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Robin Leach, famous for developing

Lifestyles of the Rich and Famous, is

shown at the showroom of Exotic Cars at

Caesars Palace with a 2005 Lamborghini

Murcielago roadster. The 580-horsepower

vehicle, priced at a mere $349,500, can ac-

celerate from zero to 60 in 3.8 seconds and

features a $40,000 sound system.

Photo credit: Opulence Studios

Mary Kaye Cashman, CEO of Cashman

Equipment, is one of the experts we in-

terviewed about construction equipment

in Nevada, the nation’s fastest-growing

state. While business is booming, high

demand and short supply have caused

price increases and distribution chal-

lenges for equipment companies.

Photo credit: Opulence Studios

This month we feature a special report on

the National Association of Industrial

and Office Properties Southern Nevada

Chapter, the voice of the commercial real

estate industry.
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Another aspect of the program
would allow illegal immigrants who
have put down roots here for several
years to be put on the path toward
citizenship. Certain conditions
would apply: not only would they
have to pay back taxes, but also learn
English. No more printing ballots in
foreign languages or teaching school
children in a language other than Eng-
lish. The United States needs one lan-
guage in order to be a united country,
and its citizens need to be able to com-
municate with each other. Those who
are willing to pay the price to stay here
should be welcomed with open arms.
Those who aren’t, should go home. 

Herbert Meyer, who served with
the CIA during the Reagan admin-
istration, has a great article in the
americanthinker.com Web site
about the difference between a real
“immigrant” and the new class of
illegal immigrants:

C O M M E N T A R Y

A Nation of Immigrants,
But Also a Nation of Laws

L Y L E  E . B R E N N A N
Publisher 

The American people have a soft
spot in their hearts for immigrants
– people who left their native lands

with little or nothing and headed for the
United States. They were welcomed to
a country where they could raise their
children in freedom and have a chance
at prosperity. Many of us are the chil-
dren or grandchildren of immigrants
and grew up listening to stories about
the Old Country and the hardships our
relatives overcame to get here. Four of
my daughters were born in the Philip-
pines, and our family has its own story
of how we traveled halfway around the
world to get them.

Immigrants are not the problem. Ille-
gal immigrants are.  

Why did the organizers of these
demonstrations call their protest a
“Day Without Immigrants” instead of
a “Day Without Illegal Immigrants”?
It’s all about the spin. At some point
along the way, a liberal leader with
some political savvy must have real-

ized that “illegal” has negative over-
tones, and should probably be left out
of the discussion. But that’s leaving
out the most important aspect of this
whole debate.

Ignoring that crucial difference is
like saying that “shoppers” are the
same as “shoplifters.” Suppose a store
owner tries to control shoplifting by
putting security features at the exit
doors. Should he be accused of not
wanting shoppers to patronize his es-
tablishment? Should people hold a
protest outside his store, carrying signs
saying, “Shoppers Have Rights”?
Doesn’t make much sense, does it? 

President Bush’s primetime speech
about this issue presented a compro-
mise that has a chance of working, if it
is supported by Congress and if a way
can be found to fund it (two big “if”s).
The first step to solving this problem is
to tighten security at the borders, which
Pres. Bush has pledged to do with Na-
tional Guard troops. 

Immigration reform and border control have received a lot of press coverage lately, and de-

bates are raging about the best way to deal with the estimated 12 million people living in

the U.S. illegally. Competing bills in Congress are attempting to tackle these issues, and

many thousands of people participated in marches on May 1 for a nationally-publicized

“Day Without Immigrants.” 

Continued on Page 8
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“To ordinary Americans, the defini-
tion of “immigration” is very specific:
You come here with absolutely noth-
ing except a burning desire to be an
American. You start off at some mis-
erable, low-paying job that at least
puts a roof over your family’s head
and food on the table. You put your
kids in school, tell them how lucky
they are to be here – and make darn
sure they do well even if that means
hiring a tutor and taking a second, or
third, job to pay for it. You learn Eng-
lish, even if you’ve got to take classes
at night when you’re dead tired. You
play by the rules – which means you
pay your taxes, get a driver’s license
and insure your car, and you file for
citizenship the first day you’re eligi-
ble. Do all this and you become an
American like all the rest of us.”

Meyer contrasts these immigrants
with the new class of illegals who
come here only to work, not to be-
come Americans. They send all their
money home, refuse to learn English,
and use social services which they
don’t pay for, because they’re getting
paid tax-free cash under the table. The
flood of illegal immigrants is taking
billions of dollars out of the pockets of
American taxpayers – including peo-
ple who came here legally and worked
hard to get their official status.

These illegal immigrants should
be stopped at the border, and they
should be sent home if they man-
aged to sneak though it. To do oth-
erwise, and to confuse these people
with the honest, hard-working im-
migrants who want to become citi-
zens, is to do a disservice to our
American heritage and to endanger
our country’s future.

COMMENTS 
email: lyle@nbj.com

http://www.fnbonline.com


http://www.ivnestmentequity.com
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The American Institution of Certi-
fied Public Accountants has set

up a new financial literacy education
Web site, 360financialliteracy.org, as
a national effort of the accounting
profession to improve the personal fi-
nancial understanding of Americans.
It provides a comprehensive approach
to financial education and decisions,
focusing on the information people
need at different stages of their life,
from childhood to retirement.

The “Financial Guidebook” offers
general information on managing per-
sonal finances and budgeting resources
in areas such as: owning a business,
education savings and financial aid
planning, home ownership financing,
estate planning, life insurance, govern-
ment benefits, investment planning,
legal protection planning, retirement
planning and tax planning. 

The Web site also offers financial
advice for women, as they control
both individual and family spending,
run the majority of small businesses
in the country and an increasing num-
ber of corporations, select their own
investments and need solid informa-
tion about personal and business fi-
nance. The site offers tips from build-
ing a career and planning for the
future, to running both a household
and a business.

The Las Vegas Chamber of Com-
merce and the Southern Nevada

Health District recently urged local
businesses to prepare for a pandemic
flu outbreak, which would mostly
likely create high absenteeism, supply
shortages and possible disruptions to
infrastructure, transportation and
communications systems. An out-
break would also disrupt the local
economy due to changes in tourism
and consumer spending habits. Esti-
mates are that 20 percent of working
adults would become ill and could be
absent for at least two to four weeks.
As many as 40 percent of the work-
force may be absent at any one time,
due to their own illness, caring for a
sick family member, or out of fear of
infection. A pandemic could cost the
economy $70 billion to $160 billion
in lost productivity and direct medical
expenses. The chamber has created an
online planning resource center to
help businesses prepare their opera-
tions for potential disruptions. The re-
source center includes the chamber’s
“Open for Business” booklet and The
Pandemic Flu Planning Toolkit. All
materials are free and available to any
business at www.lvchamber.com/open.

In Northern Nevada, the Washoe
County District Health Department
recently held a seminar entitled
“Local Pandemic Influenza Planning:
What Community Leaders Need to
Know.” Presenters included experts
who discussed planning for pandemic
influenza in general and addressed is-
sues specific to avian influenza (bird
flu) in particular.

The world is economically freer
today, according to the 12th annu-

al “Index of Economic Freedom,” pub-
lished by The Wall Street Journal and
The Heritage Foundation.

Of the 157 countries graded in the
2006 index, 99 improved their overall
scores, compared to 51 whose scores
worsened and five that remained un-
changed. Twenty are classified as
“free,” 52 as “mostly free,” 73 as
“mostly unfree” and 12 as “repressed.”
Countries with “mostly unfree” or “re-
pressed” economies earn 70 percent
less than countries with “mostly free”
economies. “Free” economies enjoy a
per-capita income more than twice
what “mostly free” economies earn. 

Countries receive a rating of one to
five (one being the best) on 10 mea-
sures of economic freedom: trade poli-
cy, fiscal burden of government, gov-
ernment intervention in the economy,
monetary policy, capital flows and for-
eign investments, banking and finance,
wages and prices, property rights, regu-
lation and informal (or black) market
activities. The ratings are then averaged
to produce the overall index score.

Hong Kong and Singapore finished
first and second in the rankings for the
12th straight year. The U.S. ranked
among the 10 freest economies for the
first 10 editions of the “Index.” After
slipping to 12th place last year, it re-
gained a top-10 ranking by cutting gov-
ernment spending as a percentage of
GDP and lowering tariff rates (weight-
ed average). The U.S. is tied for ninth
place worldwide with Australia and
New Zealand. 

360 Degrees of Financial LiteracyEconomic Freedom throughout the World Are You Prepared for a Pandemic Flu Outbreak?

BUSINESS UP FRONT
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O
ne well-known expert on “cham-
pagne wishes and caviar dreams”
is Robin Leach, who moved to Las

Vegas seven years ago to be close to the
rich and famous people he has made a
career of publicizing. “Why move to
Las Vegas? Because it’s the No. 1 city
in the world for luxury,” said Leach.
“For people who live in Nevada,
whether it’s in Las Vegas, Reno or Lake
Tahoe, the grass is not greener on the
other side of the fence. We have every-
thing here. Take it from someone who’s
been around the world 10 times and
visited nearly every country.”

Robert S. Davenport, a financial
planner and partner of Partners Finan-
cial Group in Las Vegas, said he is
seeing people acquire bigger and bet-
ter homes and many “toys,” such as
sports cars, airplanes and second
homes. “I also see my high net worth
clients taking better vacations, often

to deal with stress,” he said. Other
business and personal priorities estab-
lished by high net worth individuals,
according to Davenport, include inde-
pendence, preparing for succession,
asset protection and alternative invest-
ment strategies. 

Chet Holmes of San Rafael, Calif.-
based howtodoublesales.com is a busi-
ness expert and consultant who teach-
es businesses how to target high net
worth individuals. He said it takes
commitment and dedication to reach
wealthy consumers, but since the
wealthy are the movers and shakers of
the world, and have the greatest sphere
of influence, the payoff is worth it.
“The wealthy like to be leaders and not
follow the crowd,” said Holmes. “Let’s
remember they are probably self-em-
ployed, and they didn’t get rich by fol-
lowing everybody. They are also big
believers in getting good value. So, just

because they are rich doesn’t mean
they don’t want to get their money’s
worth when they buy something.”

THE GUY & GAL NEXT DOOR? 

“Aside from the obvious millionaires,
there are many out there whom you
would not think are millionaires,” said
consultant Georganne Bender, a part-
ner in the St. Charles, Ill.-based Kizer
& Bender Speaking. “Good jobs and
smart investing have helped a lot of
people. In a very exclusive – and ex-
pensive – Las Vegas shop, we asked a
salesman to describe the customers
who buy their products. He said we’d
be surprised, because they always
aren’t the most obvious choices. The
man in the shorts and tank top stand-
ing next to you might drop a fortune
and never bat an eye. Some live ex-
travagantly, some watch every dime,

Cover Story: Luxury Lifestyles in Nevada

Multi-million dollar homes, hot cars and over-

the-top travel are nothing unusual for high net worth individuals in

Nevada. In fact, luxury living is becoming more common here,

according to experts surveyed by Nevada Business Journal.
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and some live just like the rest of us.
Many luxury shoppers enjoy a bar-
gain as much as the next guy.”

Some Generation X-ers have made
their money in the technology fields,
but the 50-plus market is the one to
watch, experts said. “People over 50
represent 50 percent of consumer de-
mand,” Bender said. “They have 2.5
times the discretionary income of
younger generations. In fact, one in
four homes sold today is a second
home for a baby boomer.”

There is also a trend for the well-
heeled to shop at mass merchandisers.
Target is already attracting affluent
shoppers, and Wal-Mart is now branch-
ing out into the luxury retail market. It
recently opened a store in Plano, Texas,
complete with high-priced wines and
sushi, designed to appeal to a more so-
phisticated demographic.

A common mistake many companies
make is not giving these consumers the
attention they feel they deserve. “They

expect to be treated with respect – and
lots of it,” Bender said. “They enjoy lit-
tle creature comforts while they shop
and while they wait. They want a qual-
ity experience. And they enjoy person-
al relationships with the places where
they do business. Luxury buyers are
used to first-class treatment. They do
not care for the little annoyances that
the rest of us put up with, like parking
the car, dodging crowds and waiting in
line to pay for purchases.”

Multi-Million Dollar Homes

Homes, be they first or second, usu-
ally show a millionaire’s spending
power. Northern Nevada offers a
lifestyle attractive to growing numbers
of millionaires, said Sue Lowe, vice
president of Chase International, a
Lake Tahoe/Reno-based real estate
agency. A year-end analysis by the
agency showed sales of Lake Tahoe
homes priced higher than $1 million

jumped 46 percent in 2005, while sales
of single-family homes costing under
$1 million were down 21 percent. 

“Lake Tahoe, of course, has always
been attractive to millionaires, but the
Carson Valley, Carson City and Reno
residential markets have all shown re-
cent phenomenal increases in pur-
chases of over $1 million,” said Lowe.
Sales of homes in Reno priced more
than $1 million jumped 65 percent,
while sales of homes under $1 million
were up only 3 percent. The report,
comparing year-end figures from
2004 to 2005, showed that 1,126 Lake
Tahoe homes priced below $1 million
sold in 2005, compared to 1,432 in
2004. Homes sales in the million-dol-
lar-plus price range increased from
214 to 312. Overall sales volume
around Lake Tahoe grew a notable 9
percent to nearly $1.3 billion, while
overall Reno and Sparks sales volume
increased a remarkable 27 percent to
nearly $2.5 billion.

Lowe said millionaire lifestyles in
the area range from comfortable to
opulent, and popular home features
include granite interior finishes, along
with decked-out bathrooms, kitchens
and pool/spa areas. “Wine cellars,
spas, theaters and water amenities are
all important,” she added. Lowe has
spent years cultivating a high-end
clientele and considers baby boomers
her primary market. 

Reflecting these changes, the aver-
age home price in the Reno and Sparks
area is up 20 percent to $409,106.
Lowe noted that a good portion of her
clientele come from the San Franciso-
co Bay Area to buy second or vacation
homes or investments. The U.S. Bu-
reau of Labor Statistics acknowledges
that employees in the Bay Area receive
some of the nation’s highest salaries.
“While the national real estate market
seems to be cooling, sales are still
strong in Lake Tahoe and Reno, even
as home prices continue to climb,”
Lowe said. “It’s simply a desirable
place to live or escape to.”

http://www.MonteLagoVillage.com


http://www.landmarkhomes.com
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Generation Now

The director of marketing and co-
sales director for Spanish View Tower
in southwest Las Vegas, Jeannine Cut-
ter, said she has specifically targeted
high net worth individuals in Las
Vegas and nationally. “We have no-
ticed a trend towards a younger age in
buyers who have the ability to buy
high-end products, such as homes at
Spanish View Towers. It seems the
baby boomers prefer to sit on their
money, whereas their children have a
different value system when it comes
to money. The post-baby boom gener-
ation is investing it in high-end com-
modities, such as valuable real estate.
The increase in this age group has
been slight; however, it is a significant
trend to recognize.”

Laurence Hallier, the developer of
Panorama Towers in Las Vegas, is also
chairman of Hallier Properties and Hal-

lier Investments. At age 38, he created
his first high-rise – and hasn’t looked
back since. Hallier said residents of
Panorama are responding to some of
the more innovative amenities, such as
a racquetball court and a dog-walking
service. Views are also extremely im-
portant to his high-end clientele. “We
built three-story portals into our first
two towers that offer sprawling bal-
conies with more than 1,600 square
feet of space and stunning, panoramic
views of the Las Vegas Strip and the
Spring Mountains to the west. We
focus a lot of attention on marketing
the superior views we have at Panora-
ma, even taking some buyers up in a
crane to show them what the view will
look like from the condominium
they’re considering,” he said. 

Jack Christie, vice president of
sales and marketing for Trump Inter-
national Hotel & Tower Las Vegas,
said amenities like 24-hour valet

parking and concierge service add to
the luxury experience. “Of all the fea-
tures in the models, the marble in the
entryway and baths attracts them right
away. But while it is an attractive fea-
ture, it is the complete package of the
luxury suites, amenities and location
that gives them a multitude of reasons
to buy,” he said. 

Beyond aesthetics and high-end fin-
ishes, James Beasley, president and
CEO of Beasley & DeVarreau Sothe-
by’s International Realty in Las
Vegas, said some of the more impor-
tant elements for the luxury home
buyer are: convenience; security;
amenities within the community; lo-
cations for schools, shopping, med-
ical and recreation; and views and pri-
vacy from a specific residence. Some
examples of the more unusual fea-
tures of luxury estates are basketball
courts, racquetball courts, golf course
simulators, gymnasiums, world-class

Cover Story: Luxury Lifestyles in Nevada

http://www.swbnevada.com


spas with indoor swimming pools and
massage rooms, luxurious theaters
and screening rooms, climate con-
trolled collectors’ garages for 10 to 20
automobiles, and incredible water
features that rival world-class resorts.

Kenneth Lowman, Luxury Homes
of Las Vegas broker/owner, said his
millionaire customers come from all
walks of life, all age groups and all
states. Lowman focuses his business
on higher-priced luxury homes and
development. “They include retiring
boomers who have worked 30 or 40
years amassing their wealth, entrepre-
neurs who hit it big, individuals who
have owned their own businesses,
upper-level corporate managers, ath-
letes, entertainers and wealthy heirs.”
Lowman said Nevada attracts million-
aires because it does not assess state
income tax, while offering great
weather, good lifestyle, and a positive
and growing economic environment.  

“We see more and more wealthy
people moving here each and every
month,” said Lowman. “They typically
like to live in guard-gated communities
for security, and also because they
travel. They also want the amenities
that guard-gated communities offer,
such as golf, tennis, social clubs and
neighbors with common interests.”

Lowman said his high net worth
clients like activity, travel, entertain-
ing and the finer things in life. “These
successful people want to be able to
enjoy views of a golf course, lake,
mountains or city lights when relax-
ing at home,” he said. Recent requests
made by affluent home shoppers have
included indoor basketball courts, 12-
car subterranean garages, indoor
swimming pools, 3,000-bottle wine
cellars, 24-seat home theatres, indoor
shooting ranges and glass elevators.

Over-The-Top Travel

When not luxuriating in their Neva-
da homes, people with money like to
travel – sometimes far, far away. 

http://www.mcfaddeninsurance.com


18 June 2006

the Queen Mary II or a ride on the
Simplon Venice Orient Express.

Ruiz said her firm’s American Ex-
press affiliation has helped increase
business from upscale and affluent
clientele. “Some clients are what we
call ‘old money,’ belonging to rich
families, and some are ‘new money,’
the new successful entrepreneurs who
have done very well with their busi-
ness ventures and other projects,” she
said. “Their lifestyles can range from
being just simple to extravagant. They
may have money, but monitor expens-
es on the vacations they purchase.
Like everyone else, they are still look-
ing for the best value and amenities.”

She added that upscale clients and
travelers are extremely savvy when
planning their vacations and trips.
“They do extensive research, so our
travel agents have to be prepared and
ready to give them the best service
and product/destination information.”
Ruiz said some of her company’s
high-end trips included: touring a se-
ries of villas complete with private car
and driver for the entire stay in Italy
and other countries in Europe; bal-
looning over the Masai Mara in
Africa; taking African safaris and
staying in the most luxurious accom-
modations; around-the-world trips;
accommodations in presidential suites
and garden villas aboard cruise ships.

“Upscale clients are looking for a more
‘life-enhancing’ vacation experience, so
they’re looking to do a trek in Machu Pic-
chu, or climb Mt. Kilimanjaro, or do a

private tour of the Hermitage Museum in
St. Petersburg,” said Ruiz. 

The upscale client has become
younger, Ruiz said. With the business
climate focusing on technology, hos-
pitality and lifestyle trends, her clients
are looking for more amenities than
ever before. “They are also very ac-
tive, so they’re looking to play golf at
award-winning courses from Las
Vegas to Cabo San Lucas and Hawaii
and St. Maarten. They are also look-
ing to decompress, relax and refresh,
so they take spa vacations in Hawaii,
Europe and other places.”

Of course, Nevada has plenty to
offer high net worth travelers, too.
Its hotels and resorts provide a
haven for personal leisure travel,
said Clark Albright, former director
of sales and marketing for the J.W.
Marriott Resort in Las Vegas. “In
general, the high-end leisure guests
we attract are high-achieving and
personally driven individuals in
search of a distinctive, innovative,
stylish and sophisticated product
and experience that parallel their
own value system,” he said, adding
these individuals expect quality, are
willing to pay for luxury services
and want to walk away from a vaca-
tion with something much more than
a relaxing weekend by the pool.
“There has absolutely been a shift in
the buying psyche of this segment,”
he said. 

“Where product used to be the sole
driver with this clientele in the past,
the experience – including the prod-
ucts, services, amenities and activities
– a resort provides now drives prefer-
ence,” he added.

Expensive Toys: Hot Cars

Another hot commodity for mil-
lionaires is vehicles that go-go-go –
with high five- and even six-digit
prices to prove it. 

Richard Weisman, CEO of Exotic
Cars at Caesars Palace in Las Vegas,

Laura Emerson, an agent with Wel-
come Aboard Travel in Reno, has de-
veloped a specialty in planning travel
for high net worth clients. Barbara Vu-
canovich opened Welcome Aboard
Travel in 1969, and the current owners
continued with the business in 1977.
“Each client is unique in his or her
lifestyle,” Emerson said. “Many have
extreme schedules and are constantly
on the move. Others plan and take from
one to four nice vacations per year.
Many are self-employed or retired.”

Emerson said every client is unique
regarding what he or she considers a
great vacation. “Some want a private
beach and bungalow, some want a
full-service suite with pool and fine
dining, some want extreme sports and
lots of activity and others want conve-
nience and spa pampering,” she said. 

Over-the-top trips Emerson has
planned for clients included trips to
Antarctica, private island resorts in
Fiji, a 70th birthday bungee jump in
New Zealand, an African safari, a
Russian railroad trip, helicopter hik-
ing, Nepal and Mt. Everest treks and
villa or castle stays with chauffeured
tours in Europe. “The world is a play-
ground with unlimited options for
nearly everyone’s dreams and imagi-
nation,” she added. 

Maria Ruiz, director of marketing
for Prestige Travel & Cruises Ameri-
can Express, said millionaires walk in
to Prestige offices in the most casual of
clothes and book an around-the-world
cruise, an African safari, a crossing on
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sells luxury and exotic brands, includ-
ing Ferrari, Lamborghini, Bentley,
Rolls Royce, Aston Martin, Mercedes,
Porsche and Lotus, as well as muscle
cars and race cars. Weisman’s location
also features more than 10,000 square
feet of retail space selling all types of
car-related merchandise along with
popular interactive experiences, in-
cluding racing simulators.

Exotic Cars at Caesars is the only
authorized U.S. dealer for the
Swedish-designed Koenigsegg CCX,
a 2,200-pound, 806-horsepower auto-
mobile capable of speeds in excess of
250 mph. Weisman said he has al-
ready received advance orders for
seven of the cars, which retail for
more than $650,000. “Where else but
Las Vegas would a car dealer sell not
one, but seven, vehicles at that price
point before they’re even available for
a test drive?” remarked Robin Leach.   

“There are so many different tastes
and reasons why people buy these
cars; that’s why there are so many
choices available,” Weisman said.
Changes in his business are generally
dependent on the economy. “The truly
wealthy client buys the toys he or she
wants regardless of the economy,” he
added. “But, when the economy is
strong, we pick up buyers who wouldn’t
be here otherwise, and those buyers
tend to finance or lease.” Speed and
luxury are the most important buzz
words in Weisman’s business. “For
outrageous speed, we sell the
Koenigsegg CCX. For outrageous
luxury, I show off the Maybach 62,
with fully reclining rear seats, electric
curtains, self-closing doors, cham-
pagne holders and more.”

Many car collectors and hobbyists
are active throughout Nevada. Mike
McCabe, vice president of leasing for
DP Partners in Reno, has been a hob-
byist and car collector since the age of
15.  McCabe also participates in Hot
August Nights in Reno every year,
which has grown to be the largest
classic car event in the western states.

“I drive all of my cars and enjoy
tinkering with them myself in the
garage. We enjoy driving a couple
of Corvettes, a couple of street rods
and a 1972 Pontiac Lemans that my
wife was driving when we met in
college. One of the great things
about the classic car hobby today is
that many of the hot rod and cus-
tom car events are held for charita-
ble causes and sponsored by non-
profit organizations.”
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Homes, cars and travel are only some
of the items and services being bought
everyday by the wealthy in Nevada,
where their tremendous purchasing
power is making a large impact on the
state’s economy. It’s easy to see why
it’s not only big business to provide
products and services to the highly af-
fluent – it’s good business.

Ruth Furman is a freelance writer
based in southern Nevada.
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Healthcare Professionals: Taking Nevada’s Pulse

A
s part of its monthly Industry Out-
look series, Nevada Business Jour-
nal invited healthcare profession-

als to discuss the various challenges
brought about by the escalation of
healthcare costs and the growing need
for more medical services. They con-
fronted concerns such as the shortage
of physicians, specialists and residen-
cies; recruiting healthcare professionals
and educators; cost issues such as med-
ical reimbursements, compensated care
and charity; and preparing for a health-
care crisis. Connie Brennan, publisher
of Nevada Business Journal, served as
moderator for the roundtable discus-
sion, which was held at the Renais-
sance Las Vegas Hotel in Las Vegas.
The following is a condensed version,
beginning with introductions.

Karla Perez: As CEO of Spring Val-
ley Hospital, I’ve had the wonderful
fortune of working in this communi-
ty for the last 22 years and have had
the opportunity to work at all four of
the Universal Health Services hospi-
tals in Las Vegas. We have seen a lot
of growth over that time. 
Linn Billingsley: Kindred is a spe-
cialty hospital certified in long-term
acute care. We are currently facing
some challenging new rules from
CMS (Centers for Medicare & Med-
icaid Services). They would like to
take away about 14 percent of our re-
imbursement, so working with the
government and having them under-
stand the needs for long-term acute
care in communities like ours are
great challenges for us.

BACK ROW  (LEFT TO RIGHT):

Linn Billingsley Kindred Hospital-Las Vegas

Tim Hingtgen Summerlin Hospital Medical Center

Stephen Dixon Southern Hills Hospital & Medical Center

Paul Cohen Comprehensive Cancer Centers of Nevada

MIDDLE ROW  (LEFT TO RIGHT):

Jim Miller Washoe Health System

Ken D’Amico HealthSouth Hospital

Charles Perry Nevada Health Care Association

William Bannen Anthem Blue Cross Blue Shield

Brian Robinson Sunrise Hospital & Medical Center

FRONT ROW  (LEFT TO RIGHT):

Larry Matheis Nevada State Medical Association

Mark Howard MountainView Hospital

Bill Welch Nevada Hospital Association

Anthony Pollard Rainbow Medical Centers

Lacy Thomas University Medical Center

Karla Perez Spring Valley Hospital 
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Tim Hingtgen: I’ve had the privilege
of being CEO at Summerlin Hospital
for about 18 months now. Our biggest
challenges are managing growth and
managing capacity.
Paul Cohen: Comprehensive Cancer
Centers of Nevada has six locations
and 22 physicians. We do radiation
oncology, medical oncology and pedi-
atric oncology. Our biggest issues are
declining reimbursements from
Medicare and the increasing cost of
pharmaceuticals.
Bill Bannen: Anthem Blue Cross Blue
Shield has 14 franchises. In Nevada,
we’re No. 2; in all other states, we’re
No. 1. Our challenge is to become No.
1 in membership for Nevada in the
next several years, and we’re pursuing
that course aggressively. 
Steve Dixon: Southern Hills Hospital
just passed its two-year birthday as a
hospital serving Southwest Las Vegas.
Our biggest problems are a shortage of
trained professionals and declining re-

imbursements from federal, state and
others that are unable to pay for care.
Larry Matheis: I’m the executive di-
rector of the Nevada State Medical
Association. The underlying, obvious
challenge is that there are too few
doctors trying to do too many medical
procedures in a community where we
can’t keep up with growth. 
Charles Perry: I head the Nevada
Health Care Association, which repre-
sents long-term skilled nursing facilities
here in the state of Nevada. Recruiting
healthcare professionals is a major
problem for us, and reimbursement
from payers is always a challenge.
Ken D’Amico: HealthSouth Hospital
provides acute long-term care. We’re
striving to meet the healthcare needs
for medically complex patients. 
Lacy Thomas: I’m CEO of University
Medical Center, the largest public
hospital in Nevada, which is owned
by Clark County. We also act as the
vehicle the county uses to evaluate ac-

cess to healthcare services in the Las
Vegas Valley. 
Jim Miller: Washoe Medical Center is
a four-hospital integrated health net-
work in Northern Nevada. We serve
populations from over 300 miles
around our hospitals, including many
patients from rural areas. Our biggest
challenge is bringing additional ex-
cellent physicians, nurses and other
healthcare workers to Nevada for our
growing population.
Bill Welch: As president and CEO of
Nevada Hospital Association, I think
the lack of will to fund many of these
issues and challenges is one of our
biggest problems. 
Brian Robinson: I’m president of
HCA’s Las Vegas market, and also
president of Sunrise Hospital and
Sunrise Children’s Hospital. I would
like to bring up the practice of the
overcrowding and warehousing of
mental health patients in the med-
ical/surgical emergency departments.
And I agree, it does come down to a
funding issue.
Mark Howard: I’m CEO of Moun-
tainView Hospital, the first of the sub-
urban hospitals in Southern Nevada,
which is now 10 years old.
Anthony Pollard: I’m the president
and founder of Rainbow Medical Cen-
ters. We employ about 145 people, in-
cluding 12 physicians and two physi-
cian assistants, and we serve about 10
percent of the population of Nevada.

Recruiting Healthcare 
Professionals

Connie Brennan: Several of you men-
tioned challenges in recruiting health-
care professionals. How far behind
are we with the ability to keep the
right people in our hospitals and
healthcare facilities?  
Welch: Nevada’s very slow in the pro-
fessional category. The key point there
is that our education system in the state
currently does not produce the work-
force to fill the shortages we have.
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Robinson: We rank 47th out of the 50
states in physicians per capita, and we
rank 49th out of 50 for nurses per
capita in this state.
Brennan: Where are the nurses com-
ing from? Are you just cannibalizing
from each other’s staff?  
Robinson: There was less cannibal-
ization three or four years ago, be-
fore the dramatic escalation in the
cost of housing. In our system, we
have seen a slowing of migration of
healthcare workers from out-of-state.
Lacy, are you seeing a slowing of
people moving to Las Vegas to fill
healthcare positions?
Thomas: Yes. 
Hingtgen: The cost of housing is a big
deterrent for people considering a move
to Nevada. Despite the fact that our
rates of pay are among the highest in the
nation for nursing professionals, we still
run into the cost of housing issue.
Brennan: Is recruiting an issue
that’s going to get worse as baby
boomers age?

D’Amico: Yes. 
Dixon: Absolutely. 
Thomas: There’s only so much out-
side recruitment you can do. The
Legislature made a commitment to
double the amount of students in
nursing programs in Nevada schools.
That’s slowly coming to pass, but it
will be a while before those nurses
become trained to the same level as
existing professionals in terms of ex-
perience. The solution is to tap the
market we have. But the other prob-
lem becomes faculty. Who’s going to
teach those nurses? 
Brennan: Are healthcare educators in
the biggest demand right now?
Thomas: It is a big demand and it’s
getting bigger.
Brennan: That was my understand-
ing. That’s one of the reasons Neva-
da Business Journal is sponsoring
two Healthcare Heroes events in Au-
gust. Proceeds from the events will
be donated to programs to train
healthcare educators.

Robinson: Nationally, the prepon-
derance of nurse educators are
reaching retirement, so there’s a
need to replace about 50 percent of
them. Lacy mentioned doubling the
R.N. class size. If we do, that gets
us about even with our needs. It
doesn’t begin to address the short-
fall that results in us ranking 49th
out of 50 per capita.
Welch: The average age of the nurse
educators is 55. The average age of a
nurse working in this state is 46, and
the national average is around 45. 
Robinson: And that’s addressing only
R.N.s. We have more than a nursing
shortage in this state and in this na-
tion. Healthcare professionals and
other clinicians and clinical staff in
our hospitals are reaching shortages
that are almost as bad or worse than
the R.N. shortage.
Brennan: Do any of you have pro-
grams to recruit internationally?
(Several Voices): Yes.
Welch: Hospitals are being very
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proactive in recruiting nurses. We
had around 16,000 licensed nurses
in this state in 1999. We are now
pushing over 30,000. Those people
were not produced by our educa-
tion system. We’re only graduat-
ing about 300 nurses a year. We
only started graduating close to
500 or 600 as of this year. Most of
those nurse increases came from
recruitment efforts of this hospital
community.
Howard: The hospitals all have tu-
ition programs or scholarship pro-
grams to help the young people, so
finance is not the concern in a lot of
them – it’s just opening the slots in
the nursing schools.

Shortage of Physicians,
Specialists and Residencies

Brennan: What about the shortage of
doctors? Are you more concerned
about the shortage of nursing profes-
sionals or about physicians? 

Matheis: Underlying all the problems
is going to be whether or not we have
a sufficient number of specialists to
be able to meet the needs of the grow-
ing population. It’s not just getting
physicians – it’s getting certain spe-
cialties, and making sure each of the
facilities has the capacity to do the
kind of specialty care this state is
going to need. And the people coming
in are not just an average growing
population. Our demographics are
growing at the two ends of the age
spectrum, with many senior citizens
and young children, both of whom
need more healthcare services. We
need to fill our long-term physician
needs through training here. That is
more complex in some ways than the
nursing training, because it’s not just
having schools to produce M.D.s and
D.O.s, but it’s the postgraduate work,
the residency work, where they will
make their permanent decisions about
where they’re going to practice.

Eighty-five percent of physicians
choose to practice within the area
where their residency is done, and we
have the smallest residency capacity
in the country. So, increasing the
number and the variety of residencies
to fill the long-term specialty needs
we have is going to be our intermedi-
ate challenge. The longer-term need
will be dealing with the fact that the
average age of a physician in Nevada
is 55. We need to replace those doc-
tors, as well as deal with the contin-
ued growth.
D’Amico: Part of the challenge of
physician recruitment is that we need
to get to a less adversarial relationship
with our insurance payers so reim-
bursements will be attractive to doc-
tors coming in. We need the insurance
companies to step up and support us.
Welch: As Brian pointed out, we rank
47th in the nation for physicians-to-
population. The national average is
301 physicians per 100,000; Nevada
has 211. If all things stay the same,
that disparity will continue to get big-
ger and bigger and bigger. 
Perez: I think it’s also important to
remember that the problem is being
understated by the statistics. Whether
you’re talking about physicians or
nurses, oftentimes when healthcare
professionals leave a state they main-
tain a license in that state, so they’re
still counted in the numbers, but
they’re not practicing here. They’re
not available to serve our community.
Robinson: That’s why the hospital
community stepped forward to assist
in addressing the nursing shortage by
expanding the number of slots for
nursing students. The hospital com-
munity joined with the physician
community to form an organization to
expand the medical school’s residen-
cy to take it from roughly 150 resi-
dents per year across the state to 400.
Again, at tremendous costs to the fa-
cility, hospitals and hospital systems
involved – and not at state cost, but at
private cost. 

“Working with Office Furniture
Concepts on my dental office was
a wonderful experience. They
helped through all the planning
phases meeting with my architect
and interior design team and fol-
lowing up after the selections were
made for the optimal delivery time
and set up. They were professional
and courteous through the whole
experience and my office looks
great. Thanks for a super job!”

4325 W. Tropicana Ave. Las Vegas, NV 89103
702-873-8555

6575 Commercial Way, Henderson, NV 89015 
702-567-5999

Office Furniture Concepts:  

WHERE BUSINESS STARTS.

Dr. Elizabeth Reiter
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ate psychiatric facility. Being housed
in a medical/surgical emergency de-
partment is not the best place for a
psychiatric patient. There is a need to
correct this problem for the sake of
seriously ill medical/surgical patients
who are being displaced, and it’s the
right thing to do for those with mental
or substance abuse issues.
Pollard: This issue would have been
better if we had cooperation between
the hospitals and the state to develop
some facilities instead of waiting for
independent facilities to open up psy-
chiatric beds.
Perez: When private hospitals consider
adding mental health capacity, from a
business perspective, they have to look
at the fact that reimbursement, in most
cases, doesn’t even cover costs. It’s
very difficult to close medical/surgical
beds, which we also need desperately,
and put psychiatric beds in their place.
Pollard: Maybe we should come up
with a separate facility as a joint ven-
ture. We’re paying for it anyway. 
Miller: That’s an interesting perspec-
tive. I think that many in our commu-
nity are pleased that hospitals step up
and attempt to address this care on be-
half of the community. What they’re
not pleased about is that those costs
then have to be passed along to con-
sumers. The government is not step-
ping up to take care of the problem,
business is not stepping up; they’re
asking hospitals to step up and do it.
All the things we’ve discussed today
can be done. We can provide for the re-
cruitment of nurses and physicians to
meet the growth, we can have mental
health beds to meet the growth, but the
cost has to be passed along to some-
body. It will either come out of the
public policy and public funding arena,
or it can be passed to hospitals and it
can go back to the private funding
arena, which is funded primarily by
health insurance. Then health insur-
ance costs go up, employers have to
find a way to pay for those, and more
and more people become uninsured.

Thomas: We’re really standing at a
crossroads. The hospital community
has banded together with physicians
and said, “We need to take charge of
the situation.” I’m very hopeful that
taking this action will show the Legis-
lature and the university system that
we’re not just sitting back and point-
ing the finger of blame at them, say-
ing, “You have failed the rest of the
state.” We stepped forward and said,
“We want to help. Here’s what we’re
going to do.” And the feedback’s been
fairly positive.

Overcrowding and 
Mental Health 

Brennan: At the last roundtable we
talked a lot about the mental health sit-
uation and how those patients were oc-
cupying emergency rooms. Is the situ-
ation any better or has it gotten worse?
Perez: I think it’s gotten worse. In
2004, Clark County declared a state

of emergency because of the mental
health crisis, but about a year later
that was lifted. We’re still a little
dumbfounded about why the state of
emergency was lifted, because from
our perspective it got worse. Another
important point is that the new psy-
chiatric hospital coming online this
summer is only a replacement
hospital. The beds in that facility are
not new beds, they’re replacement
beds. In the last legislative session,
paramedics testified they were holding
for inordinate amounts of time in ERs
because they couldn’t offload patients.
If we move the mental health patients
out of the emergency room, it will free
up a significant amount of emergency
room space for those patients, and
paramedics can turn those patients
over in a more timely manner.
Robinson: It’s a disservice to the
mental health patients. They’re not re-
ceiving the type of care they would be
receiving if they were in an appropri-
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Preparing for a Crisis
Brennan: In regards to the shortage of
hospital beds, what would happen if
we had a major crisis?
Dixon: The worst case scenario would
be the outbreak of a pandemic like the
bird flu that radically affects the num-
ber of people seeking care. If that hap-
pens, hospitals will become instantly
overwhelmed. There’s no doubt about
it. It’s not like we can suddenly

declare everybody in our facilities
“well” and send them on their way. A
major pandemic in any state is going
to immediately break the healthcare
delivery system. If you talk to the
CDC (Centers for Disease Control),
they will tell you that sooner or later
we will have a pandemic someplace.
Robinson: The hospitals in this com-
munity have done a great deal. Home-
land defense has done a great deal. We

have drug caches stored. We have a
portable hospital that can be set up to
assist in triage, and each one of the hos-
pitals has practiced, year in and year
out, what we would do in the event of
those types of disasters, and how we
would clear the hospitals of elective pa-
tients and handle a dramatic influx.
Would we come to a grinding halt? Yes.
Will we be self-sustaining until addi-
tional federal resources arrive? I be-
lieve so. But our community is no dif-
ferent than any other community. 

Who Pays for Care?

Brennan: Are care providers getting
squeezed on medical reimbursements?
Howard: It’s a major problem. About
three months ago, a Wall Street Jour-
nal article said that in the last three
years, the number of businesses that
provide health insurance for their em-
ployees has dropped from 87 to 80 per-
cent. There are 48 million uninsured
we know about officially, and that
doesn’t include increasing numbers of
illegal immigrants coming in who
don’t have any type of coverage. 
Welch: In Nevada in 2005, the hos-
pital community alone absorbed
$417 million in costs for services
provided to the uninsured/underin-
sured populations.
Robinson: The uninsured population
is growing faster in this state than the
national average.
Welch: The uninsured in this state
represent 19 percent of the popula-
tion, which is the fourth largest per-
centage in the country. We also need
to consider who’s paying the costs of
services provided to the uninsured:
Medicaid doesn’t, Medicare doesn’t,
and the uninsured do not. The laws in
this state say we have to give a 30 per-
cent discount for inpatient services, so
all those people are paying less than
cost. Every time we deal with a payer
who doesn’t cover costs, the burden
just shifts over to that small percent-
age of the population currently paying
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the bills. The large insurance compa-
nies might think, “Why do we have to
pick it up?” Soon employers start re-
ducing or eliminating insurance, and
then we get more uninsured, which
leads to more cost shift. We need to
stop that spiral.
Miller: The other day someone in the
state government commented to me,
“It’s going to be difficult for you to

ask the state to pay for the cost of care
when hospitals are making money.”
The hospitals must make money in
order to provide for the growth of our
community. Anytime the state does
not pay for the cost of care, that cost
must be shifted somewhere, and of
course it shifts to the population who
pays for care. 
Robinson: Hospitals must remain vi-
able business institutions in order to
remain viable clinical institutions.
Brennan: Is your profit margin
shrinking?
Howard and Robinson: Every day.
Perez: Individuals are choosing
lower-premium plans that have signif-
icantly higher deductibles and co-
pays – perhaps $5,000 deductible
with a 50 percent co-pay. They choose
these programs because they can’t af-
ford a higher premium, but when they
need care, they can’t pay the de-
ductible or the co-pay, so we have a
significant increase in bad debt.
Pollard: As a physician, I can tell you
that least 18 percent of our costs are
not reimbursed. Most of the clinics I
know of are making only 3 percent to
6 percent profit margin. A lot of that is
a reflection of people reducing the in-
surance for themselves, but also an in-
crease in co-pays. Not everybody can
pay their co-pay up front, but it’s a
very difficult thing for physicians to
deny someone who is very sick. I do
know we’re going to have to make a
lot of changes. I think physicians
have just about had enough. 
Welch: As this happens, those physi-
cians are electing not to see those Med-
icaid and Medicare patients in their of-
fice practices. Physicians are saying
they are not going to accept reimburse-
ments they don’t believe are adequate
to cover costs. What we’re doing is dri-
ving more and more patients to the hos-
pital ER for primary care, and that re-
sults in increasing healthcare costs, and
the spiral starts again.
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D’Amico: Inevitably, this directly af-
fects the quality of care we can pro-
vide. We’ve set this new benchmark
of striving for mediocrity to maintain
our viability. In the end, it affects one
of our most important goals – improv-
ing the quality of patient care.
Brennan: From a small business per-
spective, I know how expensive it is to
provide healthcare for employees. As a
representative of an insurance provider,
Bill, you might want to comment.
Bannen: Okay. The real-world envi-
ronment of selling health insurance
is extremely competitive, particular-
ly in this state. We have to provide
an insurance product that is price-
competitive for small and large busi-
nesses. For example, in Southern
Nevada right now, Wellpoint, our
health benefits company, has been
completely shut out by many large
self-funded employers, because they
think we pay physicians too much
money. We pay physicians 15 or 20
percent more than some of the other
third-party administrators or health-
care insurers in this area. We devel-
oped a strategy, which received a lot

of media coverage, to lower the re-
imbursement to some of the physi-
cians in Clark County, and in doing
that we are simply becoming com-
petitive. The cost of healthcare
insurance continues to rise with the
cost of drugs, with new technolo-
gies, with reimbursements for hospi-
tal beds that have to be shifted some-
where; that all ends up coming back
to a commercial insurer. In spite of
what people say about wanting ac-
cessibility and quality and depth of
insurance, the reality is they want
the lowest price they can get. 
Robinson: Of each healthcare premi-
um dollar paid nationally, hospitals
receive only 35 cents. In Nevada, it’s
less, because our reimbursements are
lower than the national average. Of
that same dollar, 22 cents goes toward
overhead and profit for the insurance
company. Yet, the Legislature and the
community always look to hospitals
for the quick fixes.
Bannen: I would like to respond to
that. Included in that figure are 3.5
cents for premium tax and 2 cents for
commissions. It costs us between 13

and 15 cents of each dollar to admin-
ister the plan – making sure premiums
come in and are recorded, and claims
are processed and paid. We hope to
make 2 or 3 cents profit on that dollar.
After all is said and done, if our loss
ratios rise above 81 or 82 percent, we
make nothing. 
Matheis: To the extent we do not
pay adequately for the services we
need, we will not get those services.
We’re seeing the pressure on the
whole medical care system to do
what the insurance industry and gov-
ernment payers have done now for
several years, and that is to find cre-
ative ways to not cover or not pay
for those services that use up too
many resources. It’s informal ra-
tioning, but it’s rationing. We’ve cre-
ated a system so complex, and with
competing priorities for the different
sectors, that we’re now at a crisis
point where we may not be able to
deliver on a regular basis the stan-
dard of care we all believe we
should be able to deliver.
Bannen: Nobody in America has
been willing – whether it’s state
Legislatures or anybody else – to
acknowledge that medicine has
moved forward considerably in
technology, in pharmaceuticals and
other things that raise the cost of de-
livering healthcare. We’re going to
need a cash infusion, and it will
have to come from government; it’s
not going to come from small and
large business. Otherwise, America
has to look at rationing. It’s a bad
word, but we have to look at priori-
ties. Are we going to cover every-
thing, cradle to grave? If we do, it’s
going to be very expensive. If we
aren’t, then let’s talk about what
we’re not going to cover. I challenge
any Legislature to start talking
about that issue.
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Basic Insurance Facts
The four basic types of protection

are: property, general liability, work-
ers’ compensation and automobile.
Property insurance protects against
physical damage or loss resulting
from theft or other catastrophes, as in
Schweigert’s case. General liability
insurance protects against a wide va-
riety of liability exposures. They may
include a client dissatisfied with work
your business did, an accident on the
company premises, and problems
with a product your business sold. 

Workers’ compensation is a form of
liability insurance that protects com-
panies from job-related injury or ill-
ness claims. By state law, every busi-
ness with at least one employee must
have this insurance. 

Auto insurance protects a compa-
ny’s assets and revenue when a busi-
ness-related car accident takes place.
Any business that owns, leases or
rents vehicles or has employees dri-
ving personal vehicles on company
business needs auto insurance. 
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BUSINESS 
INSURANCE

Protecting Your Assets

B
usiness owners never expect their
companies to suffer a disaster, so
oftentimes they don’t purchase

insurance or enough coverage. Hurri-
cane Katrina is a reminder, however,
that damage can happen at any time
and can be extensive. Businesses can
sustain other kinds of losses, too –
theft, wrongful termination suits, ac-
cidents in the company car, on-the-job
worker injuries and more. 

By obtaining business insurance,
“You’re transferring the risk to an in-
surance company for a premium,” said
Paul Richied, principal of Hullin &
Richied Insurance Group in Reno.
Consequently, insurance protects your
financial investment in your business,
along with your personal assets. “Basi-
cally, everybody who owns a business
operation needs insurance to some de-
gree,” said Bernie Trujillo, president of
McFadden Insurance in Las Vegas.

Earlier this year, Pat Schweigert,
broker with ERA Realty in Sparks,
had her office broken into, and thieves
stole $30,000 worth of equipment,

including 14 laptops and several cam-
eras. Numerous businesses have been
hit similarly in the past six months in
Northern Nevada; police say the
thieves want the personal information
stored on the electronics. “Everybody
is at risk,” Schweigert warned.

Her property insurance covered the
loss, minus her deductible. Despite
this being her first claim in 25 years,
her insurance carrier immediately in-
creased both her deductible and her
premiums, she said. 

Without insurance, Schweigert
would have been stuck covering the
entire $30,000 loss. The same is true
for all business owners who lack in-
surance yet experience a loss. In the
worst-case scenario the resulting
costs could be so high that the owner
loses his or her business, and poten-
tially personal assets, too.

In obtaining insurance, your prima-
ry objective is to find out what cover-
age you can get to adequately protect
your firm, at an affordable, reasonable
and fair price. 
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Small businesses can get property and
liability insurance along with other
coverage in one policy under a Busi-
ness Owners Package, also known as
BOP. It’s much more affordable than
purchasing each of the coverage poli-
cies separately.

“It’s a catch-all policy,” Trujillo
said. “The list of coverages they give
you as throw-ins is usually one to two
pages long.”

Business owners should also
consider whether they need spe-
cialized types of policies. Real es-
tate developers, builders, contrac-
tors and owners of a building under
construction may need some type
of construction insurance. For
businesses located in a flood zone,
such as along the Truckee River in
Reno, flood insurance should be
investigated.

Employment protection liability
(EPL) coverage protects an employer
from employment practice violation
claims related to, for example, wrong-
ful hiring practices, sexual harass-
ment and discrimination.

For businesses that revolve around
one person, key man insurance may
be needed. The coverage protects the
business if that key individual can’t
work. Of course, certain professions
require insurance, such as malpractice
insurance in the case of lawyers, doc-
tors and architects, and for self-em-
ployed professionals, disability cover-
age is also recommended.

Often referred to as an umbrella pol-
icy, excess liability coverage provides
additional protection beyond the limits
of your existing policies, to whatever
dollar amount you purchase, from $1
to hundreds of millions of dollars.

The Broker or Agent’s Role

If this all seems complicated and
perhaps overwhelming, don’t worry.
It’s your agent or broker’s job to help
you determine what kinds of coverage
your business needs and then find you
the best coverage at the best price.
“You should also expect your repre-
sentative to possess integrity, provide
service and be knowledgeable about
how insurance and risk management
can help your business succeed,” said
Jean-Paul Rebillard, head of Marsh,
Inc.’s Las Vegas office. 

You want someone who under-
stands your business, has the re-
sources to deal with claims and pro-
vide loss support, and can grow with
your business, he added. 

Because there’s no surefire way to
ensure your agent or broker is repre-
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senting your best interests, it boils
down to trust, so it’s essential you feel
comfortable with that person. Ask for
references. Arrange a face-to-face
meeting where you can request an in-
surance proposal or quote. It should
detail the type and amounts of insur-
ance, including deductibles, rates,
carriers, carrier financial rating, poli-
cy numbers and expiration dates.
Once that’s provided to you, you’re
not obligated to accept the quote or
even use that particular agent or bro-
ker. You may meet with other brokers
and even shop around.

“A good insurance broker should
make the process as easy as possible,
in terms of the business owner’s time
commitment, but also in articulating
the value offered,” Rebillard said.

Be sure your agent or broker is li-
censed and has professional liability
insurance, so that if he or she makes a
mistake (and it happens), you have an
avenue of recovery. 

When choosing an insurance rep-
resentative, consider whether
you’ll benefit more from an inde-
pendent broker or a direct writer
(agent). Independent brokers are
appointed by multiple carriers and
can shop among those companies

for a policy or policies for you. A
direct writer, or an agent, repre-
sents one insurance carrier (for ex-
ample, Allstate) and every cover-
age recommended to you would be
from that one company. 

“If you’re looking for somebody to
bring multiple options to you, then
you would need to select a broker
who can provide that,” Rebillard said.
“If you’re interested in obtaining
those options for yourself, approach-
ing multiple agents or direct writers
would work for you.”

You might want a full-service insur-
ance agency where you can get all
your insurance needs in one place –
homeowners, business, auto, workers’
compensation, bonds, etc. 

Finding a Representative
The ideal way to find an agent or

broker is through the owners of busi-
nesses similar to yours, even if they’re
competitors. Call and ask who their
insurance agent is, whether they’re
pleased with their service and would
recommend them. 

Additional information about specif-
ic companies, agents and brokers can
be obtained from the Nevada Division
of Insurance (www.doi.state.nv.us), the

Nevada Independent Insurance
Agents (www.iiaa.org), the Better
Business Bureaus (www.vegasbbb.org
and www.reno.bbb.org) and local
chambers of commerce. You can learn
if an agent or broker has had any prob-
lems or complaints lodged against him
or her, whether the agency or broker is
licensed and whether certain carriers
are appointed and authorized to do
business in Nevada.

Once you begin using an agent or
broker, it’s best to meet with him or
her at least once a year, and perhaps
more often, depending on the com-
plexity of your insurance situation. To
help your representative best assist
you, alert him or her to any changes
within your business ahead of time
and keep the agent or broker apprised
regularly of your insurance goals. 

After you get your insurance policy,
read it. It will explain what’s covered,
who is covered, and what is excluded. 
Schweigert advises business owners
to communicate in writing with their
insurance carrier about what their pol-
icy covers, and keep a paper trail.

Timing

Although insurance can be pro-
cured anytime, it is best to make in-
surance arrangements before your
business opens its doors, because it
requires preparation. For a smaller
business, Trujillo recommends start-
ing the process a couple of months in
advance. Huge manufacturing or con-
struction companies should start look-
ing three to six months in advance.
Companies planning to do business
internationally might want to look
into insurance nine months to a year
ahead. “You need to start sooner than
most people do,” Trujillo said. 

If you wait until the last minute, you
don’t allow your agent the time necessary
to thoroughly research the marketplace.

“If you’re looking for 
somebody to bring 

multiple options to you, 
then you would need 

to select a broker 
who can provide that.”



http://www.embarq.com
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“If you rush into it, then you’re possibly
cutting yourself short and not getting
what you really need,” Trujillo added.

Currently, the business insurance
market in Nevada is soft, which is to
the buyer’s advantage. During soft
markets, companies want to be com-
petitive and therefore they reduce pre-
miums, open new lines of coverage
and improve coverage availability. 

Hurricane Katrina affected the mar-
ket, but not significantly enough to
cause the shift from a soft to a hard
market. Insurance carriers having to
pay out large sums to cover losses
might offset those payouts by raising
the prices of certain coverage and even
discontinuing selected lines of cover-
age, both of which affect consumers. 

“I wouldn’t say broad-ranging, per-
manent implications arise from any
given event, even one of Katrina’s mag-
nitude,” Rebillard said. “The market
has a way of sorting itself out.”

Doresa Banning is a freelance writer
based in Northern Nevada.
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FACE TO FACE

Managing Shareholder, Reno Office

Kafoury, Armstrong & Co.

Reno

How do you spend your time when you’re
not working? 
When I’m not at work, I can usually be
found attending and/or coaching the various
athletic activities of my two children.  I also
enjoy reading. 

Little-known fact about yourself: 
I am a fourth-generation Nevadan.  

Best Business Advice
Provide competent, timely service at a fair
fee, and do it over and over again. 

How has the Sarbanes-Oxley legislation af-
fected your practice?    
Sarbanes-Oxley has increased the demand
for CPAs, and thus has created an imbal-
ance in the supply and demand for CPAs.

Years in Nevada: 65

Years with Firm: 21

Type of business
Certified public accountants providing
audit and accounting, tax preparation and
planning, and consulting services.

Biggest business challenge
CPA firms have many challenges, but one
that comes to mind is determining the ap-
propriate level of staffing to meet the sea-
sonality issues we face in our profession.

What do you like best about your job? 
I enjoy interacting with so many great peo-
ple – not only the clients of Kafoury, Arm-
strong & Co., but the employees as well.

If you could start over and choose a differ-
ent profession, what would it be?
I would still choose to be a CPA.  I am con-
fident that I have selected the best profes-
sion for me, given my interests and skills.

Todd N. Ferguson 

President

ManagedPAY

Las Vegas

How do you spend your time when you’re
not working?
Family time is spent with our son
Matthew (13) and visiting our oldest son,
Billy, wherever he is stationed with the
Air Force. I enjoy flying as a general 
aviation pilot. 

Little-known fact about yourself:
I escaped from the MGM Grand fire in
1980. Each morning, the audit team would
be locked in a room until we had balanced
all the cash and receipts from the food and
beverage locations. If the fire had been de-
layed by 10 minutes, we would have been
locked inside that count room. 

How did your experience as an Olympic
wrestler prepare you for the business world?
The Olympic experience prepared me
for life. It helped me to dissolve the 
barriers that separate me from others 
due to race, class, creed and religion. 
It also taught me a work ethic,
self-discipline, humility and gratitude.

Years in Nevada: 25

Years with Firm: 9

Type of business
– Payroll processing, human resources 
outsourcing (HRO) and professional 
employer organization (PEO)

What do you like best about your job? 
People. I have always felt a sense of ac-
complishment and purpose in seeing oth-
ers succeed. I enjoy having been a part of
a young man’s determination to become a
state wrestling champion, solving a
client’s business problems, and being a
part of our employees’ personal and pro-
fessional growth. 

If you could start over and choose a differ-
ent profession, what would it be?
Perhaps a college wrestling coach, a
teacher or real estate agent. However, in
looking back, I would not choose a differ-
ent profession.

Bill Rosado



Mary Kaye Cashman,
CEO of Cashman Equipment Company
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Building Nevada: Nevada’s Mega Machines

N
evada’s rapid population growth,
robust economy, new job creation
and low unemployment rate are

fueling an unprecedented statewide
building boom. Nevada will see $12.3
billion worth of construction spend-
ing this year, a $312 million increase
from 2005, said Cliff Brewis, senior
editorial director for McGraw-Hill
Construction. Roughly $4.8 billion
will be spent on new homes, $629.9
million go toward schools and li-
braries, and $468 million will be in-
vested in commercial development. 

Construction is now the state’s sec-
ond fastest-growing employer, trail-
ing only the hospitality sector, ac-
cording to the Nevada Department of
Employment, Training and Rehabili-
tation. The industry currently em-
ploys roughly 130,000 people, or
15,900 more than a year ago. But
manpower alone isn’t enough to get
the job done. It takes a variety of con-
struction machinery, ranging from ex-
cavators and scissor lifts to motor
graders and wheel loaders, to meet the
state’s many project demands. 

Owning or Leasing?
“We’ve had two record-setting

years, and we’re on track to surpass
2005 this year,” said Mary Kaye
Cashman, chief executive officer of
Cashman Equipment Company, the

state’s exclusive Caterpillar dealer.
“Availability of equipment is a chal-
lenge, especially when it takes six
months or longer to get new pieces
from the factory.”

If a particular item has a long deliv-
ery time, Caterpillar will often provide
the buyer with a used machine until
the new one arrives. It enables compa-
nies to keep working without any
downtime, a move that has led to
loyal, repeat customers. Low interest
rates, meanwhile, are prompting many
larger firms to buy rather than lease
machines. However, many newcomers
and start-up firms see leasing as an at-
tractive, cost-effective alternative.

“Right now, we are seeing a pretty
equal mix of rentals, sales and lease-
to-own activity,” Cashman said. “But
we are concerned that rising interest
rates could impact business.”

Cashman is one of Nevada’s
largest privately owned businesses,

with roughly 600 employees, includ-
ing 250 certified technicians. The
company was founded in 1931 by
James “Big Jim” Cashman to pro-
vide Caterpillar tractors to the crews
building Hoover Dam. Today, Cash-
man owns hundreds of pieces of
equipment at 10 locations in Elko,
Henderson, North Las Vegas, Reno,
Mesquite, Winnemucca, Round
Mountain (near Tonopah) and Mam-
moth Lakes in California. 

“The economy is so robust that de-
mand for machinery remains high na-
tionwide,” said Cashman. “Managing
an inventory flow and keeping it
stocked to anticipate the needs of our
customers remains a challenge, since
equipment demands vary widely from
one end of the state to the other.”

Cashman’s Elko office, for example,
stocks parts and equipment for the
state’s $5.89 billion-a-year mining in-
dustry. The state ranks third in the
world in gold production, after South
Africa and Australia, employing
11,690 people with an average salary
of $67,652. Cashman’s customer rela-
tions and quick response time recently
led to a no-bid contract for a new $60
million haul truck for a local gold min-
ing operation. Cashman also maintains
a parts and service facility for the
Round Mountain open-pit gold mining
operation, 40 miles north of Tonopah. 
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“Mining operations run 24/7 so
there can be no downtime,” Cashman
said. “It’s key to have a working
knowledge of our customers’ busi-
ness. And time is money in the mining
and construction industries, which is
why we try to provide one-stop shop-
ping and availability for all our cus-
tomers’ needs.”

Yet Nevada’s hearty level of con-
struction activity can keep equipment
at job sites longer than anticipated,
depleting rental inventories. Many
dealers, as a result, offer lease-to-pur-
chase options. Companies will initial-
ly rent a machine for a specific job,
but as the job progresses, they often
decide to apply rental payments to-
ward the machine’s purchase. Howev-
er, rising equipment costs and lengthy
delivery times have some dealers re-
fusing to sell. 

“Some manufacturers have ex-
tremely long lead times of 12 to 15
months for a new piece of equip-

ment,” said Charlie Thompsen, gen-
eral manager of Inquipco Inc., a
North Las Vegas construction equip-
ment rental and sales company. “One
of our manufacturers, Terex, had
three price increases totaling 18 per-
cent last year.”

And while the dealer may get top
dollar on an equipment sale, it costs
that much more to replace an item.
Construction machinery is seeing a
worldwide crunch due to high de-
mand from rapidly industrializing
nations, such as China, India and
the United Arab Emirates. Those
countries’ booming economies have
fueled a massive build-up in recent
years that has strained global steel,
concrete and rubber supplies, dri-
ving raw material costs higher. The
end results have been reduced avail-
ability of new equipment, higher
prices and slower delivery times.
The Hurricane Katrina rebuilding
effort is also impacting domestic

equipment supplies as construction
work on the Gulf Coast begins to
ramp up. 

Maintenance a Challenge

Maintenance and upkeep of exist-
ing machines, as a result, is critical
for the survival of rental companies.
“A crane may require a staff of 10 to
25 people onsite, depending on the
model, make and size of the piece,”
said Thompsen, whose company car-
ries rough terrain cranes, boom
trucks, aerial lifts and manlifts,
among other pieces. 

For most companies, maintenance
demands require an extensive in-stock
parts inventory, as well as trained me-
chanics available around the clock.
Time is money, and a broken piece of
machinery can delay a project and
prevent workers from performing crit-
ical job-related tasks. Some dealers
will import machines from other
branches of the company to fill a
shortage. Outlet branches in cold-
weather regions often see seasonal
slowdowns during winter, and have
equipment available to send to the
sunny south end of the state, where
the climate enables work to occur
year-round. Other dealers may actual-
ly rent pieces from rival companies in
order to re-rent them to a customer.

Mega-Projects Pressure Market

And nowhere is machinery’s role
more apparent than on the Las Vegas
Strip, where “the crane” reigns
supreme as the city’s unofficial bird.
Currently, $24.26 billion worth of re-
sort expansions are on the books for
2006 to 2009, including 34,639 more
hotel rooms, 886 timeshare units and
1.3 million square feet of added con-
vention space. An additional $6.45
billion worth of tentative projects
have been proposed through 2009.

Current mega-projects include:
Las Vegas Sands’ $1.6 billion, 3,025-

http://www.nevadascpa.org
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room Palazzo hotel-casino; Steve
Wynn’s $1.8 billion, 2,000-room
Encore at Wynn Las Vegas; the $2.5
billion, 3,000-room W Las Vegas;
Ian Bruce Eichner’s $1.8 billion,
3,000-room Cosmopolitan Resort &
Casino; and Donald Trump’s $500
million, 1,282-room Trump Interna-
tional Hotel and Tower, among
many others.

But MGM Mirage Inc. tops them
all with its Project CityCenter devel-
opment. The $7 billion, 18 million-
square-foot hotel, condominium,
casino and entertainment complex is
the largest privately financed con-
struction project in U.S. history, ac-
cording to company officials. It will
be larger than Rockefeller Center,
SoHo and Times Square combined.
Situated on 66 acres between Bella-
gio and the Monte Carlo, the mam-
moth mixed-use development will re-
quire no less than three tower cranes
and 7,000 trades to reach completion
by November 2009.

It’s the type of monster-sized job that
Jake’s Crane & Rigging International
lives for. The 60-year-old Las Vegas-
based firm offers 115-ton and 230-ton
tower gantry cranes with self-jacking
systems that can handle the biggest
projects imaginable. It’s the type of
heavy-duty equipment that owners turn
to when time means money. 

“When casino resorts want to get a
project done quickly, they come to
us,” said Sam Hawkins, company
president. “Tower gantry cranes have
more than triple the lifting capacity
and line speed of hammerhead cranes,
which are cheaper and slower.”

Yet one of Jake’s biggest projects, at
the moment, is the $234 million
Hoover Dam Bypass project, under
construction 20 miles southeast of the
Strip. The firm is supplying two
230,000-pound-capacity, 200-foot-tall
tower gantry cranes to assist in the ex-
cavation of the bridge abutments, ap-
proach columns and footings. The
cranes are so massive that it took a

400-ton truck crane just to lift them
into place. The bypass, which includes
a 1,905-foot-long, four-lane bridge
spanning Black Canyon, is scheduled
for completion by June 2008.

Future Looking Bright

“Demand has been up across the
board,” said Mike Bellino, area man-
ager for Cate Equipment’s North Las
Vegas office. “The hard part has been
keeping enough equipment in store to
fill our customers’ need.”

Founded in 1937, Cate Equipment
has six locations in four states. It of-
fers over 150 pieces of construction
machinery, including the full Inger-
soll-Rand line. The North Las Vegas
branch has seen a 33 percent in-
crease in business since 2001, espe-
cially in rentals of road-construction
machines, such as rock crushers, soil
compactors and asphalt pavers,
Bellino said.

The Nevada Department of Trans-
portation currently has a record $1
billion statewide road and highways
construction program underway, in-
cluding the $94.8 million U.S. 95
widening between Valley View and
Rainbow boulevards in Las Vegas.
It’s the largest single-road job in
state history. 

“We stock specific products cater-
ing to the earthmoving and roadwork
industries,” Bellino said. “It has
helped establish us as a niche dealer,
which has led to five years of consec-
utive year-to-year growth.”

According to Inquipco’s Thompsen,
“A number of different market forces
are currently at play, but Nevada is
still a very good market.”

Tony Illia is a freelance writer based
in Southern Nevada.

http://www.sabcpa.com
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career goals. Besides Steiner, the team in-

cludes Bill Rohrbaugh, senior vice presi-

dent/Clark County manager, and Jodi Grover,

vice president/Clark County escrow manager.

The company is also making its mark in the

commercial market. Within the last year, Stein-

er said it has insured hundreds of commercial

projects, such as the Spectrum commercial sub-

division in Las Vegas, Kerr-McGee industrial

plant in Henderson and land acquisition trans-

actions by Station Casinos in Clark County.

In Reno’s tight market, Ticor has insured

Meadowood Mall, Bank of America Plaza and

Boomtown Casino, as well as closing the

largest land deal in Northern Nevada’s history –

the Double B Barker Coleman sale of Washoe

County communities to Lennar Homes.  Ticor’s

Reno management team includes Steve

Schiller, senior vice president/Northern Nevada

regional manager, and Don Polly, vice presi-

dent/operations manager.

Back in Las Vegas, Ticor has captured some

of the high-rise condominium business. The

company closed Soho Lofts, one of the first

large high-rise condo projects in the down-

town area.  Over the next two years, Ticor will

also handle Newport Lofts and Cielo Vista,

both downtown residential high-rises. 

Condominium developments present differ-

ent challenges than other properties because

the units all close virtually within the same

week. In order to expedite closings within

each developer’s timeframe, Steiner said her

company has formed a special condo team.

Despite tight deadlines and the hundreds of

financial and legal details involved in each

transaction, Steiner believes title insurance is

still a people business, and that Ticor will con-

tinue penetrating other markets throughout

Nevada because of its unique employee cul-

ture. “Our employees buy into the fact that

they are all contributing factors and essential

pieces of our success,” Steiner said. “It takes a

whole team of people working together to ac-

complish our goals.”

Carol Patton is a freelance writer based in

Southern Nevada.

n 2003, Pioneer National Title

of Nevada became Ticor Title

of Nevada. By then, it support-

ed five offices in Las Vegas pro-

viding title insurance and escrow services for

both residential and real estate transactions.

Although Ticor is more than 100 years old, it

was bought during the 1990s and its name

disappeared, resurfacing in 2003 after Pio-

neer was purchased by Fidelity National Fi-

nancial, the nation’s largest title insurer.

The following year, Ticor opened four of-

fices in Reno, then doubled its size in Las

Vegas by adding five more offices to accom-

modate the city’s growth. With 185 employ-

ees throughout Nevada, the company now in-

sures hundreds of properties each month and

is among the state’s leading title companies.

But such rapid growth comes at a hefty

price. “We had such a hot market in 2004

and 2005 that our whole industry suffered,

as far as finding talent,” said the firm’s

Nevada-state president Diana Steiner, at

Ticor Title in Las Vegas.

Since the products and services offered by

title companies are very similar, Ticor fo-

cused on internal ways to distinguish itself.

Steiner said it began making decisions at the

local level to expedite the closing process,

developed a comprehensive employee train-

ing program, and built a strong culture that

embraces teamwork and values employee

contributions.

For example, mid- to upper-level positions

are mostly filled from within the organiza-

tion, which has impacted its ability to recruit

and retain experienced employees. Most of

its staff has been with the same management

team for at least five years – some as long as

10 – something unheard of in this market, ac-

cording to Steiner. Each year, Ticor sponsors

a company rally where everyone focuses on

common goals, making it a very powerful

experience. “We want our employees for

life,” said Steiner. “There’s a definite growth

pattern they can achieve here.”

Likewise, its management team is very

hands-on, helping employees reach their own

Southern Nevada Statistics compiled by Colliers
International and Restrepo Consulting Group.

Northern Nevada statistics compiled by the
Reno office of Colliers International.

ABBREVIATION KEY

MGFS: Modified Gross Full-Service 

SF/MO: Square Foot Per Month

NNN: Net Net Net

Total Market Las Vegas Reno

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease sf/mo (nnn)

Under Construction

PROFESSIONAL CLASS A

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease sf/mo (nnn)

Under Construction

PROFESSIONAL CLASS B

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease sf/mo (nnn)

Under Construction

PROFESSIONAL CLASS C

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease sf/mo (nnn)

Under Construction

MEDICAL OFFICE

Total Rentable Square Feet

Total Vacant Square Feet

Percent Total Vacant

Completions YTD

Total Net Absorption YTD

Average Lease Rate

Sq. Ft. Currently Planned

31,365,866

2,770,557

8.8%

240,045

272,047

$2.17

3,226,589

3,649,842

234,177

6.4%

0

49,483

$2.52

856,246

10,481,493

868,883

8.3%

84,000

15,186

$2.29

1,033,374

11,095,366

1,081,943

9.8%

144,924

184,905

$2.03

1,046,289

6,139,165

585,554

9.5%

11,121

22,473

$2.11

290,680

6,108,289

904,080

14.8%

125,000

na

1.65

0

3,204,282

440,149

13.7%

125,000

na

$1.94

0

1,759,042

344,308

19.6%

0

na

$1.45

0

1,144,965

119,623

10.4%

0

na

$1.14

0

na

na

na

na

na

na

na
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In August, Nevada Business Journal and corporate

sponsor Anthem Blue Cross Blue Shield will host two

very special events to honor 20 individuals who have

made significant contributions to healthcare in our

state. In conjunction with these events, the August

issue of Nevada Business Journal will include a

special supplement detailing the accomplishments

of these Healthcare Heroes, who will be chosen by a

blue-ribbon panel of experts in the healthcare field.

All proceeds from the events will aid students pursuing

careers in healthcare education at the University of

Nevada Las Vegas, Touro University and University of

Nevada School of Medicine.

Call now to find out how you can 
participate in honoring 

Nevada’s Healthcare Heroes.

702-735-7003 or 
775-747-4434 ext. 6333 

Wednesday, August 2, 2006 

Bellagio Hotel and Casino

Cocktails: 6:30 p.m.

Dinner: 7:00 p.m.

Thursday, August 3, 2006 

Silver Legacy Hotel and Casino

Cocktails: 6:30 p.m.

Dinner: 7:00 p.m.

H E L P  U S  H O N O R  N E V A D A ’ S

Save The Date!

Healthcare 
Heroes
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Pulte Homes Building 
Master Plan in Mesquite

Pulte Homes recently broke ground
for a 2,014-acre master-planned com-
munity in Mesquite, to be called An-
them Mesquite. The project, with ap-
proximately 4,600 homes, will include
a Del Webb active adult community to
be called Sun City Mesquite. A focal
point of the community will be an 18-
hole golf course and driving range de-
signed by Gary Panks, which will in-
clude a 5,000-square-foot clubhouse.
Anthem Mesquite will also feature a
33-acre regional park and four miles
of walking trails. At Sun City
Mesquite, planned for 1,600 acres and
3,400 homes, home sales are projected
to begin in the summer of 2007. Pulte
acquired the parcel from a private
owner for an undisclosed amount

The Korte Company Building
Henderson Church

The Korte Company has begun con-
struction of the 800-seat St. Francis
of Assisi Parish Hall in Henderson.
Completion is slated for December
2006. The site’s master plan includes
a 2,000-seat capacity church and a
Catholic school. The total cost of the
current phase of the project is esti-
mated at $10 million. The owner is
the Catholic Diocese of Las Vegas.

Trammell Crow Building in Reno
Tahoe Industrial Park

Trammell Crow has purchased 47
acres in the Tahoe Reno Industrial
Center (TRI), 10 miles east of Sparks
on I-80. Plans call for construction of

two massive buildings – one 550,000
square feet, the largest ever built in
Northern Nevada – and the other
375,000 square feet. Construction is
scheduled to begin in early summer
on the property, located along TRI’s
USA Parkway, a four-lane express-
way that will soon connect I-80 with
Highway 50. When built out, the
104,000-acre Tahoe Reno Industrial
Center will be the largest industrial
park in the country. Wal-Mart is cur-
rently completing an 890,000-square-
foot distribution center at TRI.

Partnership Acquires 
Las Vegas Portfolio

Stoltz Real Estate Partners and Golden-
Tree InSite Partners are acquiring a
portfolio of office/flex buildings and
land parcels they intend to develop in
Las Vegas. The seller is a partnership
between Urdang Advisors and Stoltz
Real Estate Partners. Although financial
details of the transaction were not dis-
closed, Stoltz and GoldenTree said the
joint venture will invest about $200 mil-
lion in the acquisition and subsequent
development. The Stoltz Las Vegas of-
fice will continue to manage, lease and
spearhead the development of the prop-
erties. The portfolio consists of nine
buildings containing approximately
600,000 square feet, with a combined
occupancy of 80 percent. Six vacant
land parcels totaling 26 acres are also
targeted for development of more than
500,000 square feet of office space.

Panattoni Developing 
Carson City Project

Panattoni Development Company
recently broke ground on an
87,000-square-foot flex industrial
condominium project in Carson
City. The Eagle Valley Commerce
Center, located on 5.39 acres on Ar-
rowhead Drive, is scheduled for
completion in November 2006. The
facility will include concrete tilt-up
construction with metal roof struc-
tures. Once completed, it will con-
tain 14 units of flex industrial
space. The architect on the project
is Tectonics and the builder is
Panattoni Construction.

B U I L D I N G  N E V A D A  B R I E F S
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the good news is that the project is
falling further and further behind
schedule. Support for the proposed
repository is collapsing due to enor-
mous costs to taxpayers, massive tech-
nical problems and a growing aware-
ness across America that this project is
destined to fail and that it presents an
unacceptable risk to families in Nevada
and those living along transportation
routes where waste will be carried.        

Nevadans remain overwhelmingly
opposed to the President’s plans to turn
our state into a nuclear garbage dump.
We recognize the only safe solution
available today is to keep nuclear waste
at the plants where it is produced.
Waste stored on-site can safely remain
in place for the next 100 years and it
avoids the need for thousands of ship-
ments of deadly nuclear waste from
across the U.S. and around the globe. 

Legislation I introduced last year
would strip funding for Yucca Moun-
tain to pay nuclear plant operators for
keeping waste on-site and out of Neva-
da. Nearly 40 nuclear power plants in
the U.S. have been given permission to
utilize on-site dry cask storage technol-
ogy, and more are expected to follow
suit. In the meantime, I continue to
work with the other members of the
Nevada delegation to generate support
for keeping nuclear waste at the sites
where it is produced and for blocking
White House desires to change the law
in order to speed the opening of Yucca
Mountain and to expand nuclear power
around the globe.  

evada has been battling
Yucca Mountain for more
than two decades, but this
year the fight has taken on

added urgency as new legislation in
Congress seeks to accelerate construc-
tion of the proposed dump and to dra-
matically increase the amount of nu-
clear waste that would be buried only
90 minutes from Las Vegas. 

Legislation authored by the Bush
administration and introduced by Sen-
ator Pete Domenici (R-NM) would
eliminate important health and safety
regulations now in place to protect
Nevada families and would limit chal-
lenges against the dump during the li-
censing process. 

This legislative package would also
strip Nevada’s ability to protect local
water supplies against contamination,
by denying the state the authority to de-
clare that providing water for Yucca
Mountain is not in the best interest of
our residents. Allowing such a prece-
dent to be set would overturn existing
Nevada law and threatens our ability to
protect and manage one of our most
important natural resources.    

In an attempt to head off require-
ments that the Bush administration
begin exploring locations for a second
high-level waste dump outside Nevada,
the legislation seeks to nearly double
the amount of waste that would be
shipped to Nevada by eliminating the
current 77,000-ton limit for Yucca
Mountain and replacing it with a new,
higher cap. 

Increasing the amount of radioactive
garbage stored at Yucca Mountain will
require thousands of additional nuclear
waste shipments across the U.S. and
through communities large and small,
including Las Vegas. Trucks and trains
carrying this deadly waste to Nevada
are prone to accidents and will be
prime targets for terrorists looking to
make a radioactive dirty bomb. Despite
this danger, President Bush has called
for a new global nuclear partnership
that would actually open the door to
allow waste from other nations to be
buried at Yucca Mountain. 

Known as the Global Nuclear Ener-
gy Partnership, or GNEP, this secretive
proposal seeks to export nuclear power
to developing nations, with the U.S.
agreeing to take back any radioactive
waste produced by reactors covered
under the program. Given that Yucca
Mountain remains the only location
targeted for the disposal of high-level
nuclear waste, you can bet the Bush ad-
ministration is counting on Nevada to
house this global radioactive garbage. 

While the current proposal before
Congress would set a new limit of
120,000 tons on the amount of waste
that can be stored at Yucca Mountain,
nuclear industry allies have already
made the case that there is enough
room inside the proposed dump to hold
all the nuclear waste in the world, and
that all limits on the size of the pro-
posed repository should be scrapped.     

Despite the Administration’s desire
to push forward on Yucca Mountain,

Nevada as Global Nuclear Waste Dump?

Question: What pending federal legislation would
affect the Yucca Mountain nuclear waste dump? 

S P E A K I N G  F O R  N E V A D A
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Nevadans Renew Fight to Stop Yucca Mountain

Congresswoman Shelley Berkley (D-NV)  
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SBA Announces Nevada Winners
The Nevada district office of the U.S.
Small Business Administration (SBA)
recently named the winners of its small
business awards for 2006. Michael Mi-
cone, president and owner of Accoun-
tants Inc., was named SBA’s Small
Business Person of the Year for the
State of Nevada. Accountants Inc.,
which provides staffing solutions for ac-
counting and finance departments at nu-
merous companies, has offices in both
Reno and Las Vegas. Arcata Associates,
Inc. was selected as Region IX (Ari-
zona, California, Guam, Hawaii and
Nevada) Prime and Subcontractor of
the Year. Arcata specializes in engineer-
ing services, information technology
and multimedia, and was recognized for
successfully achieving a balance be-
tween defense and non-defense work. 

State Marketing Campaign 
Targets California

A Nevada-sponsored marketing cam-
paign, titled “Missing,” encourages
companies to exchange California’s
anti-business legislation and high cost
of living for Nevada’s pro-business cli-
mate and more affordable quality of
life. The first phase of the campaign,
launched in January, listed the Califor-
nia Grizzly Bear and Happy California
Cows as “missing,” but later found
doing business in Nevada. The second
phase features the Hollywood Sign and
Golden Gate Bridge. The multimedia
campaign, targeted in Los Angeles,
Sacramento, San Diego and San Fran-
cisco, includes oversized wallscapes,
print ads and Webcasts. The “Missing”

campaign was developed by the Neva-
da Economic Development Partner-
ship, a coalition of Nevada-based eco-
nomic development organizations,
which has collaborated for the past
three years on marketing efforts to at-
tract California businesses. The two
previous campaigns included “Will
Your Business be Terminated?” and
“Worst-Case Scenario.”

Hospital Opens 
in Pahrump

The 25-bed Desert View Regional
Medical Center has opened in
Pahrump, after a lengthy wait to get a
community hospital for this Nye
County town of more than 36,000
people. The hospital opening means
Pahrump residents no longer have to
travel 60 miles to Las Vegas for emer-
gency medical care. The 71,000-
square-foot, $30 million facility was
developed by Rural Health Manage-
ment Corp., based in Nephi, Utah.
With a full-time staff of about 130
people, it includes 18 medical/surgi-
cal beds, four special care/ICU beds,
three birthing suites, intensive care
services, 24-hour emergency services,
diagnostic imaging, laboratory ser-
vices, physical therapy and pharmacy. 

Two Companies Honored 
by EDAWN

Two Northern Nevada companies
were named “Business of the Year”
award winners at EDAWN’s (Eco-
nomic Development Authority of
Western Nevada) Annual Luncheon.
Western Nevada Supply Company,

headquartered in Sparks, was
awarded in the large business cate-
gory (100 or more employees). It is
the largest single-location plumb-
ing supply distributor of its kind on
the West Coast. The small-business
winner (99 or fewer employees),
Full Circle Compost, is based in
Minden. The company developed a
plan to convert and reduce waste
generated by a family dairy farm.
Since then, it has expanded into a
full-scale composting operation, re-
cycling organic materials from the
Tahoe Basin and the Carson Valley.

College Students 
Present Business Plans

Teams of students from Nevada col-
leges recently shared $100,000 in
prizes at the second annual Donald
W. Reynolds Governor’s Cup Busi-
ness Plan Competition. Sierra Neva-
da College student Michael Chestone
won first prize in the undergraduate
division and was awarded $20,000
for his business idea called Simply
Sun, a plan to use insulated glass
windows to generate solar electricity.
In the graduate division, UNLV stu-
dent John Lynn won first prize and
$20,000 for an online fundraising
concept called FantasyHigh.com,
which showed sports teams how to
raise money by combining fantasy
sports with high school sports. The
business plan competition is funded
in large part by the Donald W.
Reynolds Foundation and managed
by the Center for Entrepreneurship
and Technology.

N E V A D A  B R I E F S



“When a consumer or a small busi-
ness owner has a request, our bank
gives that client the ability to sit down
and personally talk with any one of
our loan officers to discuss individual
needs. We hold ourselves accountable
and accessible to every customer we
serve.” To underscore this accessibili-
ty, Wilmoth even gives out his home
phone number to customers to help
them feel more comfortable and se-
cure about their investments at Her-
itage Bank. 

Heritage Bank aids its community
with several non-profit endeavors,
primarily working with the schools
and families of its employees and
customers. The bank supports: the
national Head Start Program, provid-
ing education, health, nutrition and
parent involvement to children of
580 Nevada families; the Food Bank
of Northern Nevada, providing food

assistance to residents of shelters, re-
habilitation programs, day care cen-
ter and senior programs; the Boy
Scout Area Council of Northern
Nevada; and youth soccer programs
throughout local communities.

The bank takes many precautions
to ensure its customers are protected
from becoming victims of fraud and
identity theft. Over the last two
years, it has implemented various
procedures and programs to monitor
and safeguard its banking system 24
hours a day from the threat of elec-
tronic invasion.

Being a small bank proves advan-
tageous for its customers and em-
ployees, according to Wilmoth. Hav-
ing fewer staff members means each
employee can be consulted when the
bank makes decisions. Staff mem-
bers are cross-trained within the
bank and are rewarded with compet-
itive benefits and wages, said
Wilmoth, resulting in a very low em-
ployee turnover rate. 

The bank’s size also helps it main-
tain ties with customers. “We aren’t
threatened by mega-banks, because
they just don’t have the resources or
personnel to individually connect
with customers like we are able to,”
he said. “Our slogan states, ‘It’s not
how big your bank is, but how big you
are with your bank.’”

Rachael Wax is a freelance writer
based in Southern Nevada.

eritage Bank, a Northern
Nevada bank serving
small and mid-sized busi-
nesses, has filled an im-

portant void for several communities
throughout the area. Established in
1995, it has three branches in Reno
and one in Carson City. In the fourth
quarter of 2006, another bank branch
is set to open in Spanish Springs to
keep up with the growth of outlying
communities.

Heritage Bank is member-owned
by 352 Northern Nevada families and
managed by a group of 13 leaders, in-
cluding: Stan Wilmoth, president;
Tom Traficanti, senior vice president
and chief credit officer; Steve Carrick,
branch operations; and Jim Buster,
chief financial officer. The bank fo-
cuses on serving the needs of the
Northern Nevada community with
both business and commercial bank-
ing, offering such options as free
courier services, several lines of cred-
it, online banking, commercial term
loans, consumer loans, real estate
loans, construction loans, govern-
ment-guaranteed loans and business
overdraft protection. Almost 100 per-
cent of Heritage Bank’s money is
loaned locally to continue to help
small and mid-sized businesses grow
and thrive. 

“The primary product we offer that
cannot be replicated by any other
bank is access to decision makers and
problem solvers,” explained Wilmoth.

Heritage Bank of Nevada
Continuing Success for Small Businesses

B A N K I N G  O N  I T
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logs are proliferating at an
astonishing rate: over 15
million of the online Inter-
net diaries now exist, with

an estimated 900,000 new blog postings
added to the Web each day. The word
“blog” is actually a contraction of the
words “web” and “log.” While most
blogs have nothing to do with work, an
increasing number of legal cases
demonstrate that blogs are having a seri-
ous impact on the workplace. Many em-
ployers are slow to recognize the risks
associated with blogs and to provide ad-
equate protection for their businesses
against the potential consequences.

The most obvious employee-blog-
ging issue is “workplace blogging.”
Workers who receive Internet access
from their employers often find it
tempting and easy to access blogs and
chat rooms from work. A study con-
ducted by the University of Maryland
noted employees spend an average of
four hours each week “cyber-slacking.”

Even more damaging are situations in
which disgruntled employees utilize
blogs to sabotage their employers. In
worst-case scenarios, such activity in-
cludes outright disclosure of confiden-
tial or proprietary information. Most
cases, however, involve simple embar-
rassment for the employer. For exam-
ple, Michael Hanscom was discharged
after posting a picture of Apple comput-
ers being delivered to his employer, Mi-
crosoft. The posting caused negative
publicity for the software manufacturer.

Additionally, once an employee-
blogger identifies his or her company,
the employee may be seen as a repre-
sentative of the company, regardless of
whether that is the employee’s goal.
This is particularly troublesome if an
employee makes a statement that could
be construed as harassment or discrim-
ination. For instance, the self-titled
“Phantom Professor” of Southern
Methodist University used thinly veiled
pseudonyms to demean and belittle stu-
dents and colleagues. At Boston Uni-
versity, an adjunct professor blogged
lasciviously about his female students.
In either case, the subjects of the Inter-
net musings could have had potential
claims of harassment against the blog-
gers, as well as their employers.

The primary weapon an employer
possesses in the Battle of the Blogo-
sphere is the implementation of a rea-
sonable and well-drafted Internet policy
that specifically references blogging. In
particular, the policy needs to identify
for employees what behavior the em-
ployer will find actionable. Such a policy
should include the following:
• A statement that the company has
provided Internet connections for work
purposes, and that an employee has no
expectation of privacy when using the
company’s system. The employer
should also reserve the right to monitor
Internet usage, if it deems necessary.
• A prohibition against disclosing confi-
dential or proprietary information, regard-
less of whether such disclosure occurs

during work time or personal time.
• A statement that any blog posting,
whether made at work or from home,
should not include material that affects
the workplace, either by harassing other
employees, by damaging the compa-
ny’s reputation, or by otherwise affect-
ing employee morale. The statement
should include a reminder that the com-
pany’s code of conduct and regular anti-
harassment policies apply to blogging.

It also may be helpful to warn the po-
tential “blogzilla” that laws against
defamation and libel apply to blogging,
and that he or she may be subject to
legal action for spreading disparaging
and untrue information about the com-
pany or other employees. Regardless of
content, an established policy must be
consistently enforced, and any reports
of potentially harassing blog postings
should be investigated immediately.

As with any new law or technolog-
ical advance, it will take time to iron
out the wrinkles caused by the inter-
section of employer interests, em-
ployee privacy and Internet access.
Meanwhile, collaborating with coun-
sel to develop workable Internet and
blogging policies may go a long way
to prevent future workplace disputes
and costly lawsuits. 

Shaun P. Haley is an associate with the
Las Vegas office of Fisher & Phillips,
LLP, where he exclusively represents
management clients in labor and em-
ployment law matters. 

B

WorkPlace vs. MySpace.Com  
The Blogosphere Battle Between 
Employer and Employee

P O W E R  O F  A T T O R N E Y
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the excess of domestic production
gross receipts over the sum of the
costs of goods sold allocable to such
receipts, as well as other deductions,
expenses and losses directly allocable
to such receipts and a ratable portion
of not directly allocable items to such
income. In the near future, record-
keeping of these direct and indirect
expenses will need to be maintained
in order to calculate the appropriate
allocable expenses. 

Domestic production gross receipts
are defined as the taxpayer’s gross re-
ceipts that are derived from any lease,
rental, license, sale, exchange or
other disposition of qualifying prop-
erty that was manufactured, pro-
duced, grown or extracted by the tax-
payer in whole or in significant part
within the United States. 

Qualifying property is any tangible
personal property or any computer
software. Some of the less obvious
domestic production categories that
qualify could be, but is not limited to,
any qualified film produced, electrici-
ty, natural gas or potable water pro-
duced, construction performed, and
engineering or architectural services
performed. However, the sale of food
and beverages at a retail establish-
ment, and the transmission or distrib-
ution of electricity, natural gas, or
potable water is excluded from do-
mestic production income. Many
other forms also qualify as domestic
production that have not been listed. 

If you are a pass-through entity
such as a partnership, S corporation,
estate or trust, generally the manufac-
turers deduction is passed through to
the partner, shareholder or beneficiary
and taken as a deduction on his or her
tax return. However, the wage limita-
tion on the deduction has specific
guidelines as to how much of the
wages are to be allocated to each indi-
vidual, so be aware of these guide-
lines when making the calculation on
your tax return.   

In the case of an individual who is
self-employed, the rules provide that
the deduction is equal to the applicable
percent of the lesser of the taxpayer’s
qualified production activities income
for the tax year or the individual’s ad-
justed gross income for the tax year.

The new manufacturing deduction
can save a company or an individual
substantial tax dollars. Obviously, the
discussion above was just a basic
overview of the manufacturing deduc-
tion. Make sure you understand the
requirements to qualify for taking the
deduction before you deduct it on
your tax return. Consult with your tax
advisor about accurately calculating
this complex deduction according to
the guidelines. 

Michael Kaplan, CPA is a partner
at Miller, Kaplan, Arase & Co.,
LLP, an accounting firm with offices
in Los Angeles, San Francisco and
Las Vegas.

he new tax deduction for
manufacturing applies to
most manufacturing com-
panies, but also to some

non-manufacturing companies and to
some self-employed individuals. It
was enacted as part of the American
Jobs Creation Act of 2004 to help
United States manufacturers remain
competitive with similar foreign com-
panies after several export tax bene-
fits were repealed. 

The deduction could be a substan-
tial tax savings to those who qualify.
The objective of the new deduction is
to allow taxpayers a deduction equal
to a statutory percentage multiplied
by the lesser of a taxpayer’s qualified
production activities income for a tax
year or a taxpayer’s taxable income
for that year. 

The deduction is allowed for both
regular and alternative minimum tax
purposes and can be applied to tax
years beginning in 2005. You may
want to check to see if your company
qualified for this deduction in 2005,
but did not claim it. The applicable
deduction percentage for 2006 is 3
percent. That percentage will in-
crease to 6 percent in 2007 and to 9
percent after 2009. However, the
amount of the deduction is limited to
50 percent of the wages paid by the
taxpayer to the taxpayer’s employees
during the year.

You may ask, what is “qualified
production activities income?” It is

The IRS Manufacturing Deduction
Can You Benefit from It?

M O N E Y  M A N A G E M E N T
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S T A T E  T H E  I S S U E S

Q U E S T I O N :

The massive current account deficit that most economists
are worried about is not the major issue of the US economy.
The main problem is the Fed’s reckless monetary policies,
which undermine individuals’ well-being. For instance, be-
tween August 1987 to December 2005, the money supply
increased by 173 percent. Focusing on the trade account
statements only diverts the focus of attention from the true
culprit behind the erosion of U.S. economic fundamentals,
which is the loose monetary policy of the central bank. 

What matters for the process of wealth formation is the
flow of real savings, which can be ascertained by grounding
economic analysis on the actions of individuals and not
some misguided aggregate called the balance of payments.
Various pessimistic assessments regarding the U.S. econo-
my, which are based on the state of the balance of pay-
ments, are therefore likely to be without much foundation. 

A balance of payments describes how much money a
particular country spent on goods from other countries
and how much money it received for the goods it sold to
other countries. It is not money, however, that funds eco-
nomic activity, but real savings. (A baker pays for the
shoes with the bread he has produced – money just helps
to facilitate the payment).

If the national balance of payments is an important indi-
cator of economic health, as various economists are saying,
one is then tempted to suggest that it would be a sensible
idea to have balances of payments of cities and regions.
Imagine that economists in New York City have discovered
that their city has a massive trade deficit with Los Angeles.
Does this mean New York City authorities must step in to
enforce the reduction of the deficit? Luckily, we do not have
balances of payments between cities, and it seems that no
one is concerned with this issue. Why then be concerned
with the so-called international trade account? 

Frank Shostak, Ph.D. is an adjunct scholar of the Mises Insti-
tute, a libertarian think tank.

The trade deficit is a rising rift between our imports and
exports. At the current rate, it will approach $800 billion by
the end of 2006, up from $726 billion in 2005. This dispar-
ity is not sustainable and poses a threat to our future stan-
dard of living. 

One of the primary reasons we export less than we import
is the high value of the dollar. To pay for the budget deficit,
the U.S. has borrowed money overseas, creating upward
pressure on the dollar. The result is a vicious cycle. Over-
seas borrowing keeps the dollar high, thus making exports
more expensive and imports cheaper and widening the trade
deficit. Since a trade deficit means that we are spending
more than we make, it further necessitates overseas bor-
rowing by selling off the “family silver”, e.g., treasury bills,
buildings and companies.

There comes a point when foreigners become more re-
luctant to invest here. Only higher interest rates could entice
investors to continue to come to the U.S. Interest rates,
though, slow economic growth further, leading to more de-
mands for higher interest rates – a vicious cycle of a slow-
ing economy. 

Further, as our trade deficit grows, our debt to the rest of
the world increases, and so too do interest payments on that
debt. For instance, the federal government spent $32 billion
in debt payments to overseas investors during the fourth
quarter of 2005, up from $21 billion in the first quarter of
2001. In effect, a growing share of our national economic
resources is being “shipped overseas.”

Step one to reduce the trade deficit is to return to fiscal re-
sponsibility. Reining in our budget deficits would lessen the
need for the federal government to borrow overseas and
bring down the value of the dollar. Additional measures to
make U.S. exports more attractive, such as more investment
in innovation, will also be needed. 

Christian E. Weller, Ph.D. is a senior economist at the Cen-
ter for American Progress.

Does the trade deficit pose a threat 
to the U.S. economy?

No, the Real Culprit is the U.S. Central Bank
by Frank Shostak, Ph.D.

The Trade Deficit is Hurting the U.S. Economy
by Christian E. Weller, Ph.D.
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medical care, no matter where that
treatment is located, and no matter
how many times they need to go.

Founded in Southern Nevada, Mira-
cle Flights for Kids just began its 21st
year of dedicated community service.
The nonprofit, 501(c)3 organization
has coordinated over 44,000 flights,
providing more than 21 million miles
of free access to healthcare for sick
children and families who could not
afford the transportation for out-of-
state medical treatment. Low-income
families never pay a fee for any of its
services. The organization has grown
from a small network of private pilots
into a nationwide effort with many re-
sources. Miracle Flights has coordinat-
ed flights to locations throughout the
United States, and has even flown chil-
dren from Mexico, Canada, Egypt and
the Philippines to U.S. hospitals for
medical treatment. 

It continues to receive more and
more flight requests from worried
local families each and every day, and
has a desperate need to keep funding in
pace with growth. “As more Nevada
families rely on us, we in turn have to
reach out to fellow caring community
members to help us continue to meet
the needs of these deserving children,”
Bedell said. While it is a national ser-
vice provider, Miracle Flights does
take care to ensure that locally donated
funds are escrowed for use to support
only the needs of local families. Dol-
lars donated in Nevada help families
living in Nevada.

“We once relied entirely on our
network of private pilots and aircraft
owners, and we are still in need of
their services, but more and more re-
quests presented the need to travel
distances beyond the capabilities of
light aircraft. That, in turn, has
forced us to purchase commercial
airline tickets at great financial ex-
pense,” Bedell said. “The need is ab-
solutely tremendous.”

hat do you do when your
child needs cancer treat-
ment at Memorial Sloan-
Kettering in Manhattan and

your insurance carrier says, “Sorry,
that’s out of network”?  Or when your
doctor tells you your newborn has such
a rare bone disorder that several of her
ribs are malformed or missing, and the
only place in the country able to per-
form the surgery she needs is 1,500
miles away? How do you charge the
airline tickets when your Visa card is
maxed and medical bills are rocketing
past $100,000?

Miracle Flights for Kids has the an-
swers to these questions. It provides
free air transportation for seriously ill
children and families faced with this
type of crisis. Some flights are provid-
ed by volunteer owners of private
planes, while longer flights may be
scheduled on commercial airlines.
“These are scenarios facing so many
families every day”, said Debi Bedell,
public information officer for the orga-
nization. “All too often, health insur-
ance companies do not cover out-of-
state transportation, causing great
difficulty to families whose children
need to receive care at specialized
medical centers outside their local
area. We are dedicated to providing
transportation to these facilities, so the
family can concentrate on getting the
child well, instead of worrying about
how they will get to treatment.” Mira-
cle Flights for Kids believes all chil-
dren have the right to access the best

by Michelle Danks

Miracle Flights for Kids

2756 N. Green Valley Pkwy., Suite 115

Henderson, NV 89014-2120

(702) 261-0494

www.miracleflights.org

Evan, 6 years old, was diagnosed with
leukemia at the age of 3 weeks. He un-
derwent a bone marrow transplant and
was doing well until he caught chicken-
pox, when he went into cardiac arrest
and suffered a brain injury. Miracle
Flights has coordinated 15 roundtrip
tickets for him and his family from Las
Vegas to Philadelphia for treatment at
the Institutes for the Achievement of
Human Potential. 

W

Miracle Flights for Kids
Flying for Life
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he Fed has continued its

course of pushing the short-

term federal funds rate up-

ward, as it foresees further

expansion with increasing prospects for infla-

tion. But, by all accounts, the Fed will soon

pause to assess the effectiveness of the in-

terest-rate increases. Recent events in the

Middle East may well be the key reason for a

reassessment. Uncertainties have pushed oil

prices upward, and – having passed the 70-

dollar-a-barrel threshold – one might reason-

ably anticipate economic headwinds to slow

an otherwise nicely expanding economy.

Developing headwinds from energy-price

uncertainty may or may not prove difficult for

the Nevada economy. That is, some softening

in an otherwise buoyant economy may only

create a more measured growth and expan-

sion path. Current indicators reveal all geo-

graphic regions of the Silver State, namely

Clark County, Washoe County and rural Neva-

da, enjoying robust economic conditions.

Unemployment rates, one of the more

often used measures for gauging a region’s

economic health, are below the national rate

of 4.7 percent. The most recent unemploy-

ment rates are 3.8 percent, 4.1 percent and

4.0 percent for Clark County, Washoe County

and the state of Nevada, respectively.This re-

cent performance is a continuation of very

favourable labor-market conditions over the

past few years. As such, population growth

should continue over the next couple of

years, driven by readily available employ-

ment opportunities.

Nevada’s key industries – travel and

tourism, construction and mining – contin-

ue to report good economic conditions.

Thus, though ever-changing economic fac-

tors may increasingly point to greater eco-

nomic risks, the near-term outlook for the

Silver State is great.

R. Keith Schwer
UNLV Center for Business and Economic Research
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