, I would say 
that the employer’s best defense against 
all these rules, regs, mandates, and so 
forth in federal acronyms coming out 
of Washington, D.C. is a well-informed 
forum. 
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 Nevada’s policymakers already have sig-
nificant resources at their disposal, but state 
public-education policies are not decided 
rationally — at least not if their goal is edu-
cating students. Various laws and mandates 
dictate how taxes are to be spent and what 
programs must be created, whether or not 
these programs produce results.
 Unfortunately, billions of dollars are at 
stake each year. This provides powerful in-
centives for proponents of a high-spending 
education system to defend the status quo, 

even if it means poor quality education for 
Nevada’s young people.
 Reform-minded policymakers, however, 
have options that can help get Nevada mov-
ing forward. First, policymakers need to 
focus on results — not mandating new pro-
grams or higher spending. Rather than leg-
islating what schools do, policymakers need 
to look at the value added by each teacher, 
administrator and program created. What 
works should be kept. What doesn’t should 
be terminated.
 Nevada also needs to expand open enroll-
ment in traditional public schools, attach-

We’re already spending more than you think
ver the last year Nevadans have 
been inundated with talks of bud-
get cuts and tax increases. Crit-
ics have said the state has “cut to 
the bone” and that taxes must be 

raised in order to “maintain services.” 
 The most vocal of the advocates for in-
creased taxes have been the champions of 
the public schools — “it’s for the children,” 
they’ve told us.
 But how much does Nevada really spend 
each year on education? Officially the figure 
ranges between $5,000 and $7,000 per pupil, 
depending on who is speaking. But these fig-
ures ignore millions of dollars in education-
related expenditures.
 The Nevada Policy Research Institute ex-
amined the approved budgets for each coun-
ty school district, as reported to the State De-
partment of Taxation. NPRI’s finding: Total 
spending averaged $13,052 per pupil during 
the 2008-09 school year. During that period, 
per-student expenditures ranged from a low 
of $10,889 in Churchill County to a high of 
$49,551 in Eureka County. Clark County 
spent $13,387, while Washoe County spent 
$11,393 per pupil.
 By comparison, Nevada’s public charter 
schools received an average of just $6,746 
per pupil. Unlike traditional public schools, 
charters receive no funding for capital proj-
ects and must pay construction costs out of 
the per-pupil funding they receive or find 
private donors. Interestingly, in regard to stu-
dent achievement, no statistically significant 
difference appears between charter schools 
and traditional schools.
 This means charter schools do the same 
job for significantly less. If Nevada ex-
changed its traditional, centrally planned 
school system for a system of nothing but 
charter schools, state and local governments 
would save a combined total of $2.6 billion 
this year — almost half what was budgeted 
in the 2008-09 school year statewide.

ing school funding to the individual child 
and increasing parental choice. This would 
inject some much needed competition into 
the state’s public education monopoly. Pub-
lic schools will have to offer better services 
and higher quality education to compete for 
funding.
 School districts need to relinquish their 
top-down financial control to local schools, 
expanding empowerment programs and al-
lowing traditional public schools to become 
charters. Tuition scholarship programs for 

low-income or special-needs students, vouch-
ers, and tuition tax credits can all encourage 
greater fiscal responsibility, and spur greater 
educational achievement among all schools 
via the dynamics of parental choice.
 Given the fact that Nevada already spends 
$13,000 per public-school pupil, new taxes 
were never necessary. What Nevada needs is 
a system that rewards quality, punishes fail-
ure, stimulates innovation and encourages 
fiscal responsibility. 
 We can have higher-quality education at 
a fraction of the current price. What’s not to 
like?

Patrick R. Gibbons is an education policy analyst at the Nevada Policy Research 
Institute

Nevada Education’s Funding Fantasies

“Given the fact that Nevada 
already spends $13,000 per 
public-school pupil, new 
taxes were never necessary. 
What Nevada needs is a 
system that rewards quality, 
punishes failure, stimulates 
innovation and encourages 
fiscal responsibility.”
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California Businesses Making 
The Move To Nevada

California legislators recently crossed the border to 
meet with Nevada lawmakers and Governor Jim Gibbons 
to discover ways to stop the loss of California companies 
to Nevada.  “California is experiencing an unemployment 

crisis as tens of thousands of our neighbors have lost their 
jobs,” said Assemblyman Dan Logue.  “We are going to ‘Ground Zero’ – Nevada 
– to understand why businesses have left California and how we can change our 
state’s approach to prevent more from leaving.”

NV Energy Sells Electric Distribution
and Generation Assets
NV Energy, Inc. has announced that its wholly-owned sub-
sidiary, Sierra Pacific Power Company, has entered into an 
agreement to sell its California electric distribution and gen-
eration assets to California Pacific Electric Company, a newly 
formed company jointly owned by Algonquin Power Income Fund 
and Emera Inc.

Around The State

Atlantic Richfield
To Pay $10.2 In
Settlement Fees
and Clean-up Work
Atlantic Richfield Company (ARC) 
has agreed, through a settlement, to 
perform an estimated $8 million in 
clean-up work at the former Ana-
conda Copper Mine site in Yering-
ton.  Additionally, the company will 

pay the U.S. Environmental Pro-
tection Agency $2.2 million 

for response and oversight 
work conducted by the 

agency in areas of 
the mine formerly 

operated by ARC or 
its predecessor, Ana-

conda Minerals.

http://hutchlegal.com
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new programs funded by grants including 
those which explore geothermal technolo-
gies, create advanced battery manufactur-
ing and work with alternative fueled ve-
hicle pilot programs. 
 Monies will also go the environmental 
infrastructure, meaning clean drinking 
water, diesel emission reduction programs, 
construction and maintenance grants, and 
health programs.  More monies will go 
to housing, job training, unemployment 
insurance, public safety, small business 
programs and transportation, including 
highway improvement programs.
 It’s too early to see how well the stimu-
lus package will work to put our economy 
back on its feet.  Most of the programs are 
only just being implemented and have a 
long way to go before they show results, 
positively or negatively. 

Changes to
Unemployment Insurance

 According to the Department of Labor, 
the EUC Extension, the Emergency Un-
employment Compensation Act of 2008 
which would have expired Mar. 31 of this 
year, has been extended through Dec. 31, 
2009.  This is one area in which ARRA is 
already showing an effect on Nevada, both 
at the individual level and for businesses.
 Assembly Bill No. 469 passed the Ne-
vada legislature and was approved by 
Governor Gibbons in April.  In order to 
continue providing unemployment ben-
efits for those individuals who have been 
out of work long enough to pass the period 
of eligibility, the bill adopts an alternate 
base period for determining eligibility and 
increases the total extended benefit pay-
able under certain circumstances, as well 
as requiring DETR to take the necessary 
steps to ensure the Unemployment Trust 
Fund remains funded.
 “There’s stimulus money available to 
Nevada for Unemployment Insurance, 
however, in order to get it, Nevada has to 
make some changes to our existing laws,” 

said James Nelson, executive director, Ne-
vada Association of Employers.  “Namely, 
they have to legislate what’s called an al-
ternative base period.”
 The base period for unemployment ben-
efits is the first four of the last five com-
pleted calendar quarters.  For someone 
filing a claim in June 2009, the last five 
quarters would be first quarter 2009 and 
all of 2008.  The base period year is used 
to determine monetary eligibility for the 
claimant and the weekly benefit amount, 
as well as determining the employer who 
will be paying.  The alternative base peri-
od year comes into play if a claimant isn’t 
qualified for benefits using the first four of 
the last five quarters by adding the most 
recent quarter.  
 In a state where, in April, unemploy-
ment reached 10.4 percent, the changes to 
unemployment compensation come as a 
relief to a lot of people.  But these changes 
may not come as a relief to Nevada busi-
nesses.
 What that will do, according to Nelson, 
is provide unemployment benefits for an 
additional 4,000 Nevadans, which is, by 
and large, a good thing.  “But what people 
don’t understand is that the money has to 
come from somewhere,” Nelson said.  “If 
all these people are found eligible under 
the alternative base period, at some point 
in time employer tax rates are going to be 
increased to pay for that.”
 To extrapolate, raising the unemploy-
ment tax may mean employers are slower 
to start hiring again even when the econo-
my starts to shift upward, especially small 
businesses which will feel more bite with 
each employee brought onboard.  
 But expect it.  “Unemployment taxes 
are going to go up anyway,” said Nelson.  

“Because the Unemployment Trust Fund 
has been dramatically depleted by the 
economy.  And they’re going to have to 
recover somehow.  And of course the way 
they do that is to raise taxes.”

COBRA

 COBRA was created in 1986.  The 
landmark Consolidated Omnibus Budget 
Reconciliation Act (COBRA) provided 
certain former employees, their spouses 
or former spouses and dependent children 
the right to continue health coverage at 
group rates after termination for a limited 
period of time.
 The Recovery Act obligates employers 
to give individuals who are involuntarily 
terminated between September 2008 and 
January 2010 another chance at opting for 
COBRA coverage, even if they didn’t elect 
it when first terminated.  And it goes a step 
further – under ARRA, the ex-employee’s 
responsibility for paying the premium is 
covered with a subsidy.
 “So the employee, who normally on 
COBRA pays up to 102 percent of the 
premium, now receives a subsidy and only 
pays 35 percent,” said Molly Rezac, share-
holder with the law firm of Jones Vargas.  
“And the biggest issue for employers is 
how that is done – the employer fronts the 
65 percent of the employee’s premium and 
are reimbursed through a payroll tax cut.”
 Only the definition for “the federal gov-
ernment will pay 65 percent of the premi-
um for the worker” is “the employer, who 
let the employee go, will subsidize the 65 
percent for the government and be reim-
bursed the following quarter with a pay-
roll tax credit.”
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James Nelson,
Nevada Association of Employers

“Unemployment taxes are going to go up 
anyway because the Unemployment Trust Fund has 
been dramatically depleted by the economy. 
And they’re going to have to recover somehow. 
And of course the way they do that is to raise taxes.”
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 But how long does that take?  And how 
hard is it for a business that’s already made 
the decision to lay workers off?
 “That’s what’s problematic,” said 
Nelson.  “Employers have to front that 
amount.  They have to pay the 65 percent 
and then get the money back through a 
payroll credit.”
 Nelson said many employers are con-
cerned about fronting the premium.  
They’re already in a situation where they’ve 
had to lay off employees because there’s 
not enough work or not enough revenue 
coming into the business, and now they’re 
required to subsidize a government loan.
 “I’ve had discussions with some CO-
BRA experts out of Detroit recently and 
they said one of the options is, if the em-
ployer is unable to front the money, to 
simply drop the plan,” said Nelson.  “But 
that means current employees would be 
affected as well.”
 While the current employees still have 
jobs, it still tumbles them into the growing 
ranks of uninsured, one of the issues the 
Obama administration is seeking to ad-
dress.  Nelson said he hasn’t seen any Ne-
vada employers take this step yet, though 
a few have considered the option.
 There are employers who, no longer 
having to make payroll for ex-employees, 
can afford the 65 percent COBRA pre-
mium, but still, “These employees are be-
ing laid off because in the down economy, 
employers can’t afford employing them.  
Employers are saying ‘Then we have to 
turn right around and front this money.  
The reason we had to let the employee go 
is that we have cash problems,’” said Nel-
son.  “That’s the Catch-22.”
 “There’s a potential to lose more em-
ployers this way,” said Rezac.  “It’s very 
difficult for an employer who has to lay off 
people to have to fund the stimulus until 
they get it back through payroll tax cred-
its.  I wouldn’t go so far as to say it hurts 
employers, but it definitely is difficult in 
the logistics on how the stimulus package 
works, especially with respect to COBRA, 
because it reaches back to individuals who 
were laid off as far back as September 
2008.”

 Another snag for employers results 
when already-existent severance pack-
ages provide that a terminated employees’ 
COBRA will be paid by the ex-employer, 
in which case there’s no subsidy for the 
employee and no reimbursement for that 
employer.  Employers might want to look 
at their severance packages before they 
become necessary.  An employer who 
has agreed to pay one hundred percent of 
the employee’s COBRA won’t be reim-
bursed at all.  An employer who agreed 
in the package to pay 40 percent needs to 
be aware the employee only has to pay 35 
percent.  The employer will only be reim-
bursed 65 percent of the employee’s 60 
percent obligation (which the employee is 
only paying 35 percent of, anyway.)  Or to 
put it another way, the employer is not get-
ting a payroll tax credit for the 40 percent 
it had already agreed to pay in the sever-
ance package.  

Changes to Minimum Wage

 Another change to Nevada employment 
law is minimum wage, which changes an-
nually in our state, and with federal guide-
lines this year.
 On April 1 the Nevada Labor Commis-
sioner announced the new state minimum 
wage, effective July 1, is $6.55 an hour if 
the employer provides healthcare benefits, 
and $7.55 an hour if there are no healthcare 
benefits.  And then on July 24 the federal 
minimum wage will increase to $7.25 an 

hour, which will become Nevada’s with-
benefits minimum wage.
 One of the biggest issues for Nevada 
employers is the daily overtime law, ac-
cording to Rezac.  Nevada law states any 
employee who doesn’t make one and a 
half times minimum wage is entitled to 
overtime whenever he or she works over 
8 hours in a 24 hour period.  So a retailer 
whose employee closes the store at 10 
p.m. and goes back to open the store at 8 
a.m. has to pay two hours over time for 
the 8 to 10 a.m. hours which were in the 
same 24 hour period.  “So with respect to 
minimum wage, on July 1 a retailer who 
provides health benefits to employees will 
need to pay at least $9.83 an hour to avoid 
daily overtime.  Without benefits, they’ll 
need to pay them $11.33 an hour to avoid 
paying daily overtime,” said Rezac.

Through a Crystal Ball

 “I think it’s really soon to be able to 
see what will happen with [ARRA],” said 
Rezac.  “Obviously there have been lots of 
things going on at the legislature regard-
ing the recovery act, with respect to ideas 
on how the Department of Transportation 
would utilize funds that may come to them.  
Obviously [highway projects] would put 
people to work if we have projects going 
forward and that’s the whole idea is to stim-
ulate the economy, get people to work and 
spend money.  With respect to employers at 
this point, it’s COBRA and the portion of 
the act concerning healthcare coverage that 
are effecting Nevada businesses.”
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In Brief
Seventy-eight percent of bank 
executives in Grant Thornton 
LLP’s 16th Bank Executive Survey 
anticipate an increase in the 
number of delinquencies this year.  
Fifty-four percent believe a leading 
cause of the credit crisis was lax 
underwriting standards.



 Fortunately, there are many ways 
to police an employee’s ability to re-
cord voice streams. One key way to 
prevent this is to divide voice and data 
communications into Virtual Local 
Area Networks (VLANs). This prac-
tice seperates the nodes on a network 
into Voice Endpoints (VLAN1 - tele-
phones) and data endpoints (VLAN2 
– computers). When separated prop-
erly, this will prevent computers from 
being able to see the traffic streaming 
between telephones and will not allow 
for packet captures to record the infor-
mation.  
 This solution has a second benefit 
which is often greater than security. 
The practice of implementing VLANs 
also enables your business to enforce 
rules across the network to ensure 
that voice packets are transmitted in 
a higher priority than data packets, 
removing echo and choppiness from 
phone conversations.
 The second way of snooping for 
information contained in VoIP calls 
is through “tapping” – adding oneself 
to the call or any other way of access-
ing the phone call while it is happen-
ing. In some VoIP environments, a 

tool called “Listen In” brings the audio of the conversation 
to the phone of the employee who presses the button. How-
ever, neither party on the phone is notified of the call tap, and 
the employee cannot be heard on the call. In most cases, this 
featured can be disabled or assigned only to users who have 
permission, but SMB operators need to know if this feature 
exists on their VoIP systems and also how to disable it.
 With all of the benefits of VoIP solutions, the systems are 
here to stay. However, as with all new technology, there are 
intricate pieces of VoIP solutions that need to be explained 
to all VoIP solution adopters, and the ability to communicate 
securely is paramount.

 While network data security typi-
cally refers to packets of data infor-
mation, the proliferation of Voice 
over IP (VoIP) technology in the 
workplace encourages a closer ex-
amination of packets of phone con-
versations traversing the business in-
frastructure. Conversations between 
higher-level employees and outside 
entities must be secured from lower-
level employees and outside parties. 
Without creating and enforcing strict 
VoIP network security policies, busi-
nesses run the risk of having conver-
sations recorded or tapped. 
 VoIP takes a standard telephone 
call, transforms the analog telephone 
voices to digital packets and trans-
mits the packets over the internal net-
work infrastructure in the same way 
all other data is transmitted. While 
there are many different types of 
VoIP (MGCP, SIP, H.323) with many 
different encoding and de-coding op-
tions, they all follow the same principles of transmitting con-
versations.
 In typical small- and medium-sized businesses (SMBs), 
network data security plans do not include specific protection 
for VoIP packets. Many SMBs do not understand that their 
communications are highly susceptible to being recorded or 
tapped by lower-level employees because the employee is 
curious about the company’s current state, is searching for 
information about higher-level employees or feels he or she 
may find useful information in the communications. Tools 
to enable an employee to record, tap or join a call in prog-
ress are free and available on the Internet, making it easy to 
gather sensitive information.
 The most common VoIP security breach is done through 
recording. When a call is converted into packets and sent 
across the network, the employee can create a “packet cap-
ture” – essentially record the data stream over the network to 
a stored file on his or her own computer. The user is able to 
replay the information as voice playback and listen to both 
sides of the conversation. He or she then has a stored file of 
the entire phone call and the opportunity to hear all of the 
information discussed on the call.

Frank Yoder is the president and founder of Advanced 
Information Systems.

Network Data Security

Securing your VoIP communications

VoIP
Using computer
language to
communicate through 
telephones

Tech.knowledge.me | VoIP Security
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Michael Yackira
President & CEO

NV Energy
Las Vegas & Reno, NV

Number of Employees: 3,126
Years in Nevada: 6
Years with Company: 6

Best Business Advice:
Always be true to yourself.

How do you retain your best and brightest 
employees?
We provide a combination of challenges, 
responsibility, impact and compensation, as 
well as a fun work environment. 

Who inspired you to get into the business?
My father and mother. 

What is the most important thing you 
learned from your parents?
I learned to work hard, ask questions and 
have fun.

Little known fact about yourself?
I worked at Yankee stadium, I played in three 
rock bands and I’m known as the record 
maven.

What do you like most and least about 
your industry?
I like most the complexities of the job.  It’s 
difficult to explain what I like least.

If you had the chance to be in a different 
line of work, what would that be?
I would teach.

What three values do you hope to pass on 
to your employees?
Integrity, respect for others and stewardship.

Presently in my line of work ...
I enjoy most every minute.

What is your favorite college memory?
One of my professors, Dr. Sharav, made ac-
counting fun, which is difficult to do.

What is your favorite book and why?
The Bible, it provides solace, guidance and 
inspiration.

Who is a surprising source of wisdom in 
your life?
My children.

Face To Face | Statewide
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n the Silver State, the Nevada Depart-
ment of Transportation (NDOT) re-
ceived a total of $201 million dollars in 
American Recovery and Reinvestment 
Act (ARRA) money, and like all states 

getting stimulus funds; the department was 
faced with the ‘strings attached’ challenges 
before appropriating the funds to specific 
projects. The parameters attached to the mon-
ey are mostly concerned with how and when 
Nevada needs to spend it and NDOT is still in 
the process of examining those criteria. 
 The total package of $201 million is being 
distributed by a set formula: The state’s larg-
est and most densely populated Clark County 

received $40 million, while upstate Washoe 
County was allocated $9 million. Out of the 
$201 million stimulus package NDOT was 
allowed $140 million in discretionary spend-
ing. NDOT is working closely with Clark and 
Washoe Counties and in conjunction with the 
League of Cities, The Nevada Association of 
Counties, The Nevada Transportation Board 
and the governor’s office in identifying what 
projects need to move forward. 

Road Work 
Ahead

I

Susan 
Martinovich
director of the Nevada 
Department of Transportation. 

Building Nevada

TraNSPORTATION
By Frank Albano
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 One of the criteria regarding the $140 mil-
lion dollars was to obligate and commit 50 
percent to projects before the ARRA June 
29, 2009 deadline. The remaining money 
must be certified by February 2010. And all 
projects using ARRA money must be com-
mitted within three years. Two factors that 
impeded this process are rights-of-way cer-
tification and environmental impact studies. 
As a result of these factors NDOT chose a 
direct route in identifying ready to go proj-
ects referred to as statewide preservation 
projects, and according to NDOT - “those 
shovel-ready” projects that have already been 
identified as a priority.
 Projects selected were also judged on their 
engineering requirements, but a new system 
of contractor bidding has made that process 
more equitable. ARRA specified advance-
ment of jobs and important transportation 
improvements statewide of significant needs 
requirements including all transportation 
projects using ARRA funds. 

More Funding Needed

 Lt. Governor Brian Krolicki is a member 
of the Nevada State Transportation board 
(NBT). As such, Krolicki and his colleagues 
hold sway over NDOT’s actions since 
NDOT reports to the Transportation Board. 
Krolicki welcomes the ARRA money, but 
says the $201 million doesn’t go far enough. 
“We have multi-billion dollars in unfunded 
projects that we need to get funded.” Projects 
such as repaving is high on the list. To meet 
those needs, Nevada is competing for an ad-
ditional $1.5 billion dollar package. 
 How is it all going? The good news is, 
“many projects under ARRA funding are 
coming in under budget. As a result ARRA 
money can go much further,” Krolicki noted. 
 “We need billions to fund our super proj-
ects,” observed Krolicki. NDOT should have 
all of its ARRA money committed by mid-
June, noted Krolocki who expressed confi-
dence that meeting that deadline is on target.

Project Appropriations

 According to Susan Martinovich, NDOT 
director, “parameters and challenges” is how 
she described the use of stimulus money. As 

Call our team today.
702.492.5700  • 866.213.2112 (toll free)

Securities, insurance products and financial planning offered through LPL Financial & its affiliates, 
Member FINRA/SIPC. Not FDIC Insured – Not Bank Guaranteed – May Lose Value – Not Guaranteed 
by any Federal Government Agency – Not a Bank Deposit

David Lowe, advisor; Gene McAteer, advisor; Shane Rogers, vice president; 
Mark Yandric, advisor; Gerrilynn Knox, administrative assistant.

Introducing Our New  
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Washoe County voter approval of RTC-5 was a major step toward 

solving the transportation funding shortfall. Anticipated legislative 

passage of RTC-5/SB 201 will allow for bonding of $250 million 

during just the first three years. Those dollars will be reinvested here. 

Accelerated road projects made possible by RTC-5 will create 

approximately 3,000 well paying construction jobs, stimulating our 

local economy. Businesses big and small in all industries will benefit. 

To learn more, visit rtcwashoe.com. 

Building Roads. Creating Jobs.

http://rtcwashoe.com
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public private partnerships in order to fund 
two projects that were critical for mobility in 
the community.  This type of partnership can 
allow for projects to be expedited and can 
benefit both the public and private sectors.”  
 One example, is the Silverado Ranch In-
terchange. In October 2007, the I-15 and Sil-
verado Ranch Blvd. interchange project was 
completed. This $38.7 million project began 
in early Sept. 2006. The South Point Hotel 
and Casino contributed about $5 million to 
the construction costs for the project in order 
to ensure its expedited completion.  
  Another example took place in January 
2006 when the Auto Show Dr. interchange 
project was completed.  The Auto Mall As-
sociation contributed $1.7 million to the $34 
million project. This initial funding allowed 
the project to move into the design phase.  
  Club Ride Commuter Services is a free 
program from the Regional Transportation 
Commission of Southern Nevada (RTC) de-
signed to help reduce traffic congestion, im-
prove air quality and mobility, encourage the 
use of commute alternatives and ultimately 
create a more sustainable community. “To ac-
complish these goals, Club Ride works with 
employers and commuters in the Las Vegas 
Valley to establish custom commute options 
programs and offers incentives to get com-
muters to try new modes for getting to work,” 
stated Snow. The Club Ride Commuter Ser-
vices program is funded largely by federal 
grants designed to improve air quality.  
 “The Club Ride program is robust and 
doing very well. Today is boasts nearly 200 
employer partners and nearly 3,000 active 
employee participants,” said Snow. “In the 
past five years the program has helped to re-
move 1.5 million single occupancy vehicles 
from our roadways and more than 320 tons 
of emissions.” 
 The RTC of Northern Nevada in the 
last 12 months has completed its seminal 
document of its entire system’s long-range 
improvement goals, which includes public 
transit and roads. Known as the Map for the 
Community Program, it’s where we are now 
and where we want to be in the future in term 
of transportation, said Derek Morse RTC 
Interim Executive Director. “The MFTC 
Program also puts us on the map for federal 

head of NDOT, Martinovich has a full plate 
of projects deemed “priority.” What exactly 
qualifies as priority? In a word “preserva-
tion projects,” which are already established 
projects around the high volume interstate 
such as I-80, which crosses Nevada through 
upstate Pershing County. She categorized the 
problem as, “basically maintaining what we 
already have on the table and ready to go but 
just lacked the funding.”  
 The interstates and the national highway 
routes are a good example. In Northern 
Nevada, I-80 is a heavily trafficked truck 
route. The pavement takes a pounding and 
must be resurfaced. Although this project 
has not been warded, bids are flowing in for 
the $20 million repaving contract. The low-
est dollar amount contractor bid as of date 
is $13 million. 
 In Southern Nevada, there has been much 
talk recently of installing toll lanes along 
the resort corridor of the I-15, but the Ne-
vada State Assembly Transportation Com-
mittee has said no to tolls lanes. The Bill, 
AB 524, sponsored by NDOT never made 
it out of committee. The Bill asked for a 19 
mile, $1 billion dollars demo project on I-15 
from I-215 to US-95. Transportation Com-
mittee Chair Kelvin Atkinson effectively 
ended the aspirations of NDOT and private 
investors to try out what other states have 
done.  
 Judging projects statewide has proved a 
formidable task. The needs test dominates 
the selection process and Martinovich 
stresses that it’s not pet projects we are ap-
proving. To that end, “We are getting some 
good bids reflective of the competition,” 
said Martinovich.
 As the City of Henderson Council mem-
ber sitting on the Southern Nevada Regional 
Transportation Commission Board Andy 
Hafen is exposed to the needs of the state. 
”There are some tremendous needs in Ne-
vada as they relate to transportation.  There 
is a portion of the stimulus funding that is 
coming to Nevada that has to go to local ju-
risdictions. That money will allow cities like 
Henderson to take care of a handful of proj-
ects that otherwise would have been put off 
for some time because our funding sources 
have simply dried up.”

Moving Nevada Forward

 As the metropolitan planning organiza-
tion, the Regional Transportation Commis-
sion (RTC) conducts studies regularly to 
learn more about how to effectively improve 
mobility for the region’s residents and visi-
tors. One fairly recent study from the South-
ern Nevada RTC involved the Sahara Avenue 
corridor in Southern Nevada.  
 The RTC studied several options for im-
proving traffic flow on Sahara Avenue to ac-
commodate short and long-term transporta-
tion needs within the corridor. Based on the 
study, and in response to continued growth 
and increased traffic congestion in the Las 
Vegas Valley, the RTC developed several 
options for improvements including creating 
dedicated lanes for rapid transit; traffic sig-
nal enhancements; minor roadway improve-
ments; paired one-way streets (couplets); a 
super arterial (like Desert Inn Road between 
Valley View Boulevard and Joe W. Brown 
Drive); a tunnel; and overpasses and under-
passes at some intersections.
 In 2011, minor road improvement con-
struction will begin on segments of Sahara 
Avenue east and west of Las Vegas Boule-
vard. The installation of a dedicated lane 
for rapid transit on Sahara Avenue will be-
gin construction in 2010. The construction 
of overpasses or underpasses at Maryland 
Parkway and Eastern Avenue are long-term 
solutions and a date has not been established 
for the start of their construction.
 Jacob Snow, Director of the Southern 
Nevada RTC noted, “The RTC has utilized 

Building Nevada | Transportation
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funds to make sure we have the resources to 
accomplish our plans.”
 As an example, approximately $4.7 mil-
lion of stimulus money is going into the 4th 
Street Transit Station Project in Reno, ground 
breaking has already commenced while the 
second half is slated for energy and employ-
ment projects. Another example is the stimu-
lus and local money tax money that is going 
into improving US 395 to relieve conges-
tion. While dozens of other road and transit 
improvements are currently under way in 
Northern Nevada.

Equal Opportunity Projects

 The federal Disadvantaged Business En-
terprise (DBE) program is all about secur-
ing equal opportunity in business. Funded 
through the U.S. Department of Transporta-
tion (USDOT), the program helps businesses 
classified as small, woman-owned or disad-
vantaged to compete in a fair environment 
right alongside larger corporations. 
 “The RTC has established a goal to iden-
tify, communicate and work with businesses 
that are certified DBE’s”, said Snow. A DBE 
is defined as a small business that is socially 
or economically disadvantaged.  “It is the 
policy of the RTC to ensure nondiscrimi-
nation in the award and administration of 
U.S. Department of Transportation-assisted 
contracts and to create a level playing field 
on which DBE’s can compete fairly for con-
tracts and subcontracts,” concluded Snow. 
 Under this program RTC is a recipient of 
federal funds and must have goals, so con-
tractors are asked if they participate in the 
program.
 “You try and do what you can to engage 
more DBE’s in the process,” stated Morse. Un-
der the program DBE firms are registered and 
certified with the state, “We have not had a lot 
of difficulties achieving our goals,” said Morse.

Road Work Ahead

 When it comes to transportation in Nevada 
there is much to do and much is being done. 
However, the $201 million in stimulus mon-
ey is just a drop in the bucket. The bucket of 

public and private works needs billions and 
the goal of the stimulus to create jobs will do 
just that, but will fall far short. 
 Meanwhile NDOT is trying to identify 
“shovel-ready” projects to meet time con-
straints, right-of-way certification and satisfy 
environmental impact studies; not an easy 
task to juggle. NDOT will meet the June 
deadline of 50 percent certified projects, and 
within three years the remaining half of proj-
ects will have been certified as per ARRA.   

 However, it should be noted there are pro-
grams being funded such as CLUB RIDE 
and DBE that are providing incentives for 
businesses to grow, while serving the needs 
the population. 
 Until the $1.5 billion sought for transpor-
tation becomes a reality, the problem facing 
Nevada will still be money. To date, even 
with the $201 million in ARRA money, the 
Silver State is still behind the eight ball in 
transportation funding. 
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inbound buying missions per year, which 
bring foreign buyers to the state to meet with 
Nevada companies. 
 The Commission contracts with eight in-
ternational representatives who help Nevada 
companies access the countries in which 
they’re based. They’re located in China (Bei-
jing and Hong Kong), Southeast Asia (based 
in Singapore but covering Thailand, Malay-
sia, Vietnam and Indonesia), Taiwan, Japan, 
Mexico, Italy and the United Kingdom.
 NCED’s Web site, www.expand2nevada.
com/globaltrade.html, contains various help-
ful publications, including lists of foreign 
companies in Nevada, the Commission’s 
International Representatives and the Per-
manent and Honorary Consuls in Nevada, 
as well as NCED’s planned export-related 
activities for the year. Other resources there 
include the Nevada Exporter Directory and 
the state’s trade statistics.            
 The NCED charges a fee for some ser-
vices conducted in association with U.S. De-
partment of Agriculture’s programs. These 
include some of the organized trade missions 
not supported via grants, the “Export Readi-
ness Programs” and seminars.

Potential Pitfalls

 Companies that try to export could face 
problems if they don’t properly prepare and 
take the necessary, preventative steps. They 
could fail at their exporting attempts, not 
selling any products or services at all in their 
chosen country, and not earning any revenue, 
Di Stefano said. Additionally, they could lose 
any money they spent to establish distribu-
tion in the foreign markets. A second attempt 
at a later date to enter the same market could 
be marred by potential customers’ poor per-
ception of them as well. 
 Companies could also have problems get-
ting paid for their sales if they don’t negoti-
ate payment issues clearly at the outset. They 
could lose their intellectual property rights 
in a country if they don’t properly register 
trademarks, patent their names and products, 
and regularly and closely monitor them all.

Continued from page 9
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Keys To Success

 To avoid the pitfalls and succeed with ex-
porting, Di Stefano offers the following ad-
vice - companies:
• Already should be fruitfully selling their 
products or services for about one to three 
years domestically.
• Must conduct research to determine which 
countries have the largest market potential 
for their products or services and to deter-
mine competitors’ market shares.
• Must learn all about doing business in the 
chosen country or countries.
• Must learn the best method for selling their 
products or services in each country (distrib-
utor, importer, direct sales, joint-venture, etc.) 
and the associated contractual agreements.
• Should hire a law firm in the particular 
country, especially if they plan to be located 
there physically, to ensure they comply with 
all local laws.

 Other advice includes starting small and 
growing rather than taking on more than is 
manageable. Continually perform due dili-
gence on all deals. Develop good relation-
ships with your international partners.
 When something seems insurmountable, 
call one of the organizations that provide as-
sistance and ask for resources and/or other 
help. 
 “You just need to do your homework,” 
Marshall said. “It is very simple. Don’t let it 
seem so overwhelming that you don’t do it.
 You’re going to have stumbling blocks and 
obstacles. People who aren’t successful have 
given up too easily. You just need to perse-
vere,” she added.

In Brief
The Public Education 
Foundation recently 
awarded 338 scholarships, 
totaling $840,000 to 218 
Clark County high school 
seniors.

Geoff  White, Esq. 
White & Wetherall, LLP

“ City National 
believed in 
our future.”
As a partner at White & Wetherall, LLP,

   I handle cases of Nevadans who are 
seriously injured by defective products. 
Over the years, the one-man shop I 
started in Reno has expanded into 
a fi ve-attorney litigation fi rm with 
offi  ces in Las Vegas and Reno. 
Without City National, we couldn’t 
have expanded as we did.

Our reputation, case results, and high pro-
fi le verdicts and settlements were vital to our 
growth. Whenever we needed to save the fi rm 
money, City National off ered the solutions to 
make it happen. � ey helped us become a 
statewide fi rm.

City National Bank is � e way up® 
for my business.

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

n these troubled times on Wall Street, several major invest-
ment firms have changed hands.  While there are many rea-
sons for a firm’s sale, in our current troubled economy, two 
reasons stand out: 1) financial failure of the investment firm 
itself; 2) sale of a viable asset by the parent company to raise 

capital.  Merrill Lynch was purchased by Bank of America at what 
appeared, at the time, to be a fire sale price.  Citigroup sold its profit-
able Smith Barney unit to Morgan Stanley in order to raise much 
needed capital for the parent.  Wachovia Securities became a wholly 
owned subsidiary of Wells Fargo when Wells purchased the failing 
Wachovia Bank Holding Company.
 Here are answers to some frequently asked questions.

Q. What might cause my current broker/adviser
to switch firms?

 Advisers can get paid a lot of money to move to a new firm, espe-
cially those that have a substantial book of business.  With the implo-
sions on Wall Street, many of the big brokerage houses have lowered 
the payout the broker/adviser collects as a percentage of the client fees 
generated.  If your advisor elects to stay at the current firm, in order to 
maintain income, the adviser’s only alternatives are to find additional 
clients or generate more fees within the existing client base.

Q. If my broker/adviser switches firms, what criteria 
should I use to decide if I want to move to the new firm, 
stay where I am, or look for a different model?

 Find out the answers to the following questions:  Did the advisor 
choose the new firm because of the investment architecture and firm 
culture, or did the adviser simply pick the biggest pay package?  
 Does your adviser use mutual funds, in house money managers, 
or does he/she personally manage the money?  If you were happy 
with the way your money was handled at the prior firm, will it be 
handled the same way at the new firm?  If you weren’t happy at the 
old firm, find out if things will be different at the new firm.  
 Many investors think that a big name firm has prescribed solu-
tions for its clients.  Not true.  Advisers have discretion to use what-
ever investments they see fit within fairly wide parameters.  Within 
the same firm, one will find a myriad of different investment ap-
proaches for clients with the same or similar needs. 

Q. Besides the investment and risk criteria, is there
anything specific that I should discuss with my adviser?

 Find out the total amount you are paying for your investment 
services.  Many investments, especially mutual funds, charge en-
try fees or exit fees (call loads) and often contain non-explicit fees 
and commissions.  The 12b-1 fee is a kickback from the mutual 
fund to the brokerage house for putting the client into the fund.  
Ask your adviser for the exact breakdown of the fees you are cur-
rently paying or will pay at the new firm.  If you cannot get con-
crete, definitive answers, and a concrete figure on the direct and 
indirect fees you are paying, then you should look elsewhere.
 What we often find is that there are similar investments avail-
able at much lower costs.  Most large firms have a preferred vendor 
list where mutual fund firms pay to get “shelf space”.  This is the 
reason why many no-load funds (like Vanguard) are not available 
at big firms.  

Q.  My adviser is now recommending “alternative” asset
classes in which I’ve never invested before.

 Part of the reason for the Wall Street implosion is the fail-
ure of such “alternative” investments, especially in the mortgage 
area.  “Alternatives” have been popular over the last decade, and 
they were pushed because they generated enormous fees.  They 
are often recommended as non-correlating assets that act differ-
ently than stocks and bonds and thus reduce risk.  Hedge funds 
come to mind.  These did act differently when times were nor-
mal, but when fear gripped the market, a super majority of these 
amplified portfolio losses, just the opposite of what they were 
supposed to do.  
 It is important to know the reason for the “alternative”.  Does 
the adviser deeply understand the strategy?  Can he/she articulate 
how it works and why it should be in your portfolio?   If you want 
to sell, how long does it take to get cash?  What does the adviser 
get paid?  Again, concrete answers are crucial.
 The investment world has changed.  Great returns are now hard 
to come by.  Don’t be complacent about your investments.  Ask the 
questions!

My investment firm was sold…

I

Robert Barone and Matt Marcewicz, Ancora West Advisors LLC
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 The beauty of marble and granite, at a fraction of the cost; con-
crete polishing offers an affordable, eco-friendly alternative to expen-
sive, high-maintenance flooring.
 “This is not a topical coating,” explains Nevada Concrete Coat-
ings, Inc. owner Rayson Shizuru. “Unlike epoxy and overlays, concrete 
polishing is not only very low maintenance, it also does not require 
resealing and will not peel or chip. It’s such an amazing alternative 
and, in many cases qualifies for LEED credits.”
 Five years ago, Shizuru had just launched his new company 
and, while attending the “World of Concrete” convention got his first 
glimpse of concrete polishing.  He knew immediately it was a process 
he wanted to learn and make the focus of his business.  
 “It’s a technology that has been around for years and it’s my vi-
sion to bring the concept to the forefront in Las Vegas,” explains 
Shizuru. “It is a less-is-more concept, taking what you already have 
and enhancing it.  What’s more, this process leaves less of a carbon 
footprint than coatings.”
 Concrete polishing is an intensive, eight-step process of dia-
mond grinding and polishing the concrete to a granite-like luster. 
This painstaking process transforms concrete into a hard, scratch-
resistant and easy to maintain floor.  Shizuru has invested in special 
equipment and undergone extensive hands-on training to perfect this 
skill, and is continually seeking innovative ways to acquire additional 
knowledge regarding the process and the product.
 “I always thought the machine did all the work,” he admits, “but 
now I know that there is a tremendous amount of experience, knowl-
edge and skill required as well.” 
 Polished concrete floors are available in virtually as many styles 
as there are imaginations. Perfect for automotive, convention cen-
ters, schools, restaurants and even homes, a polished concrete floor 
can revitalize a worn or stained floor into a beautiful, lustrous sur-
face, that’s as easy to maintain as it is to look at.
 “These are gorgeous floors with very unique and contemporary 
looks for each client,” says Shizuru.  “I hope that we will see more pol-
ished concrete floors in the buildings in this city in the near future.”
 Your certified dealer in Las Vegas for the true polished concrete 
floor is Nevada Concrete Coatings, Inc.

702.860.0949
www.PolishedConcreteNevada.com

License#65300

N E V A D A  B U S I N E S S  M A G A Z I N E  A D V E R T O R I A L

AfterRetail (Moxie Java) ResidentialBefore

“I love our new polished

concrete floor, it’s not only
beautiful but easy to 
take care of. It’s such a 

unique look too. I’m always
getting compliments.”

Karen Thompson, Residential Customer

Rayson Shizuru



“Just check out the 
floor at the Moxie Java. 
That’s all the proof 
you need, that floor is 
gorgeous and just takes a wet 
mop to maintain! Best of all, Rayson 
and his team are so dedicated. He 
worked weekends to guarantee the 
floor was completed in time for the 
opening. I can’t say enough good 
things about the product or the 
company.”

Tom McSharry, Owner McSharry Construction
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Give us 20 minutes of your time 
and we will show you  
how we are saving other  
companies 20-30% on their 
communications budgets.

Sparkplug offers voice and data 
connectivity at a savings you 
need to consider in this chal-
lenging business climate.

877-477-PLUG (7584)  |  visit www.sparkplug.net  |  sales@sparkplug.net

© 2009 Sparkplug, Inc. All rights reserved. The information herein is subject to change without notice. Sparkplug,  
Sparkplug Communications, and the Sparkplug Communications logo are trademarks of Sparkplug, Inc

In this economy you need to trim 
costs where you can. We can help...

WWW.SPARKPLUG.NET

IP Trunks: Unlimited local and 
long distance available.

Wireless Internet: Multiple  
speed options priced to save 
money and produce robust  
speeds of 8Mb, 10Mb and 15Mb.

T-1 Internet: Traditional wired 
services 35% less than the  
phone company. 

Hosted VoIP: Feature rich  
enterprise level features for one 
inexpensive fixed monthly price. 
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Vital Signs | Medical Malpractice

 Nevada doctors are currently facing multiple threats in the ongo-
ing fight to keep their malpractice rates low, and many don’t even 
know it.
 Despite the relative calm in the insurance market since the state leg-
islature passed malpractice insurance caps in 2003, the increasingly 
low rates should be a warning sign – not a blessing. Doctors shopping 
for insurance may chase the lowest price to their own detriment.
 Malpractice rates have been on an artificial downslide over the 
last five years because many insurance carriers are taking on exces-
sive risk cutting their rates dramatically in order to expand market 
share. This is at the expense of the carrier’s own policyholders as 
eventually the company will be forced to raise rates substantially 
to pay for malpractice claims and stay afloat. The other option the 
carrier will have is to exit the insurance market entirely, leaving 
their members without coverage, and creating the potential for price 
gouging – again.
 Low rates and a competitive insurance marketplace create what is 
known as a soft market. These are soon followed by hard markets – 
periods when premiums are higher and coverage is more restricted. 
During hard markets, large insurance companies have more capital 
to buy more market share, which Nevada witnessed in 2000-2002 
during the medical malpractice crisis and in 2001-2004 in the gen-

eral liability market. With increased 
competition due to increased sup-
ply, prices fall, lax underwriting 
leads to a rise in claims and a 
weak investment market inevita-
bly causes insurance companies 
to take advantage of the soft market 
to become less profitable. This cycle 
typically swings back and forth. 
 Statistics indicate that premium dollars are 
now about 7 percent below consumer price index. As a result, reinsur-
ers are leading the charge into a hard market by increasing their pre-
miums as much as 15 percent. This, in turn, puts pressure on primary 
carriers to raise their rates to keep pace. By mid-2009, most insurance 
companies could see premiums increase substantially as a result. 
 The protection of patient’s rights and the delivery of quality care 
is of paramount importance to healthcare.  This is achieved by the 
excellent doctors of our state providing excellent care.  The goal of 
providing this care would not be served well if doctors are forced to 
leave the state in droves.

Steven Keltie, Capstone Management Group

Is Nevada building another medical malpractice crisis?

mailto:sales@sparkplug.net
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Reno-Sparks 
 It appears we were premature in pre-
dicting the bottom of the market in the 
third quarter of 2008.  We were hit with 
a slew of companies vacating space and 
sublease offerings in the first quarter, 
which pushed the overall vacancy up to 
21.2%.  We had negative net absorption 
of 95,324 square feet in the first quarter, 
which pushed us to the highest vacancy 
rate recorded since we began tracking 
vacancy in the Northern Nevada office 
market. This has not gone unnoticed by 
tenants, who have pushed lease rates 
down by about 20% from their highs two 
years ago.  Most transactions are con-
summated in turn key condition, with 
some level of free rent to offset moving 
costs.  Most of the tenants in the mar-
ket are looking to improve their overall 
real estate costs by taking advantage of 
the soft market.  There are a few out of 
town prospects, but they too are look-
ing for bargains. Landlords with well 
maintained buildings in good locations 
are faring much better.  While rents are 
clearly being pushed down, the good 
landlords are able to retain their tenants 
without having to give the same conces-
sions as new tenants are seeing in vacant 
space. Rents for most renewals are down 
about 10% in contrast to the 20% to 25% 
seen in new leases.  Terms for most new 
lease and renewals are also shorter than 
in the past. Many are doing two and 
three year terms.

Las Vegas 
 The Las Vegas Valley office market is expe-
riencing more empty offices than ever before 
with vacancies reaching a record-high 19.6 
percent.  The latest vacancy figures are 2.0 
points ahead of where they started the quarter 
and 4.9-points higher than the same quarter of 
last year (Q1 2008).  During the current cycle, 
vacancies reached their low point of 8.1 per-
cent in the third quarter of 2005, 11.5 points 
lower than where they were at the close of the 
first quarter of 2009.
 During the first quarter of 2009, approxi-
mately 329,400 square feet of completed con-
struction brought total market inventory to 
48.9 million square feet.  Another 1.9 million 
square feet of space had initiated construc-
tion.  Projects reporting they had started con-
struction but are uncertain as to their viability 
represented approximately 30 percent of the 
1.9 million square feet classified as under con-
struction.  Plans for another 4.6 million square 
feet remain on the drawing boards.
 From a demand perspective, the market 
witnessed negative net absorption of 708,000 
square feet during the first quarter. 
 Looking forward, limited proposed proj-
ects are likely to gain financing, which may 
have commercial office developers seeking 
out alternative product types to focus on.  The 
market is poised for a commercial construc-
tion standstill within the next year as some of 
these properties enter a less-than-welcoming 
market and others fail.  Expect extended 
lease-up periods and falling land prices as the 
number of exit strategies become fewer.

Commercial RE Report | Office

Office Summary
First Quarter 2009

Southern Nevada Analysis and statistics compiled by 

Applied Analysis, Northern Nevada Analysis and statistics

compiled by Colliers International Reno

OFFICE
TOTAL MARKET

Total Square feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

CLASS A

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

CLASS B

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

CLASS C

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

MEDICAL OFFICE

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

11,322,027

2,084,083

18.41%

17,000

-144,125

$1.69

0

0

3,446,163

781,322

22.7%

17,000

-61,432

 $1.78 

0

0

4,702,152

963,211

20.5%

0

-60,470

$1.44

0

0

1,154,130

190,502

16.5%

0

-2,087

$1.20 

0

0

2,019,582

149,048

7.4%

0

-20,136

$1.49

0

0

48,908,971

9,584,930

19.6%

329,375

-708,134

$2.31

1,911,914

4,627,355

9,407,436

1,839,301

19.6%

263,953

-76,536

$2.79

701,140

1,296,052

35,561,473

7,270,302

20.4%

65,422

-619,704

$2.22

1,210,774

3,331,303
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0
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0

0
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e find little improvement in 
the most recent economic 
indicators—for example, the 
unemployment rate rose 
nationally and in the Silver 
State.  Unemployment rates 

in Nevada climbed rapidly over the past year 
and reached double-digit levels—10.5 percent, 
10.4 percent, and 11.2 percent respectively for 
Nevada, Clark County (Las Vegas), and Washoe 
County (Reno) by April.  The rates exceed the 
U.S. rate of 8.5 percent.
 Rising unemployment, job uncertainty, 
and possible income losses have resulted in 
more conservative spending, particularly for 
large ticket items such as autos, housing, and 
home furnishings and discretionary spending 
items such as travel and tourism.  Past down-
turns since the early 80s were less severe and 
shorter duration than the current one; consum-
ers did not realign their spending and visita-
tion to Nevada as they are now.  It looks like 
this recession, that is, the decline from peak to 
trough, will pass the 18 month level at the end 
of June, resulting in the longest recession since 
the 1930s.
 Tourism spending in Nevada eroded by 
double-digit rates and across many sectors 
over the past year.   Construction, finance, real 
estate, tourism and dependent jobs have en-
countered the most difficulties.  Nevada gam-
ing revenue is down 18.1 percent for February 
2009 over the same month a year ago.  Taxable 
sales show a similar decline, down 18.9 per-
cent measure for the same month a year ago.  
Moreover, we see similar declines for Las Vegas 
and Reno.  The momentums of the sharp drops 
shown in the spending indicators will likely car-
ry forward in future months, even if the national 
economy turns up.
 Most states have not been as adversely af-
fected as the housing bubble states (Nevada, 
California, Arizona, and Florida) or the big-
ticket manufacturing states (Michigan, Ohio, 
and Indiana).  It is, therefore, more likely that 
we will not see the first signs of a national re-
covery in Nevada. Some early signs that the 
momentum of decline may be waning include 
some strength in first quarter national income 
accounts around consumer spending, a rising 
stock market, and replenishing of inventories 
by purchasing managers.   We will see if this is 
sustainable.
 As this recession ages and the prospects get 
better, it bears remembering that each business 
cycle has its own path and that the future ex-
pansion could be different from the past—nev-
ertheless, we foresee some roadblocks ahead 
to regenerating vigor in the Nevada economy.

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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“We had a great run for seven 
or so years, seeing tremendous 
growth and wealth. Economies 
are not singly directional. There 
will always be down years. This 
economy will turn around, and 
when it does Las Vegas will 
rebound because that is how we 
do business in this city.”

“People are now realizing how 
important it is to value what you 

have and not take anything for 
granted. Streamlining business is 

a must in today’s economy.”

“It has been a true reminder that 
none of us are ultimately defined 
by our balance sheet.  Our value 
and worth as a person are based 

on the legacy we create, the 
opportunities we give to others 
and the support we provide our 

families and communities.”

“People will appreciate 
everything more and won’t 
take anything for granted.”

“No matter what industry you 
are in, this type of economy 

“separates the wheat from
the chaff.”

 “Our community is stepping 
up to help their fellow citizens 
like never before.”

What is the Silver Lining to Our
Current Economy?

The Last Word People

Robyn Kinard • Director of Marketing, Lake Las Vegas, Henderson

Mike Yoder • Chief Operating Officer, Advanced Information Systems, Inc., Las Vegas

Jeff Ogden • Vice President Community & Resource Development, United Way of So. Nevada

Frank Aguilar • President, TriCor Financial, LLC, Las Vegas

Jim Annis • Chief Executive Officer, The Applied Companies, Reno

Susan Chandler • President and Managing Partner, Twin Physician Services, Las Vegas
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Where can my business  
find hosted IP technology  

to help us thrive  
in this economy?
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Call your EMBARQ representative or  866-345-0805.

Learn why VoIP is a smart choice in a slow economy  
with a complimentary whitepaper at embarq.com/smartipbundle.

• Dedicated Internet Access 

• Local and long distance service

• Dynamic Bandwidth Allocation

• Easy online moves, adds and changes

• Interest-free payments on Mitel IP phone sets (3-year agreement required.)

EMBARQ® Smart IPSM

EMBARQ® Smart IPSM Hosted Voice & Data Bundle.
Free installation and license activation, plus router and 2,000 minutes of domestic long distance included.

   

The economy is struggling, but your business can find ways to stay strong. EMBARQ® Smart IPSM Hosted Voice & Data can help 
you thrive by increasing your productivity and capabilities. It’s flexible and scalable to be as nimble as your company. Plus, 
when you converge voice and data over one network with a single provider, you can save money. And that’s a smart solution.

(3-year agreement required.)

EMB 0675-5463 (8.375x10.875).indd   1 5/1/09   9:52 AM

http://embarq.com/smartipbundle
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Jones Vargas knows employment law. Our statewide group of 
specialized labor and employment law professionals prides itself on 
understanding your needs, providing superior service, and getting 
results. Whether it’s helping you navigate through your rights as an 
employer, evaluating your company’s vulnerability, or aggressively 
representing your interests, your company is our priority. 

L E A D E R S  I N  N E VA D A  L AW  S I N C E  1 9 2 8

 
la s  vegas      /      reno      /      jonesvargas . com

CHARACTER DOESN’T COME FROM A LAW BOOK.

IT COMES FROM

THE HEART.

T H E  E M P L O Y M E N T  L AW  G R O U P

http://jonesvargas.com

