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C O M M E N T A R Y

United We Stand
Business and Homeowners Must Fight Together

LYLE E. BRENNAN
Publisher

T
here’s been a lot of talk lately about
California’s Proposition 13 and the tax-
payers’ revolt that caused its passage.

The Nevada Policy Research Institute re-
cently brought Jon Coupal, executive direc-
tor of the Howard Jarvis Taxpayers Associa-
tion, to Nevada to provide some background
on how Proposition 13 came about, and
some advice on how to draft our own ver-
sion of tax relief. It’s worth considering.

The California Experiment
During the 1960s and ’70s in California,

home prices were rapidly escalating. Because
real estate was taxed on its assessed value,
property taxes soared, and many people were
actually taxed out of their homes, including
seniors who had owned their homes for many
years. Does this sound familiar? 

Howard Jarvis and Paul Ganns had both
fought separately for property-tax relief
measures, but neither was successful. In
1977 they finally joined forces to create
what became Proposition 13. This ballot
question proposed rolling California proper-
ty tax rates back to 1976 levels and capping
future increases to 2 percent a year. Once a
property changed hands, it would be re-as-
sessed and the tax basis would be adjusted to
match current market value.

Nobody took Jarvis and Ganns seriously
– not politicians, the press or anyone else.
But just before the ballot question went up
for a vote, county assessors sent out proper-
ty tax bills, and people discovered their taxes
in many cases were four times what they had
previously been. Proposition 13, which no-
body had expected to pass, earned 66 per-
cent of the votes and became law in 1978.

“Government is like an amoeba,” Coupal
warned. “If you push it down in one place, it
will pop up again somewhere else. So, how
could we prevent the state from finding
other ways to make up for the loss in income
when property tax increases were reduced?”

To avoid this tax shift, Proposition 13 also
included a provision that all new taxes need-
ed to be put in front of taxpayers, where they
must gain a two-thirds vote of the electorate.

Despite the dire predictions by govern-
ment officials that Proposition 13 would
kill California, it has been alive and well
since 1978.

Nevada’s New Law
In response to fears that Nevada property

owners would revolt when they got their tax
bills this summer, the Nevada Legislature
passed Assembly Bill 489, which was
signed into law on April 6th. This measure
caps property tax increases at 3 percent an-
nually for owner-occupied homes and 8 per-
cent for all other property. Keep in mind that
this rate is 50 percent more than the Propo-
sition 13 rate for homeowners, and 400 per-
cent more for commercial property.

The new law is sure to face challenges in
the courts, mainly because it sets up a split
tax roll. Article 10, Section 1 of the Nevada
Constitution states, “The Legislature shall
provide by law for a uniform and equal rate
of assessment and taxation.” Sub-section 10
of this section states the Legislature may re-
duce taxes for single-family homes “to
avoid severe economic hardship to the
owner of the residence.” This year, lawmak-
ers decided “economic hardship” applied to
all Nevada homeowners caught in the rising
spiral of housing prices. 

More likely, they decided it would create
a “political hardship” for themselves if they
allowed tax bills for the 2005-2006 fiscal
year to show a huge increase in property
taxes. And if the law doesn’t hold up to court
challenges, then the courts, not the legisla-
tors, will get the blame. They may have also
hoped the new law would take some of the
pressure off a potential taxpayers’ revolt,
“like letting steam out of a teakettle” ac-
cording to Coupal’s analogy.

But a two-tier tax system is not “uni-
form and equal.” Why should owners of
commercial properties be denied relief
from these burdensome tax increases?
And what about rental properties? If taxes
on apartment buildings are raised, rents
will have to go up to compensate, which
means renters are paying more, while
homeowners aren’t. 

If this new law passes challenges in the
courts, we will have an unequal and unfair
system of property taxes. If it doesn’t, we’ll
have to start all over again looking for tax re-
lief. In either case, it’s time for Nevadans to
make plans for our own Proposition 13 to
take control of taxes and put it back in the
hands of the voters, where it belongs, in-
stead of being held hostage by market forces
we have no control over.

Advice for Nevada
The idea of a split tax roll is just one ex-

ample of how politicians are trying to drive
a wedge between the business community
and ordinary taxpayers to “divide and con-
quer” us. If we fight against each other,
we’ll both lose.

Coupal’s advice: “Members of the busi-
ness community: Don’t advocate higher
taxes on individuals. They are your cus-
tomers. The more they pay in taxes, the less
they’ll have to spend at your company. And
individuals should realize that taxes on busi-
nesses are passed on to their customers in
the form of higher prices.”

Assemblywoman Sharron Angle (R-
Reno) and others are proposing to put a
property-tax relief measure on the ballot
in 2006. Let’s start now to research ways
to craft a proposition that will be fair to
everyone, will stand up to court chal-
lenges and will guarantee a stop to run-
away taxation. Most importantly, we need
to stand together.

COMMENTS? email: lyle@nbj.com
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Find out what hospital
CEOs and other experts
have to say about health-
care in Nevada. A group of
hospital CEOs got together
recently at Southern Hills
Hospital Medical Center for
a unique photo opportuni-
ty. Front row (left to right):
Karla Perez, Spring Valley
Hospital; Vicky VanMee-
tren, St. Rose Hospital San
Martin campus. Second
row: Mark Howard, Moun-
tainView Hospital; Lacy

Thomas, University Medical Center; Stephen Dixon, Southern Hills Hospital;
Rod Davis, St. Rose Dominican Hospitals; Greg Boyer, Valley Hospital. Back
row: Renato Baciarelli, St. Rose de Lima Hospital; Tim Hingtgen, Summer-
lin Hospital; Jim Miller, Washoe Health System; Sam Kaufman, Desert
Springs Hospital.
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mary-care physician. “The stream of new
residents coming into town and their pri-
mary demographic – young, often single
– indicates that finding a family physician
is not a priority,” said Michael Tymczyn,
spokesman for the Valley Health System,
which includes Desert Springs, Spring
Valley, Summerlin and Valley hospitals in
Southern Nevada.

Lawrence O’Brien, president and CEO
of Saint Mary’s Health Network in Reno,
said there just aren’t enough primary-care
physicians to go around. “There just is no
place for patients to go to get care,”
O’Brien said. “The growth explosion has
been far swifter than anybody would have
projected,” agreed Lacy Thomas, CEO of
University Medical Center in Las Vegas.

The U.S. Department of Health and
Human Service’s most recent figures re-
port Nevada had 55 active primary-care
physicians per 100,000 people in 2000,
much lower than the national average of
69 per 100,000 people.

Many hospitals are trying to find alter-
natives to relieve some of the pressure on
emergency rooms. For example, Universi-
ty Medical Center operates Quick Care
centers throughout Southern Nevada. Val-
ley Hospital has a Rapid Treatment Center
to treat primary-care patients. In July, a
community clinic to serve the indigent and
uninsured is scheduled to open in Elko
that should ease some of the overcrowding
in Northeastern Nevada Regional Hospi-
tal’s emergency department. Saint Mary’s

A
ll across America, the healthcare in-
dustry is facing some of the tough-
est challenges in its history. Over-

crowded emergency rooms, a lack of
affordable healthcare, the high cost of
technology and an influx of uninsured pa-
tients have many healthcare providers
walking the tightrope of meeting ethical
obligations while still making a profit.

Here in Nevada, the challenges are just
as daunting, if not more so. The state has
witnessed an unprecedented population
growth – in the Las Vegas Valley alone,
the population has doubled in the last
decade – forcing hospitals to cope with a
crisis in a demand for services. In recent
interviews with Nevada Business Journal,
some of the state’s most respected health-
care professionals talked about what is on
the horizon for Nevada’s hospitals and
medical service providers.

Overcrowded Emergency Rooms
Without a doubt, the problem of over-

crowded emergency rooms is an im-
mensely serious issue for hospitals
throughout the state. According to hospi-
tal administrators, the reasons for over-
crowding are many, ranging from the
mentally ill taking up hospital beds, to the
growing senior population, to the unin-
sured not having anywhere else to go.

One area of concern, health profession-
als said, is patients using emergency
rooms more and more as their source of
primary care instead of seeking out a pri-

Health Network also operates two clinics
that serve low-income patients: Saint
Mary’s Nell J. Redfield Health Center at
Neil Road and Saint Mary’s Nell J. Red-
field Health Center at Sun Valley.

Emergency response systems are also
doing their part to help increase efficiency
and make it a faster process to serve pa-
tients in emergency rooms. American Med-
ical Response ambulance company, which
responds to emergencies in Las Vegas and
two-thirds of Clark County, recently imple-
mented an electronic patient-care reporting
system. Previously, patient reports were
handwritten by paramedics, said Derek
Cox, the company’s clinical and education-
al services manager. The technology could
save them up to 15 minutes per patient.
“We are working with the Nevada Hospital
Association and specific hospitals in mak-
ing it a seamless transfer of [patient data]
once we arrive,” Cox said.

The Mental Health Crisis
Emergency rooms in Southern Nevada

hospitals are being inundated with mental
health patients every day. By law, hospi-
tals are required to conduct medical
screenings on them before they are trans-
ported to a psychiatric facility. However,
with a shortage of psychiatric beds in
Clark County, patients often end up
spending days in emergency rooms, occu-
pying much-needed space.

One of the factors causing the crisis was
the loss of 133 psychiatric beds in the 

HEALTHCARE 
CHECKUP
Managing Nevada’s 
Medical Challenges

by Tina Allen
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private sector, said Carlos Brandenburg,
division administrator for the Nevada Di-
vision of Mental Health and Developmen-
tal Services. “A lot of folks were basically
getting out of the adult psychiatric busi-
ness because the Medicaid reimbursement
wasn’t very high,” Brandenburg said.

However, the state is hoping to see
some relief when its new psychiatric hos-
pital opens in Las Vegas in May 2006 with
150 beds. Another phase will add 40 more
beds in December 2006. Brandenburg
said he plans to keep the existing state fa-
cility licensed as a hospital in case he
needs more beds.

The Legislature recently provided an
additional $91 million in funding for
mental health, which translates into a 47
percent increase. Brandenburg said
about 80 percent of that funding will be
used in Clark County to help alleviate
the crisis. But despite the promising out-
look, a debate is occurring between the
hospitals and the state over where the re-
quired medical screenings should take
place. “We believe there’s no real reason
to bring psychiatric patients to the emer-

gency room,” said Thomas. “The state
facility should be able to do a lot of the
screening, medical and otherwise.”

Brandenburg said they have looked
into the issue, but it is a matter of cost.
“For the state to do medical clearance in
our facility, I would have to staff it 24
hours a day with physicians and nurses,”
Brandenburg said. “Why do we want to
spend millions of dollars in a whole new
emergency room at our facility when
those dollars could actually be used for
additional housing, medication and other
desperately needed services?”

Keeping up with Rising Costs
When it comes to operating for a profit,

hospitals in Nevada find themselves in a
constant struggle. Part of the problem is
the rapidly increasing number of patients
without insurance benefits, meaning they
can’t afford to pay their medical bills.

“Right now, we have about 44 million
uninsured people – both working and un-
employed – in the United States, and the
number is growing,” said Paul Cohen, ex-
ecutive director of Comprehensive Cancer
Centers of Nevada. “We as physicians and
healthcare practitioners outside the hospi-
tal can say, ‘If you don’t have any insur-
ance, we don’t have to take you.’ Hospi-
tals don’t have that luxury.” Federal
regulations require Nevada hospitals to
evaluate any patient in the emergency
room, whether they are insured or not.

According to Bill Welch, president and
CEO of the Nevada Hospital Association,
during the late 1980s and early 1990s, the
average profit margin for Nevada hospi-
tals was 6.6 percent. “The most current
data shows the hospital industry’s profit
margin has fallen to 1.8 percent,” Welch

“The growth explosion 

has been far swifter 

than anybody 

would have projected.”
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said. “You can almost make more money
investing in a passport savings account.
That’s pretty sad.”

Jim Miller, president and CEO of
Washoe Medical Center, said anytime a
hospital patient does not pay for treat-
ment, those costs have to be absorbed by
someone else. “If there’s a government
program that assists, that program might
pay something,” Miller said. “But all in
all, hospitals across the U.S. are funding
people who don’t pay by charging more to
those who do. No hospital wants to exact-

ly admit that. What we generally say is,
‘Costs in hospitals across the United
States are higher because some people
can’t pay.’”

Nevada remains above the national av-
erage in uninsured persons, with 16.6 per-
cent of the population lacking healthcare
benefits, according to a study by the Great
Basin Primary Care Association.

As of April, Welch said he hoped to see
some positive changes for the future en-
acted during the 2005 legislative session,
which would provide more assistance for

the uninsured. One bill, if passed, would
establish a fund for individuals diagnosed
with a chronic illness, who can’t afford in-
surance and yet, don’t qualify for county
or state indigent programs.

The Nevada Hospital Association is
also pushing for better funding of the
Medicaid program, Welch said. “We don’t
fund adequately, we don’t reimburse at a
reasonable rate, and our benefits are in the
lower percentile (nationally). Further-
more, we haven’t budgeted enough to
even fund what it is we do have in our
state health plan for Medicaid,” Welch
said. “If the budget were to go through as
it is today, many of us in the healthcare
community believe there will be a $100
million to $140 million shortfall in the
next biennium.”

Dr. Mary Ann Shannon, an orthopedic
surgeon and partner of Las Vegas Neuro-
surgery, Orthopaedics and Rehabilitation,
agreed changes need to be made in the
Medicaid system. “Medicaid has it written
into the law that if we don’t see a Medic-
aid patient within 15 minutes of the time
they sign in, we are in violation and can be
hit with thousands of dollars in penalties,”
Shannon said. “The regular patients, who
actually pay better, are put behind because
of federal legislation.”

Darren Sivertsen, vice president and
COO of the managed-care division for
Sierra Health Services, which offers
health plans and provides a physicians’
network for its members, raised the issue
of the rising costs of pharmaceuticals and
technology. “The way we cope with it is
by trying to make sure medical necessity
is really there,” Sivertsen said. “We have
to figure out the best method for deter-
mining who should really have these ser-
vices, and then the cost of these things
gets spread to everybody. That’s what in-
surance is–a way of spreading high-risk
events over a large number of people.”

Another area of concern for community
hospitals is the proliferation of specialty
hospitals. Miller said doctors across the
country are finding ways to do more ex-
pensive procedures in outpatient facilities,
which would normally be done in a hospi-
tal. He said this type of practice, which is
being reviewed by the federal govern-
ment, “leaves hospitals with the stuff that
doesn’t pay for itself.” Miller said special-
ty hospitals and outpatient surgery centers
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Continued on Page 76

generally only take paying patients and
only provide services that produce high
profit margins.

Recruiting Healthcare Professionals
It’s no secret that Nevada hospitals have

an uphill journey when trying to recruit
enough nurses to fill positions, especially
as new hospitals sprout up and existing
ones expand their facilities to serve the
growing population.

Miller said the nursing shortage really
is a national issue. “But for growing com-
munities, it just intensifies,” he said. As a
result of the shortage, Miller said the
Washoe Health System often employs
nurses from temporary agencies to fill
spots in its hospitals, something com-
monly done to keep up with demand. But
the problem with that, he said, is it just
takes them out of other communities.
Nurses trained for highly specialized
areas, such as intensive care, emergency
rooms and operating rooms are the most
difficult to attain.

However, the industry is facing more
than a nursing shortage. Many types of
healthcare workers are in short supply. The

U.S. Department of Health and Human
Services ranks Nevada the lowest among
the states in per capita health services em-
ployment. “We have a severe shortage of
nurses, respiratory technicians, lab techni-
cians and radiology technicians,” Thomas
said. “We have a statewide problem and
we are aggressively trying to recruit from
out of state, as well as supporting training
programs in Nevada.”

Tymczyn said the shortages are exacer-
bated by the competition for acute-care
personnel, particularly in Southern Neva-
da. Hospitals, outpatient surgery centers
and physicians’ practices are all seeking
the services of the same highly specialized
labor pool. To help alleviate the crisis,
Nevada has stepped up its education pro-
grams to increase its healthcare workforce.

Nevada’s smaller, rural communities
struggle with the same recruitment chal-
lenges as its larger cities, but their dilemma
is compounded by several other factors,
said Kerry Aguirre, director of community
relations and business development for
Northeastern Nevada Regional Hospital in
Elko. First, there’s the challenge of finding
people who want to move to a small town.

And second, “If you recruit a nurse (for
example), she or he is likely to have a
spouse who wants to work as well,”
Aguirre said. “If you can’t find that
spouse a job, then you can’t get either one
of them into the community.” Typically,
small towns are limited by a lack of di-
verse employment opportunities. Elko re-
lies on mining as its economic base, but
that is changing, Aguirre said. 

“We are experiencing good growth and
our community’s business base is becom-
ing more diverse,” she said. Aguirre said
major retailers are expanding existing lo-
cations or moving into the area. Wal-
Mart is converting its facility to a super-
store and Home Depot is entering the
market, as well as numerous restaurants.
The housing market is seeing an in-
crease, as well, meaning more construc-
tion-related jobs.

Another plus for Elko, is its local col-
lege recently implemented a four-year
nursing program. “We work very hard to
retain all our medical professionals, be-
cause we know we need them,” Aguirre
said. “We want them to be loyal to us and
not move out of the area.”

http://www.swbnevada.com
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A ccording to a recent report from the National Conference of State Legislatures, half the states are
facing budget gaps for fiscal year 2006. Because of the rosier economic picture nationwide, state

revenues from sources such as sales taxes and personal income taxes are surpassing estimates, but
the expenditure side of the budget is increasing faster than revenues’ ability to keep up. According to
the report, “State lawmakers predominately cut spending to keep their budgets balanced when state
revenues plummeted. These cuts have generated enormous pressures from elementary-secondary ed-
ucation and other state programs for restoration funding. On top of this, lawmakers are facing rapid in-
creases in Medicaid and other healthcare spending currently outpacing revenue growth rates.” In a sur-
vey taken in February, 22 states projected FY 2006 shortages totaling $24.7 billion. In 17 states, the
gaps are above 5 percent of general fund spending. Alaska predicted the highest deficit at 15 percent,
followed by Maine at 12.4 percent and California and New York, each at 10 percent. The complete re-
port may be downloaded from www.ncsl.org.

SARBANES-OXLEY 
AFFECTING U.S. 

NOT-FOR-PROFITS

U. S. STATE BUDGETS SHOW REVENUE GAPS

A report from the Immigration Policy Center (IPC) shows that immigrant women entrepreneurs are
rapidly making their mark in every region of the country and across a large range of industries. Im-

migrant women comprise one of the fastest-growing groups of business owners in the U.S. The study
examines the rise of immigrant women entrepreneurs and profiles them as a group using data from the
2000 Decennial Census and other sources. In 2000, immigrant and native-born men were self-employed
in their own businesses at roughly the same rates: 11.3 percent of employed immigrant men and 11 per-
cent of employed native-born men. However, immigrant women were business owners at a rate of 8.3
percent, compared to 6.2 percent among native-born women.

Among the findings in the report:
• The number of immigrant women business owners increased nearly 190 percent between 1990 and
2000.
• The largest group of immigrant women entrepreneurs in the United States – 234,454 or 41.6 percent
of the total – comes from Latin America and the Caribbean. The second largest group – 165,483 or 29.4
percent of the total – comes from Asia and the Pacific Islands.
• The most popular destination for immigrant women entrepreneurs is the Los Angeles-Riverside-Orange
County metropolitan area, which hosts 13 percent of all immigrant women entrepreneurs in the nation.

According to the report, every decennial census taken in the United States since 1880 has report-
ed a higher level of self-employment among immigrants than among the native-born. “Among the many
reasons for this entrepreneurial spirit is that the immigrant is likely to have many of the same qualities
as the entrepreneur, such as a willingness to take risks,” the report’s authors note.

TODAY’S IMMIGRANT WOMAN ENTREPRENEUR

A wareness of the Sarbanes-Oxley Act of
2002 surged in the not-for-profit industry

in 2004, according to the second annual Grant
Thornton LLP Board Governance Survey for
Not-for-Profit Organizations. Eighty-three per-
cent of survey respondents said they are
“very” or “somewhat” familiar with the act,
compared to 56 percent in the 2003. The sur-
vey, which includes responses from more than
700 not-for-profit entities, also found that al-
most half (48 percent) have made changes to
their corporate governance policies as a result
of Sarbanes-Oxley. The number of not-for-prof-
it organizations with an audit committee is also
on the rise; 84 percent of survey respondents
cite having an audit committee within their or-
ganization, compared to 77 percent in 2003.
Internal controls have come under higher
scrutiny post-Sarbanes-Oxley at 81 percent of
responding organizations. Of the 19 percent
who have not evaluated their internal controls,
61 percent are planning to review them in the
future. Not-for profit organizations are confi-
dent about the level of documentation they
maintain for their internal controls.
Other findings include:

• Conflict-of-interest policies seem to be
standard operating procedure at 83 percent of
organizations surveyed.

• Of those with a conflict-of-interest poli-
cy, 85 percent have their board members
sign it, 49 percent have executive manage-
ment sign, and 39 percent have all employ-
ees sign the policy.

• More than three-quarters (76 percent) of
responding not-for-profits have a records-re-
tention policy.



Years in Nevada: 27 

Years with Firm: 1

Type of business
Land acquisition and development 

Biggest business challenge
Our biggest challenge this year has been
organizing a new company while simul-
taneously developing our first project.
Our first development, Stone Canyon, is

Owner/Manager 

Blue Heron Companies, LLC

Las Vegas

How do you spend your time when you’re
not working?
I spend time with my family. I also enjoy
rock climbing and fishing.  

Favorite Business Book 
The Essential Drucker, by Peter Drucker

Best Business Advice:
“We work not only to earn an income, but
to find meaning in our lives. What we do is
a large part of who we are.” (Alan Ryan) 

How have rising land prices affected your
company?
Part of my job is finding new projects,
and it’s been really difficult to find land
at a price that makes sense. I’d like to
see more affordable housing, and we do
have another project on the drawing
board in North Las Vegas, which is the
same loft-style concept, but with smaller
units in duplexes. Because that land was
less expensive, we could afford to build a
more affordable product.

a luxury loft-style community with
homes ranging from 3,409 to 3,884
square feet, and prices starting at
$600,000. Although the style is open like
a loft, the homes are two-story.

What do you like best about your job? 
The ability to take raw land and create a
space that families will call their home is a
pretty powerful thing. But when it comes
down to it, building anything is fun.

Tommy Isola

Years in Nevada: 16 

Years with Firm: 11

Type of business
Executive recruiting

Biggest business challenge
Clearly communicating what we do, and
that we are not simply sending résumés
out, hoping for a hit. We seek out high-
performance individuals and recruit them
to our clients’ opportunities. We are in-
volved in preparing and building the per-
sonnel inside our client organizations.

What do you like best about your job? 
The feeling of placing the right person in
the right job. My true personal payback

Managing Partner

Resource Partners and 
CareerInsider.com

Las Vegas

My wife and I also enjoy cooking. Her chili
is world-class.

Favorite Business Book 
The New Strategic Selling,
by Stephen Heiman and Diane Sanchez

Best Business Advice:
For employers: Your people are your most
valuable asset and the only asset that will
appreciate in value over time. For candi-
dates: Make your career choices wisely. You
spend more than half of your lifetime work-
ing, so if you are not happy with what you
are doing, find something that does make
you happy. The money will follow. 

Is there a difference between recruiting in
Northern Nevada and Southern Nevada?  
We do a lot of our Nevada recruiting in
technology, and both cities have an abun-
dance of job opportunities. We often find
it challenging to woo candidates from
Northern Nevada to Southern Nevada or
vice versa. It’s a lifestyle choice.

and enjoyment come three to nine months
after a placement, when a candidate has
been there long enough to start shining and
demonstrating his or her skills throughout
the organization.  

How do you spend your time when you’re
not working?
Playing sports or participating in other out-
side activities with my son and daughter.

William Werksman
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N
o doubt about it, visitor volume is up.
Nevada topped 50.5 million visitors
in 2004, an all-time record – and they

all brought money. Tourism is Nevada’s
No. 1 industry, contributing more than $40
billion to the state’s economy, including
$10 billion in gross gaming revenue. 

“A gradual climb” is probably the best
way to describe post 9/11 tourism in
Nevada. With a few ups and downs, Neva-
da has experienced steady growth, with
every indication of continued expansion.
In 2000, the annual average room occu-
pancy rate in Las Vegas was 89.1 percent,
but after the terrorist attacks, that average
dipped to 84 percent for 2002. It had risen
to 88.6 percent by the end of 2004, and the
February 2005 rate of 89.7 percent
demonstrated that occupancy had finally
overcome the twin crises of terrorism and
a national economic downturn. 

The reasons tourists visit Nevada are dif-
ferent, but connected. Convention visitors,
for example, may spend several days inside
one of Las Vegas’ huge convention centers,
then stay the weekend for shopping and the
nightlife; mom-and-pop leisure travelers
will take in the neon sights, but might spend
a day or two at Red Rock Canyon or Lake
Tahoe; the majority of Asian travelers come
for business reasons, but spend a lot of time
and money shopping for American prod-
ucts; outdoor enthusiasts traveling to North-
ern Nevada for skiing, hiking, camping and
water sports also attend stage shows in
Reno; nearly every international visitor who
goes to the Grand Canyon comes through
Las Vegas; and of course, nearly everyone
does a little gambling along the way.

The U.S. Commerce Department ranks
Nevada the fifth most-visited state for
overseas visitors and the Travel Industry
of America reports Nevada is No. 6 in do-
mestic and international visitor spending.

International Impacts
The Asian market has tremendous im-

pact on the international tourism industry,
and Nevada is fast becoming a major force
in that arena. Although it is the slowest
visitor sector to recover after 9/11, posi-
tives such as good air service and the
strength of the dollar has brought back the
vital Japanese tourism market, with
Japanese visitors to the United States up
40 percent in 2004 over 2003.

Last June, a milestone event linked
Nevada to a nation with the largest popu-
lation on the planet. Nevada established a
tourism office in China, the only U.S.
tourism entity to have such an office li-
censed by the Chinese government. That
means no other state in the U.S. is allowed
to advertise its tourism products in China,
a privilege usually reserved for countries.
The office in Beijing will enable Nevada
to work directly with Chinese government
agencies, airlines, tour operators and other
businesses to develop tourism between the
People’s Republic of China and Nevada.
“Our tourism office in China will open
doors for Nevada in the country with the
world’s fastest-growing economy,” said
Nevada Commission on Tourism Execu-
tive Director Bruce Bommarito. 

The potential for economic impact is
enormous. Chinese officials estimate that
China has between 100 million and 300

million people who can afford to travel,
internationally. And when they travel they
spend freely. On average, Chinese travel-
ers who visit the United States spend
$5,200 per trip. And that doesn’t include
the cost of the flight. By comparison, the
average domestic visitor to Las Vegas will
drop only about $450 per trip. 

Nevada’s representatives worked hard
to open a tourism office in Beijing. “We
believe tourism between the United States
and China is important economically and
we need a continual presence there,”
Bommarito said. 

Nevada is a popular choice among Chi-
nese travelers. According to China’s
tourism officials, more than 93 percent of
the approximately 280,000 Chinese who
traveled to the United States in 2004 came
to Nevada. Las Vegas is the No. 1 choice of
cities to visit, followed by New York City. 

Nevada’s China tourism office is fo-
cused on establishing direct air service be-
tween China and Nevada, and also on
finding ways to make it easier for legiti-
mate Chinese tourists to obtain U.S. visas.
“Good air service instantly increases your
market share,” Bommarito explained.
Most of China’s U.S. visitors currently ar-
rive through Los Angeles, San Francisco
or Seattle. “Direct air service between
China and Nevada will bring in visitors
and establish our state as a western gate-
way to the United States.”

The Nevada Commission on Tourism
also operates offices in South Korea, the
United Kingdom, Japan and most recent-
ly, Mexico. These offices are shared with
the Las Vegas Convention and Visitors

Nevada’s Door “Wide Open”
Tourism Picture Bright

Nevada’s Door “Wide Open”
Tourism Picture Bright

Continued on Page 82

The $2.7 billion Wynn Las Vegas resort casino opened in April, featuring a manmade mountain, a three-acre lake with 
fountains and waterfalls, and a theater with a pool that transforms into a stage.

by Sharon Rorman Sheldon
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Jonathan Weinberg Cricket Communications

Cheryl Hickman Hickman Telcom

Sandi Dickens Tiger Communications

Steve Schorr Cox Communications (moderator)
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Joe Brondon XO Communications

Jason Neiberger Skybridge Wireless, Inc.

Lou Emmert Sprint

Leo Brennan Cox Communications

Jason Lazar KeyOn Communications LLC
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Rhonda Rae Idacomm

Ronald Buzbee NEC Unified Systems, Inc.

Rob Roy Switch Advanced Communications

Doug Gaylor Inter-Tel
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Lou Emmert: I’m vice-president and
general manager of Sprint of Nevada,
which is what I call a “total solutions
communications provider.” We have a
complete portfolio of products, and our
customer base is business and residents.
We also have a wholesale division that
sells in partnership with a lot of the peo-
ple around the table today. Although on
one hand you’re competitors, on the
other hand I think of you as partners and
customers. This is an exciting market-
place to operate in, but it’s a constant
challenge to keep up with the 5,000 to
6,000 people who are moving in every
month, and all the businesses that are
moving in. Sprint has spent over $130
million a year in capital investments in
Southern Nevada in the 12 years I’ve
been here. Another challenge is competi-
tion, so we’re constantly looking at our
processes, procedures and marketing to
make sure we meet the marketplace and
continue to be a successful company. 
Rob Roy: I’m CEO and founder of Switch
Communications and the Nevada NAP.
We are now building the largest data core
along the West Coast, also one of the Photo: Opulence Studios, Inc.

D
on’t let the high-tech vocabulary fool
you – people in the telecommunica-
tions industry face many of the same

challenges as executives and business own-
ers in other fields: keeping up with growth,
competition, finding qualified employees
and dealing with government regulations,
among others. Telecom leaders gathered at
The Stirling Club recently to discuss issues
affecting their industry. Steve Schorr of Cox
Communications acted  as moderator for
the roundtable, which was part of Nevada
Business Journal’s Industry Outlook series.
Following is a condensed version of the dis-
cussion, which began with introductions.

The Players
Jason Lazar: I’m one of the co-founders of
KeyOn Communications, an owner-opera-
tor of wireless broadband networks. We
started in Las Vegas and now operate in
three other markets across the Southwest.
By the end of June we’ll have three more
active markets. We provide wireless broad-
band directly to businesses and homes, and
we’re providing voice-over IP as well. We
are bundling solutions providing voice and
data to homes and businesses.
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largest voice-over IP cores in the United
States. We do disaster avoidance for Citi-
corp, QUALCOMM and Yahoo. I chair
the Nevada Development Authority’s new
technology committee, focused on pulling
technology-related businesses into Neva-
da. Like Lou, we’re partners with every-
body, and even though we compete in
some things, cooperation is really the
wave of the future, and joining together to
provide solutions for large projects like
Wynn Las Vegas. 

INDUSTRY FOCUS • TELECOMMUNICATIONS

Jason Neiberger: Skybridge Wireless has
been in Las Vegas for three years. We pro-
vide fixed high-speed wireless Internet
access and network engineering for wire-
less systems, licensed and unlicensed. We
service primarily commercial entities
here in Las Vegas. We developed a high-
speed backbone using 23-gig licensed
frequencies, and using unlicensed fre-
quencies for the last mile. Like everyone
else, we’re trying to develop a system to
roll out voice-over IP. The biggest hurdle

ILEC: Incumbent local exchange carrier,
a telephone company that was providing
local service when the Telecommunica-
tions Act of 1996 was enacted. 

CLEC: Competitive local exchange carri-
er, a telephone company that competes
with an ILEC. After the passage of the
Telecommunications Act, there was an ex-
plosion in the number of CLECs. 

Telecommunications Act of 1996: The
Act allows CLECs to use ILEC infrastruc-
ture in two ways: 1) Access to facilities or
equipment, principally the local loop, which
connects the ILEC switches to its customers.
Using the local loop, CLECs can connect
their switches with the ILEC’s switches, thus
giving them access to ILEC customers. 2)
The Act states that any telecommunications
services ILECs offer at retail must be offered
to CLECs at a wholesale discount. This
saves the CLEC from having to invest in
switches, fiber optic transmission facilities or
collocation arrangements. 

CDMA network: Short for Code-Divi-
sion Multiple Access, a digital cellular
technology that does not assign a specific
frequency to each user. Instead, every
channel uses the full available spectrum.
Individual conversations are encoded with
a pseudo-random digital sequence.
CDMA allows more subscribers to con-
nect at any given time. 

T-1 line: A dedicated phone connection
supporting data rates of 1.544M bits per
second. A T-1 line consists of 24 individ-
ual channels, each of which supports 64K
bits per second. Each channel can be con-
figured to carry voice or data traffic.

VoIP (Voice-over IP): Short for Voice over
Internet Protocol, a category of hardware
and software that enables people to use the
Internet for telephone calls by sending
voice data in packets using IP rather than
using the traditional telephone system,
which is based on copper wires carrying
analog voice data. One advantage of VoIP
is that telephone calls over the Internet do
not incur a surcharge beyond what the user
is paying for Internet access.

Definitions for the Tech-Impaired
(Adapted from Webopedia.com)

http://www.kitchell.com
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we’re trying to overcome is finding bun-
dled services and being able to offer them
at a reasonable price to the customer.
Partnering with groups that already have
those in place is probably the most cost-
effective solution.
Cheryl Hickman: Hickman Telcom is a
small, family-owned business that spe-
cializes in three areas: cabling for voice,
data and fiber; PBX phone systems for
small businesses; and a division that cus-
tom-builds computers and sets up and
configures computer networks. As a small
company, our biggest challenge is keeping
up with technology, along with competing
with the other 62 businesses like ours list-
ed in the phone book. We have a good rep-
utation, and most of our business is from
referrals, so that’s the only way a small
company can stay alive. 
Jonathan Weinberg: I’m the general man-
ager for Cricket Communications, based
in Reno. Cricket has offices in 39 markets
across the United States. We are a smaller
wireless provider, offering customers un-
limited anytime minutes within our call-
ing area over a high-quality, all-digital
CDMA network. 

Nevadans 
Building Nevada.

702-651-0123
www.durangoinc.com

Durango Construction has a simple 
philosophy… we take care of our 
cl ients and make sure they are 
completely satisfied. We find that happy 
customers keep coming back.

• Commercial

• Residential

• Industrial

• Design/Build  

• Construction Management

Rhonda Rae: Idacomm Communications
is part of a holding company called Ida-
corp, which is a $2.8 billion company
based in Boise, Idaho. Like all of you,
we will be faced with many challenges
over the next 18 months with the new
technology we’re trying to release, de-
ploy, install, service and support. Cer-
tainly voice-over IP is in everyone’s
thoughts. It takes a different kind of
mindset and different talents to support
voice-over IP, so we’re all in that growth
curve. I’m sure a lot of companies going
into voice-over IP will be surprised at
what it really takes to deploy it. It’s not
like just delivering broadband and
putting in a T-1 line.
Joe Brondon: I’m general manager for
XO Communications, which serves over
70 markets. We are a facilities-based,
competitive local exchange carrier
(CLEC). We have our own backbone net-
work that connects all those 70 locations
together, which well suits us for voice-
over IP applications. In Southern Nevada,
we have a little over 800 miles of fiber,
and we’ve got 350 buildings on our net-
work. In terms of challenges, one of the

things I see is fear. The industry is going
through another upheaval in terms of con-
solidation – organizations buying each
other and customers trying to understand
what that means to them. The other chal-
lenge we have is with voice-over IP. When
you deal with small or medium business
customers, voice-over IP is a big buzz
word. Everybody wants it and they think
they need to have it, but when you start
digging deeper and doing a needs assess-
ment, you may find out that voice-over IP
isn’t a natural fit for that company today.
One of the challenges we have collective-
ly is to help customers understand exactly
what their needs are and make sure that
voice-over IP is a fit. The other challenge
I find in this market is talent. As Rhonda
mentioned, it takes a totally different tal-
ent set to not only engineer voice-over IP
or IP-centric services, but also to sell it,
position it and support it. The talent pool
is a little thin from that perspective. 
Ronald Buzbee: NEC Unified Solutions
is a national company that manufactures
equipment and provides voice and data
services, chiefly for hospitality clients.
Ninety percent of our business is in the



http://www.cosbusiness.com
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Las Vegas and Reno area. One challenge
I see is trying to keep costs down and
margins up while facing competition,
which is driving pricing down. Another
one is finding qualified people to work
for us who can really row the boat when
we need them to.
Leo Brennan: Cox Communications has
been operating in Nevada for a number of
years. We’re the fourth largest cable oper-
ator in the country, and we’re the first op-
erator to provide video, voice and data
bundled over one network. Our key chal-
lenge now is getting our voice-over IP and
telephone products out into the market-
place, which we’re working on now. Also
keeping up with technology, which is
changing so rapidly. 
Doug Gaylor: Inter-Tel is a nationwide
manufacturer of telecommunications
equipment. Our administrative headquar-
ters is in Reno, and we recently did an ac-
quisition to bring us into the Las Vegas
market. We sell direct to about 60 differ-
ent markets across the United States. I
think our biggest challenge is education –
both teaching customers how technology
can enhance their business, and more im-

portantly, educating our sales team. Sales
drives our business, as it does everybody’s
here, and teaching sales people how to sell
in today’s environment is so important.
We have to educate our sales reps about
selling return-on-investment and under-
standing business acumen, knowing what
our products and solutions are going to do
to benefit our clients’ businesses. 
Sandi Dickens: I’m the owner of Tiger
Communications, a low-voltage contrac-
tor in Las Vegas. I’ve been in the business
about 18 years, and I decided to branch
out and start my own company about two
years ago, and it’s doing well. My biggest
challenge was opening my own company.

The Challenge of Growth
Schorr: Growth, as a number of you said,
is a true challenge, not only in Southern
Nevada, but in the entire state. How are
you facing the challenges of growth?
Emmert: I mentioned earlier that Sprint
spends $130 million in an average year
on capital improvements, so that’s cer-
tainly one way we’re dealing with it.
The way development occurs in South-
ern Nevada causes problems. Home de-

velopment is not contiguous; you may
have a development far out where we
have no facilities, so we have to build
out there, whereas if you had consistent,
contiguous growth it would make it a
little easier. The other problem here is
“churn,” which is much higher here than
in the rest of the country. By churn, I
mean a lot of people move into town and
order their phone service, then two
months later they move into another
apartment because it offers a free
month’s rent, and Sprint has to provide
facilities to the new apartment. When
people move a lot like this, it costs us
money to keep up with their moves,
which don’t result in an additional
phone line. We’re constantly evaluating
our processes and our procedures, trying
to meet the challenges of growth, plus
putting lots of capital into the communi-
ty. Staffing can be a problem, too, be-
cause of that churn, anticipating the
workload that’s coming and exactly
where that workload’s going to be. 
Brennan: I’ve only been here two months,
and the amount of growth is just phenom-
enal. We’ve added over 30,000 homes a

http://www.rainbowmedical.com
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year for the last four years, with no signs
of slowing down, and we’re investing over
$100 million a year in capital just to keep
up with growth. There’s also growth from
the standpoint of the additional services
we’re providing – DVR, HDTV, tele-
phone, high-speed data – just getting the
resources and the people to launch addi-
tional services is difficult.
Brondon: Yes, but what a great chal-
lenge! There are probably people sitting
around a similar table in a different part
of the country trying to figure out how to
maintain their profitability with a declin-
ing population. We have a wonderful op-
portunity here. Is it a challenge? Of
course, but every day when we roll out of
bed we have opportunities to serve a dif-
ferent type of customer, to serve an addi-
tional customer, to serve an expanding
customer base. That’s what the excite-
ment is about. Entrepreneurs are being
successful because they are finding dif-
ferent ways to reach that customer,
whether it’s technology or service. I find
when people are coming into Southern
Nevada, they’re pushing us for new tech-
nologies. We’ve got sophisticated busi-
nesses coming into the Valley, primarily
from the Southern California area, and
they’re saying, “We want this technolo-
gy. We want this application.” It’s a chal-
lenge to find people who will be able to
deploy that new technology, but where
else would you want to be?
Roy: The growth of this community has
allowed people to feel better about
coming here for technical schooling. In
the past nobody from California would
think of going to school in little Las
Vegas to get a degree in engineering.
Something that, unfortunately, has not
been publicized enough is that CCSN
just brought the largest Cisco school in
California here to Nevada. One thing I
deal with when QUALCOMM or Yahoo
or Anheuser-Busch is looking at com-
ing to Nevada is the question, “How is
your work force?” It’s getting much
better, and even they know the school is
here and it’s going to get better. We
have to get over the past, when Las
Vegas was not the community to come
to and hire engineers. I think it is very
quickly becoming someplace where
that will happen, and that will help
everybody sitting here, but it will also

help bring technology-based businesses
into Nevada. So, one good part of
growth is it’s helping us get through
that ceiling and move on to the next ed-
ucation level here.

Early Adopters
Schorr: This is a very unique state. We
probably lead the nation in what are called
“early adopters,” individuals who like the
latest technology and all the latest gad-
gets. I’m sure if we would go into Lou’s
closet at Sprint we’d see that every type of

cell phone that was ever invented came
right through this marketplace. Has that
type of customer – the early adopter –
forced companies to bring new technolo-
gies to this community and expend dollars
in order to get new customers?
Brondon: The short answer is, yes. When
you talk about early adopters from a busi-
ness perspective, there’s a thirst for more
bandwidth. There’s a thirst for applica-
tions that are faster, more reliable, with
the ability to be modified on demand. It’s
made us rethink our models and reconsid-

http://www.snwa.com
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er not only the way technology is de-
ployed, but how we support it. 
Buzbee: I see it from two points of view.
Our market, primarily, is hospitality. In
the hospitality market we have the data
groups, the IT groups, who are definitely
early adopters. They want anything and
everything we can give them; anything
they read about in any publication, they
want to try it out. But on the PBX side of
the house, they don’t even want to hear IP
yet. We’re really struggling trying to get
them to look at IP and see what it can do

for them. It’s just amazing to me that hotel
management doesn’t yet want to use IP to
its full potential. 
Hickman: We’ve had to go into the voice-
over IP market just to be able to provide
those types of services to people who have
heard about it and think it’s going to work
for them. But then we have to educate
them – will it be good for them or not –
and it just depends on what their business
application is. 
Rae: For an ILEC like Sprint, their issues
are totally different, because they’re look-

ing at both a business and residential mar-
ketplace. For us smaller companies that
just service the business market, our ad-
vantage is that we can target a market so
we don’t have to be everything to every-
one. We can identify a need and a critical
group and go after serving that need. Cer-
tainly Las Vegas is one of the biggest
users of cellular technology, and I think
we’ll be one of the biggest users of voice-
over IP because we are early adopters
here. Businesses are asking for it, and the
things we can push down an open pipe are
incredible. 
Brennan: The early-adopter phase just
keeps getting shorter and shorter. Tech-
nology goes quickly beyond early
adopters and into the mass market.
Lazar: The early adopter phenomenon im-
pacts my company differently than you
might expect. It’s technology that allows a
company the size of mine to go out and
compete with some of our larger players.
Early adopter customers are already com-
fortable with data being delivered and they
don’t really care how it’s delivered. They’re
not concerned with whether it’s delivered
over a phone line or a cable line or whatev-
er – only that it gets in and it works. So the
comfort level of the delivery mechanism
has allowed us to penetrate new markets.
Weinberg: The delivery piece is interest-
ing. My business is a consumer-based
business, and as you grow, and as more of
these products come out and the early
adopter phase shrinks, the other thing that
comes is the expectation that these prod-
ucts and services are available, and at a
very affordable or a low price. So you
have to invest in the equipment to be able
to meet the needs of the public, because
otherwise someone else will do that for
them at a less expensive price. As people
come in from places outside this area who
expect to be able to get these kinds of ser-
vices for a very affordable price, it’s one
of those challenges we face every day.

The Role of Competition
Schorr: When the Telecommunications
Act of 1996 became law, there was an ex-
pectation on the part of the general public,
because of what Congress said, that com-
petition was going to drive prices down,
and the benefit to the public was going to
be immense. That didn’t happen, and we
know that. A lot of new companies came

Continued on Page 66
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forth, but the public didn’t see any great
pricing crunch. The question now is: Have
we eventually reached the point where
competition is going to bring prices to a
level playing field and where consumers
benefit, or are we still waiting for that?  
Emmert: This is a very competitive mar-
ketplace. In the front of the Las Vegas
phone book there are three pages of com-
petitors that provide residential and busi-
ness services like we do. Over 400 com-
panies are certified by the Public Utilities
Commission in Nevada to provide some
form of communication services. Since
the 1996 Act, we now have about 67 per-
cent of the business market instead of 100
percent, and on the residential side we
have about 91 percent. Being in Las
Vegas has definitely been an advantage,
because we continue to grow while losing
market share, because the total market is
growing so much. So I definitely think
that the Telecommunications Act has pro-
moted competition. It’s brought us to the
place today where I think the marketplace
should determine the pricing of the prod-
uct for the consumer.
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Gaylor: I see competition driving prices
down considerably for telecommunica-
tions equipment and PBX manufacturers.
I find it very tough out there and compet-
itive. And it’s changed our selling style to
having to sell return-on-investment. We
don’t sell cost; instead, we sell products
and our solutions. 
Brennan: The Telecom Act did promote
competition, but we haven’t seen anything
yet. Wireless continues to develop at phe-
nomenal rates. You’ve got power compa-
nies testing broadband on power lines and
there is a convergence now in voice, video
and data on an IP platform. So we’re
going to see markets more competitive
than we’ve ever seen for the next three to
five years. It will be amazing.
Brondon: When we look at the planning
of a product, whether it’s new technology
or bundling technology, we have to be very
cognizant of the price point on that initial
launch, because if we don’t have the exact
right price point on that initial launch,
there’s plenty of competition out there that
will come in at a price that’s more com-
petitive. We can’t launch a product at the

wrong price point, and six months later
make an adjustment and hope to recapture
some of that market we lost.
Schorr: For Cheryl and for Sandy – two
small companies – how do competition
and pricing affect you?  
Hickman: I agree with Doug. We have to
present value, because we don’t sell by
cost. We’re not the cheapest company in
town, by any means. Competitors will
come into the market and lowball every-
thing, so we have to have a different atti-
tude than just price. We let people know
we’re stable and that we do what we say
we’ll do, and we emphasize our reputa-
tion. There’s also the Internet as a com-
petitor. Smart shoppers can buy equip-
ment on the Internet at the price I pay for
it myself as a small purchaser. One thing
we do is come in as consultants and let
them know what they need. We’ve had to
change the way we submit bids due to the
fact that customers will go to the Internet
and shop before looking at bids. 
Roy: Yes, but let’s see if they can run the
system without you.
Dickens: We have addressed that by sell-
ing service totally. We’re going to be here
today. We’re going to be here tomorrow,
and I’ve been here forever. So, servicing
the customer is the most important thing.
I’m not always the cheapest either, and I
won’t install anybody’s telephone system
they bought on the Internet. So that might
discourage them a little bit.
Rae: We have to be competitive in pric-
ing, and usually that ranges within 10 to
15 percent of price, but then you have
total cost of ownership, and that’s another
picture. When you start looking at total
cost of ownership of a product, that in-
volves a great deal of service. I may get a
cheap price, and get a product that could
be actually very good, but when I have a
problem, what if I make that phone call
and get no service? How good was the
deal I made? The minute I lose that broad-
band connection, total cost of ownership
really starts to come into play. Service is
and will always be the driving force for
any product. If you can’t service it, I don’t
care how cheap you are, your company
will go away. 
Brondon: Just like any other marketplace,
there’s a certain portion of this market that
will shop on price, and you’re just not

http://www.dphslv.com


going to reach them. There are other
providers out there that will reach that
marketplace in terms of price point. Price
is an important factor. So is service, but
there’s a balance there. 
Brennan: The bottom line is that over
time, as all of these networks develop
and as the technology develops, there are
going to be a plethora of opportunities
for people to get voice, video and data.
The key is going to come down to how
well you service the customer and what’s
the reliability of your product. Another
thing is going to be value-added services.
How mobile is the product? How
portable? If we get to the point where
we’re all competing on price, look at the
airline industry, for example. Nobody
wins in that war. 

High-Tech or High-Touch?
Schorr: Is the future of our industry tech-
nology, or is it the way we take care of
customers? Which one will impact where
this industry is going to go? 
Rae: I find it interesting that you could try
to separate those, because you can’t. They
have to be together. Technology is of no
use if you can’t make it work. 
Brennan: The bottom line is that when
everybody has access to the same technol-
ogy, it’s the customer interface – dealing
with the customer, the service quality – that
is going to be the differentiator.
Buzbee: Technology allows us to get the
customer, but service allows us to keep
that customer. That’s what we really need.
We need that ongoing service revenue and
all the profit we get from that service.
They go hand-in-hand.
Roy: As the technology gets more ad-
vanced, individuals and small business-
es will be less able to effectively run and
control that technology by themselves.
Service will become more valuable
down the road because you will need
qualified technicians to come in and
show you why your call forwarding at-
tendant is not transferring calls to your
home phone, or whatever the problem
is. So actually, the technology is going
to breed a greater need for customer ser-
vice. There was a time when I felt pret-
ty comfortable running my desktop
computer. But applications now are so
unbelievably advanced, I need a special-
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ist who works on them full-time in order
to take advantage of what that applica-
tion delivers to our company. ROI does-
n’t matter if you use only 2 percent of
an application. So I need to hire some-
body just to come in and train us and to
understand how to best utilize this ap-
plication to make it help our company
be more successful. 
Hickman: I agree totally that it’s both
technology and service. We brought on
voice-over IP because people were asking
for it, but we have to have the service be-
hind it to make it work for them. 
Dickens: “Back in the day” – probably
about 15 years ago – everything we did
was about servicing customers: visiting
them, taking them places, taking them out
to eat. I don’t know if you’ve noticed, but
it’s coming back to that, although not to
such a degree – truly just building a rela-
tionship with those customers. Having
them trust you and know you’re going to
be there for them and servicing them is
truly the No. 1 thing. 
Brondon: Service, from a certain per-
spective, will sell through technology.
Examples are existing customers,
where you have somebody come in and
offer them a new technology-based ap-
plication. If you’re servicing that cus-
tomer well, they’re going to pick up the
phone and call you. They’ll say, “Joe, I
just had a vendor come in, and he’s
pushing this whiz-bang technology. Tell
me what you know about that.” Or, “Are
you guys looking at something similar
to that?” Your personal relationship
with that customer may allow you to
advise them that the new technology
may not give them the return they’re
looking for. On the other hand, if that
new technology will give them a great
return, then you have to take a serious
look at offering it yourself.
Buzbee: Customer retention is the name
of our game. Everybody’s selling the
same technology, and the differentiator is
the customer service.
Schorr: I think we’re on the verge of
making some amazing advancements
because of the people who are around
this table, and the beneficiaries are
going to be the consumers. I am very
proud to be part of this industry, and I
thank you all for your wonderful in-
sights today.

http://www.fnbonline.com
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N
evada’s streetscapes and yards are
changing. Once embellished with
greenbelts, trees and shrubs, they

now boast different types of ground cover,
multiple plant groupings, varying eleva-
tions and even streams. The concept be-
hind the new look is water conservation. 

Increasing numbers of residential and
commercial property owners are choosing
water-smart, or water-efficient, landscap-
ing over traditional landscaping. “Water
conservation is definitely becoming more
and more popular,” said Tom Stille, presi-
dent of Interpretive Gardens, a Reno firm
that develops sustainable landscapes.
“And as the price of water increases, peo-
ple will be more concerned, especially
when we start having to have water me-
ters.” In Northern Nevada, approximately
25 percent of users presently pay a flat fee
for water, but the Truckee Meadows
Water Authority (TMWA) is gradually
phasing in water meters and will eventu-
ally require all users to pay according to
the volume of water consumed.

According to the experts, water-effi-
cient landscaping incorporates these
seven principles:
• Limit use of turf to places where it’s
functional, such as in picnic areas or chil-
dren’s play yards. 
• Prepare the soil. Soil should be loose so
water can penetrate it and roots have suf-
ficient air. 
• Use water-efficient and drought-tolerant
plants.
• Practice hydrozoning, grouping plants
according to their water needs.
• Apply water efficiently, using drip or
low-volume irrigation. 
• Use mulch to cool the soil surface and

hinder evaporation.
• Maintain the landscaping; prune, fertil-
ize, control pests and weeds.

Efficient and Beautiful, Too
One reason people are converting to

water-efficient landscaping is a greater
awareness that it doesn’t have to be barren
and boring. Rather, it can showcase stun-
ning color, assorted flowering effects and
various textures. “People are discovering
their landscape is more diverse, more vi-
brant, more a part of their lifestyle if they
include different kinds of plants, different
styles and different approaches other than
what I call a ‘blandscape’ – grass and a
tree,” said Doug Bennett, conservation
manager for the Southern Nevada Water
Authority (SNWA). 

John Jones, manager of the Landscape
Architecture Department at Poggemeyer
Design Group, Inc. in Las Vegas, agreed.
“The beauty of good desert design match-
es other areas of the country. It is a differ-
ent aesthetic, but no less attractive. Good
desert design reinforces the unique quali-
ties of the Southwest – its boldness, as
well as its subtle details – and creates a
special ‘sense of place,’” noted Jones.

Leaves and blooms provide a landscape
with color, said Jack Zunino, president of
J.W. Zunino & Associates, a landscape ar-
chitecture and land-planning company in
Las Vegas. Incorporating plants with dif-
ferent blooming seasons provides a gar-
den with year-round color. Texture is cre-
ated by mixing colors and shapes, Zunino
said. In areas where people are sitting or
walking, Zunino likes to follow what he
calls a mini-oasis concept. It entails clus-
tering some less water-efficient plants

(such as ornamental ligustrums or euony-
mus) near the house or building, and using
water-efficient groupings further away.

When designing plantings for drought
conditions, landscape architects take into
consideration not only the general climate
of the area, but also “microclimates” –
areas that can support specific types of
plants with little maintenance, according
to Jones. A shady area under a tree or a
sheltered nook between large rocks can be
its own microclimate. “It comes down to
placing the right plant in the right place,”
said Jones. “This leads to ease of mainte-
nance and lower overall costs.”

Non-native plants that do well in Neva-
da can add interest to water-smart land-
scaping. Agaves, euphorbias and yuccas
from Arizona and New Mexico are find-
ing their way into Northern Nevada gar-
dens, Stille said. Leucophylla, cassias and
birds of paradise are being used in South-
ern Nevada, according to Zunino. Eldari-
ca pines were recently introduced to
Nevada, as Amargosa Pine Growers began
growing them in the Amargosa Valley for
the wholesale Southern Nevada market.
These tall, green pine trees are native to
Afghanistan but thrive in the state’s desert
climate. “They provide shade, color and
privacy, which is quite a contrast to the
rocks, mesquite trees and low shrubbery-
type of desert-hardy landscaping,” said
Stephen Pingree, founder and manager of
Farm Road LLC, which owns Amargosa
Pine Growers.

Why the Heightened Popularity?
The primary advantage of water-smart

landscaping is water conservation and,
subsequently monetary savings, which

Water-Smart 
Landscaping 
Makes Cents

Dealing with Nevada’s Drought 

by Doresa Banning

Informing Northern Nevadans about water-smart landscaping are
(left to right): Tom Stille of Interpretive Gardens, Dale Doerr of CFA

and Andy Gebhardt of the Truckee Meadows Water Authority.
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can be significant in light of increasing
water costs. In Southern Nevada, turf re-
quires lots of water – 79 gallons of water
per square foot per year, according to the
Xeriscape Conversion Study conducted
by SNWA between 1995 and 2000. In
contrast, water-smart landscaping requires
17 to 25 gallons of water per square foot
per year. Converting a turf-based land-
scape to a water-smart landscape reduces
water use by 75 percent, the study
showed. “Even people who like a lush
look can achieve it with half the cost,”
said Bennett. 

About 30 percent less maintenance is
needed with water-efficient landscaping
than with traditional landscaping, Bennett
said. This translates into greater savings
potential. “Another value of the landscape
is that you’re sharing it,” he added. Proper-
ty owners with water-smart landscaping
enjoy watching wildlife in their yards,
which double as animal habitats. Their
landscaping attracts birds, butterflies,
squirrels, lizards, hummingbirds and more. 

Southern Nevadans have an additional
monetary incentive to convert grass to
water-smart landscaping. With its volun-
tary rebate program, SNWA pays property
owners $1 per square foot of grass re-
placed, up to 50,000 square feet, and then
50 cents per square foot for the next
500,000 square feet. The maximum rebate
per property is $300,000, and many home-
owners find the rebate sufficient to fund a
large part of the relandscaping work.

Those interested in the program can en-
roll online. SNWA representatives ap-
prove the water-smart design, property
owners effect the conversion within six
months, and SNWA inspects the final re-
sult to ensure the necessary conditions
have been met.

SNWA began the program in 1999 fol-
lowing completion of its Xeriscape Con-
version Study. Last year, property owners
converted more than 34 million square
feet of grass, Bennett said. More than
$28.6 million was rebated to customers.
“It’s been enormously successful,” Ben-
nett added. “We have 10,000 people per
year who apply to the program. Our esti-
mated savings right now from this pro-
gram is just under 3 billion gallons of
water per year.”

The fees people pay to connect a new
building or a home to the water system are

http://www.eqtitlenev.com
http://www.cfareno.com
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In the Truckee Meadows, property
owners use three gallons of water per-
square-foot, per season, said Andy Geb-
hardt, supervisor of customer services and
conservation for TMWA. Data are not
available on how much water is used or
saved with water-smart landscaping in the
north. TMWA doesn’t have a rebate pro-
gram, as it has no way to fund it, Gebhardt
said. Conserved water is stored or supple-
ments what’s needed upstream during
droughts. The agency does, however, en-
courage water conservation. This year it
plans to launch an annual awards program
that showcases water-efficient landscape
designs and honors their creators. “The
purpose is to show that water-smart land-
scaping can be attractive, can serve the
owner’s needs and still serve the commu-
nity’s needs by conserving a vital re-
source,” Gebhardt said. 

What are the Drawbacks?
With water-smart landscaping, more

time must be spent initially on soil prepa-
ration and design than with traditional
landscaping. “It’s not as easy as laying
down sod,” Gebhardt said. “The investment

on the front end can add cost to the project,
but ultimately will add value.” Whereas a
lawn provides instant gratification, water-
efficient landscaping may not look as pret-
ty as desired in the first year or so. 

Implementing a water-efficient design
may necessitate intense physical labor, par-
ticularly when jackhammers are required to
remove concrete, caliche or large rocks.
However, those who are capable can do it
themselves, Bennett said. “Anybody can re-
ally do this if they go out and seek the in-
formation first and are willing to make that
investment in time and effort,” he said. To
assist people with their landscaping, SNWA
has a plant list and five design templates on
its Web site, snwa.com. TMWA offers a
landscaping guide on its Web site,
tmh20.com, in interactive and paper forms.

Emerging Trends
“Designing for our cyclical drought condi-
tions can have positive impacts on conserv-
ing resources in general, including materi-
als, chemicals, energy and labor,” Jones
pointed out. “Life-cycle costs of water-
conserving landscape design can be much
lower than resource-intensive solutions.”

How we irrigate land continues to
evolve. For example, evaporative control
(EC) systems are popular now, said Dale
Doerr, director of landscape architecture
and planning for CFA Inc., a Reno com-
pany providing planning, civil engineer-
ing, landscape architecture, land survey-
ing and construction. EC systems are
installed below the surface of a lawn or
garden. Runoff water from rain gutters
and drains is funneled to an underground
storage reservoir and landscaping is wa-
tered from underneath.

Another growing trend is reusing or recy-
cling water. Increasingly, communities are
pursuing irrigation with reclaimed water and
treated wastewater. A second method is cap-
turing rainwater. Zunino harvests water by
grading a multi-terraced dry riverbed and lin-
ing it with grasses and trees that will suck up
the water collected there. Some homeowners
are recycling grey (non-potable) water.
They’re applying water that’s been used for
dishwashers, showers, sinks and laundry
rooms to their landscaping, Stille said. 

It’s not as important how property owners
conserve water – just that they do. As Doerr
pointed out, “Water is a limited commodity
in our area and a precious resource.”

what fund the water-smart landscapes pro-
gram, Bennett said. Connection fees made
$32 million available this year for the
water-smart landscapes program.

Jim Altwegg, construction manager
for The Groundskeeper, a Las Vegas firm
that specializes in turf conversions, said
he works with property owners, both
commercial and residential, to show
them the best ways to replace grass with
less thirsty landscape options. “When
we help a commercial property owner
take advantage of the Water Authority’s
rebate program, we often get resistance
from tenants at the office park, shopping
center or apartment building,” he said.
“They’re afraid the new landscaping will
be rocks and cactus, and will look ugly
and boring. Once the work is completed,
tenants are happy when they see how
colorful it is. As long as you use a drip
system, you can even include tropical
plants and still save water.” The
Groundskeeper also works with home-
owners’ associations to convert land-
scaping in common areas of master-
planned communities from grass to a
wide range of water-smart plants.

http://www.vidlerwater.com
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mentation for the exchange must be in
place before the transfer of any property.
Proper documentation and tracking are
vital; otherwise, taxes will be assessed
against the seller.

Answering that need in Southern Neva-
da is Henderson-based Southwest Ex-
change, established in 1990 as an indepen-
dent Qualified Intermediary for IRS Code
1031 tax-deferred exchanges.

Southwest Exchange founder Betty Kin-
caid explained exchanges provide a tax
haven for preserving real estate wealth.
She compared the concept to an IRA ac-
count or a 401(k) plan. “You keep building
on your investment,” Kincaid said. “You’re
using what you would have paid in taxes to
invest in a higher-valued property, which in
turn gives you a better return and a better
long-term appreciation. Technically, you
could exchange forever and not pay taxes.“

After the sale of the old investment
property, the trader has 45 days to desig-
nate the qualifying replacement property.
The trader then has 180 days from the sale
date to complete the acquisition.

According to the experts, a few basic
reasons for tax-deferred exchanges in-
clude: to pyramid equity without paying
capital gains tax; to trade a hard-to-sell
property with one more easily marketed; to
eliminate or minimize the need for new fi-
nancing on the acquired property; to ac-
quire a property that is easier to manage; to
acquire a property with greater profit po-
tential; or to receive tax-free refinance cash
either before or after the exchange.

“Like almost everything associated with
the IRS, a significant amount of paperwork
is involved. People really have to know what
they’re doing. It’s also very important that
the counseling clients receive is delivered ac-
curately and consistently,” Kincaid said.

“We give free educational classes to real
estate agents and investors, and believe that
educated clients make informed deci-
sions,” she added. 

Southwest Exchange’s management has,
over the last few years, made a commitment
to more growth, profitability and expansion
in Southern Nevada. “We’re also getting a
lot more regional recognition in California,
Arizona and Utah,” said Kincaid.

The company is one of the largest inde-
pendent qualified intermediaries in the
U.S., handling in excess of half a billion
dollars annually in transactions.

ince 1921, Internal Revenue Code
1031 has encouraged investment prop-
erty owners to trade their properties to

avoid paying capital gains tax. Fortunes have
been made by taking advantage of this tax-
deferred exchange of investment and busi-
ness properties. Yet even savvy real estate in-
vestors may fail to consider IRS Code 1031.

How does it work? To qualify for a tax-de-
ferred exchange, a real estate investor must
trade “equal or up” in both price and cash or
net mortgage relief on like-kind property. 

It’s important to know that “like kind”
property does not mean “same kind.” For
example, investors may trade a rental house
for a warehouse or an apartment building
for an office building. Vacant investment
land could be traded for a shopping center.
Almost any real estate held for investment
or for use in a trade or business is eligible.
Not eligible, according to the IRS Web site,
are inventory, stocks, bonds, notes, other
securities or evidence of indebtedness, or
certain other assets.

To comply with Code 1031 and the sub-
sequent Internal Revenue Code 1031(a)(3),
commonly called Starker exchanges, pro-
ceeds must be held in trust by an indepen-
dent third party or Qualified Intermediary.
If the seller or any agent of the seller takes
possession of the funds during the ex-
change, the sale becomes taxable.

To qualify for deferral, exacting adherence
to the code is necessary. Therefore, it is criti-
cal to select a Qualified Intermediary who
possesses a thorough understanding of all the
details of the regulations, preferably someone
who specializes in this type of transaction.

A Qualified Intermediary is an entity es-
tablished by the code to act for taxpayers
without being deemed their agent. Docu-

IRS-Qualified 
Intermediaries

S
Helping Investors Trade Property

Las Vegas Statistics Compiled by Colliers
International & Restrepo Consulting

Reno Statistics Compiled by 
Grubb & Ellis Nevada Commercial Group
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World Market Center Plans
Expansion 

World Market Center officials re-
cently announced plans for an

expanded campus comprising 12 mil-
lion square feet of permanent and tem-
porary showrooms for the home furnish-
ings and hospitality contract industries.
The original plans consisted of 7.5 mil-
lion square feet of showrooms. The new
development plans call for eight build-
ings to be constructed on a 57-acre cam-
pus near downtown Las Vegas, with a
completion date of 2015. Phase one of
the campus is fully leased and nearing
completion. Officials are currently leas-
ing Phases two and three, which total 3
million square feet. The fourth and fifth
phases total 3.2 million square feet, and
the final three buildings are 1.5 million
square feet each. All eight buildings will
be connected to each other through sky
bridges at every level. The master-plan
is being developed by Kashani and Sam-
son, in conjunction with The Related
Companies, L.P. 

Reno Justice Center Tops Off

Atraditional topping-off ceremony was
held recently for the Mills B. Lane Jus-

tice Center in downtown Reno, a joint pro-
ject by the city of Reno and Washoe County.
The $36 million facility will house the Reno
Municipal Court and the Washoe County
District Attorney’s offices. The eight-story,
160,000-square-foot structure is located ad-
jacent to the county’s Family Court Building.
It includes underground parking and a tunnel
connecting to the existing courthouse for
prisoner transport. An adjoining atrium at
street level will also connect the two build-
ings, allowing security screening equipment
to be shared. General contractor Clark &
Sullivan broke ground for the project in June
2004 and completion is scheduled for De-
cember 2005. The architect for the Justice
Center is Tate Snyder Kimsey.

Roche to Build DETR Facility

The State of Nevada Public Works Board
has awarded Roche Constructors, Inc. a

contract to construct a new office building
for the Department of Employment, Training
and Rehabilitation (DETR) on an eight-acre
site at the corner of St. Louis and McLeod in
Las Vegas. Valued at $13.2 million, the two-
story DETR building is designed to meet
LEED Silver Certification, including
drought-tolerant landscaping, a lighting con-
trol system to reduce energy consumption
and an under-floor HVAC supply. Site devel-
opment will include desert demonstration
gardens. Dekker/Perich/Holmes/Sabatini 
of Henderson designed the 64,217-square-
foot building.

Granite Construction Improves
Lake Tahoe Landmark

Granite Construction Company has been
awarded a $2.3 million contract by the

Nevada Department of Transportation for the
rehabilitation of one of the most well known
landmarks at Lake Tahoe. Improvements on
the Cave Rock tunnels, located along U.S. 50
near Zephyr Cove, began in May and are
scheduled for completion by the end of June.
Improvements to the site, designed to help fa-
cilitate safe travel, include widening of exist-
ing roadway for the addition of barrier rail.
Capitol City Concrete is providing the col-
ored concrete for the precast barrier rail. 

Panattoni Completing Facility

Design-build contractor Panattoni Con-
struction Inc. is approaching comple-

tion of a three-building facility in Las
Vegas totaling 343,000 square feet of dis-
tribution and manufacturing space. The tilt-
up buildings located at 4780 N. Lamb
Blvd. will feature storefronts with architec-
tural facades. Artesian Spas is relocating its
manufacturing operations from Victorville,
Calif. and is expected to bring 100 employ-
ees to the area while operating in 100,000
square feet of manufacturing space in the
complex. Blakely Johnson & Ghusn, Inc.
designed the buildings and Doug Roberts
of Panattoni Development Company led
the development of the project.

http://www.mcdonaldcarano.com
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Nevada Tourism Presents
Awards for Excellence

At the 15th annual Rural Roundup con-
ference, the Nevada Commission on

Tourism presented awards for exceptional
efforts to promote tourism. The winners
were: Dr. Elizabeth Tom of Elko, who pro-
duces a newsletter for Cowboy Country
Territory and serves as tourism liaison for
the Elko Chamber of Commerce; Leah
Brady of Elko, co-director of the Shoshon-
ean Reunion V gathering of tribe members;
Nancy Marcellus of Lawry’s the Prime Rib
restaurant in Las Vegas, for dedication to
media relations; Andrea Robb-Bradick,
owner of the Jim Butler Motel in Tonopah,
for her work to establish Monte Cristo Cas-
tle state park in Esmeralda County; Rick
Gray of the Fallon Convention and Visitors
Authority for developing a regional bird-
watching marketing campaign; the Region-
al Marketing Committee of Reno and Lake
Tahoe for bringing additional air service
into Reno/Tahoe International Airport; the
Las Vegas Convention and Visitors Author-
ity for its advertising campaign, “What
Happens Here Stays Here.”

LMG Breaks Ground on 
New Las Vegas Facility 

LMG, Inc., a national provider of video,
audio and lighting support, recently

broke ground on a 64,000-square-foot, $5
million facility to enable it to expand its
Las Vegas operations. The new building on
five acres near I-215 and I-15 will be com-
pleted and ready for move-in by Novem-
ber of this year. LMG has provided pre-
sentation services to some of the world’s
largest conventions and meetings, includ-
ing nationally televised events, Fortune
500 business presentations and live enter-
tainment venues.

FedEx Ground Expands in 
Southern Nevada

FedEx Ground, the small-package ground de-
livery unit of FedEx Corp., recently broke

ground for a distribution center in Henderson to

serve Southern Nevada. The new 130,000-
square-foot distribution center on an 11-acre site
will be a consolidation of current FedEx Ground
and FedEx Home Delivery operations in Las
Vegas and will more than double the size of the
two existing facilities. The new distribution cen-
ter, which will open in the fall of 2005, is ex-
pected to create more than 100 positions over the
next five years, adding to the current workforce
of 240 employees and independent contractors at
the existing FedEx Ground and FedEx Home
Delivery facilities in Las Vegas. Levine Proper-
ties and McNaughton Properties, both based in
Charlotte, N.C., are the developers for the facil-
ity, which is being designed by Lee & Sakahara
Architects and will be built by Martin-Harris
Construction, both of Las Vegas.

Reno Named No. 1 City 
for Business

Reno is the nation’s top city for doing
business, according to Inc. Magazine’s

annual ranking of the “Best Places for
Doing Business in America.” Reno jumped
from 13th in last year’s survey to the No. 1
slot in 2005. Las Vegas came in 14th. Inc.
Magazine compiled the rankings by sur-

veying data from the Bureau of Labor Sta-
tistics in 274 regions. The primary mea-
surement was job growth, taking into ac-
count current-year growth, average annual
growth over three years and job growth
over the first half and second half of the last
decade. The data reflected a range of in-
dustries including manufacturing, financial
services, business and professional ser-
vices, educational and health services,
leisure and hospitality and government.

Caesars to Sell Reno Hilton 

Caesars Entertainment, Inc. recently an-
nounced it has entered into a definitive

agreement to sell the Reno Hilton casino
resort to Grand Sierra Resort Corp. for ap-
proximately $150 million. Grand Sierra is a
Nevada-based company formed by a group
of developers and investors. It has an-
nounced plans to redevelop the property by
adding a large indoor water park, condo-
miniums and retail stores and by creating a
“theme park” atmosphere. The transaction
is expected to close in the fourth quarter of
2005 after receiving the necessary state and
federal regulatory approvals.

http://www.nevadacpa.org
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HEALTHCARE CHECKUP
Continued From Page 11

A Promising Outlook
While there are no short-term remedies

for Nevada’s healthcare concerns, many in
the industry are stepping forward to pro-
mote change. For example, Comprehen-
sive Cancer Centers of Nevada is banding
together with a network of oncology cen-
ters across the nation to form a drug dis-
tribution center for cancer patients that
should be available next year. “The net-
work will have access to pharmaceuticals
at a lower cost, which we can then pass on
to patients,” said Cohen.

Saint Mary’s Health Network recently
opened a medically-based fitness center
aimed at promoting preventive healthcare.
“We are trying to create a long-term
model that makes people aware of the
positive impact of fitness on their health,”
said O’Brien. “I’m concerned that in the
long term, particularly with the Medicare
population, there just aren’t going to be
enough dollars. You have to have people
beginning to think about getting healthy
and staying healthy, living longer, more
productive lives. I call it personal ac-
countability.”

Sivertsen agreed preventive medicine
and consumer awareness are vital to im-
proving healthcare. Sierra Health Ser-
vices offers health-and-wellness pro-
grams for those battling such conditions
as obesity, smoking, diabetes and asth-
ma. “The challenge we face in Clark
County is the lifestyle is not always the
best,” Sivertsen said. “We have a lot of

smokers, a lot of drinking, so that’s a
challenge. We are probably behind the
curve relative to the rest of the country
in this respect. We also have demograph-
ic issues because of our aging popula-
tion. All of these folks put a lot of stress
on the healthcare system; however, we
view it all as opportunity.”

Dr. Thomas Vater, a Las Vegas spine
surgeon and chief of University Medical
Center’s Orthopedic Department, said he
believes Southern Nevada’s medical
community is misunderstood. “There
has always been a little bit of public
opinion that Las Vegas does not have
quality healthcare providers and that
people need to leave town to get good
care,” Vater said. “The fact is that physi-
cians practicing in Nevada come from
excellent schools in California, the Mid-
west and the East Coast, and they are ex-
tremely well trained. I’ll challenge any-
body in any major city to compare the
medical care we offer here.”

Added Miller from Washoe Health
System, “I don’t think we are second to
anybody.”

“There has always been 

a little bit of a public opinion

that Las Vegas does not have 

quality healthcare providers 

and that people need 

to leave town 

to get good care,”



http://www.nbj.com
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mense part in Nevada’s economic future.
Nevada is the only state with a govern-
ment-sanctioned tourism office in China.
In fact, only 13 countries have similar
offices there. The Nevada Tourism Of-
fice in China affords our state the oppor-
tunity to advertise to outbound Chinese
tourists. Some states have been working
to get a similar license in China for more
than seven years, yet Nevada is the only
one to receive this lucrative honor.

This is no small feat in a highly com-
petitive arena. Tourism is one of the top
three economic drivers in all 50 states.
In 29 states, tourism is the first, second
or third largest employer. Marketing of
Nevada to the PRC will put us far
ahead of the pack in the competition
for tourists.

With the colossal population of the
PRC, it may well be the largest un-
tapped reservoir of potential visitors to
Nevada in the world. The immediate
focus of Nevada’s tourism office in Bei-
jing will be to open direct air service be-
tween the PRC and Nevada, as well as
making it easier for Chinese tourists to
obtain U.S. visas.  

China and the United States have
signed an agreement to dramatically in-
crease the number of commercial and
cargo flights between the two countries
from around 50 per week to nearly 250
per week. As chair of the Nevada Com-
mission on Tourism, I am working hard
on my vision to promote Nevada as the
“Western Gateway to the United States.”
My goal is to have thousands and then
millions of Chinese tourists bypassing
the congestion of the airports in Los An-
geles or San Francisco and traveling di-
rectly to Las Vegas and Reno. 

As new resorts in Nevada open their
doors and existing resorts expand, I be-
lieve China can be viewed as a new fron-
tier in the search for tourists to occupy
Nevada’s hotel rooms and experience
our hospitality. Further, I believe
Reno/Tahoe International Airport can
become a hub for air cargo between
China and the United States.

Opportunities for Nevada abound in
Asia. Our pioneer spirit shines as Neva-
da works to bring faraway countries and
cultures closer.

ost everyone around the world
knows Nevada. Whether it is the
brilliant sparkle of the Las Vegas

Strip, the blue waters of Lake Tahoe or
the endless beauty of our wide-open
spaces, Nevada has a remarkable global
reputation.

But where will our next generation
find new visitors? How will the growth
of our super-charged tourism economy
be fueled in the future?  

I can answer those two questions with
two other questions. Which country has

International Outreach
Bringing Countries and Cultures Closer

the world’s fastest growing economy?
Which country has the world’s largest
population? The answer in both cases is
the People’s Republic of China. China
has more than 1.4 billion people and a
free-market economy that is accelerating
at a dynamic pace. In fact, China has the
fastest growing economy on earth. Neva-
da has to be there. 

Let’s take a look at some numbers:
1.5 billion: China’s population
300 million: The number of Chinese

with the means to travel internationally   
50 million: The number of million-

aires in China
$5,200: The average amount spent by

Chinese tourists per person per trip
250,000: The number of Chinese

tourists who visited the United States
last year.

90+%: The number of those tourists
making Nevada part of their visit

Last summer, I led a delegation from
Nevada to the People’s Republic of
China (PRC). The giant Asian nation has
so much to offer Nevada and the world.
Among our delegation were representa-
tives of Nevada’s vast hospitality indus-
try on our second Asian Tourism Build-
ing mission.

In our next mission, this June, we will
visit Shanghai (population 20 million)
and Beijing (population 14 million), two
of China’s largest cities.

Nevada’s success in China is already
on the record. Last year we were there
for the historic opening of our first
tourism office in Beijing. Once again,
Nevada leads the global competition for
lucrative tourism business. This is a little
piece of history that will play an im-

Lt. Gov. Lorraine Hunt

M

“What is the Commission on Tourism doing to encourage
international visitors to come to Nevada?”



only add to the confusion. Unfortunately,
if paperwork is not filed properly, it can
result in having a settlement proposal re-
jected or missing out on the opportunity to
save thousands of dollars. 

You, as a taxpayer, likely do not know
all the formulas and rules that are applic-
able to your situation. IRS agents will, but
may only reveal the portion they want you
to know, not the portion that would be
helpful to you. Of course, who could
blame them? After all, the agents’ job is to
collect money from the taxpayer.

When an individual has proper repre-
sentation, either by a CPA or a tax attor-
ney, the playing field is more level. The
chance for the taxpayer to get to the end of
the process wondering what happened is
less likely. Situations that can require di-
rect IRS communication include cases in-
volving an operating business, aggressive
IRS collections action such as a bank or
wage levy, or a complicated tax situation
that needs extra attention. Other areas in
which taxpayers may find themselves in
need of representation with the IRS are:
• Liens & seizures
•  Payroll tax problems
•  Delinquent tax returns
•  Offers in compromise
•  Installment agreements
•  Penalty abatement
•  IRS appeals
•  IRS collection problems
•  IRS audits

When a taxpayer is looking for the
proper person to represent him or her with
the IRS, it is important to make sure that
person has extensive experience. Many
programs make promises to represent you
for a small fee, but it is also a good idea to
interview the person who is going to
speak on your behalf. Understand that if
the IRS is looking to collect large amounts
of money from you, it is a good invest-
ment to find a professional representative
with the experience to help you, versus
the one who is the least expensive. 

June Cox, CPA, MST, CVA is shareholder
with Muckel Anderson CPAs, a full ser-
vice accounting firm in Reno.
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eople who hire accountants for per-
sonal or business reasons usually do
it for the same reasons: accounting

and the myriad tax laws are not their baili-
wick. Even if clients are interested in
managing their finances on their own,
chances are there simply is not time to
learn everything a professional knows.
Hiring an accountant is often a safer and
simpler means to make sure Uncle Sam
gets what’s coming to him, without the
burden of costly mistakes and direct deal-
ings with the IRS.

However, from time to time private cit-
izens will find themselves in the unenvi-
able position of dealing directly with the
IRS. Whether it is a situation requiring
collections, or simply a misunderstand-
ing, for those of us not accustomed to
communicating directly with an IRS
agent, this can be intimidating and con-
fusing.

When a taxpayer is dealing directly
with the IRS, the taxpayer is usually at a
disadvantage. An IRS agent knows what
to look for, while the taxpayer may not.
Similar to representation in a court of law,
it is important to have representation from
a professional who understands the IRS’s
motivation and has experience in how to
handle the situation. Unfortunately, if a
taxpayer goes it alone without the proper
preparation or understanding, it can be
easy to get overwhelmed and end up with
a settlement that is cumbersome. Addi-
tionally, this process could require filing a
variety of different papers, which can

Joe Taxpayer vs. 
The IRS
Why Joe Needs 
Professional Help

P

by June Cox

http://www.hsnvlaw.com
http://www.allstateagent.com
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tain effective control. Depending on the
company finances, the ESOP can pur-
chase all the stock over a period of three
to seven years, and in extremely rare cases
the ESOP is able to purchase 100 percent
of the company in one transaction.

The positive financial impact on the
company is simple. Borrowing funds to
repurchase an owner’s stock with an
ESOP loan allows the company to deduct
the principal repayments on the loan as
well as the interest. If the company bor-
rows $5 million for the purchase price, the
company will be entitled to $5 million in
federal income tax deductions for repay-
ing the loan. This results in a $1,750,000
federal tax savings over the term of the
loan. Combined with the $750,000 in de-
ferred capital gain taxes for the seller, the
total tax savings can be at least $2.5 mil-
lion, or 50 percent of the purchase price.

There are other benefits as well.
Through their indirect participation, em-
ployees will share in both the profitability
and long-term growth of the company.
Similar to the way pension and profit-
sharing plans benefit employees, an ESOP
can defer taxes for retirement benefits.
Studies have shown that an ESOP can re-
sult in increased employee productivity
and reduce employee turnover.

ESOPs are not for everyone. Some
business owners are not concerned with
liquidity, may not be contemplating retire-
ment, or may want to retain sole owner-
ship of their company. ESOPs may be in-
appropriate for businesses that are
unprofitable or have only a short-term in-
dustry outlook.

There are many ways to liquefy and di-
versify your stock, as well as provide for
your retirement. ESOPs provide a viable
solution by creating a ready market for
privately held company stock, while
maintaining employee interest and prof-
itability. An ESOP will also allow you to
diversify your investments on either a tax-
free or tax-deferred basis. When it comes
time to retire or sell part or all of your
business, consider an ESOP and the re-
wards it can provide for your loyal em-
ployees and your own pocketbook. 

Matthew D. Goedert is a partner in Goed-
ert & Associates, a Reno-based law firm
focused primarily on employee benefit
plan matters.

ave you ever tried selling a minority
share of your privately held business?
Did it feel like you were selling

beachfront property on the moon? There is
an easier, more profitable way for you to liq-
uefy your assets and diversify your stock.  

As a successful business owner, you
may know one of the most difficult en-
deavors is to convert the company’s equi-
ty into cash. You may be worth $5 million

Employee Stock 
Ownership Plans

on paper, but your inability to exchange
equity into cash may be affecting your
current lifestyle or retirement plans.
Don’t be discouraged. This is a common
problem for many privately held busi-
nesses. Although a business owner has
several alternatives when deciding how to
proceed, using a retirement plan might be
the best alternative.

Many owners are unaware that they can
sell the stock to a retirement plan known as
an employee stock ownership plan
(ESOP). An ESOP is not a typical retire-
ment plan; it is designed to invest primari-
ly in company stock. A company using an
ESOP as a pass-through conduit may be
able to borrow money at a preferred rate
from a bank to purchase the stock, due to
the tax benefits. When an ESOP purchases
at least 30 percent of the company stock,
the sale qualifies for tax-free “rollover”
treatment as long as the selling sharehold-
er buys other qualified securities.

Thus, the owner can diversify his port-
folio in preparation for retirement. In ad-
dition to tax benefits and liquidity, in
many cases owners can sell 51 percent or
more of the company to an ESOP and re-

An Alternative Way 
to Sell Your Business

H

by Matthew D. Goedert

http://www.desertrad.com
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Nevada Oral & Facial Surgery -
Transforming Lives Daily

F or most people, a trip to the oral
surgeon isn’t something to smile
about. But for patients of Nevada

Oral & Facial Surgery, one of the largest
and most respected oral and maxillofacial
surgery practices of its kind in the state,
the patients are the heart of the practice,
which means the experience is likely to be
a positive one.

That’s because Dr. Brendan Johnson
and Dr. John Holtzen have a 23-member
professional team that is committed to
treating patients as they would treat their
own families.

Drs. Johnson and Holtzen founded Neva-
da Oral & Facial Surgery in 1999 to offer
the most technically advanced maxillofa-
cial and oral surgical care possible with an
uncompromising commitment to their pa-
tients’ overall well being. That caring and
commitment is evident from the front desk
team to state-of-the-art surgical suites.
Regardless of the type of surgery – repair
of traumatic facial injury, facial reconstruc-
tion, dental implants or wisdom tooth ex-
traction – patients are treated with un-
matched skill and care.

In addition to their lofty academic de-
grees from respected institutions like
Johns Hopkins and UCLA, the surgeons
truly care about their patients. From repair-
ing birth defects to placing dental implants,
these doctors provide expert patient care
and transform lives daily.

Dr. Holtzen is well respected among his
peers not only for his compassion, but also
for his skill and artistry as a surgeon. He is
a diplomate of the American Board of Oral
and Maxillofacial Surgery and the National
Dental Board of Anesthesiology.

Dr. Johnson has a well-deserved repu-
tation as a caring, skillful and outstanding
surgeon. He is a diplomate of the Nation-
al Board of Anesthesiology. Both doctors
serve on the executive board of the Neva-
da Dental Society and as associate pro-
fessors at the University of Nevada
School of Medicine.

“Our doctors have extensive experience
caring for patients of all ages, from children
to seniors. They’re very caring and have a
special gift for putting children and teens at
ease,” said Barbara Campagiomi, insur-
ance coordinator for the practice. “Not sur-
prisingly, many local dentists in town bring
their children and families to us.”

From scheduling appointments and cre-
ating comprehensive treatment plans to
working with insurance companies, the
practice’s professional staff is attentive to
every detail. “Dentists rest assured know-
ing their patients receive outstanding care
and customer service here,” said Cathy
Gailey, practice administrator. “They know
our doctors and team will be here for them.
Referring doctors are looking for excel-
lence, which is what they receive here.”

Services include:
• Dental Implants – As a highly respected
center for dental implant placement, the
surgeons of Nevada Oral & Facial Surgery
work as a team with general dentists to as-
sure the best results. Implants replace
teeth permanently or support dentures se-
curely. Nevada Oral & Facial surgeons can
often treat patients who have been told im-
plants were not possible for them.
• Facial Trauma – The doctors of Nevada
Oral & Facial Surgery possess a level of
surgical competency and artistry that has

given many victims of facial trauma an op-
portunity to heal through this reconstruc-
tive surgery.
• Snoring and Sleep Apnea – Recent
studies indicate snoring can be an indica-
tion of sleep apnea, a potentially fatal con-
dition. There is a relatively simple and ef-
fective treatment for snoring using a laser
and/or radiofrequency.
• Facial Reconstruction – The surgeons
at Nevada Oral & Facial Surgery have the
benefit of years of experience and training,
utilizing their skill and vision for facial re-
construction. In addition, they have incor-
porated into their practice the most modern
of technologies for planning surgery.
• Wisdom Teeth – Oral health specialists
recommend removal of the wisdom teeth
during the adolescent years. Removing the
teeth before they are completely developed
is much easier for the patient and helps re-
duce the potential for future problems.

Northwest Las Vegas Office
3150 North Tenaya Way, Suite 240

702-360-8918

Henderson Office
1525 Warm Springs Road, Suite 125

702-433-4355

NevadaOralAndFacialSurgery.com

Dr. Brendan Johnson and Dr. John Holtzen lead a 23-member professional team at
Nevada Oral & Facial Surgery, treating patients for facial injuries, dental implants,

wisdom tooth extractions and other oral and maxillofacial surgery procedures.

http://www.nevadaoralandfacialsurgery.com
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rants, high-end shopping and convenient
visitor services. It all works together. “We
are thankful for the level of teamwork in
the hospitality community,” Quade said.
“It’s a great mixture.”

Northern Nevada
For conventions and meetings, Reno

does a great job in the northwest market in
competition with San Francisco, Seattle,
Portland and Boise. It’s a natural location
for environmentally conscious groups like
the North American Wild Sheep Organi-
zation and the International Safari Show.
The $28.5 million Reno Events Center,
which opened in January 2005, is a
118,000-square-foot facility with more
than 56,000 square feet of exhibit space.

Northern Nevada is undergoing a
tourism transformation of sorts, with a
new energy and new facilities. The re-
gion’s promoters have done an excellent
job of creating a distinct identity, market-
ing to consumers as a fun destination. 

Popular annual events such as the Hot
August Nights classic car rally, ARTown,
Reno Air Races, Reno/Tahoe Wine, Food
and Jazz Festival, Mastercraft Pro Wake-
board Tour, Reno Rodeo, Brews and
Blues Festival, and Reno River Festival
helped boost the Reno area’s visitor vol-
ume to nearly 5 million in 2004. 

Development of the downtown Reno
arts and cultural center, as well as the
Truckee River Whitewater Park, have also
increased tourism. The National Bowling
Stadium hosts tournaments from around
the country, including the Women’s Inter-
national Bowling Conference and the
American Bowling Conference. 

The “Nevada: Wide Open” advertising
campaign promotes Nevada’s outdoor ac-
tivities to reach a broader range of visi-
tors. Targeted primarily to the leisure trav-
eler, it’s had success in creating the
perception that Nevada is an adventure
state, with golfing, hiking, skiing and
other outdoor recreational activities. The
new brand has drawn the attention of re-
tail outdoor outfitter Cabelas, which will
begin construction on a huge store in
Reno by the end of this year.

The beauty of Nevada being promoted
as America’s adventure place is that it does
not detract from visitors who come here
for other diversions. It just gives them an-
other reason to come to Nevada.

Authority (LVCVA) and serve to increase
visitor volume to the Silver State. 

What Happens in Vegas…
Las Vegas is globally seen as the epi-

center of excitement. You can’t go to a
movie theater or watch TV without seeing
something about Las Vegas. It’s all work-
ing to Nevada’s economic benefit. Las
Vegas had a record 37.4 million visitors
last year, according to UNLV’s Center for
Business and Economic Research. By
comparison, visitor volume was nearly 36
million in 2000 and dropped to 35 million
in 2001 and 2002. 

The current marketing focus is on
world-class dining, high-end retail, a great
hotel experience, more guest features such
as spas, and attractions for both the leisure
and convention traveler. “Every indicator
is strong,” said Rob Powers, spokesperson
for the LVCVA. “Visitor volume and visi-
tor spending are up and our destination re-
sorts are so imaginative and have so much
to offer, the drawing power is irresistible.”

Powers said the Las Vegas Monorail is
a valuable benefit to the area. “It’s a ter-
rific amenity for our customers,” he said.
Which is why LVCVA included a connec-
tor to a monorail station as part of the Las
Vegas Convention Center’s $400 million
construction  project, which will be spread
over the next few years. The project will
concentrate on updating facilities, adding
new meeting space and building a police
substation on the resort corridor. 

“Wynn Las Vegas will provide a huge
gain for all of Las Vegas,” Powers said.
“Major resorts have a drawing power.
Whenever a new property opens, tourists
plan a trip to see the new resort, and as a
result, other properties also benefit.”

Convention Growth
An obvious change over the past sever-

al years in the convention industry is the
increase in space available to host meet-
ings. “The expanded space, along with ef-
fective Las Vegas marketing, has been a
great combination for organizers who
want their events held in Southern Neva-
da,” said Jeff Quade, executive vice presi-
dent of sales for GES. 

As the largest provider of convention
services in Nevada, GES has 500 employ-
ees – more than a third of its nationwide
staff – working out of Reno and Las

Vegas. GES built its national headquarters
in Las Vegas, along with a 900,000-
square-foot facility to support the hospi-
tality/convention industry.

Quade said the major convention centers
in Las Vegas are so comprehensive that any
one of them is larger than the combined fa-
cilities in many cities. “Mandalay Bay’s
convention facilities alone are bigger than
all the convention facilities in Phoenix, Al-
buquerque and Tucson together,” he said.
In addition to Mandalay Bay, the Sands
Expo Center and the Las Vegas Convention
Center are mega-sized facilities. 

Who fills up these convention centers?
“There are basically three categories of
conventions,” Quade said. “Events that
have struggled since 9/11 have found that
relocating to Las Vegas has helped them
combat low attendance numbers and
helped stabilize their meetings. Other
events that have traditionally met here
have also grown. We are blessed with
many events that come here every year
and make Las Vegas their home.”

Convention attendance numbers contin-
ue to be strong for the well-known mega-
shows, like the Consumer Electronics
Show, MAGIC and the National Associa-
tion of Broadcasters. LVCVA recently
signed a long-term agreement with the
National Association of Home Builders to
meet in Las Vegas eight times through
2020. “This is a major commitment,”
Powers said. “We expect 100,000 people
each year with this convention, represent-
ing $1.2 billion over the 15-year period.”

Another major trend Quade sees on the
horizon accounts for another growing sub-
market and Quade’s third convention cat-
egory: corporate meetings. “There are a
significant number of corporate events,”
he said. “Companies hosting proprietary
trade shows, a product launch to other
businesses, or face-to-face marketing
within their own industry.” These are
shows to which the general consumer is
not invited. For example, NAPA Auto
Parts is hosting a meeting as a one-on-one
marketing medium to communicate what
is going on in its company. Additionally,
Quade said more corporate meetings are
moving toward education for employees
and customers.

The convention industry is still driven
by the surrounding amenities, such as
hotel rooms, nightlife, gaming, restau-

Continued From Page 14
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mative and inspirational literature regarding
grief and organ donation. It also promotes a
support group known as Champions of
Organ Sharing (COS), which is made up of
organ recipients, donor families and those
waiting for transplants. 

One COS member who is a heart recipi-
ent said, “My transplant has done other
things for me that are not necessarily tangi-
ble or quantifiable. A friend of mine re-
ceived a heart transplant about four months
before I did. He was a very sick individual,
and had been on the list for about three
years. Consequently, while waiting, he was
in deep despair and about ready to give up.
Toward the end of his long wait, he got
some words of wisdom from an acquain-
tance who himself had received a liver
transplant. This person told my friend that
those awaiting organ transplants have a
unique perspective on life. He pointed out
that everybody is going to die someday, but
really has no idea when. Those awaiting an
organ transplant, however, have a more fi-
nite idea of when they could be gone.
Therefore, they should look at any extra
time they might get as a bonus. He suggest-

ed to my friend that if you are fortunate
enough to get your transplant and a second
chance at life, make the most of it.”

“Our employees are proud to work for a
company that saves lives,” said Richardson.
“Our major frustration is that so many addi-
tional lives could be saved if more people
would say ‘yes’ to donation. One person
saying ‘yes’ can save up to eight lives, and
by agreeing to tissue donation, he or she can
enhance the lives of up to 70 people. We are
continuing to work hard to educate the pub-
lic about the shortage of organs and tissues
and we are always looking for quality vol-
unteers to help us communicate with the
public. Educating the community about the
virtues of organ and tissue donation is a
large job.”

evada Donor Network (NDN) is re-
sponsible for the coordination, re-
covery and distribution of donated

human organs and tissues for transplanta-
tion and medical research throughout
Southern Nevada. It is a federally designat-
ed, not-for-profit organ, tissue and eye pro-
curement organization. NDN participates
in national organ and tissue sharing in an
effort to meet the ever-growing needs of pa-
tients awaiting transplantation therapy.
Currently, 88,000 Americans are on the na-
tional waiting list; on average, 15 people
die every day waiting for a transplant.

NDN has served Southern Nevada since
1987, and was formally known as DORS
(Donor Organ Recovery Services). It is one
of the few organ procurement agencies in
the country to manage the recovery of or-
gans, tissues and eyes in the same facility,
making Nevada progressive in the field of
organ and tissue procurement.

“Our mission is to improve the quality of
human life through the recovery of all
available organs and tissues for transplanta-
tion and medical research, while maintain-
ing the dignity of the donors and their fam-
ilies,” explained Ken Richardson, executive
director of NDN.

The Nevada Donor Network has
trained staff available 24 hours a day to
counsel families and medical staff about
organ and tissue donation, determine
medical suitability for donation, and coor-
dinate the recovery and distribution of do-
nated organs and tissues.

NDN provides a routine follow-up to all
healthcare providers and donor families. Its
Keepsake Program provides follow-up sup-
port for donor families for up to two years
after donation. Participants receive infor-

Nevada Donor 
Network
Encouraging People to
Give the Gift of Life

N
Nevada Donor Network 

2085 East Sahara Avenue
Las Vegas, NV 89104 
Phone: 702-796-9600 

Fax: 702-796-4225 
www.nvdonor.org

lcrews@nvdonor.org 

http://www.siemslasik.com
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by Brian Holthus

ne of the most controversial bills to
pass through Congress of late is the
bankruptcy reform legislation Presi-

dent Bush recently signed. The new law
will make it more difficult for individuals
to qualify for Chapter 7 bankruptcy and
avoid their debts. 

What does this mean? Individuals nor-
mally file either Chapter 7 or Chapter 13
bankruptcy. Chapter 7 allows a person to
keep exempt assets, such as home equity
and retirement plans, and receive a “dis-

The New 
Bankruptcy Law

charge” on most debts. A few months
after the Chapter 7 is filed, a discharge is
entered and the individual is given a
fresh start to rebuild his financial stabili-
ty. Under Chapter 13, individuals pay
their monthly disposable income into a
plan for three to five years, and a trustee
distributes the plan payments to credi-
tors. The Chapter 13 filer does not re-
ceive his discharge until all plan pay-
ments are made.

Under the new law, individuals will be
required to meet with a credit counselor
before filing bankruptcy. In addition, a
means test will be applied to determine if
the person’s income is above the state’s
median and if he can afford to pay 25
percent of his unsecured debt. If so, he
will be required to follow a five-year re-
payment plan under stricter guidelines.
While in the past, the judicial system
could evaluate a person’s monthly ex-
penses on a case-by-case basis, the new
law is fairly strict in its requirements, af-
fording little leniency. 

Since more bankruptcy debtors will be
forced into payment plans, small business
creditors are more likely to receive pay-

ment (albeit a small payment) if their cus-
tomer files bankruptcy. In preparation for
the influx, accounts receivable managers
should learn how to properly file a proof
of claim and familiarize themselves with
the provisions of the new law.

What does this law mean for low-in-
come individuals, single women and mi-
nority groups? Perhaps the biggest oppo-
nents of the new legislation, truly
low-income people, will still be able to
file a Chapter 7 and discharge their debts.
However, this will be a fairly limited
class of people.

The law will cause changes for bank-
ruptcy attorneys as well. If the informa-
tion in a bankruptcy filing is found to be
inaccurate or fraudulent, the bankruptcy
attorney may be subject to fines and
sanctions. This can only result in fewer
attorneys willing to file bankruptcy peti-
tions, and those who do will charge more
for their services.

Will this law work? Supporters claim
it is a strong effort to prevent individuals
from abusing bankruptcy laws and shirk-
ing financial responsibility. Opponents
feel it is designed to assist credit card
companies and financial institutions
without regard for how the debtor came
into his financial crisis. For example, an
individual with extensive medical debt is
treated the same as an individual with
high credit card debt. 

Regardless of its intent, however, the
new law does resolve some glaring prob-
lems for creditors, such as reducing the
Chapter 13 “super discharge.” Under the
old law, a debtor could discharge fraud
and embezzlement claims by filing Chap-
ter 13 and paying his disposable income
into a plan. Also, debtors will not be able
to use Chapter 13 to reduce their car pay-
ments through a “cram-down” process. 

Individuals who are truly in need of a
fresh start may no longer benefit from
filing bankruptcy. Only time will tell
whether the new law is an effective tool
for forcing personal responsibility or a
weapon for creditors to collect loans that
should never have been approved in the
first place.

Brian Holthus is a partner with Jolley
Urga Wirth Woodbury & Standish Attor-
neys at Law, which has offices in Las
Vegas and Boulder City.
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Community
Bank of Nevada

hen Ed Jamison opened the doors
of Community Bank of Nevada
10 years ago, the operation was

small – very small. 
The bank operated out of a triple-wide

trailer at 1400 S. Rainbow Blvd. in Las
Vegas. Its total capitalization was only
$8.1 million. The new financial institution
faced stiff competition in a community
where huge banks such as Wells Fargo
and Bank of America were the big players
and many smaller banks were being swal-
lowed up by the competition. 

Jamison had first-hand knowledge
about consolidation in the local banking
industry. In 1989, he came to Las Vegas
from Salt Lake City to serve as president
of a new bank named Nevada Community
Bank. Five years after it was founded, the
bank was sold because the founders re-
ceived an excellent price. “We didn’t in-
tend to sell,” he explained, “but the offer
kept increasing.”

The growth and success of this bank-
ing venture inspired Jamison and a
group of eight others to found another
Las Vegas-based bank. Named Commu-
nity Bank of Nevada, the new bank
opened in July 1995. Jamison took the
reins as president and Noall J. Bennett,
his partner in the preceding banking op-
eration, became chairman. Bennett, a
former executive with Zions Bank, lives
in Salt Lake City.

The new bank saw astounding growth
in its first decade of operation. Commu-
nity Bank of Nevada now has five
branches, holds deposits of $650 mil-
lion, and has grown its staff from just a

few employees to 120. Three years ago,
the bank opened its new City Centre
branch and corporate headquarters
downtown at 400 S. Fourth St. “We have
been profitable since the second month
of operation,” Jamison pointed out.

Community Bank of Nevada began ex-
panding in September 1999 with the
opening of a branch at 2887 S. Maryland
Parkway. It now also has branches in
Green Valley (1441 W. Warm Springs
Road) and Summerlin (7676 W. Lake
Mead Blvd.).

The key to the bank’s success has been
the decision to focus on providing bank-
ing services to business customers, Jami-
son said. He tried to operate a retail bank-
ing operation when he founded his first
bank, but changed strategies when he dis-
covered Las Vegas’ growing business
community offered more potential. Busi-
ness banks, such as American Bank of
Commerce and Sun State, had prospered
in Las Vegas, but had been purchased by
larger operations.    

Jamison said his bank serves a wide
variety of businesses of various sizes.
“We are a high-service, high-touch busi-

ness bank,” he said. “We go out to meet
with our customers, rather than having
them come to us.”

The bank plans to open its sixth branch
later this year near the Russell Road-Inter-
state 15 interchange. Expansion to other
areas of Nevada also is being considered.
“Our objective is to look for strategically
located branches,” Jamison said. “We
have additional capital and can move for-
ward quickly.”

Community Bank of Nevada, which
had an after-tax profit of $5.6 million in
2004, raised an additional $45 million
through a public offering held in Decem-
ber and is now listed on NASDAQ. The
bank’s game plan is to use the capital to
expand outside Nevada and become a re-
gional operation.

“We are targeting high-growth areas,”
Jamison said. San Diego and San Bernardi-
no counties in Southern California and
Maricopa County in Arizona are possible
sites for Community Bank’s expansion.
Jamison said he is flexible when it comes
to the bank’s future. “We might buy anoth-
er local bank. All things are possible up the
road. Just watch us grow.”

by Tom Dye

W
Enjoying Steady Growth
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Business Indicators
units previous comments

GROWTHDATA
latestdates year ago recent year ago

(%)(%)

(%) (%)

(%) (%)
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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. Depart-
ment of Commerce, U.S. Bureau of Labor Statistics, U.S. Census Bureau; U.S. Federal Reserve Bank.
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ot surprisingly, U.S. growth in
spring 2005 turned more mod-
erate. Coming after a period of

sustained recovery, slower growth
suggests the economy is undergoing
mid-cycle adjustments. These adjust-
ments come about as the pace of infla-
tion picks up and growth slows, a typi-
cal mid-cycle pattern. The numbers,
however, do not foretell a downturn –
as some pessimists are prone to pro-
nounce – but instead reflect growth at
slower future rates. To be sure, there
will eventually be another downturn,
but to our view, not in the near term.  

The rate of inflation, as measured
by the consumer price index (CPI),
was up 0.8 percent in one month and
3.1 percent above year-ago levels. Ex-
cluding food and fuel costs, the core
CPI gained 0.6 percent in one month
and 2.3 percent for the year. The price
of oil has gone above $50 a barrel;
and, though supplies are building,
world demand continues to grow,
leaving little reason to believe prices
will soon return to the $30-a-barrel
price range of the past. Still, if you ad-
just oil prices for overall price move-
ments, the current price of $50 per
barrel translates to about $15 in 1980
prices. As such, it seems fuel prices at
current levels will not derail the nor-
mal cyclical expansion, though it will
take the edge off the rate of growth.

Double-digit growth in key 2004
Nevada indicators exceeded real U.S.
gross domestic product (GDP) growth
after adjusting for inflation. Though one
month’s data do not foretell trends, we
see a slowing in the rate of expansion.
Conditions in the Silver State – though
tending to follow a different path than
the national economy – show slower
growth in 2005 than in 2004. 

However, this does not signal an
economic downturn for Nevada;
rather, the state seems to be taking a
respite from the rapid growth of 2004
while the national economy makes a
mid-cycle adjustment.

R. Keith Schwer
UNLV Center for Business and 
Economic Research
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