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Shift into energy savings 
with PowerShift.

Energy is a major expense for 
businesses. PowerShift by NV Energy is 
here to help you save energy and money. 
Contact one of our energy advisors 
who can tell you all about the latest 
technology, products and services we 
have to o� er.

nvenergy.com/commercial
800.342.6335

“I love being able to check the smart thermostats in our salons 24/7 from the app 
on my phone. It helps me manage our energy use while keeping our customers 
and sta� comfortable. I can also adjust the temperature in one of our salons from 
my phone and that’s really convenient. The app 
also notifies me if the A/C unit isn’t working 
properly and that’s important because 
it helps with energy e ciency and 
maintenance.”

—  Donna Catalfamo
OWNER, POSARÉ SALONS
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The Commentary

Lyle E. Brennan
Publisher

COMMENTS
lyle@nevadabusiness.com

By Whose Authority?

For more information on my Commentary 
and to see some of my backup research, or 
if you wonder why I take the position I take, 
go to www.LyleBrennan.com.

The New “Game” Plan

 Beginning this month, you will notice a new department in Nevada Business 
Magazine.  Entitled “Game On”, this feature will cover the business of sports in 
the Silver State. Starting with a focus on the Vegas’ Golden Knights hockey team, 
“Game On” will comprehensively report on the businesses and lifestyles of major 
players in this emerging industry.
 From the Ultimate Fighting Championship (UFC),  National Finals Rodeo,  Las 
Vegas Raiders, WNBA and the Las Vegas Aces to the Las Vegas Lights pro soc-
cer team and much more, there will be no shortage of sports teams to cover. And, 
the correlation between sports, business and lifestyle is clear. As new profes-
sional sports teams get established in Nevada, they will help to bolster and grow 
industry across the board. It’s evident that tourism and gaming will continue to 
be boosted by professional sports. Perhaps more subtly, we’ll also begin to see 
new businesses form, whose primary purpose is to serve as ancillary industries 
to professional sports franchises. 
 Beyond that, having professional teams in the state will help attract more 
workers and families; something we urgently need to continue to diversify our 
workforce. From increased tourism numbers to new businesses supporting the 
industry and improved demographics for the state, professional sports are a boon 
to Nevada.
	 This	first	“Game	On”	feature	focuses	on	the	Golden	Knights,	their	incredible	
first	season	and	 the	 increased	economics	Nevada	has	seen	 from	the	 team	al-
ready. In future issues, the magazine will cover soccer, basketball, football, base-
ball,	fights,	etc.	These	articles	will	inform	our	readers	on	the	business	of	sports	
and lifestyles of the participants as well as the success of the teams themselves. 
From owner and player interviews, we’ll work to provide a complete picture of 
each	sport,	each	team	and	how	they	affect	Nevada	business.
 In addition to the magazine’s coverage on the business side of sports, we’ll be 
working to accurately represent our teams in each issue. One of the magazine’s 
new hires is Brian Nugent, a former professional hockey player. Armed with a 
marketing degree and unique insights, Brian knows the industry inside and out 
and has brought his experience to Nevada Business Magazine to help bridge the 
gap between business and sports. Brian’s experience and expertise in the sports 
industry will take the lead to engage with the professional sports businesses.
 As this new industry becomes integral to the fabric of Nevada, we’ll be pro-
viding regular insights into the management, players and business of sports. It’s 
been said, “a rising tide lifts all boats,” I believe Nevada’s sporting industry is such 
a tide. Sports fans, rejoice! For Nevada, it’s past time we got our game on!

2 Chronicles 7:14 (NKJV) “If my people who are called by My name will humble them-
selves, and pray and seek My face, and turn from their wicked ways, then I will hear 
from heaven, and will forgive their sin and heal their land.”

Professional Sports in Nevada – Game On!
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THERE’S NO TIME FOR DOWNTIME.

You’ve got to-do’s to get done, and being sick or 

injured isn’t on the agenda. So keep moving forward 

by getting better, faster. UMC Quick Care makes it 

happen, without an appointment. And with eight easy 

locations, there’s no reason to clear your entire calendar.

BETTER GET BETTER. QUICK. 

702.383.CARE – umcsn.com/quickcare

Enterprise Quick Care
1700 Wheeler Peak Dr.

702.383.2565

Spring Valley Quick Care
4180 S. Rainbow Blvd., Suite 810

702.383.3645

Nellis Quick Care
61 N. Nellis Blvd. 

702.383.6240

Summerlin Quick Care
2031 N. Buffalo Dr.

702.383.3750

Peccole Ranch Quick Care
9320 W. Sahara Ave. 

702.383.3850

Sunset Quick Care
525 Marks St.
702.383.6210

Rancho Quick Care
4233 N. Rancho Dr.

702.383.3800

EIGHT LOCATIONS

NEW LOCATION
NOW OPEN

Blue Diamond
4760 Blue Diamond Rd.,

Suite 110
702.678.1870
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IN BUSINESS, EVERY DOLLAR IS AS IMPORTANT  AS THE FIRST.

SNWA is a not-for-profi t water agency

It pays to upgrade to water-smart landscaping as well as water-effi cient fi xtures and devices.

You can receive rebates and a healthy ROI through water savings. To learn more about business rebate 

programs, call our conservation specialists at 702-862-3736, or visit snwa.com/businessrebates.
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BILL Foley manages to 
get home from a Vegas 
Golden Knights game at 
11:30 p.m., but his head 
doesn’t hit the pillow 
until at least 1:30 a.m.
 “The adrenaline 
flows,” said Foley, 
the majority owner 
of National Hockey 
League’s newest 
franchise.

By Pat Evans
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Leading  the way in  
teaching the health care  
providers and educators of  
tomorrow while caring  
for our community. 

3,161
Graduates since  

2004
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Medical Residency 

Placement 

$630 
Million Economic  

Impact 

$0 
 Cost to  
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874 American Pacific Drive, Henderson NV 89014 
Touro University Nevada is accredited by the Western Association of Schools and Colleges and licensed in Nevada by the  

Commission on Post-Secondary Education. Touro University Nevada does not discriminate on the basis of race, ethnicity, age,  
sex, gender, color, creed, national origin, religion, sexual orientation, or disability in its employment, programs, or activities. 

Learn more about  
Touro University Nevada.    
www.tun.touro.edu 
Call today for a tour. 

702-777-3100

	 “I’ve	been	in	a	lot	of	different	business-
es in my career and this has been the most 
enjoyable, entertaining and fun time that 
I’ve ever had in business.”
 “It’s not about the public aspects and 
being involved in various media events and 
so on, because that’s not what I’m about. 
It’s just the fun of building the organiza-
tion from the business side and the hockey 

side and hiring these great people that 
we’re now associated with.”
 The newest NHL organization has had 
a	historic	first	season,	setting	records	for	
an expansion team, blowing by the pre-
vious record of 33 wins, winning its 34th 
game on February 1. The team is 36-14-
4 through Feb. 9. The Golden Knights 
are	 likely	 en	 route	 to	 a	 playoff	 run,	 bar-

ring an equally historic stumble, as the 
team is leading the Western Conference 
and continue to turn heads with career-
best statistical seasons by young and 
journeymen players collected during the 
Expansion Draft in June 2017. Now many 
of the Golden Knights players are missed 
by their former teams and fans, but were 
largely overlooked and underappreciated 
as the teams left them exposed during the 
Expansion Draft.
 William Karlsson, who leads the team 
— and is third in the league — with 29 
goals, scored 15 in the previous two sea-
sons with the Columbus Blue Jackets. 
Multiple other players have already sur-
passed their career highs in goals and 
points, while General Manager George 
McPhee and Head Coach Gerard Gallant 
are having award-worthy seasons in their 
own	 right	 after	 being	 fired	 by	 the	 teams	
in Washington, D.C., and Florida, respec-
tively. Foley has already been named ES-
PN’s Top Hockey Person of 2017.

The Ties that Bind
 While the early success is a surprise 
for all parties involved, the community-
focused	 efforts	 of	 the	 team	 were	 always	
in the plans. The Golden Knights had to 
become an integral piece of Las Vegas to 
succeed	 as	 the	 town’s	 first	 professional	
sports franchise. A hockey team, a sport 
played on ice, located in the desert didn’t 
seem to be an automatic success to some, 
but	 Foley	 felt	 differently.	 Before	 he	 was	
awarded a Vegas-based hockey team, 
Foley knew two things he wanted.
  For starters, Foley, who made his mon-
ey	 largely	 in	 financial	 services,	 knew	 he	
wanted to be involved in a professional 
sports franchise. With that professional 
sports team, he knew he wanted to be part 
of a western city. 
 Those two truths led Foley to Las Ve-
gas, a place he wanted to live; another ma-
jor	factor	he	needed	to	check	off	when	he	
was looking for his ownership stake. 

GAME ON!   Cover Story
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ing players left available from all of the 
league’s other 30 teams. Despite the 
most favorable expansion draft rules 
in history and grabbing a future Hall of 
Fame goalie in Marc-Andre Fleury, most 
predicted the Golden Knights would 
struggle in their first year. Prior to the 
start of the season, the team was a bet-
ting long shot to even make the playoffs, 

now the Golden Knights are among the 
favorites to win the Stanley Cup, the 
league’s championship.
 Following the draft, Foley and McPhee 
stated the team’s goals were to make the 
playoffs	in	three	years	and	win	the	Stanley	
Cup in six.

 “I always thought Las Vegas was a 
great community,” he said. “I enjoyed my 
time here various times in the past. It’s 
been a lot of fun.”
 Before making the investment into the 
Golden Knights — including a $500 million 
franchise fee to the NHL — Foley looked 
at other professional sports franchises. He 
knew he wanted a controlling interest.
 “If I was going to make that level of in-
vestment I would control my own destiny,” 
Foley said. “They (other franchises) would 
all have involved me living somewhere that 
I might not have been as attracted to as 
Las Vegas, so I passed on them.”
 As T-Mobile Arena was being built on the 
strip, talk of a new expansion team began to 
surface in 2014. Foley, and the Maloof fam-
ily, were putting together the plans to make 
it a reality. Part of the planning led to a mar-
ket study, which revealed at least 140,000 
avid hockey fans in the Valley, largely from 
the Midwest and Canada. 
 “We knew at that point that we would 
have an active fan base,” Foley said.
  In December 2014, the NHL granted 
Foley the ability to hold a ticket drive. Be-
tween February and April 2015, the ticket 
drive reached nearly 10,000 deposits. 
 “We had about 11,000 deposits for a 
team that didn’t exist, for an arena that 
hadn’t been built,” Foley said. “That shows 
you the dedication and the excitement that 
Las Vegas had for the team.”

Making History
 Following the drive and through an of-
ficial	expansion	bidding	process,	Las	Ve-
gas was awarded the franchise on June 
22,	2016,	the	first	new	team	since	the	NHL	
added the Minnesota Wild and Columbus 
Blue Jackets in 2000. The name was an-
nounced on November 22, 2016 and on 
March 6, 2017, the team’s McPhee, signed 
Reid	Duke	to	be	the	team’s	first	player.
 McPhee then put together the major-
ity of the team’s roster during the June 
21, 2017, NHL Expansion Draft, select-

CONTINUES ON PAGE 49
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   Feature Story

P e r s p e c t i v e

LAST year was a year of change in many ways, es-
pecially in the Silver State. With mid-term elections 
coming up in November and a changing of the guard 
in	 the	 Governor’s	 office,	 this	 year	 will	 shake	 up	 the	
status quo even more. As Nevadans look at the eco-
nomic progress made since the downturn, executives 
on both ends of the state are hopeful.
 “I’ve been doing this for a long time,” said Darcy 
Neighbors, founder and CEO of CIM Marketing Part-
ners, who started her business 22 years ago. “I’ve 
been on the highs and I’ve been on the lows. I can’t 
tell you the last time I’ve felt this positive about growth 
and opportunity and, it’s not just for myself and for my 
team, but for all of our clients. It’s really exciting.”

Power Poll 2018
by Tarah Richardson
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of the population breakdown of the state. 
Although, that number may shift as the 
Northern Nevada economy continues to 
experience growth due to the large com-
panies that have moved to the area and 
the	diversification	of	the	region.
 “It’s on a strong track,” said Season 
Lopiccolo, co-founder and COO of Noble 
Studios, a digital marketing agency that 
was founded in Reno in 2003. She added 
that Nevada’s economy is, “no longer de-
pendent on the success of one industry. 
We have a lot more diversity and a variety 
of companies that are coming here. I feel 
like it will be a healthier place continu-
ously	over	the	next	five	to	10	years.”
	 Lopiccolo	isn’t	alone	in	her	confidence.	
An overwhelming 95 percent of respon-
dents felt that Nevada is a business-
friendly state. That number has steadily in-
creased over the last few years, gaining 5 
percent from the previous couple of years.

   Feature Story POWER POLL 2018

 As Nevada moves further away from the 
worst recession the state has ever seen, 
business owners are taking the lessons 
learned in the tough times and applying 
them to an improved economy and outlook. 
It’s been a perspective shift for the entire 
state; hopes, and expectations, are high.
 “We see a lot of activity,” said Greg 
DeSart, president of GES Nevada, a geo-
technical and environmental services 
firm	 based	 in	 Southern	 Nevada.	 “Infra-
structure development should be strong. 
They’re going to start spending some of 
that money from the Fuel Revenue Index-
ing that was approved in 2016. There are 
some big projects, like the Raider’s stadi-
um and the Las Vegas Convention Center 
expansion. All market sectors appear to 
be	firing	on	all	cylinders.	 I’m	expecting	a	
really strong 2018.”
 In what has become an annual tradition 
for the past 16 years running, executives 

across the state were sent the “Power Poll” 
survey at the end of last year. Asked ques-
tions ranging from their outlook for the year 
to	their	thoughts	on	elected	officials,	a	fairly	
even mix of executives and business own-
ers	 showed	 increasing	 confidence	 in	 their	
business’ and Nevada’s future. Many of the 
executives that responded to the poll repre-
sent businesses that have been working in 
Nevada for 10 years or more with only 16 per-
cent speaking on behalf of a new business.
 Poll responses came in from both 
ends of the state, with the majority of 
respondents hailing from Southern Ne-
vada (72 percent), a fair representation 

Darcy
Neighbors
CIM Marketing Partners

A Great Event is Like a Great Meal
there is no substitute for exceptional taste

A great event needs a space with an amazing atmosphere and a polished presentation that keeps everyone  
comfortable, focused and engaged. Let Divine Cafe help make your next event exciting, inspiring and satisfying.  

Springs Preserve has a variety of beautiful indoor and outdoor spaces perfect for any event.

333 S Valley View Blvd  |  Las Vegas, NV  89107  |  702.822.8713  |  divinecafelv.com  
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 “I think it was better than the previous 
year,” Myron Martin, president of The Smith 
Center in Southern Nevada said of Nevada’s 
economy. “We have some really good peo-
ple at the city, county and state level who 
are working on achieving our goals. I’m hap-
py with where our state is heading.”
 “In general, the economy has been 
pretty	 good,	 we’re	 finally	 starting	 to	 see	

   Feature Story
some real growth from the last recession” 
said	Jeff	Barr,	a	partner	with	law	firm	Ash-
craft Barr. 
 Barr, however, is cautious, remember-
ing the hard lessons from the downturn. 
He added, “There used to be this belief 
that, Southern Nevada in particular, was 

Respondent Profile

Business Owner

Executive

2015

55%

45%

2016

48%

52%

2017

53%

47%

2018

59%

41%

Length of time company has been
doing business in Nevada

Less than five years

5 to 9 years

10 to 19 years

20+ years

2015

8%

13%

31%

48%

2016

7%

11%

25%

57%

2017

10%

14%

24%

52%

2018

7%

9%

25%

59%

Company Location

Northern Nevada

Rural Nevada

Southern Nevada

2015

19%

2%

79%

2016

24%

2%

74%

2017

25%

1%

74%

2018

27%

1%

72%

CONTINUES ON PAGE 25

Growth Economy
 The business-friendliness of Nevada 
is	reflected	in	executive’s	thoughts	on	the	
direction of the state. For the second year 
in a row, Power Poll respondents show 
growing	 confidence	 in	 where	 their	 busi-
ness, and the state, is headed. Nearly 
90 percent of respondents said they felt 
that their company would be doing either 
“somewhat” or “much” better a year from 
now, with 84 percent saying the same of 
the state’s economy. 

EVERY BANK HAS 
BUSINESS ACCOUNTS.
OURS COME WITH  
ACCOUNTABILITY. 

Serving the Northern Nevada 
business community since 1999.

firstindependentnv.com   |   775.828.2000

Southern Nevada’s go-to 
business banking resource.

bankofnevada.com   |   702.248.4200

First Independent Bank and Bank of Nevada are divisions of Western Alliance Bank. Member FDIC.

Nevada is a business-friendly state.

Strongly Agree

Agree Somewhat

Disagree Somewhat

Strongly Disagree

2015

37%

51%

11%

1%

2016

36%

54%

8%

2%

2017

36%

54%

8%

2%

2018

46%

49%

4%

1%
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The
Communications

Landscape
Connectivity in Nevada

By  Doresa Banning
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NEVADA	companies	want	to	be	more	effi-
cient,	expedient	and	cost	effective,	and	so,	
they’re demanding more and more out of 
the available technologies for communicat-
ing. Firms providing those continue to de-
velop	 and	 offer	 related	products	 and	 ser-
vices that enhance businesses’ connectiv-
ity to not only people but, also, objects.
 “It’s a brave new world,” said Jace 
Barbin, the vice president of national 
business solutions at AT&T Inc. “Business 
is morphing as we get better at the tech-
nology. Customer adoption of technology 
is probably at an all-time high. People 
are realizing if they don’t adopt and make 
sure their businesses are nimble and fast, 
they’re not going to be around.” AT&T is a 
telecommunications company providing 
mobile	 and	 fixed	 phone,	 entertainment,	
television, wireless, Internet and other 
services. 

natural disaster. They want communication 
in both directions between those at home 
base	and	those	moving	around	in	the	field.
 “There’s a huge demand for being con-
stantly connected. Businesses need to 
stay connected wherever they go. If I miss 
a call or e-mail, I could miss out on revenue 
or the ability to create a good customer 
experience—that’s what businesses are 
thinking,” said Janson Dupre, the director 
of business sales for Nevada and Central 
and Northern California at Verizon Wire-
less, a telecommunications company that 
offers	wireless	services	and	products.
 Companies want immediacy and, there-
fore, fast data speeds. They don’t want 
their	videoconference	to	buffer	or	their	file	
uploads and downloads to take time, for 
example. 
 Today, the smartphone is “the most 
common” communications device for 

The Primary Demands
 Companies want to be connected at all 
times. They want service to be available al-
ways; they want to be able to communicate 
via	calls,	texts,	e-mails,	file	transfer,	video	
and more at any time anywhere. 
 They want the technology to work seam-
lessly and constantly both indoors and 
outdoors and while moving in between and 
while on the go. That means no dropped 
calls, no degradation of service due to, 
say, numerous people on a network and no 
interrupted service due to, for instance, a 

Jace
Barbin
AT&T Inc.
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   5-year rate adjustment.

• Local underwriting    
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Commercial Real Estate Lending
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Northern Nevada
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STAYING CONNECTED

companies, Dupre said. And 4G LTE is the 
current wireless technology. 4G means it’s 
the fourth generation of broadband cellular 
network technology, and LTE is a type of 
4G delivering the fastest connection for the 
Internet.

Talking to “Things”
 A growing business trend is commu-
nicating with objects via the Internet of 
Things (IoT). The IoT is a network of Inter-
net-connected objects—cars, thermostats, 
lights, sprinklers and more—able to collect 
and exchange data using embedded sen-
sors, software and other electronics and 
technology. Companies increasingly are 
utilizing this connective technology to max-
imize	efficiency,	save	money	and	time,	and	
enhance their brand, Dupre said.
 Business owners can program these 
smart devices to do various tasks. For ex-
ample, they can have remote cameras, say 
at a construction site or a satellite location, 
notify them in real time of any activity. They 
can have lights and the heat or air condi-
tioning	 in	an	office	engage	or	turn	off	at	a	
certain time or on detection of motion or 
the lack of it. They can have exterior lights 
in	a	parking	lot	or	other	spot	turn	on	or	off	
or dim at certain times. 
 However, IoT capabilities extend be-
yond	 on/off	 controls.	 An	 increasingly	
popular one is tracking company vehicles 
and their drivers. Verizon and AT&T of-
fer products for this, Telematics and Fleet 
Complete, respectively. With the requisite 
technology installed in a vehicle, someone 
in	a	remote	location,	the	office	for	instance,	
can monitor where it is at all times. They 
could also monitor how much gas the ve-
hicle uses, the number of hours the driver 
is driving, how fast the driver is going, how 
many times the driver brakes hard, how 
long the windshield wipers have been used 
and the like. The vehicle can alert, in real-
time, if the temperature has changed or if 
the driver is speeding or if certain parts are 
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STAYING CONNECTED   Feature Story
about to break or die, such as a condenser 
or battery, allowing the business owner to 
proactively remedy the problem. 
 “This prevents loss in terms of cost and 
time and repairs and reputation,” Dupre 
said. 
 These systems, via the data generated, 
also allow truck drivers to accurately report 
their driving logs and stay in compliance with 

the federal Electronic Logging Device man-
date	whose	first	deadline	to	meet	the	require-
ments was in December 2017, he added. 

Communicating
with People
 One capability from newer technology 
allows users have calls to their desk phone 
also ring to their cellphone so they won’t 
miss calls. This is available through Ve-
rizon’s One Talk and AT&T’s Collaborate—
Enhanced Mobile. 
 Collaborate also expands on the tradi-
tional conference call, allows for interactive 
video conferencing with mobile workforc-
es. Along with video, the technology in-
corporates capabilities for messaging, and 
passing and manipulating documents. 
 “It brings meetings to life,” Barbin said. 
“It	makes	meetings	more	efficient	and	more	
effective.”	
 This product accommodates a current 
trend of companies moving to video and 
mobile training in short spurts versus all 
day in a classroom. Short sound-bite train-
ing videos that people can consume on the 
go are popular. 
	 “Companies	 are	 looking	 at	 different	
ways to communicate and get information 
to employees or customers in a more con-
cise manner,” Barbin said. 
 For business continuity in the case of a 
disaster or unexpected event, for instance 
a power outage or loss of landline service, 
Verizon	Wireless	offers	cellular	 routers	 for	
backup Internet. In such events, they will 
turn on and power the network, so busi-
nesses can continue to, say, accept credit 
card payments.
 AT&T FlexWare allows companies to 
turn	 their	 fiber	 broadband	 service	 into	 a	
Voice over Internet Protocol (VoIP)-en-
hanced mobile system,” Barbin said. Un-
like landlines, the traditional method of 
communicating, VoIP allows for virtual tele-
conference attendance, ability to add ad-
ditional services and convenient movement 
of	phones	around	an	office.	
 AT&T is a wireless provider for all of the 
state	and	a	fiber	and	local	landline	provider	

CONTINUES ON PAGE 52
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You won’t find a bored room anywhere.
With both indoor and outdoor meeting spaces, say goodbye to stuffy work 

meetings. The Springs Preserve offers numerous unique, fully equipped venue 

options across a lush 180-acre campus. Add a little life to your next meeting. 

Conveniently located near downtown Las Vegas at U.S. 95 & Valley View Blvd.  |  702.822.8779  |  springspreserve.org

 Mention this ad and receive four complimentary Springs Preserve  
General Admission tickets with every room booked by April 30.

http://www.springspreserve.org
http://www.springspreserve.org


23MARCH 2018   NEVADA BUSINESS MAGAZINE

 Around the State
Nathan Adelson 
Hospice Acquires 
Kindred Hospice
Nathan Adelson Hospice, the largest non-
profit hospice in Nevada, has acquired 
Kindred Hospice in Southern Nevada. 
Nathan Adelson currently treats 400 
hospice and palliative care patients each 
day and has been in business since 1978. 
Leadership at the non-profit expects the 
acquisition to strengthen its position in 
the post-acute continuum.

Northern Nevada 
Universities Expand 
Programs
The University of Nevada, Reno (UNR) 
School of Medicine and Sierra Nevada 
College are both expanding opportunities 
for students. UNR School of Medicine 
has launched a Reno-based department of 
surgery. The department will offer students 
enhanced hospital and office education at 
partner facilities including Renown Health, 
The VA Sierra Nevada Health Care System 
as well as various surgeon’s offices. In 
addition, Sierra Nevada College has opened 
an undergraduate teaching program to help 
fill the shortage of qualified teachers. The 
four-year program will bestow a Bachelor 
of Arts in Elementary Education upon 
participants.

Attorney General 
Announces Grant 
Opportunities
The Nevada Attorney General’s office has 
announced an opportunity for Nevada 
agencies and non-profit organization to 
apply for the Services-Training-Officers-
Prosecutor (STOP) and Sexual Assault 
Services Provider (SASP) grants. The 
grants are funded by the federal government 
through the Department of Justice, Office on 
Violence Against Women. The deadline to 
apply is April 2nd.
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   Welcome to Nevada

Premium Waters, Inc.
Premium Waters Inc., a producer of bot-
tled water, has announced the opening of 
a new factory in Las Vegas. The company 
utilizes eight plant locations in the United 
States to distribute across 48 states, Canada 
and Mexico. The opening of the Southern 
Nevada plant, which operates a fully inte-
grated bottling line, will bring 40 new jobs 
to the area. The bottling line includes ev-
erything from the resin needed to create re-
cyclable plastic bottles to filling the bottles, 
which are packaged by the case. 

Sofidel American Corp
Sofidel American Corp., a subsidiary of 
the Sofidel Group, is growing its opera-
tions in Clark County. The sixth-largest 
tissue producer in the world, Sofidel em-
ploys over 5,000 people and produces over 
one million metric tons per year of tissue 
paper. The company has clients ranging 
from hotels, restaurants, the cleaning sec-
tor, service stations, office buildings and 
private consumers. The company’s ex-
pansion will provide 27 jobs and over $26 
million in capital investments.

U.S. Ordnance
Founded in Nevada in 1997, U.S. Ordnance 
is expanding in McCarran. Company lead-
ership expects to add to current production 
capabilities at its 100,000 square foot facil-
ity in the Tahoe Reno Industrial Center. A 
manufacturer of small arms and machine 
guns for the U.S. Department of Defense 
(DoD), U.S. Ordnance will add 10 jobs and 
over $2.8 million in capital investment. The 
expansion was prompted by multiple fac-
tors including the company securing an-
other DoD contract valid until 2023.

Become a “Friend of Our Family” and support Family Promise of Las 

Vegas’ mission to help homeless families with children in Clark 

County achieve sustainable housing and independence through a 

compassionate community based response.  

Families like Jason, a homeless, unemployed single father with a 
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of Las Vegas, Jason found employment, a home with his child and 

a stable life with a future.  

Go to www.fplv.org, click on “Friends of Our Family” and sign up 

with your first donation. Each month your donation will support 

services to homeless families with children, guiding them back into 

jobs, housing and a hopeful future. 

Donate online at www.fplv.org or mail your check to Family 

Promise of Las Vegas, P.O. Box 270128, Las Vegas, Nevada 89127  

Visit our website at www.fplv.org or contact our director, Terry 

Lindemann at 702-638-8806 for more 

information on how you can make a 

big difference in the lives of homeless 
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one, maybe upwards of three, [employees].”
 Neighbors agreed. “By the end of the 
year, we’ll have added another two if not 
three employees,” she said.
 In a state with record unemploy-
ment, hiring has been no easy feat with 
many business owners looking at ways to 
“home-grow” an employee base. When 
asked about workforce development and 
its importance to Nevada, a whopping 97 
percent of respondents indicated it would 
be a vital issue moving forward.
 “It’s a critical factor in our state’s suc-
cess,” said Martin. “I know that there are 
really smart people working on solutions 
and I look forward to seeing how that 

recession-proof. The 2008 to 2009 reces-
sion shattered that illusion. I worry that, 
if there’s another economic slowdown, 
Nevada will be hit with that. The economy 
looks like it’s going to be doing well but I 
don’t think we need to hide behind the il-
lusion that Nevada is going to continue to 
be recession-proof.”
 When asked how the previous year 
was for business, executives indicated 
the state showed more progress in 2017 
than individual business did. Still, 73 per-
cent of respondents said their bottom line 
grew over the past year.
 “We’ve gone way beyond our goals,” 
said Martin. “The last year has probably 
been our best year yet.”
 “I would say our business is doing 
pretty well,” added Lopiccolo. “We’re ex-
cited. We’re expanding our services. Also, 
this last year, we opened up a Bristol of-
fice	 in	 the	 United	 Kingdom.”	 The	 firm	 is	
also	looking	to	open	an	office	in	Southern	
Nevada by the end of this year.

More People
 All that economic growth necessarily 
means hiring more people. Over the past 
12 months nearly 60 percent of respon-
dents	 said	 they	 have	 increased	 staff.	 In	
addition, nearly 70 percent indicated they 
would be hiring for 2018.
	 “We	 were	 two	 lawyers	 five	 years	 ago	
and now there are seven or eight of us,” said 
Barr. “We’ll probably end up hiring at least 

evolves. I absolutely believe that work-
force development is a critical element of 
Nevada reaching our biggest goals.”
 “I think, yes, that is critical,” said De-
Sart of workforce development. “Compa-
nies themselves could, and should, be do-
ing some sort of workforce development. 
In conjunction, I think [government agen-
cies] should be developing our workforce 
also. It’s both a private and a government 
responsibility to make sure we’re building 
our own workforce.”
 “If we’re going to walk the walk as 
leaders in job creation, we need to put 
more focus on workforce development 
and a home-grown workforce,” added 

CONTINUED FROM PAGE 15

Compared to one year ago,
my business’ bottom line is …

Much Better

Somewhat Better

About the Same

Somewhat Worse

Much Worse

2017

23%

47%

23%

6%

1%

2016

23%

44%

25%

8%

0%

2015

23%

42%

26%

8%

1%

2018

30%

43%

18%

8%

1%

Compared to today, a year from now
my business’ bottom line will be …

Much Better

Somewhat Better

About the Same

Somewhat Worse

Much Worse

2017

28%

53%

17%

2%

0%

2016

23%

62%

13%

2%

0%

2015

27%

54%

16%

3%

0%

2018

32%

52%

15%

1%

0%

Compared to today, a year from now 
Nevada’s economy will be …

Much Better

Somewhat Better

About the Same

Somewhat Worse

Much Worse

2017

18%

61%

19%

2%

0%

2016

16%

69%

13%

2%

0%

2015

18%

64%

15%

2%

1%

2018

28%

56%

14%

2%

0%

Compared to one year ago,
Nevada’s economy is …

Much Better

Somewhat Better

About the Same

Somewhat Worse

Much Worse

2017

14%

59%

25%

2%

0%

2016

15%

67%

15%

3%

0%

2015

13%

65%

18%

4%

0%

2018

31%

54%

13%

2%

0%

How have your staffing needs changed
in the last 12 months?

Increased

Decreased

No Change

2018

58%

9%

33%

2017

59%

8%

33%

2016

57%

6%

37%

2015

52%

8%

40%

How do you expect your staffing needs
to change in the next 12 months?

Increase

Decrease

No Change

2018

67%

1%

32%

2017

68%

1%

31%

2016

63%

3%

34%

2015

59%

4%

37%

Workforce development is a
critical issue for Nevada.

Strongly agree

Agree somewhat

Disagree somewhat

Strongly disagree

2018

75%

22%

2%

1%
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 Another touchy topic in Nevada is 
unions, which have a long history in the 
right-to-work state. When asked about 
unions, nearly 70 percent of poll respon-
dents felt they were not necessary to Ne-
vada’s workforce. 
 “Unions may have had their place 80 
years ago, but their time has passed,” 
said Barr. “There’s a robust, statutory 
scheme that protects workers that really 
make unions kind of superfluous.”
 DeSart added that, “they served a 
really good purpose when they started. 
I’m sure there’s a time and a place for a 
union, but I don’t think they’re as useful 
as they used to be.” 

Lopiccolo. “We can’t always 
be looking outside the state. 
We’re continuously growing 
so there’s opportunity here, if 
we can manage it.”

Hot Buttons
 Beyond workforce de-
velopment, many agree that 
minimum wage will remain a 
hot topic in Nevada but dis-
agree as to how the issue 
should be resolved. Execu-
tives are split with just over 
50 percent unsupportive of an increase 
in minimum wage. Some feel the issue is 
better left to private business and not in 
need of government intervention.
 “I believe market forces do a good 
job,” said DeSart. “Most of the people 
we hire here, even very entry-level posi-
tions, are making 20 to 30 percent above 
minimum wage because that’s what the 
market needs. That’s what we need to 
pay in order to attract talent for the posi-
tions we have. I think there’s a place for 
people making minimum wage, they are 
good starter jobs.”
 The question of how to handle mini-
mum wage increases will continue to be 
debated leading into next year’s legisla-
tive session.
 “That’s a touchy topic but I see the 
importance of it,” said Lopiccolo. “I 
would say it is probably better to let the 
market dictate [wages]. We’ve seen re-
cent news stories of companies raising 
their minimum wages to above $15 an 
hour without state or federal interven-
tion, that’s how the free market should 
work.”

Death And …
    Taxes are a constant chal-
lenge for Nevada’s legisla-
ture. Finding a balance be-
tween a working budget and 
remaining attractive to busi-
ness is a difficult task for 
the state’s leadership. When 
asked if Nevada companies 
have too much of a tax bur-
den, 58 percent agreed that 
they do. However, that num-
ber is down 10 percent from 
last year and is the lowest it’s 

been in several years. 
 “It’s a better business climate than 
most states,” said Neighbors. “That’s 
what we get into as entrepreneurs, when 
we start a business, we understand there 
will be taxes. I don’t want to see any ad-
ditional taxes being put on businesses. 
Our main goal, as entrepreneurs, is to 
provide jobs for people and support them 
and their family. I would say this is one 
of the best business climates, from a tax 
standpoint, in the country.”
 “Nevada has done a pretty good job of 
balancing the need for public funds with 
the need to create jobs and let companies 
keep more of their revenue,” added Barr. 
 Most executives agree that two of the 
state’s largest industries contribute a fair 
share of taxes. Nearly 70 percent felt that 
gaming paid a fair amount of taxes with 
57 percent saying the same of mining. 
 When asked about gaming and min-
ing DeSart said, “I don’t feel they’re pay-
ing too much. If we continue to look at 
diversifying our tax base, that’s a good 
thing. I don’t think we need to be piling 
onto those guys.”
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Unions are necessary for
Nevada’s workforce.

Strongly Agree

Agree Somewhat

Disagree Somewhat

Strongly Disagree

2017

5%

22%

28%

45%

2016

3%

22%

36%

39%

2015

6%

17%

30%

47%

2018

8%

25%

29%

38%

Do you support a
minimum wage increase?

Yes

No

2018

45%

55%

2017

41%

59%

2016

36%

64%

2015

39%

61%

“I would say this is one of 
the best business climates, 

from a tax standpoint,
in the country.”

— Darcy Neighbors,
CIM Marketing Partners

Season
Lopiccolo
Noble Studios

Greg
DeSart
GES Nevada
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 When asked if a state income tax 
should be considered, 94 percent of re-
spondents said it shouldn’t, a percentage 
that has grown from previous years. Many 
of the executives interviewed felt strongly 
that a state income tax would only be a 
detriment to growth for Nevada.
 “Absolutely not,” said Neighbors of 
the tax. “That’s part of what attracts peo-
ple	to	come	to	Nevada.	It’s	a	differentiator	
for Nevada, that’s what helps us from a 
business standpoint.”
 Martin agreed. “Not having a state 
income tax might be the single biggest 
competitive	 advantage	 our	 state	 offers.	
We should try to hang onto that great in-
centive that would encourage others to 
move here.”

 The Commerce Tax, a gross receipts tax 
passed by the 2015 Legislature, put more of 
a burden on businesses. In the signature-
gathering phase now, a veto referendum is 
in the works to add to the 2018 ballot in an 
effort	 to	 repeal	 portions	 of	 the	Commerce	
Tax. When asked if the tax should be re-
pealed, nearly 70 percent of respondents 
agreed, with 35 percent of those strongly 
agreeing that a repeal is needed.
 “It had a bigger impact than a lot of 
businesses thought it was going to,” said 
DeSart. “I would be in favor of limiting 
its growth, or even reducing it a little bit. 
Having some sort of commerce tax, I can 
see how it would make sense, but I’m al-
ways afraid that, when you create a new 
tax, it has nowhere to go but up.”

The Never-Ending Story
 Healthcare has been a, seemingly, 
never-ending struggle for businesses in 
recent years as costs go up and quality 
and access remain a concern in Nevada. 
Nearly 100 percent of business owners 
and executives responded that they were 
either “somewhat” or “very” concerned 
about the cost and quality of healthcare 
with only 2 percent saying otherwise.
 “I’m extremely concerned,” said 
Neighbors. “I pay 100 percent of health-
care for employees, that is a huge ex-
pense line-item on my P&L.” 
	 “As	a	non-profit,	we	take	running	The	
Smith Center as a business very seriously 
and healthcare costs continue to climb,” 
added Martin. “When you’re an institution 
that depends, not only on ticket sales, but 
on	philanthropy,	 to	 sustain	 it,	 significant	
line items like healthcare costs can really 
become a challenge.”
 In Nevada, and in addition to cost, ac-
cess and quality are always a concern. “It’s 
something	that	we	have	to	fix,”	said	Neigh-
bors. “If you think about the aging population 
we’re going to have more and more issues of 
cost and quality of care. That’s probably one 
of my employee’s biggest concerns.”
 “There are aspects of healthcare 
that are improving in our state, so that’s 
good,” said Martin. “I think we can do 
better, and having a UNLV medical school 
will certainly help, but quality is as an im-
portant component as cost.”
 When asked which they were most 
concerned with, access, cost or quality, 
over half of respondents said cost was 
the biggest issue.

Nevada’s businesses have too
much of a tax burden.

Strongly Agree

Agree Somewhat

Disagree Somewhat

Strongly Disagree

2015

18%

50%

29%

3%

2016

22%

42%

31%

5%

2017

26%

42%

29%

3%

2018

19%

39%

34%

8%

Nevada’s gaming industry is paying
its fair share of taxes.

Strongly Agree

Agree Somewhat

Disagree Somewhat

Strongly Disagree

2015

23%

49%

20%

8%

2016

19%

47%

25%

9%

2017

22%

48%

23%

7%

2018

19%

50%

24%

7%

Nevada’s mining industry is paying
its fair share of taxes. 

Strongly Agree

Agree Somewhat

Disagree Somewhat

Strongly Disagree

2016

12%

37%

30%

21%

2015

12%

36%

29%

23%

2017

12%

37%

30%

21%

2018

14%

43%

28%

15%

Do you support a state income tax?

Yes

No

2015

9%

91%

2016

9%

91%

2017

8%

92%

2018

6%

94%

The Commerce Tax
Should be Repealed.

Strongly agree

Agree somewhat

Disagree somewhat

Strongly disagree

2018

35%

34%

20%

11%

How concerned are you about the
cost and quality of healthcare?

Very Concerned

Somewhat Concerned

Not Very Concerned

Not Concerned at All

2018

75%

23%

1%

1%

Which of the following is most
concerning in regards to healthcare?

Access

Cost

Quality

2018

11%

58%

31%
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 “I do think cost is an issue,” said Lopic-
colo. “I hear it more regularly, it puts a real 
strain	 on	 the	 families	 that	 can’t	 afford	 it.	
Whether it’s through insurance costs, or 
just medical care in general, it’s a little bit 
inflated.”

Repairing Education
 While healthcare has been top of 
mind for the past several years, educa-
tion in the Silver State has been an issue 
for much longer. Consistently falling at 
the bottom of national rankings, the lat-
est “Quality Counts” report from Educa-
tion Week has Nevada 51st in the U.S. for 
the quality of public education. Unfortu-
nately, that’s dead last. Nevada received 
a letter grade of “D” from the report.
 Despite national rankings, Nevada 
executives have a more positive outlook 
on the state’s education system with the 
majority (41 percent) giving the state a 
grade of “C”. Even so, less than 10 per-
cent of respondents gave the system 
anything higher than average. However, 
there is continued hope that the prob-
lems in the system are being addressed 
and it’s improving.
   “We need more funding, more ac-
countability, more parental involvement, 
more reform, more school choice and 
teacher’s salaries,” said Lopiccolo. “All 
of those things are needed; they all need 
to be brought up to speed.”
   “I would give our state a grade of ‘B-’ 
at the moment, which isn’t a perfect 
grade, but it’s not as low as some na-
tional polls,” added Martin. “When you 
take what’s happening right now with 
countless groups that are coming out 
in support of public education, and you 
add a proper funding model, we’re going 
to be able to do something really great 
in Nevada.”
 When asked what was needed most 
to fix education, responses were mixed. 
Accountability, with 32 percent, received 
the highest percentage of “Most Impor-
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tant” responses on the poll. A 
close second to that, with 26 
percent of the “Most Impor-
tant” votes, was funding.
 “I think accountability is the 
most important,” said DeSart. 
“What they need is good lead-
ership over at the school dis-
trict. I think that will make the 
biggest	difference.”
 “My first five will probably 
be all funding,” said Mar-
tin. “We really are in a place 
where we need to put our 
state’s money where our mouth is when 
it comes to making a better educational 
environment for our kids.”
 Some executives worry that, if not im-
plemented hand-in-hand with account-
ability, funding will not be as effective as 
it should be. 
 “I’m not sure that more funding nec-
essarily equates to better schools,” ex-
plained Barr. “I’d rather look at what that 
funding is going towards. Administrator 
salaries come to mind immediately, as 
opposed to teacher salaries. It’s not a 
direct correlation between funding and 
outcomes.”

New Leadership
 The 2016 election was historic in 
many ways and the past year has seen 
a multitude of changes at a national level 
with President Trump at the helm. Many 
recognize the benefits he has brought, 

and can continue to bring, business. 
However, there’s also major concern 
over some of President Trump’s policies 
and actions.
 “If he could just not tweet, and keep 
his mouth shut, he could, overall, be do-
ing an above average job,” said DeSart. 
“He shoots himself in the foot on a regu-
lar, almost daily, basis.”
 Lopiccolo added, “His tax reform has 
been promising for Nevada businesses. 
But, his social and foreign policies are 
very, very concerning.”
 Respondents gave President Trump 
a letter grade of “C-” which is slightly 
down from the “C+” grade that was ex-
pected of him in last year’s poll. Regard-

less, that’s a fairly middle-
of-the-road grade for such a 
polarizing public figure. His 
grade may indicate that ex-
ecutives are reserving judge-
ment to see what the admin-
istration can accomplish in 
the next few years.
    While the last election 
provided a change-up in the 
White House, this Novem-
ber’s election will have Neva-
dans voting for a new gover-
nor. The race is already com-

petitive amongst the candidates that 
have announced a bid for the Governor’s 
mansion. While those decisions are yet 
to be made, many agree that Governor 
Sandoval is leaving a positive legacy for 
the Silver State. He was given a grade of 
“B” for his last year in office. 
 “His experience has allowed him to 
reach across the aisle, to bring people to-
gether, to get big things done,” said Martin. 
“Sandoval has embodied the spirit of Ne-
vada that says, ‘We need to do what’s right 
for our people.’ I admire him for that.”
 DeSart added, “He’s done an excel-
lent job. He’s gotten our budget in order. 
He’s attracted some diversification to 
our economy.”

What overall grade whould you give 
Nevada’s educational system?

A - Excellent

B - Above Average

C - Average

D - Below Average

F - Poor

2017

1%

2%

32%

42%

23%

2016

1%

5%

33%

40%

21%

2015

1%

6%

31%

40%

22%

2018

1%

5%

41%

36%

17%

Parental
Involvement

A rank of 1 is most important and a rank of 6 is least important.

1

2

3

4

5

6

Funding Reform School
Choice

Teacher
Salaries

The following issues are ranked according to which is most
important in order to improve education in Nevada.

Accountability

2017

31%

27%

19%

14%

7%

2%

2017

20%

17%

15%

16%

11%

21%

2017

22%

19%

20%

19%

13%

7%

2017

13%

14%

18%

20%

23%

12%

2017

7%

9%

11%

12%

19%

42%

2017

7%

14%

17%

19%

27%

16%

2018

32%

27%

19%

11%

8%

3%

2018

26%

14%

14%

17%

14%

15%

2018

20%

19%

21%

19%

13%

8%

2018

10%

14%

15%

20%

27%

14%

2018

5%

7%

11%

13%

20%

44%

2018

7%

19%

20%

20%

17%

17%

“Sandoval has embodied 
the spirit of Nevada that 

says, ‘We need to do what’s 
right for our people.’ I admire 

him for that.”
— Myron Martin,

The Smith Center
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Grade elected officials based on how well you think
they have addressed Nevadan’s interests.

Pres. Donald Trump

Gov. Brian Sandoval

Lt. Gov. Mark Hutchison

Sec. Barbara Cegavske

Atty. Gen. Adam Laxalt

Sen. Dean Heller

Sen. Catherine Cortez-Masto

Rep. Dina Titus

Rep. Mark Amodei

Rep. Jacky Rosen

Rep. Ruben Kihuen

Average
Statewide

2017

C+

B-

C+

C

C+

C+

C-

C-

C+

C-

C-

Rural
Nevada
2018

B+

C+

C+

C

C+

B-

C-

D

B-

C

C

2016

—

B

C+

C

C

C+

—

C-

C

—

—

2015

—

B

B-

C+

C+

B-

—

D

C+

—

—

Northern
Nevada
2018

C-

B

C+

C

C

C

C

C-

B-

C-

D+

2018

C-

B

C+

C+

C

C

C

C

C+

C-

C-

Southern
Nevada
2018

C-

B

C+

C+

C

C-

C

C

C

C-

D+

Previously In Office (elected official was in office at the time this poll was administered)

 Apart from Sandoval, the remain-
ing politicians from the poll all received 
grades in the “average” range from exec-
utives this year. Mid-term elections will 
shake-up the roster at both the nation-
al and state level for Nevada and next 
year’s poll may boast some variety. 

A Wary Eye
 As executives look forward to a prosper-
ous year, they do so with a close eye on the 
needed	 fixes	 in	 Nevada’s	 problem	 areas.	
Business owners and executives indicated 
that education and healthcare, respectively, 
remain most concerning for the state. Com-
bined, the two accounted for nearly 70 per-
cent of the “Very Concerned” responses 
when weighed against issues such as water, 
budget, taxes and transportation. 
 Transportation ranked last on the list of 
concerns, with 44 percent of respondents 

EDITOR’S NOTE: The statewide averages above are based upon the total voter respondents and the actual votes 
themselves. As Rural Nevada represented a significantly smaller number of respondents, some results may 
appear skewed to reflect the correctly tallied average.

http://www.christuckerlv.com
https://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_term=PDF%20PDF%20March%202018&utm_content=PDF%20PDF%20March%202018
https://www.nevadabusiness.com/2018/03/perspective-shifts-power-poll-2018/?utm_source=PDF&utm_medium=PDF&utm_term=PDF%20PDF%20March%202018&utm_content=PDF%20PDF%20March%202018


31MARCH 2018   NEVADA BUSINESS MAGAZINE

indicating they weren’t at all concerned 
about it when compared to the other issues. 
 “I do think, with the number of people 
I forsee coming to live here, we’re going 
to have some infrastructure issues from 
a transportation standpoint,” said Neigh-
bors. However, she also felt the state’s 
transportation entities we’re working on 
the issue. “You don’t just solve these kinds 
of problems overnight. I’m sure they’ve got 
a bigger handle on it than how it’s been 
communicated,” she said.
 Water is an issue that, in years past, has 
been a large concern in Southern Nevada. 
The focus on availability of water has since 
shifted to the northern end of the state.
 “I’m a little nervous about the popula-
tion growth,” said Lopiccolo. “I’ve been to 
a few of the county meetings where they’re 
talking about new developments and water 
continues to still come up and whether or 
not we can support the amount of growth 
that we’re seeing.”
 Shortfalls in the state budget ranked in 
the middle of the concerns for executives, 
possibly because many believe the issue 
has already been addressed. 
 “I’m interested in seeing how the legal-
ization of marijuana can help bridge some 
of that, if there’s no federal intervention to 
impede the progress,” said Lopiccolo.
	 Barr,	 whose	 firm	 specializes	 in	 can-
nabis-related issues, said, “In full matu-
rity, I think the marijuana industry will be 
the third or fourth largest industry, behind 
gaming, and maybe mining, in the state. It 
will be that popular.
 DeSart added that economic diversi-
fication	 is	most	 needed	 for	 the	 state.	 “If	
you think about it, we have gaming, con-

struction and mining. Those are our three 
big industries. Mining and gaming are 
great but they are subject to boom-and-
bust. Construction is not a very stable 
industry to have as one of your primary 
industries.”
	 That	 diversification	 is	 well	 under	 way	
as more companies make the Silver State 
their home. If this year’s “Power Poll” is any 
indication, executives are looking at a very 
positive 2018 and their hopeful outlook 
is contagious as out-of-state companies 
take	note	of	all	that	Nevada	has	to	offer.
 “There’s so much to be thankful for 
and to be happy about,” said Martin of Ne-
vada’s economy. “We have a world-class 
performing arts center now. We have a 
professional hockey team now. We have 
soccer and, before you know it, we’re go-
ing to have the Raiders. Those are all really 
positive things. I’m equally as enthused 
about getting Tesla and Apple and these 

other companies building major facilities 
in our state. It’s a really good sign for our 
future in Nevada.”
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A rank of 1 is very concerned and a rank of 6 is not concerned at all.

1

2

3

4

5

6

2017

24%

21%

19%

13%

14%

9%

2016

15%

18%

19%

21%

16%

11%

2015

12%

19%

22%

20%

16%

11%

2018

33%

28%

18%

10%

8%

3%

Avail. & Cost of Healthcare

1

2

3

4

5

6

2017

33%

29%

17%

12%

7%

2%

2016

39%

25%

19%

8%

6%

3%

2015

37%

29%

15%

9%

6%

4%

2018

35%

30%

21%

8%

3%

3%

Quality of Education

1

2

3

4

5

6

2017

17%

15%

21%

18%

16%

13%

2016

18%

20%

17%

14%

17%

14%

2015

23%

19%

15%

18%

15%

10%

2018

11%

12%

21%

17%

20%

19%

Availability of Water

1

2

3

4

5

6

2017

6%

14%

19%

23%

24%

14%

2016

6%

9%

18%

25%

26%

16%

2015

11%

13%

21%

20%

23%

12%

2018

5%

8%

16%

33%

24%

14%

State Budget Shortfalls

1

2

3

4

5

6

2017

4%

6%

8%

12%

18%

52%

2016

6%

12%

11%

16%

24%

31%

2015

3%

5%

9%

13%

23%

47%

2018

4%

8%

9%

16%

19%

44%

Transportation Issues

1

2

3

4

5

6

2017

16%

15%

16%

21%

21%

11%

2016

16%

17%

16%

16%

12%

23%

2015

15%

16%

19%

20%

15%

15%

2018

13%

14%

15%

16%

25%

17%

Taxes

The following issues are ranked according to the level of concern/worry about them.

IN BRIEF

According to BizBuySell’s “Q4 2017 

Insight Report”, the median asking price 

of businesses for sale in Las Vegas at the 

end of last year was $199,000. This is up 

from $179,000 at the end of 2016. 

Jeff
Barr
Ashcraft Barr

Myron
Martin
The Smith Center
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 The early success has led to a rabid 
local fan base ahead of leadership’s ex-
pected schedule. For home games at T-
Mobile Arena, the Golden Knights fill the 
arena to more than 103 percent, good for 
fourth in the league. As a major tourist 
destination, there were expectations vis-
iting teams would have large fan turnouts 
and, while this has proven true, the home 
fans have provided an electric 
atmosphere visiting players 
have commented on multiple 
times.
 The team had the unenviable 
task of playing its first home 
game in history less than two 
weeks following the October 1 
Route 91 shooting. The regular 
season started with two wins on 
the road, before an emotional 
ceremony honoring the vic-
tims and first responders of the 
event, capped by a speech by 
Golden Knight defenseman and 
long-time Las Vegas resident 
Deryk Engelland. 
 The game, a 5-2 win against 
the Arizona Coyotes, served, 
in at least a small way, to bring the city 
together during a hard time and further 
entrench the team as a community pillar.
 “The team was always going to be 
about getting involved in the community 
and helping community efforts and ac-
tivities in terms of charitable functions,” 
Foley said. “October 1 was such a hor-
rible tragedy and, at that point, the team 
went into the community and went to fire 
stations and police stations and went 
to the civic center and hospitals to of-
fer support. After that, we really became 
part of the community and the commu-
nity embraced the team.”

origins. The born in Vegas process allows 
residents to feel ownership with the team, a 
sentiment Russell Goldsmith felt early on.
 The chairman and CEO of Los Angeles-
based City National Bank pushed to be 
the	team’s	first	major	sponsor	and	official	
banking partner following a meeting with 
Golden Knights leadership set up by Paul 
Stowell, SVP and chief market strategist 
for City National.
  A major draw for Goldsmith: the team’s 
practice	facility	and	offices	in	Summerlin,	
just down the road from City National’s 
Nevada headquarters. Goldsmith saw a 
long-term partnership as a way to help 

Success, Fans
and Partners
 The team’s success on the ice has con-
tinued to build a fan base, which now likely 
won’t crumble if the winning ever sputters. 
At the team’s Fan Fest in January, more 
than 10,000 people lined Fremont Street 
to see the players and receive autographs. 
The large gathering was evidence a pro-
fessional sports team was long overdue in 
Las Vegas and the Golden Knights’ tagline 
“Vegas Born” is a nod to the team’s desert 

build City National’s brand awareness in 
Nevada, since the $50 billion bank has 
a “branch-light structure” in the Silver 
State.	 It	 was	 a	 “significant	 step	 up”	 in	
marketing budget for City National in Ne-
vada, he said.
 “It was going to be a world-class fa-
cility for the team and community,” Gold-
smith said. “We wanted to see that get 
built and support that and make sure 
more people in Southern Nevada under-
stood	City	National	 is	 a	 significant	 com-

pany in Nevada.”
    Goldsmith said, as the partner-
ship evolved and he understood 
more of what Foley wanted the 
franchise to become in Las Ve-
gas, he wanted to further the 
partnership.
     While he sees big promise for 
professional sports in Las Ve-
gas, Goldsmith said it is highly 
unlikely City National sponsors 
another sports organization in 
city.
					“With	the	first-rate	organization	
he was putting together, we’re a 
relationship bank and there was 
a broad range we could provide 
them, and it’s a two-way street,” 
he said. “We’re not just slapping 

our name on a building, we’re building the 
relationship with them.”

A City of Hockey
 City National Arena is now packed ev-
ery practice, as fans pile into the only con-
sistently open-to-the-public practice facil-
ity in the NHL. The Golden Knights also 
host watch parties for many of the team’s 
away games at City National Arena.
 Building a city of hockey is at the fore-
front of the minds of both Foley and Gold-
smith. The team has a long-term goal of 
growing the amount of hockey players in 
Las Vegas.

CONTINUED FROM PAGE 11

“The team was always 
going to be about getting 
involved in the community 
and helping community 
efforts and activities 
in terms of charitable 

functions.”
— Bill Foley,

Vegas Golden Knights
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 The team hired a director of youth hock-
ey and has held youth hockey clinics. The 
team is developing programs from learn-
to-skate to youth and teenage programs to 
adult leagues.
 “We’re going to be part of the fabric of 
this community for many, many years to 
come,” Foley said. “It’s very important to 
us.”
 The partnership with the Golden Knights 
isn’t	the	first	professional	sports	sponsor-
ship for City National, which is also the of-
ficial	 bank	 of	 the	National	 Basketball	 As-
sociation’s Los Angeles Clippers. For the 
previous four seasons, the bank was the 
bank of the NBA’s Golden State Warriors, 
a period in which the team won two NBA 
Championships.
 “I like to say, after we signed up, they 
went on to win two championships,” Gold-
smith said of the company’s sponsorship 
“luck.”

 City National also sponsors a wide ar-
ray of community endeavors, but the Gold-
en Knights are setting new standards. 
 “We’re thrilled with how well they’re per-
forming and more thrilled with how the com-
munity has embraced them,” Goldsmith said. 
“Part of why we partnered with them was it 
would	be	important	the	first	franchise	in	Ve-
gas was a success, and that wasn’t clear to 
everybody, but we thought it would get em-
braced and we made the bet by stepping up.
 “The challenge will be to build on the 
tremendous success and keep them at that 
high level and keep the fan support at that 
level and hopefully they keep winning and 
we can be part of a few championships.”
	 A	Stanley	Cup	in	a	franchise’s	first	year	
would be unprecedented, but that’s not 
the stated goal, no matter how realistic it 
could look as the season nears a close. 
Both	 on	 the	 ice	 and	 in	 the	 offices,	 Foley	
said the goal is to be sustainable in the 

long term. The team is ahead of schedule, 
especially on the ice. 
 “What we’re doing is taking one game 
at a time,” he said. “The most important 
game that we have is the next game. Then 
we have a road trip and those are all im-
portant games. We’ll take them one game 
at a time and we’ll see where we end up at 
year end.”

“We’re not just slapping our name on a building, we’re building the relationship with them.”
Russell Goldsmith, City National Bank

Photo by David Becker, Vegas Golden Knights

IN BRIEF

The Howard Hughes Corporation, alongside 

the Las Vegas Convention and Visitors 

Authority (LVCVA), has broken ground on 

the Las Vegas Ballpark. The ballpark is a 

10,000-fan capacity baseball stadium in 

Downtown Summerlin and will be home to 

the Las Vegas 51s.
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Brian Nugent
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Next month, Nevada Business
Magazine will launch a new sports

section featuring the business
aspect of the sporting industry.

Led by former professional
hockey player, Brian Nugent,

Game On  will provide readers
with  exclusive sports content.

Limited sponsorship and
advertising opportunities are

available on a first come basis. 
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in Northern Nevada but not in 
Southern Nevada. 
 “However, in many cases, we 
use products and services that 
will	ride	on	anyone’s	fiber.	So	if	a	
company	has	a	fiber	provider	 lo-
cally and wants to use AT&T ser-
vices, we can enable their busi-
nesses with the services using 
fiber	 from	 their	 other	 provider,”	
Barbin said. 
 As download speeds increase with 
network connectivity, more and more 
companies are capturing and storing 
customer data for analysis. This also 
brings concerns about security of the in-
formation. Both AT&T and Verizon assist 
companies with protecting customer data 
that’s being transferred over a cellular 
network via a wireless device. 
 For instance, AT&T teams will conduct 
vulnerability and penetration scans to 
evaluate the security of a business’ net-
work	 and	 offer	 tools	 and	 recommenda-
tions for augmenting it.
 “It’s one the biggest concerns of chief 
information	officers	and	CEOs,	that	this	can	
put them out of business,” said Barbin, re-
ferring to a network breach. 

Connectivity Shortfalls
 While businesses in Nevada’s metrop-
olises are demanding smart capabilities 
from their wireless communications de-
vices, their counterparts in the state’s rural 
parts simply want and need broadband, or 
high-speed, Internet. 
 A lot of cities in the Silver State don’t 
have it, explained Tom Husted, the CEO of 
the	non-profit	electric	utility	Valley	Electric	
Association Inc. (VEA). VEA provides elec-
tricity to more than 45,000 people within a 
6,800-square-mile service area between 
Fish Lake Valley and Sandy Valley, primarily 

along the border with California. “We aim 
to help facilitate high-speed communica-
tions wherever we can within the state of 
Nevada,” he said.
 VEA has been doing just that. Its wholly 
owned subsidiary, Valley Communications 
Association (VCA), has installed the infra-
structure for wireless Internet in VEA’s en-
tire service area except for Sandy Valley, 
Mountain Springs and Trout Canyon as of 
mid-February. Regulatory approval has 
been obtained to begin work on Sandy 
Valley but remains pending for the other 
two spots. Buildout in all, however, is ex-
pected to be completed by year-end at 
the	latest.	As	for	the	fiberoptic	infrastruc-
ture, VCA currently is installing it in Beatty 
and	Pahrump,	the	first	two	cities	in	VEA’s	
service area to get it. Beatty will be the 
first	such	community	to	be	fully	fiberoptic	
equipped. 
 VCA also is installing either wireless 
or	fiberoptic,	depending	on	need,	 in	cities	
outside of VEA’s service area, such as To-
nopah	and	Goldfield.	
	 “As	 the	wireless	 gets	 replaced	with	 fi-
beroptic, the former equipment will then be 

taken and redeployed in com-
munities outside of VEA’s ser-
vice area,” Husted said. 
     The high-speed Internet VCA 
is making available is 10 times 
faster than what these com-
munities had before, Husted 
said. The wireless speed is 25 
megabits per second up and 
down.	With	fiberoptic,	the	maxi-
mum service available today 
for businesses is 10 gigabits 
per second, but the capabil-
ity is limitless. As commercial 

consumers need increased capacity with 
their	 fiberoptic,	 it	 can	be	accommodated	
with the infrastructure that VCA has been 
installing.
 “The service is absolutely phenome-
nal,” Husted said. “The system is designed 
so that as more consumers come on, it 
doesn’t have degradation in quality.”
 Broadband Internet is “a game chang-
er” for businesses in rural Nevada, Husted 
said. “High-speed communications is criti-
cal infrastructure in this day and age. De-
mand for that is only going to increase in 
the future.”
 That technology allowed Raj Singh 
and Sam Dhillon, owners of the Best 
Western Pahrump Oasis, to meet cus-
tomer demand for fast, reliable Internet. 
It enabled Pahrump attorney Jonathan 
K.	Nelson	to	open	an	office	in	Las	Vegas.	
It lets Tyrus Tom, the owner/operator of 
six Horizon Market gas station and con-
venience stores in Nye County, to better 
manage his locations as he can remotely 
stream video from them in real time. It 
provides Andrea Little, owner of Liberty 
Tax in Pahrump, the ability to download 
tax program updates and upload clients’ 
tax returns rapidly, much faster than the 
30	to	45	minutes	it	took	for	one	file	in	the	
past.
 And it kept open the Beatty Medical 
Clinic,	 the	 only	 one	 in	 town.	 Staffing	 the	
family practice full-time became unviable, 

STAYING CONNECTED   Feature Story

“It’s super exciting to see 
what continues to come 
out. The sky is the limit.”

— Jason Dupre,
Verizon Wireless

CONTINUED FROM PAGE 20

Tom
Husted
Valley Electric Association Inc.
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economically. However, now with broad-
band, the operator Dr. Michael Reiner said 
he can have a virtual provider there 9 a.m. 
to 5 p.m. Monday to Friday and have an-
other one physically present on a limited, 
as-needed basis. 

What’s Coming
 The next major technology on the hori-
zon	is	5G,	the	fifth	generation	of	mobile	net-
works and wireless systems technology.
	 “5G	 will	 be	 five	 to	 10	 times	 faster,	 is	
what we’re seeing in tests right now, than 
4G is,” Dupre said. “With 5G we’re seeing 
speeds over 1 gigabit per second down-
load speeds, which is crazy, crazy fast.”
 Verizon Wireless plans to launch 5G, 
initially as an addition to 4G LTE, later this 
year,	first	 in	small	businesses	and	homes,	
in a number of markets, which haven’t been 
announced yet, Dupre said. 
 AT&T, by year-end, aims to have 5G in 
12 major markets that also haven’t been re-
leased publicly, Barbin said. 
	 This	should	help	get	fiber-like	speeds	to	
areas of the Silver State to which it’s dif-
ficult	to	get	fiber.
 “We can give small businesses in rural 
parts of Nevada [the opportunity] to get 
fiber-like	 speeds	 through	 a	 fixed	 wireless	
network,” Barbin said.
 The speeds that are possible with 5G, 
for example, will allow for augmented real-
ity experiences in a wireless environment. 
 “Maybe you have Google glasses on 
that are sharing data with you, for example 
that this restaurant has a special going on,” 
Barbin said. 
 For its business clients, AT&T will con-
tinue customizing communications pack-
ages	that	are	based	on	their	specific	needs.	
“Instead	of	one	size	fits	all	products,	almost	
all of our deployments are unique to every 
customer,” Barbin said. 
 Similarly, customers can keep on pre-
senting their IoT problems to AT&T. It will 
tackle	 and	 find	 solutions	 for	 them,	 added	
Barbin. 

 As for Verizon, its network team will 
continue optimizing the company’s net-
work,	like	filling	in	gaps,	in	places	it	needs	
it, Dupre said. Also, the company will keep 
on	collaborating	with	partners	to	offer	new	
products that work on its network. 
 “It’s super exciting to see what contin-
ues to come out,” Dupre said. “The sky is 
the limit.”

   Feature Story
SAY WHAT

Reno has ranked eighth on National 
Geographic’s list of the “30 Best Small Cities 
in the United States”.  Resonance Consultancy, 
a destination branding advisor, assisted in 
compiling the list. The ranking was based on 
unconventional metrics and combined those 
statistics with social media data.
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THE DOUBLETHINK
OF MODERN POLITICS

 Free Market Watch

n George Orwell’s dystopian novel, 1984, he introduced his read-
ers to the concept of “doublethink” — the power of holding two 
contradictory beliefs in one’s mind simultaneously, and accepting 
both of them.

 Orwell concisely illustrated the concept with his fictional govern-
ment’s contradictory slogan for the people: “War is peace. Freedom 
is slavery. Ignorance is strength.”
 The absurdity of doublethink makes it seem only something for 
the realm of fiction. But plenty of doublethink is exercised on a daily 
basis by loudmouth media pundits, politicians and political “experts” 
right here in the real world.
 Look no further than some of the key public policies advanced by 
the intellectual leaders on both the left and the right. 
 Modern progressives readily admit that “sin taxes” — taxes on 
things such as cigarettes, sugary drinks or alcohol — are specifically 
designed to alter people’s behavior. The theory goes that when the 
prices for these “sins” are increased, consumers will steer away from 
them in an attempt to save money. 
 On at least the basic economic level, this has proven to be true. 
When New York City hiked taxes on cigarettes, fewer people bought 
their tobacco within city limits. Of course, a massive black market 
was created. But that’s another matter.
 The bottom line is: modern progressives had it at least partially 
correct on sin taxes: If you increase cost, you get fewer individuals 
willing to engage in that taxed economic activity — at least through 
normal, legal, channels.  
 And yet, these very same progressives engage in willful double-
think when they then argue that higher minimum wages couldn’t 
possibly result in a negative impact on the job market. 
 In short, leftists believe that higher sin taxes will modify people’s 
purchasing habits — but higher mandated wages will (magically) fail 
to influence the hiring habits of employers. 
 It’s an interesting cognitive dissonance. But the left isn’t alone in 
this kind of doublethink. 
 While those on the right correctly draw a correlation between 
higher business taxes and higher prices for consumers, many seem 
inexplicably ready to cheerlead for “America First” tariffs — which 
are basically taxes on imported goods. 
 Why the doublethink? 

 Well, part of it might be blamed on political tribalism: the un-
thinking reflex that when my guy proposes a policy, it has to be 
somehow different.  
 It’s a hypocrisy with which Americans seem to be growing in-
creasingly tired. 
 Democrats who bemoaned the increasing deficits under Bush 
were stunningly quite when “their guy” Barrack Obama acceler-
ated spending. And now that Donald Trump and the GOP are on 
track to rack up a $1 trillion-plus deficit next year, many GOP deficit 
“hawks” are taking their turn at being sheepishly quite on the issue. 
 Ask the average guys on the street, and you’re likely to hear that 
both parties spend too much. 
 Doublethink is rarely missing among political leaders. In part, it 
boils down to an unwillingness for partisans to engage in the diffi-
cult exercise of critically examining their own ideological positions. 
 After all, it’s much easier for progressive activists to fear the co-
ercive power of quasi-monopolies such as Amazon or Walmart, than 
to examine their own love for government monopolies such as public 
education or socialized medicine. 
 Likewise, it’s much easier for conservative pundits to shrug off 
“income inequality,” than discuss the nuanced truth that protection-
ism, corruption and cronyism have resulted in an income gap that is 
not driven by market forces. 
 This reluctance to challenge their own ideological inclinations 
breeds a willingness among pundits, lawmakers and partisans to tol-
erate blatant untruths, inconsistencies and intellectual blind-spots. 
 It should remind us of something else George Orwell once said: 
“There are some ideas so wrong that only a very intelligent person 
could believe in them.” 
 On both sides of the ideological aisle, we apparently have some 
very “intelligent” folks running things — so intelligent, as it turns 
out, that doublethink is apparently quite easy for them.  
 Much of the rest of the country, however, seems to be getting 
tired of such blatant hypocrisy. A feeling seems to be growing in the 
public that “everyone is wrong” — no doubt because, too frequently, 
everyone is. 
 If either side truly desires to win back the trust of the American 
people, the answer is simple — even if the path is hard: Leave the 
doublethink in Orwell’s novel.

I
Michael Schaus is communications director for the Nevada Policy Research Institute.

COMMENTARY
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WOLFE
Type of Business: Loyalty Marketing Solutions | Hails from: Southaven, Mississippi
13 years with company in Nevada | Based in: Las Vegas, NV

“Work for passion 
not for money.”

How did you first get
into your profession? 
My grandfather was a tremendous 
influence.	He	invented	numerous	things	
as an engineer at IBM. He’s one of the 
original inventors of the typeface ball on 
the IBM Selectric typewriter. I knew then 
I wanted to create things for a living and 
that technology would be involved.

What is your pet peeve? 
People who only want to do the bare 
minimum and don’t strive to achieve 
anything exceptional.

What business advice would
you give someone just starting
in your industry? 
The primary reason people never realize 
their dreams is, they repeatedly talk 
themselves out of it.  My advice is to go 
and	do,	learn,	take	those	first	steps.	The	
more steps you take, the easier they are, 
and the more sure-footed you will become.

What do you want your
legacy to be? 
A philanthropic business owner who has 
altruistic goals relating to businesses 
and family. I want to provide the younger 
generation	different	opportunities	through	
mentoring and employment at our various 
companies. I also want to continue my 
on-going commitment to charitable 
organizations like Make-A-Wish, Olive 
Crest and the Project Independence 
Program.

If you could have coined
a single phrase of wisdom,
what would it be? 
Practice the 90-5-5 rule for success. 90 
percent of success comes from planning, 
5 percent comes from execution of the 
plan and 5 percent for mitigation of things 
that weren’t anticipated. If not followed, 
you will end up with the 60-60-60 rule – 
180	percent	more	time,	effort,	sweat,	cost	
and, likely, you are still not successful. 

MOVERS & SHAKERS

Face
to Face

What is a little known
fact about yourself? 
I worked on the Internet for the Department 
of Defense before it actually became the 
Internet. When I left DoD, we were working 
to improve transfer speeds between the 
US, Great Britain and Israel. 

What is your motto
Work for passion not for money. If 
you work for money, you will likely be 
miserable. If you work for passion, you 
will be happy and money will follow.

What do you wish you
would have learned at the
beginning of your career? 
Collaboration with smart people was 
something I wished I learned earlier 
because	it	affords	you	and	others	the	
opportunities to learn and grow smarter. 
Now I hate to approach any solution or 
project in a singular fashion.

JON C.
President & CEO
House Advantage, LLC (13 years in Nevada)
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   Expert Advice

#METOO AND YOUR BUSINESS:

Shannon S. Pierce is Director for Fennemore Craig, P.C.

ith social movements such as 
#MeToo and #TimesUp making 

daily headlines, society’s focus is 
increasingly turning to claims of 

sexual harassment and the exploitation of women 
and minorities. While many of the recent head-
lines have originated out of Hollywood, more and 
more news reports are emerging of alleged system-
atic harassment of women and/or other protected 
groups in the private sector.
 With increased focus on exposing workplace 
misconduct, the likelihood for incidents of genu-
ine harassment to come to the surface, and also for 
allegations of harassment to perhaps be invented, 
necessarily increases. If businesses are proactive, 
many of these allegations can be resolved without resorting to 
litigation and/or unflattering news coverage.

Some proactive steps businesses can take are as follows:

UPDATE YOUR EMPLOYEE HANDBOOK
 If it has been a while since the company updated its em-
ployee handbook, now is a great time to make sure that the 
handbook contains up-to-date policies prohibiting workplace 
discrimination and harassment. These policies should discuss, 
among other things, the types of conduct that are prohibited in 
the workplace and the mechanisms that are available for em-
ployees to report offensive behavior.

IT’S TIME FOR TRAINING
 A business should, not only maintain policies and proce-
dures for addressing claims of harassment, but also conduct 
regular training so that employees are aware of how to report 
such claims. Taking these steps, in many cases, allows the 
business to avail itself of an affirmative defense to a subse-
quent lawsuit alleging harassment. Specifically, the company 
should maintain and educate employees about the procedures 
available to report claims of harassment. If the employee then 
elects not to utilize those procedures, often, that employee can 
be barred from asserting claims of harassment in a court or 
before an administrative agency. Businesses should consult 
with employment counsel to ascertain, in light of the nature of 

the business, how often training should occur and 
what the training should entail.

DON’T DISCIPLINE ALONE
 Many claims of discrimination or harassment 
center around disciplinary actions. An employee, 
not convinced that the discipline was warranted, 
lodges accusations that the discipline was issued as 
a result of the employee’s protected characteristics 
or activities. If the supervisor issuing the discipline 
has consulted with human resources in preparing 
the discipline and brings another supervisor to 
serve as a witness during the disciplinary meeting, 
these proactive steps can often minimize opportu-
nities to mischaracterize what occurred during the 

disciplinary processs. 
 
TAKE ALL CLAIMS OF HARASSMENT SERIOUSLY
 Where an employee alleges that he or she is being discrimi-
nated against or harassed, businesses should act promptly to 
investigate these allegations. Even if the employee later tries 
to disavow the allegations (such as by claiming he or she was 
kidding or was just “venting” and does not want the claim to 
be investigated), the allegations should nevertheless be investi-
gated. Businesses with a strong investigatory track record are 
often persuasive in demonstrating to jurors that they do not per-
mit workplace harassment of any type. Since investigations can 
take many different forms (depending on the nature of the busi-
ness and the allegations being asserted), businesses may benefit 
from consulting counsel throughout the investigation process.

IF WARRANTED, TAKE PROMPT DISCIPLINARY ACTION
 Oftentimes, investigations yield inconclusive results (especially 
where there were no witnesses to the alleged harassment). Yet, if 
the alleged harassment is substantiated, prompt disciplinary ac-
tion should occur. Such discipline will vary significantly depend-
ing on the nature of the offense and other factors. However, where 
workplace misconduct has been verified, businesses are wise to 
not only take appropriate disciplinary action, but also, to document 
that the discipline occurred. Businesses may also want to consult 
with counsel to ensure that the discipline being issued is appropri-
ate and consistent with the company’s past practices.

W
Shannon S.
Pierce
Fennemore Craig, P.C.

STRATEGIES FOR REDUCING RISK OF CLAIMS
OF DISCRIMINATION AND HARASSMENT

SEXUAL HARRASSMENT

https://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_term=PDF%20PDF%20March%202018&utm_content=PDF%20PDF%20March%202018
https://www.nevadabusiness.com/2018/03/metoo-and-your-business-strategies-for-reducing-risk-of-claims-of-discrimination-and-harassment/?utm_source=PDF&utm_medium=PDF&utm_term=PDF%20PDF%20March%202018&utm_content=PDF%20PDF%20March%202018


This health 
  insurance 
     literally 
  saved my life

- Michael Niskar
Las Vegas

When it comes to health insurance, it can be di�cult for Nevadans 
to find access to a�ordable plans if they aren’t o�ered through their 
employer. Nevada Health Link is Nevada’s resource to link individuals 
and small businesses to a�ordable health insurance options.  
Visit NevadaHealthLink.com to learn more today.
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15 minutes since we did this report, I have to 
get this patient out of the house.” Because 
their quality score is based on how fast they 
get the patient out of the ER. Is that quality? 
That’s transactional in my mind. The incen-
tives, sometimes, aren’t really aligned with 
the path we’re wanting to go.
DR. THOMAS SCHWENK: I’ve seen reports 
and, if I recall correctly, if you added up all 
the quality measures that all of the systems 
had thrown out there and all of the measures 
that a physician or hospital could poten-
tially see, it numbers in the many hundreds. 
Sometimes	 conflicting,	 sometimes	 more	
complementary. It will make you crazy if you 
try to really track all of this.

WHAT IS NEEDED TO 
FIX THIS SYSTEM?
SCHWENK: Any one encounter can be very 
high quality, there’s just no system. When 
you talk about the US having the best 
healthcare system in the world, it actually 
has one of the worst systems. It has some of 
the most miraculous healthcare on an epi-
sodic basis but has no system compared to 
almost every developed country. 
BODAGER: There’s a lot of lack of coordina-
tion between the providers and that’s cre-
ating some of the miscommunication and 
challenges.
PAUL STOWELL:	I	thought	under	the	Affordable	
Care Act (ACA), the communications gap was 
supposed	to	be	fixed.	As	a	patient,	and	go-
ing	to	all	these	different	doctors,	I	thought	the	
communication and the imaging of records 
and everything was supposed to be integrat-
ed between healthcare professionals to where 
the communication would be better.
DR. BARD COATS: It’s an aspirational goal. 
JON BILSTEIN: None of us, in this room, share 
an EHR (electronic health record system). 
DR. MICHAEL GARDNER: There are places 
that have done a better job of trying to do 
that through some kind of integrated central 
repository. But I haven’t even heard any-

stepped back the last couple of years, back 
to 42.  We’re not at the bottom, thank good-
ness, but we’ve taken a step back in the last 
few years.
TY WINDFELDT: Part of the challenge is, we 
don’t have a standard system to manage 
quality. What is quality? There’s all those 
different	 ways	 you	 look	 at	 how	 to	 mea-
sure quality. How do you develop a system 
where you can have a centralized, standard 
system that we all agree to? It would be re-
ally hard to do. I think that’s the bad news. 
The good news is, I see us progressing so 
far in the last two years of getting people to 
buy into it. I see a pretty big paradigm shift. 
A couple years ago, [physicians would say,] 
“Don’t talk to me about quality. I’m taking 
care of patients, I’m doing the best that I 
can.” Now they’re like, “Tell me about my 
quality. Tell me if it’s good or if it’s not good 
and	what	 I	 can	 do	 to	 fix	 it.”	 I	 think	we’ve	
made a lot of progress.
RICHARD BODAGER: Ty makes a really good 
point;	 there’s	 not	 a	 definition	 of	 quality.	
That’s been one of the major challenges. 
Right now, with this lack of clarity, there’s a 
lot of reverse incentives. I’ll just use a simple 
example. We have emergency rooms call 
and scream at all us all the time. “It’s been 
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ith federal changes 
looming and challenges 

at the local level, health-
care is an industry in tur-

moil. Addressing the challenges and the 
bright spots, healthcare executives re-
cently met to discuss where the industry is 
headed and what businesses can expect 
moving forward.
 Connie Brennan, publisher and CEO 
of Nevada Business Magazine, served as 
moderator for the event. The magazine’s 
monthly roundtables bring together lead-
ers to discuss issues relevant to their in-
dustries. Those discussions are recorded 
and a condensed version is published in 
the following pages.

DOES NEVADA 
HAVE AN ISSUE 
WITH QUALITY 
HEALTHCARE?
DR. SHERIF ABDOU: The last Commonwealth 
Foundation	report	put	us	at	42nd.	In	the	first	
report, in 2007, we were ranked 51st. Over 
the years, we’ve moved up to 36 or 37. We’ve 
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body mention that yet in Las Vegas, [having 
a place] where people can go in and retrieve 
[records]. That was supposed to happen and 
it hasn’t happened. 
BODAGER: Instead of using data as a com-
petitive advantage, by sharing data, you ac-
tually get a competitive advantage because 
you also get data to take care of patients. 
Your quality scores, not [your competitor’s] 
quality scores, go up. The problem is, in 
some markets where there’s heavy compe-
tition, like Las Vegas, the players don’t want 
to play together.

WILL INSURANCE 
COSTS CONTINUE TO 
INCREASE EACH YEAR?
VALERIE CLARK: It’s tough to say. I think 
the cost of care has stabilized to some 

degree, compared to prior years. I would 
be shocked if we saw costs go down. The 
changes in legislation, just very recently, 

may	cause	a	shift	again	if	people	go	off	the	
plans that they were previously on because 
they’re not required to be on them any-
more. Those are all things we worry about, 
how the shifting goes. I think the Medicaid 
expansion helped stabilize costs; where 
that will go, I don’t know. If I had to guess, 
on an average change, I would say prob-
ably	a	trend	[upwards]	of	right	around	five	
to nine percent.
WINDFELDT: From my main lens, which is 
from a peer source and the insurance com-
pany side, my biggest challenge is cost and 
affordability	 and	 how	 you	 keep	 premiums	
that	are	affordable.	One	of	the	biggest	chal-
lenges for us today is on the pharmaceu-
tical side and, most importantly, the spe-
cialty side. We continue to see those costs 
sky rocket. We see it get worse, not better, 
so we’re really trying to grapple with that 
whole issue.
ABDOU:	Hospitals	are	not	getting	a	five	to	
nine increase. Immunizations are not going 
up	five	to	nine	percent.
CLARK: Oh no, I know. Whenever my doc-
tor clients, whenever I bring them renewals, 
they say, “I’m not getting paid that much 
more.” A lot of it is pharmacy.
WINDFELDT: Every other side of the equation 
is regulated. The health plan is regulated, 
the providers are regulated by what Medi-
care and Medicaid tell them they’re going 
to get paid. But, when you go to pharma-
ceuticals, there’s no regulation. There’s no 
regulation on what the price is set at. When 
you have these speciality pharmaceuticals, 
the only pharmaceutical available, there’s no 
option but for you to cover that. It’s lopsid-
ed. Not that I’m a fan of more regulation, but 
if you’re going to regulate some of it, then 
why shouldn’t all of it be regulated?
CLARK: And the carriers really aren’t al-
lowed to assess their risk anymore. There’s 
no pre-reqs, there’s no requirement for any 
kind of underwriting. And the carriers’ ar-
gument is, “We can’t assess risk so how do 
we set rates that are fair and appropriate?” 
It’s	difficult.	
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HOW IS THE DOCTOR 
SHORTAGE BEING 
ADDRESSED?
SCHWENK: One of the better things that’s hap-
pened lately is the growth of public medical ed-
ucation, two medical schools and the growth 
of private GMEs (graduate medical education). 
All of that expansion, which is very positive, re-
quired investment, legislative support, system 
support and partner support. It still barely gets 
us into the game. If you look at the numbers, 
the residents per capita, physicians per capita, 
retention	 rates,	 we	 were	 so	 far	 off	 the	 chart	
that we didn’t even register in many of those 
measurements. Now we’re sort of in the chart 
somewhere but that’s with a massive increase 
from where we used to be. 
GARDNER: You can build a hundred new medi-
cal schools but, if the students have to leave 
the state for their graduate medical education 

[it’s an issue]. Most people tend to settle pretty 
close to where they did their residency. That’s 
where they meet doctors in their specialty, that’s 
where	they’re	offered	jobs.	The	fact	that	we’re	
building graduate medical education is just, if 
not more, important. We also need to expand 
fellowships, sub-specialty training, nephrology, 
cardiology, rheumatology, various radiology 
specialities, those kinds of things. Those things 
are going to be just as important over a 20 year 
period of rightsizing in physician population 
with an ever growing patient population. 
STOWELL: The need keeps outstripping the 
capabilities that we have. I’m just amazed 
that	we	can’t	find	the	avenues	to	fill	all	of	the	
need that we have in this state. But, you’re 
right, from a residency standpoint, once 
they leave the state, coming back is just not 
in the equation.

IS NEVADA 
COMPETITIVE WHEN 
IT COMES TO PAYING 
PHYSICIANS?
COATS: Certainly in the adult primary care 
area, I think many of us try to thrive and do 
well. We don’t have any trouble recruiting 

people from other parts of the country, we 
don’t	struggle	to	fill	positions.
GARDNER: On the specialty side, people 
are not only getting adequate salaries, 
there are people getting very high salaries.
BODAGER: It’s by specialty because I would 
not make that argument for radiology. We 
are struggling getting people here because 
there are mega radiology groups that can 
pay more than we can pay. I know we’re 
considered a large group and we have 
nearly 70 doctors; we cannot pay at the 
level	 and	 offer	 the	 incentives	 that	 a	 lot	 of	
these one thousand, four thousand [doc-
tor],	mega	radiology	groups	can	offer.	
WINDFELDT: It’s one hundred percent by 
specialty. What we see, north and south, 
is our hospital reimbursement and our pri-
mary care physician reimbursement is rela-
tively equal. The specialties are night and 
day.	Las	Vegas	has	significant	competition	
among sub-specialty and there’s many 
sub-specialities in Northern Nevada where 
there’s only one group. It’s hard to have a 
conversation about what’s a reasonable 
reimbursement when you’re the only group 
in town. That provides a struggle. I feel like 
the cost of care is almost double in North-
ern Nevada than it is in Southern Nevada 
and it’s driven by the specialists.

HOW DOES PHYSICIAN 
ACCESS PLAY A ROLE?
ABDOU: We don’t have a true access prob-
lem. The reality is, as a physician, I over-
filled	my	 schedule	 unnecessarily	 because	
that’s how I’m going to get paid. That’s 
what my bonus is based on or that’s what 
the system has forced on me. We’ve found 
that 33 to 40 percent of the physician vis-
its were unnecessary. But, it’s the only way 
they get paid. The physicians, in some pre-
vious models, were getting paid per visit. 
So, we eliminated 33 percent of the visits 
and the patients, instead of coming back 
every three weeks, they came back every 
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three months, as needed. There’s a lot that 
plays into the access. That’s why just pro-
ducing more physicians is not the solution. 
[We	need	to]	redefine	the	word	access.	The	
system, or lack thereof, is creating the ac-
cess problem and creating further burnout 
in physicians. They feel like they are caught 
in a wheel and they have no control over 
the system.
CLARK: And, that leads to the patient burn-
out because they’re paying these co-pays. 
Whereas it didn’t used to be that bad, 
before the ACA, they were okay. But now 
they’ve got these enormous doctor visit 
co-pay and they’re being told they have 
to come in, more so than they used to [be 
told]	five	or	ten	years	ago.	It	creates	a	lot	of	
burnout	on	the	patient	side	too	and	finan-
cial distress.

HAS TELEHEALTH 
BEEN A SOLUTION?
WINDFELDT: Absolutely. We’re driving tele-
medicine and we’re seeing more and more 
adoption everyday. If you look at some of 
the high-performing organizations, 50 to 
60 percent of their primary care visits are 
done remotely. We’re looking at it from two 
different	aspects.	One	from	a	convenience	
factor and lowering costs and two, the drug 
and primary side. We’re also using it as an 
opportunity to get the rural visits, especial-
ly in the sub-specialty business. It’s one of 
our challenges.
COATS: All of us that have any sort of a sys-
tem to deliver care are participating in tele-
medicine to some degree. It’s just one more 
good access point if it’s done well and if it’s 
coordinated with electronic health records 
and if it’s the right level of care. So we’re all 
doing it and it’s one more thing to help. In 
the	rural	areas,	it’s	a	whole	different	world.	
It’s a hugely more important role. 
BOADAGER: We’ve had telehealth as part 
of	our	benefit	package	for	three	years	now	
and it is been an incredibly low adoption. 

We’ve	done	campaigns,	we’ve	even	offered	
incentives to our employees to sign up. It’s 
incredibly low. They would much rather go 
sit at an urgent care 
CLARK: Until you use it, you don’t get how 
easy and positive of an experience it can 
be. I’ve sat there with my clients with their 
employees and literally put the app on their 
phone, showed them how to register for it 
and next year come open enrollment and 
they’ve never used it.

DOES HAVING 
PHYSICIAN 
ALTERNATIVES SEE 
PATIENTS HELP EASE 
THE BURDEN?

SCHWENK: With a structured teamwork ap-
proach, clear communication and a clear 
delineation of scope of practice and who 
does what, it works extremely well. I’ve 
practiced in that type of setting for my 
whole career, with both PAs and NPs, but it 
has to be structured. If you get any battles, 
turf battles, professional battles, reimburse-
ment battles, it just kind of falls apart.
BILSTEIN: There has to be a structure. You 
have	to	see	the	physician	first	and	then	the	
mid-levels are very capable for lab follow 
ups or incident-to-coverage for chemo 
therapy. There are many things they can 
provide so there’s continuity of care. It’s 
critical. Just in the last six months, we’ve 
hired four mid-levels because we’re prob-
ably behind in the times. Some of our se-
nior physicians have always felt it must 
be physician-led, they’ve not bought into 
a mid-level because of the complexity of 
care. 
SCHWENK:	It’s	definitely	a	generational	issue.	
BILSTEIN: Yeah. Now the younger physi-
cian who are coming onboard, the new fel-
lows, are very accustomed to working with 
[mid-level providers].
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BUILD-TO-SUIT, 
SPEC, FLEX

By Jennifer Rachel Baumer

NEVADA’S INDUSTRIAL REAL ESTATE
INDUSTRY HAS IT ALL

restarted after the recession. “Right now, 
depending on who you listen to, there’s 
probably somewhere between 3 and 3.5 
million square feet currently under con-
struction, and that’s after 6 million square 
feet of industrial product were delivered 
last year,” said Ramous.
 That may sound like a lot, but most of it 
has already been absorbed, meaning supply 
and demand are fairly balanced and inventory 
doesn’t sit for long. 
 “The Las Vegas industrial real estate 
market has transitioned from a market that 
was over-supplied just a few years ago to one 
that is expanding at a rapid pace to keep up 
with demand in the market. That’s a sign of 
continued economic activity in Southern Ne-
vada, and should bode well for the industrial 
market as a whole,” said Brian Gordon, prin-
cipal, Applied Analysis.
 In Northern Nevada, the overall vacancy 
rate in Reno-Sparks is 4.83 percent. “That’s 
an indication of a pretty healthy market,” said 
Doug Roberts, partner, Panattoni Develop-
ment,	a	statewide	firm	with	24	offices	around	

the	world	specializing	in	industrial,	office	and	
build-to-suit development. 
 The market would be considered healthy 
even at a higher vacancy rate; 4.83 percent 
means most existing product has been ab-
sorbed. Everything has been snapped up, 
from	land	to	finished	product.	
	 That’s	one	of	the	differences	between	to-
day’s market and the market pre-recession: 
There’s an unwillingness by developers or 
land owners to sit on anything.
 Before the recession, people might hold 
on to an investment. Today there’s a need to 
produce or redevelop or reposition an asset 
sooner rather than later, especially while the 
economy is strong. 
 “It can cost quite a bit to carry land or 
property that’s not ready to produce cash 
for us,” said Ramous. And besides, “You just 
don’t know in two or three years what may 
happen.”
 Most projects, once completed, don’t sit 
vacant. The majority are preleased or leased 
very shortly upon completion and delivery of 
the building. 

 Building Nevada

INDUSTRIAL real estate isn’t static. Build-
ings are constructed, leased up and ab-
sorbed, vacancy rates fall and climb again, 
buildings constructed for one purpose end 
up serving another. Everything varies with the 
cycle of the economy. 
 Industrial real estate itself is a microcosm 
view of the industries using it.

The Nevada Market 
 In Nevada, indicators point to continued 
growth of the local economy, said John Ra-
mous, senior vice president, regional man-
ager, Harsch Investment Properties. Harsch 
has a presence in six western states and its 
industrial real estate projects in Southern Ne-
vada make up the largest part of its portfolio, 
with just over 9 million square feet of space.
 “There’s some projects being built on the 
retail side, there are some being built in the 
office	 sector,	 primarily	 up	 in	Summerlin	 and	
parts of Henderson and sporadically around 
the Beltway,” said Ramous.
 But, it’s industrial product that’s been 
consistently developed since construction 
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 When a company comes in and leases a 
building, whether it’s under construction or 
finished,	 that	 eliminates	 the	delivery	 risk	 the	
developer has until the building is leased up or 
purchased, said Michael Dermody, CEO, Der-
mody	Properties,	a	national	firm	with	a	strong	
local presence in both Northern and Southern 
Nevada. The company specializes in spec 
development, build-to-suits and logistics. For 
Dermody,	 deciding	 to	 find	 land	 and	 have	 a	

building constructed increases their risk, due 
to time, cost of the investment, the changeable 
nature of the industry and the economy. A lot 
of companies can’t tolerate that and choose to 
lease	existing	or	nearly	finished	buildings.
 Reno showed strong net absorption of 
industrial product in 2017; the vacancy rate 
fell to 2.7 percent, and rents rose. Las Ve-
gas set a record for net absorption at 7.4 
million square feet. And, while buildings 

generally take six to 12 months to lease up, 
Dermody Properties’ recently completed  
530,000 square foot project in Las Vegas 
was leased before completion.

Shaping the
Nevada Market
 There’s a lot of movement and activity 
in	 the	 industrial	market	as	2018	 takes	off.	 In	
Southern Nevada it’s considered one of the 
strongest parts of the marketplace, by prod-
uct	 type.	 In	 Northern	 Nevada	 it’s	 defining	
product type.
 Statewide, the majority of new construc-
tion is being built on a speculative (spec) ba-
sis, aside from a few projects constructed for 
specific	clients.	
 Some of the construction is determined by 
the speed at which today’s companies move. 
They	may	want	a	specific	geographic	location	
but, if the building they’re looking at is not up, 
they’ll bypass it and go somewhere else. “So 
we’re doing all spec building at this point,” 
said Roberts.
 In Southern Nevada, probably more than 90 
percent of industrial buildings over the past sev-
eral years have fallen into the warehousing and 
distribution sector, big box spaces generally ab-
sorbed by one user. On both ends of the state, 
Amazon has taken big box distribution center 
spaces that were existing spec structures. 
 What’s driving the market, though, and 
determining the use of many spec buildings 
under construction, is a change in the in-
dustrial market. The Nevada market used 
to be dominated by warehousing and distri-
bution, with manufacturing in the north. To-
day the drivers are data and e-commerce 
centers which come with their own design 
requirements.
 “The e-commerce angle is a major part of 
our market and nationally one of the better in-
dustrial markets we’ve seen in decades,” said 
Roberts. “It keeps getting bigger and more 
sophisticated.” 
 E-commerce compliant buildings have 
larger clear height, which is space available to 
industrial	users	between	floor	and	the	lowest	
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hanging truss or beam overhead. With clear 
height	 at	 36	 feet,	 floor	 slabs	 at	 least	 seven	
inches thick, and the need to be located near 
freeways and a strong labor force, they’re ex-
pensive to build. 
 Availability of land may dictate those 
builds	as	well.	 Internet	 fulfillment	centers	 re-
quire more land and bigger buildings, where 
infill	properties	lend	themselves	to	warehous-
ing and distribution projects. With the chang-
ing needs of industry, developers must be 
flexible,	 producing	 everything	 from	 big	 box	
facilities	 to	 manufacturing	 space,	 fulfillment	
centers and data centers.
 According to Dermody, one interesting 
trend in industrial real estate is to create ware-
house/distribution buildings that have enough 
flexibility	to	become	assembly	or	manufactur-
ing buildings. A California construction materi-
als supply company is moving into Dermody’s 
225,000 square foot north Reno build-to-suit 
that	has	that	kind	of	flexibility.	

 In Southern Nevada, small e-commerce 
companies are moving in. “It’s not always the 
big	 fulfillment	centers,	 the	400,000,	500,000	
square foot plus. We’re seeing small ones too, 
and that’s a positive side of that industry,” said 
Ramous. 
 There’s not a lot of smaller sized industrial 
product to go around. When the recession hit, 
most smaller properties didn’t get developed.
 “There’s a lack of smaller bay sized projects 
being built in Southern Nevada, and the reason 
is, it’s much more costly,” said Ramous. It can 
cost double to build smaller spaces. In a market 
that’s not fully recovered where rates are con-
cerned in some submarkets, buildings need to 
be pre-leased to justify building smaller. 
 In Northern Nevada where the number of 
smaller tenants is growing, Panattoni is plan-
ning a project to meet the needs of smaller 
spaces. In Southern Nevada, using land pur-
chased several years ago, Harsch is build-
ing projects focusing on smaller tenants and 
starter businesses. 
 “They’re businesses that are growing in 
the smaller size range but you know they’re 
going to continue to expand and that’s exactly 
what we are seeing throughout our portfolio. I 
think that’s a healthy part of the growth of the 
economy,” said Ramous. 
	 Harsch	recently	finished	a	186,000	square	
foot project that caters to spaces of 3,500 to 
22,000 square feet. Another 390,000 square 
foot building is under construction next to 
the Speedway Commerce Center. It will ca-
ter to mid-size companies needing 17,000 to 
100,000 square feet.
 “It’s important to make sure local busi-
nesses can be accommodated for the future,” 
said Ramous. “It’s important we don’t over-
look the strength of the small and medium 
sized businesses that continue to grow. That’s 
critical for the state, the local economy, the fu-
ture,	and	for	diversification.”	
 Whatever the size of the company, Nevada 
is geographically positioned for both internet 
fulfillment	centers	and	warehouse	distribution	
centers. Situated perfectly as a transporta-
tion hub for the 11 western states, Northern 

Nevada serves Northern California, the North-
west, and states to the east, and Southern 
Nevada serves the Southwest and Southern 
California. 

Looking for Land 
 There isn’t any more standing inventory 
in Southern Nevada than there is in Northern 
Nevada. The vacancy rate is between 4.5 and 
5 percent overall, with no particular submarket 
much higher or lower. 
 Land for new construction is scarce. 
Where North Las Vegas had attractive pric-
ing and available land a few years ago, prices 
have gone up and parcel sizes have gone 
down. 
  “There’s a lack of good quality develop-
able commercial land and a lot of land we’re 
seeing has been picked over quite a bit,” said 
Ramous. “There’s challenges with standing 
inventory right now and, unfortunately, it gets 
to be more costly to build a building because 
there might be existing issues. Where three 
years	ago	you	had	five	choices	in	an	immedi-
ate area, now you have one and there’s a rea-
son it’s still vacant.”
 Very often that issue is lack of infrastruc-
ture, one of the reasons rural areas aren’t 
building up despite the land crunch in the 
metro areas. 
 “The bottom line is, you need the infra-
structure, and expanding outside the metro-
politan area here sometimes infrastructure is 
an issue,” said Ramous. Having utilities a half 
mile away from the property creates challeng-
es that add to the time and cost to projects. 
 “We’re out of land,” said Roberts. “There’s 
only one industrial site in the entire Truckee 
Meadows that I’m aware of that’s ready to 
be developed, and [Panattoni] should close 
on that next month.” The North Valleys have 
too	many	hills	and	everything	else	is	filled	up.	
“That’s going to force developers, like myself, 
to	 find	 land	outside	 the	Reno	 area	 at	 some	
point in the next couple years.” 
 That may not sit well with companies mov-
ing	 to	Nevada	 that	want	 to	 locate	 in	 specific	
submarkets, though some take what they can 
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about how goods move is kind of the under-
pinning of our development,” said Dermody.
 Dermody Properties has four buildings 
under construction on I-80 near the California 
border	that	will	total	800,000	square	feet	fin-
ished in 2018. 
 “The project is near Boomtown, on the 
western side of the community and very close 

to San Francisco. [It is well situated 
for] companies that do business 
with San Francisco and Northern 
California, which are big suppliers 
for us,” said Dermody. 
     The land crunch at least indicates 
a vibrant industrial commercial real 
estate market.
   “Las Vegas is a very tight land 
market,” said Dermody. “Especially 
since the recession, Las Vegas has 
gotten very, very active and attract-
ed a lot of positive attention. Part 
of the Governor’s initiative is for the 

whole state to attract industry. Nevada has a 
sign that says we’re open and ready for busi-
ness. Cite the success of a Tesla, a Switch, an 
Amazon and other companies that have come 
in, and other companies follow. That’s what 
you’re seeing: quality companies.”
 Now we just need to build space for 
them.

get, said Roberts. As e-commerce 
expands into the Nevada market, 
many of the companies relocating 
here are coming from California for 
the climate, easy transportation and 
distribution, and lower costs. Pan-
attoni’s North Valleys Commerce 
Center is home to distributors, man-
ufacturers and an upcoming e-com-
merce business, all from California. 
 Geographic submarkets matter 
because companies want the best 
submarket for ease of working with 
their markets. Tenants who work 
with Port of Oakland, for example, want to lo-
cate in west Reno, closer to the Bay Area, to 
cut time and transportation costs. It’s a time 
saver for companies with markets in Northern 
California to locate in west Reno, and those 
with markets to the east to consider Fernley or 
the Tahoe-Reno Industrial Center in between 
Reno and Fernley. “That whole logistics study 

 Building Nevada

“Nevada has a sign that says 
we’re open and ready for 

business. Cite the success of a 
Tesla, a Switch, an Amazon and 
other companies that have come 
in, and other companies follow.”

— Michael Dermody,
Dermody Properties
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E

Sale, Industrial 
ADDRESS 5450 Stephanie St., 89122
BUYER Stephanie Industrial Park
SELLER NGP Stephanie Property
DETAILS: 206,474 SF; $905,000 
APN 161-27-314-003
SELLER REP Dean Willmore, SIOR of 
Colliers International

Sale, Multi-Family
ADDRESS 4801 E Sahara Ave., 89104
BUYER 29SC Sahara LP
SELLER Prime Residential
DETAILS: 312 Units; $74,679 per unit
APN 161-08-501-003
SELLER REPS Taylor Sims and Carl Sims of 
Cushman	&	Wakefield

Sale, Land
ADDRESS Las Vegas Blvd. & Howdy Wells 
Rd., 89115
BUYER Prologis LP
SELLER Hollywood Partners
DETAILS: 57 acres; $9.5 million
APN 123-34-601-001
BUYER REP Kevin Higgins, SIOR of CBRE

Loan, Other
ADDRESS 100 S 14th St., 89101
LOAN OFFICER Andy Crawford of 
CommCap Advisors
BORROWER Veterans Village 3
DETAILS:	A	bridge	to	mini-perm	financing	
with	a	five	year	term,	25	year	amortization.
The	first	two	years	are	interest	only.	Loan	is	
for an assisted living facility.

OFFICE
SUMMARY
FOURTH QUARTER 2017

NORTHERN NEVADA
	 The	Reno	office	market	finished	2017	strong	with	61,734	square	feet	of	positive	
net absorption year-to-date, despite the slight decrease in the fourth quarter with 
negative	17,608	square	feet.	The	South	Meadows	submarket	finished	the	year	with	
positive 47,549 square feet of absorption, making it the top submarket in the area. In 
terms	of	type	of	buildings,	Class	B	space	finished	the	year	on	top	with	41,018	square	
feet of positive absorption, trailed by Class A space with 33,892 square feet of posi-
tive absorption and Class C space with negative 13,176 square feet of absorption. 
 The year ended with 11.1 percent direct vacancy and 12.1 percent total va-
cancy	inclusive	of	1	percent	of	sublease	vacancy.	Class	A	office	space	remains	the	
tightest with 9.8 percent direct vacancy, followed by Class B at 10.6 percent and 
Class C buildings at 16.6 percent. 
 Rental rates continued to increase with the year ending at $1.68 per square 
foot per month full service for buildings that do quote rates. Rents have increased 
$0.07 since the beginning of 2017 as well as $0.03 from the third quarter. Class A 
space posted at $1.87 per square foot, with Class B rates not far behind at $1.73 
per square foot. Class C space continues to have a wide gap between Class A and 
B space with a rental rate of $1.44 per square foot.

By Colliers Reno

SOUTHERN NEVADA

 Growth trends in the Las Vegas Valley continue to be slow and steady. Demand for of-
fice	space	appears	to	be	increasing.	Net	absorption	in	Southern	Nevada’s	office	market	ex-
ceeded 1million square feet in 2017. Since 2012, vacancy has fallen from 21.1 percent to 15.4 
percent in Q4 2017, while asking rates have increased $0.16 per square foot on a FSG basis. 
	 Southern	Nevada’s	office	market	saw	approximately	346,000	square	feet	of	new	
development in 2017 with +/-150,000 square feet in the newly constructed Credit One 
headquarters building fronting the I-215 in the Southwest submarket. The amount of 
office	space	in	the	construction	pipeline	increased	dramatically	in	2017.	There	is	ap-
proximately	1.4M	square	feet	of	office	product	under	construction	or	planned	for	2018	
with the majority delivering late 2018 early 2019.
 Summerlin and the Southwest submarkets currently command the highest de-
mand	for	office	space.	Companies	continue	to	seek	well	located	lifestyle	centers	that	
offer	on-site	amenities	and	direct	freeway	access	between	the	office	and	the	residen-
tial	communities	they	draw	their	employees	from.	While	landlords	in	the	office	sector	
continue	to	develop	work	space	working	around	evolving	trends	for	flexible,	efficient,	
productive	smart	office	space,	it	has	become	increasingly	important	to	develop	multi-
generational space to appeal to a broader audience.

By Colliers Las Vegas

4801 E Sahara Avenue
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 Red Report

H

Sale, Multi-Family
ADDRESS 3955 E Charleston Blvd., 89014
BUYER Sante Fe Apartments
SELLER Charleston Terrace
DETAILS: 145 Units; $79,310 per unit
APN 161-06-501-005
SELLER REPS Taylor Sims and Carl Sims of 
Cushman	&	Wakefield

Sale, Multi-Family
ADDRESS 730 Center St., 89015
BUYER Mulberry Park LLC
SELLER Henderson Plaza LLC
DETAILS: 68 Units; $60,662 per unit 
APN 179-17-511-049

N

Sale, Retail 
ADDRESS 1331 W Craig Rd., 89032
BUYER 1331 West Craig Road NLV
SELLER BSWC PPTYS LLC-Craig Series
DETAILS: 3960 SF; $3,840,000 
APN 139-04-701-012
BUYER REPS Cathy Jones, CCIM, SIOR and 
Roy Fritz of Sun Commercial

 

Sale, Retail 
ADDRESS 2189 W Craig Rd., 89032
BUYER Colorado Burlington Fuel
SELLER Brixton Capital
DETAILS: 122,133 SF; $15,250,000 
APN 139-05-703-003

Sale, Land
ADDRESS 2011 Hamilton Ln., 89106
BUYER Jacob Clemens & Christina Roush
SELLER Christian & Jeri Brisepierre
DETAILS: 0.42 acre; $345,000
APN 139-33-302-005
SELLER REPS Dean Willmore, SIOR and 
Stacy Sheer, CCIM of Colliers International

Sale, Land
ADDRESS Englestad St. & Colton Ave., 89032
BUYER Lucky Dog
SELLER Englestad Industrial
DETAILS: 1.47 acre; $340,000
APN 139-10-412-001
SELLER REP Dean Willmore, SIOR of 
Colliers International

NW

Sale, Land
ADDRESS Centennial Pkwy. and Hualapai 
Way, 89149 
BUYER Richmond American Homes
SELLER VFR-Southwest Desert Equities

2189 W Craig Road

3955 E Charleston Road

   

ywsinternational.com
Las Vegas  |  Singapore 

The Architecture of Desire
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 Red Report COMMERCIAL RECAP

DETAILS: 16 acre; $6,610,000
APN 125-19-401-005, 006, 009, 010 & 011
SELLER REP Vince Schettler of Colliers 
International

S

Sale, Multi-Family
ADDRESS 2575 Sherwood St., 89109
BUYER Ramar Property
SELLER Sherwood W PI
DETAILS: 36 Units; $56,944 per unit
APN 162-10-113-005
BUYER REPS Jason Dittenber and Jerad 
Roberts of Northcap Multifamily

SW

Sale, Office
ADDRESS 6325 S Rainbow Blvd., 89118
BUYER Preh Rainbow Sunset
SELLER WGH II Acquisitions
DETAILS: 104,795 SF; $32,350,000 
APN 163-34-811-004
SELLER REPS Jessica Cegavske and 
Jennifer Lehr of Sun Commercial

Sale, Retail 
ADDRESS 4559 Blue Diamond Rd., 89139
BUYER Rainbow Ventures LLC
SELLER BD Cameron LLC
DETAILS: 7200 SF; $1,684,210 
APN 177-18-313-012
BUYER REP David A. Grant of Colliers 
International

Sale, Land
ADDRESS Serene Ave. & Chieftain Street, 
89178
BUYER DR Horton
SELLER Mosaic Seven
DETAILS: 5.0 acre; $2,120,000
APN 176-19-701-002 & 176-19-701-003
SELLER REP Vince Schettler of Colliers 
International

WC

Sale, Office 
ADDRESS 525 Roberts St., 89502
BUYER SGRE Roberts
SELLER O’Brien, Noelle C
DETAILS: 6,412 SF; $530,000 
APN 013-095-17

Sale, Office 
ADDRESS 10375 Professional Cir., 89521
BUYER Pinecone Holdings LLC
SELLER AIC Reno Investors LLC
DETAILS: 79,248 SF; $25,300,000 
APN 160-070-25

Sale, Industrial 
ADDRESS 5456 Louie Ln., 89511
BUYER Zirpolo Childrens Trust
SELLER JA Nevada LLC
DETAILS: 6,645 SF; $1,035,000 
APN 025-610-09

Sale, Industrial 
ADDRESS 397 Greg St., 89431
BUYER Cook Family Trust
SELLER Marquis Properties LLC
DETAILS: 12,250 SF; $1,890,000 
APN 034-363-04

Sale, Multi-Family
ADDRESS 1285 Baring Blvd. #271, 89434
BUYER Stegmaier Family Trust, James J
SELLER Mandagaran Trust, Gilbert & Judith
DETAILS: 36 Units; $33,334 per unit
APN 011-321-13
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he “advance” estimate for U.S. real 
gross domestic product (GDP) for 
the fourth quarter of 2017 increased 
at an annual rate of 2.6 percent after 
two consecutive quarters of above 3 

percent growth. Average hourly earnings growth 
accelerated to 2.9 percent year-over year, its larg-
est gain since the Great Recession thanks to a 
tightening labor market. Retail sales posted strong 
annual growth of 4.6 percent in 2017 compared 
to 3.0 percent in 2016. In 2017, however, auto and 
truck	 sales	 experienced	 its	 first	 annual	 decline	
of 1.7 percent in eight years. December housing 
starts fell by 6.0 percent year-over-year, while sea-
sonally adjusted housing prices in the U.S. con-
tinued to gain. The Federal Reserve will probably 
increase the federal funds rate in March because 
of a possible overheating economy due to the tight 
labor market and the tax cut.
 Nevada posted generally positive signals in 
economic activity based on the most recent data. 
Seasonally adjusted statewide employment add-
ed a surprising 7,600 jobs in December, which led 
to the fastest year-over-year job growth among 
the 50 states. Nevada population grew by 2.0 
percent from 2016 to 2017, ranking as the second 
fastest-growing state after Idaho. 
 For Clark County, somewhat favorable sig-
nals emerged with the latest data. Seasonally 
adjusted employment added 4,700 new jobs from 
November to December and was up 3.1 percent 
year-over-year. December visitor volume for Clark 
County continued its year-over-year loss, down 
by 2.2 percent. As a result, the number of visitors 
decreased by 1.0 percent in 2017, which mainly 
reflected	the	temporary	reduction	in	the	number	
of rooms in inventory. Nevertheless, total McCar-
ran Airport passengers rose by 3.3 percent year-
over-year, which brought to Las Vegas a record-
breaking 48.5 million passengers in 2017. De-
cember gaming revenue continued to decrease 
by 0.9 percent year-over-year but produced its 
largest annual total since the Great Recession. 
Clark County taxable sales and gasoline sales 
for November climbed by 3.4 and 0.8 percent, 
respectively, compared to last year. November 
residential housing permits experienced a strong 
gain, up by 41.1 percent from a year ago. 
 More favorable signals were posted for Wash-
oe County. The Reno-Sparks seasonally adjusted 
employment gained 3,100 jobs from November to 
December and rose by 2.6 percent from last year. 
November taxable sales for Washoe and Storey 
Counties increased by 16.3 percent year-over-
year. December visitor volume was up by 4.2 per-
cent from a year ago. Residential housing permits 
in	 November	 continued	 a	 significant	 year-over-
year rise, up by 72.0 percent, while commercial 
building permits remained low. 

The views expressed are those of the authors and do not 
necessarily represent those of the University of Nevada, Las 
Vegas or the Nevada System of Higher Education.

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

*Growth data represent change in the percentage rate, **Reflects the Reno-Sparks MSA which includes Washoe and Storey Counties, ***Recent growth is an annualized rate

Stephen M. Miller, Director
Jinju Lee, Economic Analyst

UNLV Center for Business
and Economic Research
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“Tourism and Construction. With an 
increase in retirees, new large scale 
projects on the books, and a demand 
for housing, these two industries show 
promise to continue Nevada’s path of 
growth in 2018.”

David Delzotto
President and CEO | Remington Nevada

“Distribution services have 
great potential. Whether it 
is goods being trucked or 
internet services, we have an 
ideal location between the high 
population centers of California 
and Arizona. Our state is also 
very business tax-friendly.”

Heidi Kasama
2018 President | Nevada REALTORS

“Las Vegas is a hospitality-driven city 
and is experiencing large growth in 
traditional IT support/ administration, 
database development and business 
intelligence roles in that industry. 
Because of the boom in construction 
projects such as the Raiders coming 
to Las Vegas we have seen an 
increase in IT jobs in the construction 
and finance industries.”

Daniel Cho
Branch Manager | Robert Half Technology

How did you 
meet your 
significant
other?

What industry 
in Nevada 
has the most 
potential for 
growth?

“Healthcare Informatics: 
Millennials are quick to recognize 
solutions and this new field fits 
with the improvements needed in 
the healthcare system. Informatics 
uses the process design and 
implements technology for 
efficiencies. All you need is the 
staff willing to take it on.”

Rachel Papka
Chief Health Informatics Officer | Steinberg 
Diagnostic Medical Imaging
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