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Investment Equity Presents
The McLeod Business Centre

If you are a business owner looking to
build equity through appreciation and
desire to own your own building, you

may want to consider a new project from
Investment Equity Development, the
McLeod Business Centre.

With an outstanding central “in-fill” loca-
tion near McCarran International Airport,
the McLeod Business Centre enjoys close
proximity to the I-215 Beltway and the I-15
freeway. The center is located on McLeod
Drive and Post Road, just east of the Sun-
set Road / McLeod Drive intersection.

The 84,000-square-foot project, situated
on 7.5 acres, will consist of eight
office/warehouse buildings ranging in size
from 4,500 to 9,000 square feet, and eight
office buildings that are 5,000 square feet
each, but divisible to 1,250 square feet.

All buildings will be architecturally
compatible, with stone finishes on the ex-

terior, and each will enjoy the benefit of
signage on the building and space on a
monument sign.

The project has been designed so the in-
dustrial buildings have their own ingress
and egress. This allows industrial users to
avoid any impact on the office buildings,
while still enjoying the feeling of being a
part of the high-image park.

“Each of our business parks is profes-
sionally managed with hassle-free main-
tenance for the building owners,” said
David Inman, principal at Investment Equi-
ty. “We provide the CC&R’s and implement
the associations that set up the reserve
accounts to cover future periodic mainte-
nance, such as repainting of the buildings
and parking lot resurfacing. It is important
to plan ahead to preserve the quality,
value and integrity of the business park
and the owners’ investment.”

A sales office for McLeod Business
Centre is located on the project site. Po-
tential buyers, investors and brokers are
encouraged to stop by the sales office for
a personal overview of the development.
Interested parties may also receive collat-
eral material on other unique Investment
Equity Development opportunities that
are currently being offered within the Val-
ley. The project has already broken
ground, with expected completion in the
2nd quarter of 2005.

For more information on the 
McLeod Business Centre or one of 
Investment Equity’s other exciting 

new projects please call 
(702) 871-4545 or visit them on the 
Web at www.investmentequity.com.
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C O M M E N T A R Y

Harry Reid: 
Peacemaker or Warmonger?

LYLE E. BRENNAN
Publisher

I
n our December 2004 issue, I pledged to
report regularly on how Senator Harry
Reid is representing our state and our na-

tion. He has a difficult job, trying to repre-
sent Nevada, while being pressured as the
official voice of the Democrat party, which
has fallen under the control of an extreme
liberal faction. So, after four months serving
as Senate Minority Leader, how’s he doing? 
When he took office in January, Reid gave a
speech and said he would work with Repub-
licans for the good of all to make the right
decisions on healthcare, Social Security, ed-
ucation and the environment. He must have
recognized that he has a great opportunity to
bring our divided country together to find
solutions to these important issues. 

However, his very next step was to an-
nounce he was opening up a communica-
tions center that he described as a “war
room” to promote the Democratic Party’s
activities, while criticizing Republicans in
media outlets and the Internet. The war
room he created is staffed by media advisors
who formerly worked for Sen. Edward
Kennedy and Sen. Charles Schumer, two of
the most liberal of the Eastern Senate De-
mocrats. So, in his first week, Reid was al-
ready working to widen the gap between the
major political parties instead of bringing
people together.

In a Meet the Press interview in De-
cember, Reid called Supreme Court Jus-
tice Clarence Thomas “an embarrassment
to the Supreme Court. I just don’t think
he’s done a good job.” Reid was immedi-
ately accused of being a racist because
Thomas is African American, but I believe
his real reason for making the remarks is
that Thomas is a conservative who has op-
posed affirmative action, which angered
the liberal establishment.

Then, in a CNN interview on March 3rd,

Reid called Federal Reserve Chairman
Alan Greenspan “one of the biggest politi-
cal hacks we have here in Washington.”
Reid is not someone who impulsively
makes comments and then regrets them
later. He’s a very thoughtful person. And in
the case of the remarks about Thomas and
Greenspan, Reid stood by his statements
and never back-pedaled. His comments
were obviously pre-meditated and aimed to
cause more conflict.

This brings us to the present crisis – the
struggle to get action on President Bush’s 10
nominees to the federal bench. Last year,
Democrats broke with tradition by using the
filibuster not just to delay a vote on judicial
nominees, but to prevent any vote at all. This
led Republicans to propose a change in Sen-
ate rules (the so-called “nuclear option”)
that would cut off debate on judicial nomi-
nees with a simple majority vote, instead of
the 60 needed to break a filibuster. On
March 15, Reid announced Democrats
would halt all Senate business except essen-
tial operations and national defense if Re-
publicans made this change to the rules. 

At press time, battle lines had been drawn
between the two sides on this issue. The war
room was operating at full power and the
nuclear option was being discussed. Before
we go to war against each other, it’s time to
consider that the American people would be
the losers in this conflict. Instead of letting
the extreme left direct all his actions, Reid
should play the peacemaker and reach out to
more moderate factions so we can work to-
gether for the good of the country.

People in Nevada are watching you,
Harry, and so far we’ve gotten conflicting
messages. We’re waiting for you to exercise
those leadership qualities that have earned
you the privilege of representing our state
and our nation.

COMMENTS? email: lyle@nbj.com
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Nevada banking cus-
tomers have little to
fear with these three
“security guards” on
duty: Kirk Clausen,
Wells Fargo regional
president for Nevada;
Bill Oakley, regional
president for Southern

Nevada, First National Bank of Nevada; and Larry Woodrum,
president of BankWest of Nevada.

Photo: Opulence Studios
Uniforms and props loaned by Pro-Tect Security in Las Vegas.
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compiled fraud reports. The 20 state
bankers’ associations in the Fraud-Net
system work hand-in-hand to share intelli-
gence and combat financial fraud across
the country. “It’s the external eyes and ears
of the banking industry. Instead of one
bank simply relying on its own security in-
formation, we share intelligence and work
together with law enforcement to report
and track fraudulent activities affecting fi-
nancial institutions,” Uffelman said.

While electronic signatures and the rise
of online technologies provide increased
opportunities for check fraud, criminals
are also using modern methods to “doc-
tor” paper checks. Bill Oakley, regional
president for Southern Nevada, First Na-
tional Bank of Nevada, said he believes
the most frequent occurrence of check
fraud occurs at the mailbox. “Unfortu-
nately, check fraud happens every day.
There are ways crooks can wash the ink
from the check and get it through the sys-
tem, though it depends a lot on the ink and
the paper” he said.

Larry Woodrum, president of BankWest
of Nevada, agreed, providing some tips to
minimize exposure to check fraud: “Noti-
fy your bank if you don’t receive the
checks you ordered in a reasonable
amount of time. When writing checks, use
dark ink, never light colors that can be eas-
ily erased or covered. Don’t leave any
blank spaces on the payee or amount
lines,” he advised. “It’s also important to
reconcile your statement each month and
check for unauthorized transactions – even
small ones. Some thieves hope small
transactions will go unnoticed.”

I
t’s a real-life game of “cops and rob-
bers,” and the rules change faster than
they’re written.
While the storied “stick-ups” of old-

West bank robberies exist in modified
form even today, the bank vault no longer
represents the ultimate treasure trove.
Crooks have more “career options” than
ever before. There are fraudulent checks
to pass, “phishing” schemes to devise and
illegal data gathering methods to develop.

Criminals who choose to wreak havoc
the old-fashioned way – through the bank’s
front entrance – are even showing a shift in
style. “Some are so bold they don’t even
wear masks,” said Bill Uffelman, president
and CEO, Nevada Bankers Association.

The bad news for bandits is that Nevada
banks are fighting fraud, safeguarding
branch locations and helping customers
detect identity crimes with the help of un-
precedented physical and technological
security techniques.

“Any organization expected to be a safe-
keeper of client information deals with
constant attempts by crooks to break down
security walls,” said Kirk Clausen, Wells
Fargo regional president for Nevada. “It
requires us to be several steps ahead of the
bad guys in protecting that information.”

Forging an Alliance
For the Nevada Bankers Association,

there’s power in numbers. The statewide
association of 46 member banks sub-
scribes to Fraud-Net, a sophisticated fraud
alert network that gives members online
access to fake IDs, copies of counterfeit
checks, fraud perpetrators’ photos and

Identifying with Responsibility
“Everyone is vulnerable.” It’s a senti-

ment shared by all the bankers inter-
viewed. While levels of vulnerability and
risk exposure vary widely across the spec-
trum of business and individual con-
sumers, controlling risk is ultimately a
function of responsibility.

More credit cards equal more risk.
Throwing junk mail and pre-approved
credit card applications in the trash without
shredding them invites identity theft. Typ-
ing credit card information into non-secure
Web sites tempts fate. Providing Social Se-
curity numbers to unknown callers rings
suspect. Where does it end?

“Those who shred mail, operate with one
credit card and pull quarterly credit reports
have less chance of being exposed, but
they’re still not immune,” said Robert Hem-
sath, president of Northern Nevada Bank. 

“Think of the mailbox at an apartment
complex or business suite. It’s not uncom-
mon to get the neighbor’s mail, and there’s
not anything high-tech about that,” Uffelman
said. “It comes down to looking after your-
self, your business and your own informa-
tion. Be prudent.” According to Uffelman,
banks within the Nevada Bankers Associa-
tion network have programs and materials
filled with tips to help customers manage
their personal and commercial account infor-
mation. From countertop displays and in-
branch promotions, to fraud hotlines and on-
line reporting systems for customers who
suspect they’ve been compromised, fighting
fraud is a top industry priority.

It’s a concept Clausen knows well. For
a monthly fee, Wells Fargo’s Identity

Continued on Page 12

by Tara Maras
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These statistics are excerpted from The Lawsuit
Lottery: The Hijacking of Justice in America, by
Benjamin R. Lodmell:

More than 70,000 lawsuits are filed every day in
the United States.
• The litigation war in America appears to have
cost about twice as much in 2003 as America
spent during its first year fighting the war in Iraq.
• Class action suits jumped 300 percent from
1997 to 2003, and class action attorneys typi-
cally chalked up huge fees – on average, over
$1,000 per hour.
• The $368 billion “Big Tobacco” settlement in
1998 will provide lawyers – not plaintiffs –
with about $3 billion in annual fees for the next
25 years.
• Seventy-five percent of the asbestos claims in
a 2001 class action suit were filed by the  “unim-
paired” – those not exhibiting symptoms despite
being exposed.
• The burden of lawsuits costs every U.S. citizen
a “tort tax” of $1,003.
• U.S. tort costs in 2002 totaled $233.4 billion –
equal to the combined economic output of Den-
mark and New Zealand.
• The cost of civil justice in America is expected
to approach $300 billion a year by 2005. That’s
100 times more than litigation cost the economy
50 years ago.
•  Just 15 percent of the amount of money spent
by Americans on torts every year would be enough
to provide adequate food, water, sanitation, basic
education and healthcare for every developing
country in the world, according to calculations by
the United Nations Development Program.
•  A study by Class Action Reports cited one
auto insurance case in which the lawyer who
filed the suit got $8 million, while policyholders
got $5.50 each, plus an increase in their auto
insurance premium.

HIGHER CO-PAYS LEAD INSURANCE CHANGES

FRIGHTENING FACTS 
ABOUT LAWSUITS

One out of three people has changed jobs because of a micromanager, according to a study by Harry
Chambers, who recently released a book on the topic of micromanagement called My Way or the

Highway. In addition, four out of five people say they’ve been micromanaged by a boss and paid the price
with their own productivity and morale. Chambers encourages workers in this situation to be proactive
in defusing the micromanager’s destructive behavior. Here are some of his suggestions:
• Find out his agenda. Figure out what’s really important to him and focus on it.
• Don’t wait to be asked for information. Find out what the manager needs to feel confident and com-
fortable, and get it to him ahead of time.
• No one fears inertia more than the micromanager, so be sure to give him constant updates demon-
strating your activity.
• To protect yourself, stay clear on expectations. Clarify your agreements in a trail of memos and emails.
• The micromanager is notorious for piling on assignments. Establish some kind of system to prioritize
which tasks are most important.
•  The micromanager loves to impose deadlines and mete out punishment when they are missed. Be
pre-emptive when discussions about an assignment are beginning, and offer a realistic timeline.
• Play by the rules, no matter how illogical they may appear. The micromanager loves catching people
involved in minor infractions.
•  Learn from the “best practices” of others. If some people in your organization have managed to avoid
the boss’s wrath, watch them closely for the secrets to their success.
• Pick your battles. The micromanager will go to war on every issue, so pick the battles that are most
important to you.

MY WAY OR THE HIGHWAY

More than 58 percent of consumers cite higher
co-payments for prescription drugs and physi-

cian visits as the most significant change to their
health insurance coverage during the past year, ac-
cording to a recent online survey conducted by Weiss
Ratings, Inc., an independent provider of ratings and
analyses of financial services companies, mutual
funds and stocks. Higher prescription drug co-pays
were cited by 34.3 percent of consumers polled, while
23.8 percent indicated higher co-pays for physician
visits. The results of the online survey were based on

voluntary responses from 915 individuals visiting the company’s Web site. Presented with the
question, “How has your health insurance coverage changed most this year?” respondents were
asked to vote for one of five choices. The following is a summary of all responses received:

How has your health insurance coverage changed most this year?

•  Higher prescription drug co-payments 34.3%

•  Higher physician visit co-payments 23.8%

•  Other 15.7%

•  Changed provider 15.0%

•  Loss of health insurance 11.3%

“Skyrocketing healthcare expenses have forced insurance companies, and hence employers, to pass more
costs onto their employees, resulting in higher co-pays,” commented Melissa Gannon, vice president of
Weiss Ratings, Inc. “This trend is likely to continue, as consumers are forced to take more responsibility
for an inefficient healthcare system.”
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Years in Nevada: 7 

Years with Firm: 7

Type of business
Employment services, temporary
staffing, executive recruitment

Biggest business challenge
Managing the transformation of a start-
up business as it grows, without losing
the flexibility and creativity that caused

President

Priority Staffing USA

Las Vegas

How do you spend your time when you’re
not working?
I have very active daughters ages 5 and 8.
My wife and I spend a lot of time encourag-
ing and supporting them. 

Favorite Business Book 
The 48 Laws of Power, by Robert Greene

Best Business Advice:
Focus on results and goal achievement and
act with integrity. “It’s not how neat the
aisles of the warehouse are; it’s filling the
order correctly and satisfying the customer
that counts.”

What is the current state of the employ-
ment market in Southern Nevada?
In general, it’s an employees’ market.
The opening of the new Wynn resort has
created quite a “churn” that has people
moving from one place to another. In re-
sponse to this, large companies, especial-
ly resort properties, are trying to make
their work environments as attractive as
possible by offering training, upgrading
their dining facilities, etc. So far, they
are not raising wages.

the initial success. As we add more staff,
develop structure and procedures, we
face the risk of forgetting how to “bob
and weave.”

What do you like best about your job? 
Having the opportunity each day to make a
difference in the success of our clients’
businesses and the lives of our employees.
Our employees do the work that allows our
clients’ businesses to succeed, while earn-
ing wages that provide for their families.

Cornelius Eason

Years in Nevada: 7 

Years with Firm: 3

Type of business
Independent, co-educational day school

Biggest business challenge
Getting our message in front of the public:
what we do, who we are, how we do what
we do, and the quality of our product.

What do you like best about your job? 
The fact that I can daily make a difference
in people’s lives – not only students, but
also teachers and parents. We have town
meetings every day at the school; I teach
classes and act as advisor to the Student
Leadership Council, so I am constantly 

Headmaster

Sage Ridge School

Reno

Favorite Business Book 
The Headmaster’s Papers,
by Richard A. Hawley 

Best Business Advice:
Lead from the front; don’t ask your employ-
ees to do anything you wouldn’t do. 

What would you like your legacy to be?  
I would like to be known for creating the
first successful independent college prepara-
tory school in Northern Nevada. 

What do you see as the value of a private
education?
For several reasons, we are able to help
our students achieve their maximum po-
tential, whether they have average skills
or are very bright. We recruit teachers
from all over the world, and make sure
they have a depth and breadth in their
subject matter. In addition, we offer per-
sonalized attention. Our largest classes
are only 16 to 18 students, allowing
teachers to give each child the individual
attention he or she needs to succeed.

interacting with students and parents, deal-
ing with personal issues as well as educa-
tional ones. I still get letters from students
I taught 30 years ago, and that’s gratifying.

How do you spend your time when you’re
not working?
Reading – my books of choice are about
subcontinental Asian history – and traveling.

Bill Heim
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Theft Protection service gives customers
early warning signs of identity theft be-
fore great damage is done to credit stand-
ing. It monitors customers’ credit reports,
provides up to $10,000 of Identity Theft
Insurance and offers direct access to Wells
Fargo Insurance resolution specialists.
Subscribers automatically receive a de-
tailed review of significant changes
recorded on their credit file each quarter.

First National Bank of Nevada’s Web
site makes it hard for visitors to miss the
latest security news. A link sits front and
center, prompting consumers to read up

on security bulletins. “Check fraud has
been around forever,” said Oakley. “The
sophistication of it has changed, but if
criminals are in the business of defraud-
ing, they can defraud. We take all of the
appropriate steps to protect our customers,
clients and employees.”

According to the “2005 Identity Fraud
Survey Report” released by the Better
Business Bureau and Javelin Strategy &
Research, in cases where the perpetrator’s
identity is known, half of all identity fraud
is committed by a friend, family member,
relative, neighbor or in-home employee –

someone known by the victim. The same
report concludes that the majority of iden-
tity fraud crimes are self-detected, a find-
ing that reinforces Clausen’s belief that
personal responsibility is key.

“Individuals and business owners have
to pay attention. It’s critical to review
monthly statements, and we recommend
customers monitor their account activity
online regularly,” Clausen said. “It’s
heartbreaking when we see a customer
whose long-time, trusted employee perpe-
trated fraud on the account. Like Ronald
Reagan said, ‘Trust, but verify.’”

“Buy a cross-shredder for $40 and
spend two seconds running documents
through it to protect your personal infor-
mation,” Uffelman said. The same rules
apply to consumers and businesses. With
paper shredders ranging from $12 to $50
lining the shelves of most retail stores, Uf-
felman asked, “Why not buy a shredder?”
The question is timely, given findings of
the 2005 fraud report. The report also sug-
gests consumers who manage their finan-
cial activities online can reduce access to
information on printed statements that
could be used in identity theft crimes.

“Stick ’Em Up”
Not so fast, according to the Nevada

banks interviewed for this feature. Despite
the media and consuming public’s infatu-
ation with all things online, robbing the
bank the old-fashioned way has hardly
fallen from vogue. But thanks to sophisti-
cated physical security measures, branch
employees and bank customers are more
protected than ever before.

At Wells Fargo, physical security mea-
sures include “bandit barriers” in numerous
branch locations. The three-inch Plexiglas
that separates tellers from customers may
decrease the personal touch of each trans-
action, but its benefits shine through. “De-
pending on the location, physical security
threats are intensifying. Clearly, as law en-
forcement has publicly stated, it’s gang-re-
lated. These robberies are referred to as
takeovers, and the bandit barriers really
dissuade the activity,” Clausen said. 

While no customer or financial institu-
tion is immune to the vulnerabilities that
exist in today’s world of high-tech schemes
and old-fashioned heists, there are different
levels of risk. Oakley said check fraud pre-
sents the highest risk in terms of dollars.
“When physical robberies happen, they

Continued From Page 7

http://www.star7adpr.com
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tend not to be substantial in terms of dollar
value. But the physical risk to our employ-
ees and customers is much more prevalent
in a robbery situation,” he said.

Woodrum reported, “We do hire un-
armed guards from time to time. Guards
are a deterrent for robbers because they do
not want to be noticed. I believe the best
prevention against robberies is customer
service for the same reason; robbers do
not want to be noticed.”

Hemsath said physical bank robberies
are on the decline in Northern Nevada.
“I’m thankful for that. We don’t want our
customers or employees to be put in a
compromising situation or harmed in any
way,” he said.

While each of the 46 banks in the Neva-
da Bankers Association has its own phys-
ical security safeguards, Uffelman said
locking vestibules are becoming increas-
ingly popular. The vestibules feature two
sets of doors that can be locked down re-
motely. “They trap robbers before they
can make an exit,” he said. 

For many banks, physical security mea-
sures extend far beyond the teller cage and
bank doors. Drive-up and walk-up ATMs
feature complex security systems in their
own right. Lights and cameras help capture
the action. “The landscaping surrounding
Wells Fargo ATMs is well planned,”
Clausen said. “Concave mirrors allow
ATM users to look forward and have an
over-the-shoulder view at the same time.
We have a bias toward drive-up ATMs.
Walk-ups inherently have more risk.”

Oakley said First National Bank of
Nevada ATMs are strategically located in
public, well-lit venues.

Check 21
On October 23, 2003 the Check Clear-

ing for the 21st Century act was signed
into law. Commonly known as Check 21,
the act creates efficiency in the payments
system and makes “float” virtually nonex-
istent. According to Oakley, merchants no
longer have to submit a physical check to
get paid. “They image it, transfer it and
they get paid,” he said. 

The Federal Reserve Board calls the im-
aged check a substitute check. It serves as
the legal equivalent of the original check
and mirrors the original document’s infor-
mation. Check 21 works with the help of
scanning technology. Merchants electing
to participate scan customer checks, as do

the banks that receive paper checks. Oak-
ley said a large percentage of merchants
don’t have the technology, but banks do,
though the law doesn’t mandate banks to
accept or create substitute checks.

“Whether the merchant or the bank
scans the check, scanning takes place
somewhere along the process. Merchants
do have the opportunity to purchase scan-
ning equipment and participate, but this is
a very new practice,” Oakley said. “After
the checks have been imaged, our bank se-
cures and shreds them.”

According to Woodrum, Check 21 gives
banks and customers huge advantages to
discover fraud earlier. “Check 21 helps
speed check clearing, so fraud can be dis-
covered faster,” he said. “Faster fraud detec-
tion means faster resolution for customers.”

While banks and their customers are al-
ready enjoying the benefits and added
protection of Check 21, Uffelman said he
believes it will be some time before Check
21 is fully implemented. “It used to take a
number of days for a check to clear, but
now checks are being credited almost in-
stantaneously. When you see checks
clearing that quickly, you know the sys-
tem is working,” he said.

Oakley predicts that over time, Check 21
will help reduce the likelihood of check
fraud at some level, since the number of
hands touching the original check is now
reduced significantly. “Before Check 21, a
lot of hands had to touch that check to make
the transaction complete. In the eyes of the
financial world, the digital image is now
considered to be the check,” he said.

As check imaging technologies become
increasingly accessible to merchants,
Clausen said Wells Fargo is working to
stay many steps ahead of tech-savvy bad
guys. “We have algorithms built into the
process to prevent a check from being run
more than once.” Clausen said.

Wells Fargo is not alone in its proactive
approach to ward off system vulnerabili-
ties. Hemsath said Northern Nevada Bank
is taking all of the necessary steps to make
sure imaged transactions are protected.
“Any time that you go from a paper item
to an electronic item and send information
through phone or data lines, there is po-
tential for that information to be compro-
mised. The security of those transmissions
is critical, and we’re educating customers
on how to protect themselves,” he said.

Continued on Page 68
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F
or Nevada executives wanting to
boost their earning potential, advance
their careers or switch fields, addi-

tional education – particularly an ad-
vanced degree – may be just the ticket. “A
degree adds an additional element of ca-
pability and opportunity for success,” said
Dr. Keith Evans, the director of Regis
University’s Las Vegas campus.

But with executives working long hours
and juggling multiple priorities, how can
they possibly accomplish it? Oftentimes,
attending on-site, daytime, months-long
classes characteristic of traditional public
university education is impossible. Today,
however, various programs at private
Nevada universities are tailored to the
busy executive. “The new schools are
much more accessible, much more conve-
nient and much more relevant to the
(working adult),” said Dr. Charlotte Bent-
ley, vice-president for Nevada for Nation-
al University. That’s not to say, however,
that pursuing an advanced degree is en-
tirely without challenges. 

Benefits of a Degree
With an advanced degree, executives

thoroughly learn the content of their busi-
ness, industry or field, along with man-
agement, leadership and executive skills.
This knowledge enables them to “lead,
guide, set direction and vision and move
their organization forward,” Bentley said.
Today, more specific advanced degrees

are available for executives, such as a
Masters of Science in Human Resources
Management and a Masters of Science in
Computer Information Systems.

With a degree, executives can also mas-
ter a second discipline, said Lisa Acker-
man, the Las Vegas campus director for the
University of Phoenix. For instance, a
banker can learn marketing, or the head of
a computer company can study accounting.

In Nevada, having an advanced degree
is distinguishing and prestigious. Only 6.1
percent of the state’s population ages 25
and older held a graduate or professional
degree in 2000, according to U.S. Census
Bureau data. “It’s a credential that sets
you far above and beyond average,” Ack-
erman said. It opens doors to certain posi-
tions and provides leverage to move up or
to change careers.

People with advanced degrees earn
more than those without. For instance, the
average MBA graduate typically earns 35
percent more in salary after completing the
degree, or jumps to an average of $76,000
per year from $56,000 annually without
the degree, according to the Graduate
Management Admission Council, provider
of the Graduate Management Admission
Test. “The reason they’re able to earn more
is a broad and deep knowledge in the busi-
ness world,” Ackerman said.

While obtaining a degree, executives will
meet and interact with their peers, whether
fellow students or faculty members. The ex-

perience offers opportunities for network-
ing and building lasting relationships.

Available Programs
Currently, a handful of programs is of-

fered, and more are slated to start this
year. At its single Northern Nevada cam-
pus and its five Southern Nevada campus-
es, the University of Phoenix offers three
degrees suitable for executives: a Masters
of Management, a Masters of Information
Systems/Management and a Masters of
Business Administration (the most popu-
lar of the three).

Each course is held one night a week
for six weeks. Students take one course at
a time, and can complete a master’s de-
gree in two years. “It’s very convenient,”
Ackerman said. “The programs are rigor-
ous. (Students) have to do a lot of work,
but they learn a lot because they’re focus-
ing on one subject at a time. It lets them
drill down and get immersed in one sub-
ject before they move on to the next.”

All classes can be taken online or on
campus. A third option for MBA and
MIS/M classes is a hybrid called FlexNet.
“FlexNet is especially great for people
who travel,” Ackerman said. “You meet in
person for the very first class session and
then the last session. In between, you do
your coursework, assignments and inter-
action with students and faculty online.”
The master’s programs at University of
Phoenix cost between $11,000 and
$16,000.

From Boardroom to
Classroom

Executives Go Back to School
by Doresa Banning
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communication skills, (education) needs
to be person-to-person,” Bailey ex-
plained. The weekday program, which
costs about $25,000, will begin in July;
the weekend alternative, which runs
about $28,000, will start in August.

Later this year, Nova Southeastern
University plans to supplement its edu-
cation offerings with business degrees –
bachelor’s, master’s and doctoral – at a
new, second Las Vegas campus. “We
can also deliver the program right to a
business,” said Dave Guerin, director of
Nova Southeastern University’s Las
Vegas Student Educational Center. “For
example, if a casino has a group of 10
or 12 students, we can take the program
right there to that business and teach it
on-site.”

The available degrees, now offered on-
line only, would be a Masters of Business
Administration, a Masters of Science in
Accounting, a Masters of Science in
Human Resource Management, a Masters
of Science in Leadership and a Doctorate
of Business Administration. 

Students would take a set number of
classes each eight-week term. For the
master’s, which could be completed in 18
months to two years, students would meet
once every two weeks on Friday, Saturday
and Sunday. For the doctorate, which
takes four years, students would meet one
weekend per month. 

The master’s degrees cost about
$20,000, the doctoral degree, about
$36,000. “That is certainly more expen-
sive than the other programs at the other
universities, but it allows us to be a little
more flexible,” Guerin said.

Despite the efforts of Nevada’s private
universities to accommodate executives’
demanding schedules and lives, two inher-
ent challenges in pursuing an advanced
degree remain. The first is making the de-
cision to proceed and taking the first step,
Ackerman said. The second is finding and
managing the time that’s required.

However, Bentley said, the sacrifices
are worthwhile. She puts it into perspec-
tive: “If you spent two years and got a
master’s degree, the two years after that,
your advancement in pay would pay for
your degree. So why wouldn’t you do
that? Why wouldn’t you invest in your
own future, in your own earning ability,
in your own career advancement?”

Regis University has two MBA pro-
grams, one with an emphasis on manage-
ment, the other with a focus on finance
and accounting. The MBA programs are
accelerated, with one course lasting eight
weeks. Courses are offered in the
evenings, with some weekend intensive
programs. Students attend one night a
week. The degree takes between one and
one-and-a-half years to complete. The
cost is about $4,000 to $5,000. 

Regis offers classes at locations in Hen-
derson and Las Vegas. “Online is used as
a supplement or bridge,” Evans said. “Our
emphasis here is to have people on cam-
pus, but adding online services to get what
they need as quickly and efficiently as
they can.” The Web also is used for busi-
ness simulations, obtaining class materi-
als and accessing the school’s library fa-
cilities. Faculty members are executives
themselves who teach part-time. “The
classes are small. It does provide the op-
portunity for students to know our instruc-
tors very well,” he said.

This fall or in the spring of 2006, Regis

also hopes to offer a Masters of Science in
Management and a Masters of Science in
Nonprofit Management. “We want to
work with our main campus to develop
one or two programs of that type and see
how much interest there is in this market,”
Evans said.

New to Nevada is National University,
which has 30 California locations. It
plans to open its first Nevada campus in
Henderson later this month, with classes
starting in June. The degrees available
initially would be a Masters of Public
Administration, a Masters of Business
Administration and a Masters of Science
in Organizational Leadership. “We hope,
over time, to build and develop our Neva-
da presence and bring all our schools,
colleges and programs here,” Bentley
said. In the meantime, classes for any of
these degrees can be taken online. An ad-
ditional online offering is an MBA en-
tirely in Spanish. 

The master’s programs would follow a
one-course-per-month format. Typically a
master’s degree can be obtained in one-
and-a-half to two years. “Our classes are
in the evening, so people don’t have to
give up their careers, their jobs or their
families, and they can really focus and in-
tensely concentrate on one course at a
time,” Bentley added.Tuition for the pro-
grams runs about $13,000.

The University of Southern Nevada, at
its Henderson campus, will launch a Mas-
ters of Business Administration program
this summer – a general MBA, but with a
healthcare slant. It will emphasize com-
munication skills, creativity and innova-
tion. “Every day (students) will give a pre-
sentation and write an executive
summary,” said Dr. Jim Bailey, the univer-
sity’s MBA program director and profes-
sor of accounting. “It’s very intense.”

The program will feature the block sys-
tem, meaning each course is only two
weeks long, but students attend several
hours of class per week. “You’re kind of
living and breathing it,” Bailey said. “Be-
cause of the intensity, you can complete
the weekday MBA in about eight
months.” The weekend program would re-
quire 12 hours of class time per week and
could be finished in two years.

All learning will take place in the
classroom only. “Our philosophy here is
that to develop professionals and their

http://www.regis.edu
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STANDING (LEFT TO RIGHT):

Dan Paulson WestStar Credit Union

Gino Del Carlo Great Basin Federal Credit Union

Wayne Tew Clark County Credit Union

William Ferrence Boulder Dam Credit Union

Alan Pughes Community One Federal Credit Union

SEATED:

Brad Beal Nevada Federal Credit Union

Anthony Mook Cumorah Credit Union

Sue Longson Sonepco Federal Credit Union

Bruce Rodela Washoe Credit Union
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out multimillion dollar bonus dividends at
the end of every year. 
Anthony Mook: Cumorah Credit Union is
an organization chartered 40 years ago to
serve members of the LDS religious com-
munity, and we continue to do so. I have
been the CEO for 15 years. Our major
concerns are dealing with growth, while
maintaining an exceptional level of mem-
ber service. We have grown fairly quickly
over the last several years, and it’s tough
to maintain service levels when you are
expanding. 
Dan Paulson: WestStar Credit Union was
formed in 1975 to serve the gaming em-
ployees in the state of Nevada, and I’ve
been with the organization for about eight
years. Our most difficult challenge is serv-
ing members who are credit-challenged.
We help those members meet their loan
needs, but we also need to maintain a
good financial profile. We are also chal-
lenged to improve the finances in a large
percentage of households through con-
sumer information classes and financial
counseling. A lot of our members and po-
tential members use payday lending and
check-cashing services and so forth, so we Photo: Opulence Studios, Inc.

N
evada Business Journal invited cred-
it union CEOs for a first-ever meet-
ing to discuss their industry and its

unique outlook and challenges. Nine rep-
resentatives of Nevada credit unions met
recently at the Four Seasons for a free-
wheeling discussion about the structure
and history of credit unions, current leg-
islative issues and their ongoing struggles
with competition from banks, both locally
and nationally. The roundtable was a part
of Nevada Business Journal’s Industry
Outlook series. Connie Brennan, publisher
of Nevada Business Journal, acted as
moderator. Participants were first asked to
introduce themselves and give an overview
of some of the challenges they face. Fol-
lowing is a condensed version of the
roundtable discussion.

Wayne Tew: I’ve been the CEO at Clark
County Credit Union for 19 years. We ser-
vice mostly county, medical and govern-
mental employees in the Las Vegas Valley.
Our greatest challenge right now is to
keep within our controlled growth limits
so we can continue to do what we feel is
our differentiating factor, which is to give
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need to reach more people with financial
education. Our competition for deposit
dollars and specialty loans is always a
challenge. Our members are receiving ad-
vertising through the mail and on TV pro-
moting various lenders, and there are
many more sources of lending in the mar-
ketplace today in addition to banks and
credit unions, such as insurance compa-
nies and finance companies. How to be
creative and compete is always a challenge
and has required us to do more advertising.
Alan Pughes: I’ve been with Community
One Federal Credit Union for about six
years, and have 31 years of experience in
the industry. Our credit union originally
was organized to serve the employees of
EG&G at the Nevada Test Site. In the
’80s, the credit union expanded to serve
about 200 different select employee
groups, and then in 1999, we received a
community-based charter allowing us to
serve anyone who lives, works, worships
or attends school in Clark County. Being a
community-based credit union has created
its own challenges. The biggest challenge
we’ll face in the future is being able to
grow capital as fast or faster than we grow
assets. As we all know, credit unions only
grow capital by retained earnings. We
don’t sell stock, and we’re not a stock-
type corporation. We’re a mutual organi-
zation, so we can only increase our capital
by retained earnings.
Bill Ferrence: For 65 years, Boulder Dam
Credit Union in Boulder City has served
people who live, work, or own property in
Boulder City, as well as government
workers headquartered there. I have
served as its manager for 31 years. Nine
out of every 10 people in Boulder City are
members of the credit union. There are
four bank branches in Boulder City, and
we are around four times as big as the four
of them put together. This isn’t meant to
be critical, but, although the American
Bankers Association would like to at-
tribute our successes to tax-exempt status,
nothing could be further from the truth.
We provide better services than the banks
do. Our members respond to that, and
that’s why we’re successful. We don’t
have many challenges in Boulder City. It’s
a very close-knit town and we play a big
part in the community. Our biggest chal-
lenge is from the technological side, try-
ing to keep up with member requests for

INDUSTRY FOCUS • CREDIT UNIONS
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services, and also dealing with vendors’
reluctance to continue supporting existing
programs, which forces us to make con-
versions to their newest software. We’ll be
doing major conversions this year on sev-
eral technology areas we’ve had in place
for years.
Brad Beal: I’m the president of the Neva-
da Federal Credit Union, and have been
with the credit union a little over 17 years.
Our organization is 55 years old, and was
started to serve the civilian and military
personnel at Nellis Air Force Base in
1950. Over the years we’ve grown and
evolved and changed, and now we too are
a community-chartered credit union serv-
ing anybody who lives, works or worships
in Clark County. We also serve a couple of
federally designated underserved areas
outside of Clark County. That would be
the Pahrump community and certain cen-
sus tracts in downtown Reno. Our biggest
challenge is that our members expect
more and more locational convenience.
They’d like to have branches and ATMs
close to where they live and sometimes
close to where they work, and as the com-

munity spreads out, this becomes difficult. 
Gino Del Carlo: Great Basin Federal
Credit Union is a 53-year-old credit union
in Reno. Originally Great Basin was Nev-
Tel – Nevada Bell Credit Union – and in
1999 we converted to a community credit
union serving the residents of Washoe
County. I was in commercial banking for
22 years before coming to Great Basin,
where I’ve served for 11 years as presi-
dent. We have two major challenges: first
is shrinking margins, which is primary
right now; and the second is getting the
word out about how good we really are
and the member services we provide. 
Sue Longson: Sonepco is an acronym for
Southern Nevada Power Company, which
was organized 50 years ago to serve the
employees of Nevada Power Company.
I’ve been with Sonepco almost 10 years.
We’re the smallest credit union in the
room, and we are pleased to have reached
$50 million in 50 years. Our biggest chal-
lenge, unlike Wayne’s and Tony’s, is
membership growth. It’s a very difficult
thing for a financial institution of our size
to attract new members within a limited

group. Automated debits and credits have
their hooks in consumers, and it’s very
difficult and time-consuming for con-
sumers to move their accounts to another
financial institution. Also, as Bill men-
tioned, technological changes can be a
challenge. We’re putting a lot of our em-
phasis this year into upgrading some of
our systems and ATMs so we can provide
better services to our members. One of
the things that really is helpful is our co-
operative ATM network. Sonepco can
only afford to have three ATMs, but with
all of us sharing our resources, we have
thousands throughout the country and
several hundred in Nevada that my mem-
bers can access at no cost as if they were
our own. I’m able through the credit
union network to afford automation and
Web sites and access to online transac-
tions at a reasonable cost, so even though
Sonepco is a small financial institution,
we can provide all the services of a larg-
er financial institution.
Bruce Rodela: I have been involved with
credit unions in Nevada for over 28 years,
and I have been the president/CEO of

http://www.cbcetn.com
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Stone Canyon Professional Park
Offers Retail and Office Opportunities

Investment Equity Development recent-
ly announced a new addition to its Las
Vegas project portfolio, Stone Canyon

Professional Park. This project, located on
Sahara Avenue between Belcastro Street
and Tenaya Way, is a high profile image
mixed-use development totaling approxi-
mately 80,000 square feet of retail and
medical/office space. The project is ideally
situated across the street from several lux-
ury automotive dealerships, including Mer-
cedes Benz, BMW, Porsche, Jaguar and
Aston Martin.

As with any real estate development, the
secret to success is location. Investment
Equity works diligently to find quality land
in superior locations. “Location has always
been a core value in developing our pro-
jects. We strive to locate our projects on
major commercial arterials in highly visible
locations with great accessibility to free-
ways,” said company founder David Inman.
“This project has outstanding demograph-
ics because of its close proximity to Sum-
merlin and Canyon Gate.”

Stone Canyon Professional Park will con-
sist of 30,000 square feet of retail divisible
to 1,200 square feet for lease, as well as
50,000 square feet of medical/office build-
ings for sale or lease. The office campus
will consist of seven single-story office
buildings, with units ranging from 2,500 to
10,000 square feet.

Rather than developing just the bare-
bones standard gray shell buildings, the
company adds a strong list of features to this
development. The exterior of Stone Canyon
Professional Park is complemented by desert
hues and includes awnings, stone veneer
features and a lushly landscaped courtyard.
The 50-foot-tall pylon sign with an electron-
ic color reader board placed on Sahara will
provide excellent exposure and high visibility
to the 16 million cars that pass by the site
annually. In addition, the project will offer
CC&R’s and be professionally managed with
hassle-free maintenance. Stone Canyon Pro-
fessional Park is scheduled to break ground
in summer 2005, with an expected comple-
tion date in the first quarter of 2006.

Since 1984, Investment Equity has been
a Las Vegas-based commercial develop-
ment and general contracting company
specializing, and actively involved, in all
phases of prime commercial development.
The company has developed approximate-
ly 800 apartments, hundreds of acres of
land and over 3 million square feet of retail,
industrial and office projects. 2005 has al-
ready proven to be one of the firm’s most
successful years, with over $150 million in
commercial projects being developed in
the Las Vegas Valley.

For more information on 
Stone Canyon 

Professional Park please visit
www.investmentequity.com

or phone 
702-871-4545.
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Washoe Credit Union for over 17 years.
The credit union was organized in 1958 to
serve Washoe County government and
hospital employees. We now serve ap-
proximately 130 select employee groups,
and have recently been approved to serve
anyone working in healthcare and govern-
ment who lives or works in the counties of
Washoe, Storey, Pershing, Douglas, Lyon,
Churchill and Humboldt. We are also au-
thorized to serve the same general groups
in Carson City. Our greatest challenge is
to ensure the credit union does not take a
cookie-cutter approach to service as we
continue to grow. 

History and Structure Play a Part
Connie Brennan: One of the agenda items
is “responding to attacks by bankers,” so
let’s start right out with that. Bankers tell
me that anyone in Southern Nevada can
now be a member of a credit union, and
because credit unions are not subject to
the same taxes banks are, it’s unfair and
the playing field is not level. If you’re
serving the same market as banks, why
are you not subject to the same taxes? 
Paulson: For one thing, our structure is
different. We’re not permitted to sell
stock. If a bank wants to open more
branches, it can go out and issue a big
stock offering and open up 10 or 20
branches, whereas we have to build our
retained earnings in order to get enough
net income to grow. It’s like apples and or-
anges in terms of how we’re set up and
structured. We’re just a cooperative, and
the banks have all kinds of ways to lever-
age so they can start, build and grow.
Mook: Maybe I can give you some per-
spective on that as well. Obviously as an
organization serving the religious com-
munity, we’re driven by a mission and a
purpose, not by a search for profits. If you
look at nonprofit hospitals, for example,
obviously there are some issues where
they’re competing head-on with for-profit
hospitals, but there’s a difference in the
level of care, and certainly in mission in
terms of taking care of those folks who
need help. Nonprofit rural electrical coop-
eratives also do a similar thing, when they
compete head-on with for-profit electrical
power companies. The members of that
cooperative have a mission to help each
other out to provide services. The roots of
credit unions go back to Europe hundreds

of years ago, when people got together for
a specific purpose, helped each other out,
and provided financial services to each
other at a much more reasonable cost in
order to avoid significantly higher costs
through banks.
Pughes: When credit unions originated
back in Europe, it was a group of farmers
who got together. They couldn’t get fi-
nancing through banks, so they pooled
their funds and borrowed from each other
to buy the materials they needed to sup-
port their farms. That concept traveled
across the world. It came to Canada and
then down to the United States, where
credit unions began organizing early in
the 1900s. In 1934, Congress passed the
Federal Credit Union Act to establish a
national system of cooperative credit. So
they specifically created a totally separate
system in the United States, and three
years later Congress decided their cooper-
ative structure dictated credit unions not
be taxed. It was the cooperative structure
that was the determining factor. It had
nothing to do with the products or ser-
vices or with the membership. That’s the
reason credit unions are not taxed today,
because our cooperative structure has not
changed. We may have improved services
and we may serve additional people, but
the structure has not changed, so the rea-
son we were tax-exempt to begin with is
still the same today, and there’s no reason
to change that. Bankers seem to think this
is an uneven playing field, that we have an
advantage, but Nevada bank profits in
2003 were $11 billion. Credit union assets
were under $4 billion.
Longson: All of us together.
Pughes: I don’t know where they come
up with this “threat.”
Brennan: Tony said he serves people
within a defined community, but it seems
like a defined community could be any-
body who walks and breathes.
Pughes: Could be.
Ferrence: But that doesn’t matter. That’s
not the key.
Pughes: That is not the reason we are tax
exempt.
Tew: Now that banks have the Subchapter S
exclusion, many of them can avoid the tax
issue through their Subchapter S charter.
Pughes: And they’re lobbying to be able
to structure banks as LLCs. They’re very
focused on finding ways to prevent banks

http://www.hsnvlaw.com
mailto:carola@nevadafederal.org
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from being taxed. At the same time,
they’re complaining about credit unions
having an advantage because we’re not
taxed. If they really felt that was an advan-
tage, they could convert to credit unions.
Ferrence: When you talk about the level
playing field, that’s simply their mantra
for taxing credit unions, because a level
playing field is ridiculous when you real-
ize we don’t take profits and give them to
stockholders. We don’t pay our boards of
directors large honorariums for serving.
Whether it’s Nevada Federal serving all of
Nevada or whether it’s some credit union

in California serving seven counties, it
doesn’t matter, because we’re still doing
what Congress chartered us to do, which
is to serve members in a cooperative na-
ture. The chairman-elect of the National
Bankers Association is Harris Simmons
from Zions Bank, and Zions Bank was
quoted in Credit Union News Watch as
saying its net income increased 20 per-
cent, to a record $406 million for 2004.
But the point I thought was really interest-
ing is this passage: “Zions said its deposit
costs began to rise late in the quarter after
pressure from other banks and, specifical-

ly, credit unions in Utah, prompted it to
raise rates on money market accounts by
20 basis points.” That’s one of the reasons
Congress put us in the game – to keep the
banks in check, because bankers will
charge whatever the market will bear.
We’re the counterbalance to that, because
customers will come to us if we’re provid-
ing better services and better rates on both
savings and loans. Because we were in the
field, as Simmons himself said, his bank
had to raise the rates it paid customers.
Whether it was credit union members
benefiting or bank customers benefiting, it
was because we existed.

Legislative Tax Policies Questioned
Brennan: What about the other complaint
from the bankers’ perspective-that you’re
not contributing to the tax base, support-
ing schools and so on?
Ferrence: Our members pay taxes on the
dividends we pay them.
Mook: We have to pay property taxes. 
Longson: And payroll taxes.
Brennan: How do you feel about the
$7,000 per branch fee that was placed on
the banks? Do you think that’s fair?
Mook: I don’t know that an industry-spe-
cific tax is fair in any tax structure. The
fact that the banks somehow got involved
in that whole tax situation at the state
house two years ago and ended up on the
short end of the stick still amazes me. I
don’t know how they got stuck with that.
But no, I don’t think it’s fair.
Longson: They asked for the new taxes.
Brennan: How did they ask for them?  
Longson: The Assembly wanted to do a
franchise tax. The bankers didn’t want to
have to deal with the franchise tax in Neva-
da, so they negotiated with the legislators
to pay the increased tax on their employ-
ees, the 2 percent rather than the 6.5 per-
cent. When that figure wasn’t enough to
come up with the funds they needed, they
said, “We’ll pay a $7,000 per branch fee,”
and that brought it up to the figure that was
needed. Now, of course, there’s a budget
surplus, and to the smaller banks in Neva-
da – some of them are the size of Sonepco
– the $7,000 per branch fee is indeed oner-
ous; to a bank the size of Wells Fargo, it’s
a drop in the bucket. So I can see why they
would want to have it repealed.
Brennan: Do you think it’s fair for them
to single one industry out?

Continued on Page 58
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Longson: No, I don’t think it is, but they
negotiated for it, so they got what they
asked for. 
Ferrence: If it isn’t fair, as you’re kind of
suggesting, why would it be fair to do the
same thing to us? And why were we ex-
empted? Because time and time again leg-
islatures have determined that we’re in a
different situation. It’s not like they
haven’t been singing this “tax credit
unions” song for as long as I’ve been in-
volved in credit unions, and yet even with
them singing that song as loud as they
can, legislatures across the country and in
Washington D.C. continue to say credit
unions are doing what we chartered them
to do, no matter what their size is, no mat-
ter what their field of membership is. 
Beal: I don’t think any of us have an ob-
jection to the branch tax being repealed. 
Mook: Not at all. We don’t have a dog in
that fight. 
Brennan: Well, we all have a dog in that
fight, because they could hit publishers
next, or any other industry, so I think it’s
something that concerns all of us. 
Pughes: Credit unions have never taken a
position in opposition to things that bene-

fit banks. We’ve never gone to Congress,
we’ve never gone to the state Legislature
to try to lobby to impose things on banks,
yet anytime there’s a bill that provides any
kind of a benefit for a credit union, the
bankers lobby against it. Even with the
Credit Union Regulatory Relief Bill last
year, it had a few provisions that would
have benefited credit unions. The majori-
ty of the provisions would have benefited
banks. Banks lobbied against it – only be-
cause there were a few provisions for
credit unions. 
Beal: When they get some legislation
that’s counter to their best interest, not
only do they fight against it, but they want
it imposed on us too. Which is kind of a
double standard. On the one hand, they
say it’s bad, and the other hand they say
credit unions should have to deal with it
also. That’s kind of a difficult concept to
comprehend. 

The Business of Business Loans
Brennan: In our discussions today, you’ve
been saying that credit unions continue to
do what you were chartered for, but now
you’ve expanded into making business

loans, so isn’t that different?
Pughes: No. As I explained earlier, farm-
ers in Germany formed a credit union to
provide business loans to themselves.
Business loans have been a part of the
credit union since the beginning. There
were not limitations on business loans for
credit unions until 1998, when the
bankers’ lobby was successful in getting a
limitation of 12.25 percent of our assets in
business loans. Prior to that, there were no
limitations on how many business loans a
credit union could make.
Longson: Everybody here knows I’m a
third generation credit union person. My
grandfather started organizing credit
unions in 1934. He organized over 400
credit unions and two credit union leagues
throughout the West. They were organized
to serve everybody, including businesses –
always have been and always will.
Tew: The concern bankers have seems to
be, because we stayed in existence, we
grew. We’ve been here forever, but now all
of a sudden we’re bigger.
Del Carlo: Ninety percent of the business
loans we do at Great Basin have been
turned down by a commercial bank. They
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won’t even look at them. So I feel we’re
filling a niche. All of a sudden, there
seems to be a cry of foul play because
credit unions are funding business loans,
and banks constantly point to the tax situ-
ation. They don’t ever point out the ser-
vices we provide and the niche we fill in
these communities. 
Ferrence: Even if we were to pay the tax,
we’d still knock the banks’ socks off, be-
cause profit doesn’t go to stockholders, it
goes back to our members. We can pay an
interest refund on loans. The bank 
wouldn’t pay that interest refund, they’d
pass it on to stockholders. If they didn’t,
the CEO wouldn’t be the CEO of that
bank anymore, because he is being judged
based on return to stockholders, not based
on service to customers. 
Rodela: If the banks were really interest-
ed in our tax-exempt status, many of them
would be converting to credit unions. I’ve
written down a number of things they’d
have to do: first, they’d have to forego any
paid-in capital and not be able to offer any
IPOs, (Initial Public Offerings). They
would have to build their reserves over
time from accumulated retained earnings.
I can’t go out and raise capital; they have
that luxury. Board members would have to
start volunteering their time instead of
being paid. They would have to deposit 1
percent of their insured deposits in a de-
posit insurance fund to add safety and
soundness to their entire industry. They
would have to seek approval for defined
markets they serve, either by region or in-
dustry, and that process is controlled by
regulations. Even though we have over-
lapped our fields of membership as institu-
tions, we still can’t go out nationwide as
an individual institution and serve any-
body we want. We have to seek regulatory
approval. And those are the main differ-
ences I can think of from the standpoint of
structure, and why we’re tax-exempt. 
Brennan: If you can serve residents of
Clark County, then next year maybe you can
serve all residents of Nevada, and before
you know it, you can serve all Americans.
Ferrence: And wouldn’t those people be
happy if we were providing them better
services? We try to provide the best service
possible and improve our members’ finan-
cial condition, and if anybody here has a
better service than what we offer, I’m not
doing my job properly if I don’t send my
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members to them. If a member walks into
my office and says, “Here’s what I want,”
and I know Sue has a program he’s eligible
for, I’ll even drive him over there if he
doesn’t have transportation. There isn’t a
banker who will ever tell you that, because
they compete to make money, not to pro-
vide the best service to their customers.
Longson: A couple decades ago, the
American taxpayers bailed out savings
and loan banks to the tune of billions of
dollars. Credit unions pool our resources
ourselves. We are self-insured, and no tax-
payer has ever paid a single dime for a
federal credit union, ever. 
Paulson: They’re still paying for the sav-
ings and loan failure.
Longson: Taxpayers are going to be pay-
ing that debt for decades.
Ferrence: I believe that was $400 billion.
They were bailed out, but they won’t talk
about that.
Brennan: Yes, but that could happen to
any industry, even you. Nobody expected
that to happen.
Ferrence: We’re self-insured. If that did
happen, we’d have to come up with addi-
tional monies to bail those financial insti-
tutions out, not the federal government.
Tew: It’s true, the insurance structure is
different.
Ferrence: The FDIC reported net income
of banks was $123 billion in 2004, sur-
passing their previous record of $120 bil-
lion in 2003. They ended 2004 with $10
trillion in assets, which dwarfed U.S.
credit unions’ $665 billion in assets. We’re
only 6 percent the size of banks.
Longson: We have less than $4 billion in
assets in Nevada, versus $866 billion for
banks. 
Pughes: Banks are going to have a tough
time beating their record profits from last
year. In 13 out of the last 14 years they’ve
had record profits.
Brennan: If they’re that successful, why
do you think they even bother fighting
you?
(Several voices): That’s what we asked.
Ferrence: It probably goes back to that 20
basis points talked about earlier. They
weren’t able to take that profit and give it
to their stockholders. They actually had to
give it to their customers in order to com-
pete with those rotten credit unions.
Longson: What amazed me is that he even
said it. 

Mook: He said, “We had record profits,
but we would have made even more
money if it weren’t for the credit unions
forcing us to be competitive.”
Pughes: The more of the pie they can get,
the better they feel. If they can take our 3
or 4 percent of the marketplace, they’ll
feel good about it. Personally, I don’t
think that’s worth stealing, but they appar-
ently do.
Beal: They want to eliminate the compet-
itive pressure.
Ferrence: Which will allow their profits
to go even higher.
Beal: Exactly.
Paulson: I think it’s all about eliminating
competition.
Rodela: We’re about a $70 million cred-
it union. Last year alone Nevada State
Bank grew about that much, maybe a lit-
tle less. It’s taken Washoe Credit Union
48 years to reach $70 million in assets,
and they’re complaining about us. We’re
helping people become more socially
responsible, educating them about thrift
and prudent borrowing, and we are a
better deal because our focus is the ser-
vice element. I am not against any bank
that wants to make a profit. When they
were organized they chose a for-profit
structure. When our volunteers orga-
nized credit unions, they chose a not-
for-profit structure, so there are huge re-
strictions on our ability to grow. We
have to carefully manage what we set
aside as a surplus, reserving for statuto-
ry regulation and giving money back to
the members in the form of higher rates
on savings, lower rates on loans, and
lower fees on services.
Mook: Another thing banks complain
about is the Community Reinvestment Act
and why credit unions don’t have to follow
its provisions. Banks have to be forced to
reinvest in the community because it’s not
profitable or in their stockholders’ interest
to do community-related type of things.
Whereas, the credit union is all about the
community and its members.
Rodela: Credit unions are community
reinvestment in action.
Ferrence: I would love to be compared to
the banks when it comes to community
reinvestment. If they had to do it at our
level, it would become their number one
priority to reduce that expense, because it
would cost them millions.
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Common Grounds?
Brennan: There has to be some common
ground on legislative issues that would
benefit both the banking industry and the
credit union industry. Do you ever work
together on that?
Several Voices: Yes, absolutely.
Tew: The bankruptcy reform laws recent-
ly passed were sponsored and supported
by banks and credit unions.
Brennan: What about payday lenders?
Ferrence: They’re usurious and use very
unethical practices, especially with poor
people, because that’s their market.
Mook: I think Barbara Buckley’s the one
looking to introduce legislation to tighten up
payday lending laws and eliminate some of
the loopholes. There are now no limits on
the amount of interest that can be charged.
Basically, it is up to the buyer to beware, and
if you are in a bind, you might go to a pay-
day lender to get a loan to repair a vehicle to
go to work, and they charge you 250 percent
annual interest. They’re charging you a little
bite at time, so unless you’re educated and
understand what that is, they can just chew
you up. There’s a serious problem there. The
credit unions in Nevada work with the Com-

missioner of Financial Institutions, and
we’ve discussed ways we can assist in pro-
viding financial education or perhaps even
providing those lifeline banking services to
people who need them, because there are a
lot of folks in Nevada who are un-banked
who can certainly utilize those services and
are getting ripped off right and left.
Brennan: So that’s something you’re
going to support when it’s introduced?
Mook: Once we see what the legislation
looks like, we’ll be happy to support it if
it helps the consumers with their finan-
cial condition.

Future Cooperation in Sight?
Brennan: Do you think the pressure from
banks is going to go away?  
Ferrence: No, it’s not going to go away.
Brennan: Do you think it will get worse?
Pughes: Yes. Their whole focus is to gen-
erate profits to increase their stock price.
Consequently, they will do everything they
can to focus on that bottom line, and if
they can eliminate or reduce competition
to increase that, they’re going to do it. As
long as we exist, they are going to contin-
ue to try and eliminate us as competition.

Rodela: Another key issue is, when the
economics are right, bankers shake them-
selves up and buy each other out and pur-
chase stock and merge in order to gain
more economies of scale. And then you’ll
see a new plethora of small community
banks rise again. Credit unions can take
advantage of those shakeouts or mergers
to gain new members.
Beal: None of us have anything against
a good old American profit motive. It’s
what this economy is built on. Good for
them. But if you look at their earnings
and their growth and their market
share, there just is no evidence we’re
hurting them. All this rhetoric about
“uneven playing field” is not borne out
by reality. They want to deny the con-
suming public the opportunity to be
part of a nonprofit cooperative, and I’m
baffled as to why they want to do that,
unless it’s just out of sheer greed. We
just want them to leave us alone. Let us
do our thing – we’re not hurting you.
Leave us alone.
Brennan: But you don’t think that’s going
to happen.
Several Voices: No.
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I
n Northern Nevada, retail is climbing to-
ward the mountains, with a retail
lifestyle center proposed at the base of

Mt. Rose Highway. In Southern Nevada,
it’s climbing toward the sky, with several
proposed multi-story retail projects and res-
idential high-rise buildings with retail com-
ponents on the ground floors.

Land in Nevada’s metro areas is scarce,
precious and going fast. The population is
increasing faster, residential building in-
creasing faster still, and retail is considered
under-served.

Developers in Nevada are doing their best
to remedy this. Nevada’s economy is robust
and Nevada’s population is reaching levels
of affluence that are attracting new develop-
ers and retailers into its cities.

The Numbers
Vacancy rates in Southern Nevada retail

centers are holding at 4 percent across the
board. Even with all proposed projects
and those coming online, existing centers
aren’t suffering.

“When a tenant leaves, there’s another in
line to absorb the space,” said Scott Mark-
er, vice president retail properties, Colliers
International. “We’ve seen that recently in
House to Home, which was absorbed by a
Burlington Coat Factory. A Good Guys
was absorbed by Lane Furniture. Good real
estate tends to get absorbed, especially if
the shopping center is in a desirable area,
high traffic, easy access – there will be
someone to take it over.”

New projects are leasing out before they
come online. Once a new anchor is an-
nounced, the “usual tenants” follow and fill
in, according to Marker. For example, a gro-
cery-store anchored center will get a coffee
shop, video store, dry cleaner and florist.
And there’s a nail salon in every center.
“Ten years ago, it was pizza places. Every-
body wanted to put in pizza places. Nail sa-
lons are the tenant of the day,” Marker said.

Smoke shops are springing up in a variety
of centers, with owners willing to pay high
premiums to get into new centers. Balancing
smoke shops are health and fitness clubs,
many geared specifically toward women.

“The market is obviously following all
the new housing growth, and most housing
growth is on the periphery of the city, fol-
lowing the new beltways. As those expand
or improve, housing moves into those
areas,” said Kit Graski, senior vice presi-
dent, Voit Commercial. “Right now we’re
seeing a lot of power centers being devel-
oped, or in pre-development or under con-
struction, and the reason is that outlying
areas now have enough homes to support
larger anchored centers.”

Retail follows rooftops – shopping cen-
ters build near residential centers. But it’s
difficult for retailers to anticipate the needs

of new residents by moving too far ahead
of growth – projects on the outskirts of the
city need to wait for significant residential
growth to support them. “It’s tough for re-
tailers in malls across the U.S. to open a
store in an area so new that [there aren’t
enough people and] sales are average,”
said Marker. “They need population densi-
ty to support the mall before the develop-
ers build it.”

It’s also desirable to have malls in new
master-planned communities. Residents
need shopping close to home to alleviate
traffic and air quality problems, to save time
and money – but the reality is, population
density is required to support all the projects
proposed or they may not be built. Of the
four new malls proposed in Las Vegas, it’s
possible only two will be built.

The Projects
Not all of the land in Southern Nevada is be-

coming homes. Land is still available for retail,
which is keeping pace with residential – for
now. Territory is building grocery-anchored
centers in Centennial Hills and the second
phase of a center at Southern Highlands; it’s
leasing a center at Blue Diamond and Decatur.

Marnell Properties is developing a com-
munity retail center at Eastern and Russell.
McCarran Marketplace will incorporate an
8-acre park to create a buffer between air-
port expansion and a residential neighbor-
hood considered under-served by retail. The
mixed-use project also houses a retail com-
ponent of big- and medium-box tenants.

“We’ve also planned for some softer type
of development: single-story office quasi-
retail buildings,” said Marnell Properties
President Brad Schnepf. “It’s not going to
be as busy day-to-day as having retail right
up against the neighborhood.”

CENTRA Properties and Turnberry As-
sociates are bringing the 1.2 million-
square-foot Town Square Las Vegas to the
southern end of the Strip, a lifestyle center
that will include a movie theater, restau-
rants, hotel and offices.

Nevada’s Retail Market
Challenges Lead to Creative Solutions

by Jennifer Rachel Baumer 
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for multiple levels, some way of incorporat-
ing perhaps more offices, or residential-
over-retail,” said Sturm.

There are already 100 proposed high-rise
multi-family residential projects with
ground floor retail components proposed in
Las Vegas; experts estimate perhaps half
will be developed.

Land prices are being driven by demand,
which isn’t unusual, but demand by home
builders is so high that commercial land is
leaving inventory and becoming residential,
and that is unusual. “We’re seeing land that
would have been industrial and warehouse
use turned into houses,” said Sturm. “Our
biggest competitors are home builders, be-
cause they’re willing to pay more per acre
than we can justify if we’re going to turn the
property into a power center.”

Land prices continue to rise, supply con-
tinues to decline, and developers across the
state continue finding resourceful, creative
ways to utilize the land, from two- and
three-story retail facilities in the south to
lifestyle and mixed-use centers in the north.
Retailers will continue to fill the centers, ab-
sorbing space and making Nevada the per-
fect place to live-work-play... and shop.

The Montecito Company’s Town Center
surrounds the 19-acre Montecito Market-
place, a grocery-anchored retail center locat-
ed in a master-planned residential and com-
mercial development near the intersection of
US 95 and the I-215 Beltway.

The District at Green Valley Ranch is an-
other lifestyle center, bringing together a
mix of restaurants and retail, office space
and luxury residential lofts with 400,000-
square-feet of shops and restaurants.

Northern Nevada
Northern Nevada has achieved the neces-

sary density to attract large-scale retail pro-
jects. The Reno/Sparks/Lake Tahoe area is
considered under-served by retail, and at
least one developer, Bayer Properties from
Birmingham, Ala., is looking to move into
the market.

Lifestyle centers combine open-air retail
centers with landscaping, restaurants, small
and large retail and an entertainment compo-
nent like a multiplex theater. Birmingham
was one of the first cities in the country with
a lifestyle center; construction started in
1997 and Bayer is working on phase four of
that project now. The aesthetic quality of the
center with its open-air venue was so suc-
cessful the developer went looking for other
markets with underlying fundamentals simi-
lar to those responsible for the Birmingham
project’s success.

Reno – and Northern Nevada – came
screaming out of the gate. Reno’s one major
mall isn’t enough for the growing affluence
being created in the marketplace, and be-
cause of that, many people head to cities
like Sacramento and San Francisco to shop.
“There was a lot of leakage of consumer
dollars leaving the market,” said Jeffrey
Bayer, president, Bayer Properties. 

Finding land wasn’t easy, but Bayer pur-
chased 200 acres where Mt. Rose Highway
crosses I-395. The first phase of its Summit
Sierra project will incorporate 70 acres, and
as the project builds momentum, additional
phases will be built to serve Northern Neva-
da, creating Reno’s first lifestyle center. 

Initially Bayer found Reno a hard sell to
retailers – perception was a blue-collar, older
market without much consumer demand.
But once the developer saw the upscale resi-
dential building taking place, it was able to
convince retailers to check out the area, and
the center is now 85 percent filled. Several
retailers new to the area are coming onboard,
including Pottery Barn and Dillard’s.

With land availability decreasing and
costs increasing, developers need to be more
and more creative with their use of the land.
“The Las Vegas market is upside down and
crazy, with land prices and a huge demand
coming in from all different avenues,” said
Terri Sturm, CEO of Territory, Incorporated,
which develops and manages retail centers
in Southern Nevada. “There is going to be a
huge need for more creative uses of land or
mixed-use centers that combine residential
with retail and office – everything together.
With land prices at a million dollars an acre
and more, we can’t afford to build tradition-
al centers on that land.”

Creative use means mixing residential, re-
tail and light office in mixed-use centers, or
creating power centers that bring big- and
medium-box users together in one center
with very little small retail in between. A
power center might house a Target Great-
land, Home Depot and Wal-Mart. 

Sturm has land she purchased in Las
Vegas before prices started rising, so Terri-
tory is able to build the traditional center it
originally planned. “If I were buying now
and paying what I suspect the land is worth,
I’d be going back in front of the city asking

http://www.marcusmillichap.com
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Wright also formed Nevada Title Insur-
ance Company in 1993, which later be-
came Westcor Land Title Insurance Com-
pany. It serves as a regional title insurance
underwriter, with offices in California and
Nevada. Westcor also provides a 1031 ex-
change program – a tax deferral system
that holds funds for investors from the
sale of a property until they are ready to
close escrow on another property.

But despite the successes, no business
is ever without challenges. And, although
the unprecedented growth in the Las
Vegas real estate market has been a posi-
tive force in Nevada Title’s success, Gra-
ham said the title industry in the past five
years has experienced substantial growth.
“Some of that is builders coming in start-
ing their own title companies or starting
their own escrow companies,” she said.

The booming real estate market also
translates into the challenge of simply
keeping up with massive demand for ser-
vices. “So many people want things done
so quickly. To accommodate that creates
some stress on our employees, so we are
very sensitive to that,” Graham said.
“Our employees really are our most valu-
able resource.”

Another problem faced by the title in-
dustry in general, Graham said, is fraud.
“As a result of people forging names, as
well as scams that come from all over, we
have to be ever aware of what’s going on
and be in a position where we can contin-
ue servicing our good customers, while at
the same time creating boundaries to pro-
tect ourselves,” she said.

Nevada Title Company has six offices
in Southern Nevada, with plans to open
two more by the end of the year. The
company employs about 290 people.

“We are a locally-owned and -operated
company that makes its decisions here
and is totally involved in the community,”
Graham said. The company and its em-
ployees support numerous charitable
causes with both time and resources, in-
cluding United Way of Southern Nevada,
the Juvenile Diabetes Foundation, the
Susan G. Komen Breast Cancer Founda-
tion, the March of Dimes and Nathan
Adelson Hospice.

hen Terry Wright came to Las
Vegas in 1976 to manage a na-
tional title company, he quickly

found that the planning and decision
processes of the title business were usual-
ly reserved for administrators at out-of-
state corporate headquarters. With this in
mind, Wright decided to follow his heart
and founded his own firm – Nevada Title
Company. The business has since become
one of the state’s leaders in the industry.

“We started out as the No. 10 title com-
pany, and within five years, we had become
the No. 1 title company, not only in market
share, but also in liability,” said current
company president, Robbie Graham.

Wright’s business venture started when
he purchased the assets of what was then
Western Title Company. In January 1979,
Nevada Title Company opened its doors,
and the company concentrated on the
booming commercial industry. “We fo-
cused on where the growth was going,”
Graham said. “We probably insured, at
one point in time or another, every one of
the projects on the Strip. We’ve been
blessed with most of the [Steve] Wynn
projects, and we handled the MGM trans-
action when it was built.”

The company’s quick success prompted
Wright, who now serves as chairman, to
establish several subsidiary businesses
that would further assist clients in their
real estate ventures. He opened Nevada
Construction Services in 1985. This sister
company of Nevada Title provides vouch-
er control and inspection services to fi-
nancial institutions, and also offers
lenders reports detailing disbursements
and project updates, and protection
against wrongful claims.

Nevada Title 
Company

W

Local Firm Succeeds in
Competitive Industry

Las Vegas Statistics Compiled by Colliers
International & Restrepo Consulting

Reno Statistics Compiled by 
Grubb & Ellis Nevada Commercial Group
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I
t is truly sad and extremely disappointing that so much mis-
information and so many disingenuous statements are made
in our press and to my fellow legislators on the issue of

school district size. There is simply no valid argument to keep
a super-sized district that has almost 400,000 students. Our stu-
dents, their families, and Nevada can no longer wait to institute
a rational system of smaller districts along the lines of 40,000
to 50,000 students each.

Credible research strongly suggests the negative implications of
large districts on poor, disadvantaged and minority students. The
potential improvement for poor students in smaller districts is one
reason the Caucus of African American Nevadans has endorsed
my bill. Super-sized districts like Clark County compound disad-
vantage. If there is one educational issue that all legislators, De-
mocrat and Republican, liberal and conservative, should agree on,
it is the deconsolidation of Clark County schools.

The dismal performance of Clark County schools does not
need to be repeated here; it has been addressed in a series of ed-
ucational reports. Academic research on super-sized districts
like Clark County is becoming overwhelming – namely, that
large district size has a consistent and negative influence on
student performance. Unfortunately, a large school district like
Clark County only benefits the top administration in the district;
it does not benefit students, parents or individual teachers.   

Student performance is higher in those metropolitan areas
with many school districts rather than in a single school district
that enrolls most children. Consolidation of a large district has
dampened school performance by reducing competition. Small-
er districts tend to demonstrate greater achievement equity. In
fact, community support for school funding actually is often
stronger in a system of smaller districts. 

Let me give three examples of misinformation that has been
publicized. First, there is no credible evidence that we need a
super-sized district to enjoy economies of scale in purchasing.
This is a myth perpetuated both on the public and my fellow
legislators by the power brokers of our current system. Second,
the bizarre notion that other states want districts to be consoli-
dated like Clark County borders on dishonesty. Third, the idea
that smaller districts would cost too much is propaganda and
untrue. Estimates are that super-sized districts actually have
higher total costs.  

There is no rational way to support the existence of a super-
sized district like Clark County. Perhaps this is why there are so
many spurious claims, attempts to scare parents, and other at-
tempts to avoid the issue.

T
he most important factor when considering the idea of decon-
solidating CCSD into a number of smaller, independent dis-
tricts is how the outcome will best serve the interests of our

students and community. The idea of smaller districts is not new,
nor without some merit, but it comes with far-reaching complexi-
ties and challenges.

Deconsolidation would have to be accomplished without creat-
ing inequity for students. Division must ensure socio-economic
and ethnic diversity, a factor we consider in creating boundaries
for our schools. Districts that are perceived as “poor” or “unsafe”
have greater difficulty recruiting teachers and other staff than dis-
tricts perceived as “wealthy” or “elite.” Families may begin to buy
or rent homes based on district dividing lines, causing divisions in
our community and increasing the disparity. 

The split would affect teacher recruitment and could lead to
local districts being forced to compete against one another, partic-
ularly if each district forms its own unions for bargaining purpos-
es. Districts with more financial resources could allocate a larger
percentage of funds to recruiting efforts and teacher salaries, re-
sulting in inequity. 

The plan must be fiscally viable. Taxpayers need a guarantee
that taxes will not be increased. However, additional funding is un-
avoidable when current district-wide services and service facilities
such as central offices, construction, transportation and food ser-
vices are duplicated in new districts. Each district would also need
a superintendent and key administrative staff. Competition be-
tween the districts could potentially drive the salaries of central of-
fice administrators and principals upward. CCSD would also lose
its buying power as a large district and the economies of scale that
it provides. 

Another concern is determining which taxpayers will assume
responsibility for paying existing and future debt. Typically, the
area that receives the benefits bears the cost. Existing debt would
have to be paid based on a distribution yet to be determined. Taxes
to pay for new debt would have to be borne by the taxpayers in the
growing districts that need new schools. 

I believe I speak for a lot of people in the CCSD by saying
we don’t automatically disregard the idea of deconsolidation.
However, the Board of School Trustees would need to see a
plan that does not decrease the quality of education for any of
our students, does not increase costs for taxpayers, nor create
delineations of “haves” and “have-nots” in our community. If
such a plan can be devised, and if the citizens of Clark Coun-
ty want this change, the district will be responsive to commu-
nity desires.

Question:
Should the Clark County School District 

be deconsolidated?

There is No Valid Reason 
to Keep A Super-Sized District 

by Sen. Sandra Tiffany,

R-Henderson

Consequences of Deconsolidation 
Must be Considered  

by Carlos Garcia,

Superintendent, Clark County School District
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Carson City Gets New 
Medical Facilities

Sierra Surgery and Imaging opened for busi-
ness in Carson City in March. The hospital

serves patients from Carson, Douglas and Lyon
counties, offering inpatient and outpatient
surgery and diagnostic medical imaging services.
Operated in partnership with Carson-Tahoe Hos-
pital, the 49,000-square-foot facility has 15 inpa-
tient rooms, six operating rooms, a 10-bed recov-
ery room and a 15-bed admit/second stage
recovery unit. Phased expansion of the facility is
planned for 2006. In related news, construction is
scheduled to begin this spring on the Carson-
Tahoe Cancer Center, a $10 million project affil-
iated with the Carson-Tahoe Regional Medical
Center. The 34,000-square-foot facility will be
located on a five-acre site on the medical campus.
The two-story building will house medical and
radiation oncology departments, a cancer re-
source center and library. Completion is slated
for the first quarter of 2006.

Wal-Mart Distribution Center
Slated for Storey County

Wal-Mart recently closed escrow on 140
acres at Tahoe Reno Industrial Center,

15 minutes east of Reno in Storey County.
The retailing giant plans to build a nearly 1
million-square-foot state-of-the-art distribu-
tion center on the property. The center will
service Wal-Mart stores within a 120-mile
radius. Wal-Mart said it will initially hire
about 500 employees, and over the next few
years that number will grow to 700, with
hiring of area residents expected to begin in
2006. The distribution center is expected to
contribute more than $50 million annually
to the regional economy. Ground will be
broken this quarter for the facility, which
will take about 15 months to complete, and
Wal-Mart has an option for 10 additional
acres for possible future expansion.

Cabela’s Plans Reno Store

Pinnacle Entertainment recently an-
nounced that it has entered into agree-

ments to sell a total of 38.5 acres of land to
Cabela’s Retail, Inc. The land, adjacent to

the company’s Boomtown Reno property,
is intended for the construction of a
150,000-square-foot Cabela’s retail store,
similar in design and concept to the other
Cabela’s outdoor sporting goods stores lo-
cated in South Dakota, Michigan, Kansas
and Minnesota. The transactions are ex-
pected to close in the second half of 2005,
with the store opening slated for late 2006
or early 2007. Projections indicate the
store will create about 184 new full-time
and 216 part-time jobs, with a payroll of
more than $8 million the first year. In ad-
dition, gross sales estimated at $55 million
would generate about $3.6 million in new
sales tax revenues.

Visitor Volume Tops 50 Million

Nevada welcomed a record 50.5 million visi-
tors in 2004, a milestone for the state’s

tourism industry that surpassed projections an-
nounced late last year. “Tourism not only is
Nevada’s No. 1 industry, but also contributes $40
billion to our state’s economy,” said Bruce Bom-
marito, executive director of the Nevada Com-
mission on Tourism (NCOT). The $40 billion
value includes $10 billion in gross gaming rev-

enue.  The Commerce Department ranks Nevada
the No. 5 most-visited U.S. state for overseas
visitors and the Travel Industry of America re-
ports it is No. 6 in domestic and international
visitor spending

Las Vegas Manufacturer 
Receives SBA Honor

Askilled casting and mold-maker who
went on to open his own manufacturing

firm in Las Vegas has been named Nevada’s
Small Business Person of the Year by the
U.S. Small Business Administration (SBA).
Scott Acton, owner of Trevi Manufacturing,
was invited by SBA Administrator Hector
Barreto to participate in National Small
Business Week activities in April in Wash-
ington, D.C., where other small business
owners and entrepreneurs were honored.
Trevi Manufacturing makes products for
homes and gardens, as well as commercial
construction projects, out of glass fiber-rein-
forced concrete, which is stronger and lighter
than traditional cast stone. Growing from
two employees in 2001 with total revenue
just under $40,000, Trevi employed 24 peo-
ple in 2004 and grossed $3.4 million.

Nevada Corporations and LLC’s Include:
• Articles of Incorporation or Organization
• One Year Resident Agent
• Corporate Charter
• Corporate Record Book with Name Foil Stamp on Spine
• Corporate State Seal (Desktop)
• Bylaws for Corporations or Operating Agreement for LLC
• Stock Certificates (25 Million Shares)
• Stock Ledger
• Amendment and Meeting Minute Samples
• Example Corporate Resolution Forms

Corporations in all 50 states
Call us today for a free structuring analysis,
living trust, FLP’s land trusts and more!

Corporate Credit and Financing
Unsecured $50,000 Business Credit Lines Available*

Time is Money… Money is Time
6655 West Sahara Suite B-200• Las Vegas NV 89146
702.384.3700 • Fax: 702.363.3050 • www.redrockcorporatesolutions.com
*Restrictions Apply
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Gone Phishin’
“Phisher” Web sites and scams have the

sole purpose of turning an unsuspecting
individual or business owner into, quite lit-
erally, the catch of the day. The “profes-
sionals” behind the schemes stop at noth-
ing in their pursuit of personal
information. Phishing, or spoofing, is a
method used by fraud perpetrators who
pose as legitimate businesses seeking sen-
sitive personal information, but the infor-
mation is actually used in illegal transac-
tions. Fake e-mails, bogus Web sites and
pop-up windows can be well-stocked with
phishing schemes.

While the hooks in e-mail subject lines
can range from the proverbial, “Congratu-
lations, you’re a winner” to “Your uncle
from Tasmania died and left you $3 mil-
lion,” the sinker is always the same – the
victim’s bank account.

Hemsath said business owners should
be especially wary if individuals request
account information under the guise, “We
need your account data to wire you
money.” But schemes aren’t always so bla-
tant. For example, the mark of the Maple
Leaf could spell disaster. According to Hem-
sath, there are crooks who present counter-
feit Canadian postal orders to unassuming
Americans under the flag of camaraderie.

“They’ll tell you they have a $100,000
Canadian postal order that can’t be de-
posited into an account in the United
States because they are Canadian,” he
said. “They’ll request that you deposit it
in your account and wire them the
money.” The reward? Sometimes upwards
of $40,000, Hemsath said. While the lure
of the lucrative payoff on something with
as little perceived risk as a money order
might prompt some to oblige, what vic-
tims don’t realize is that it takes time for
Canadian money orders to flow through
the U.S. financial system.

“By the time it’s marked as fraudulent,
the money has already been wired and the
illegal money order has been charged back
against the depositor’s account,” Hemsath
said. “Anytime someone offers to pay you
a lot of money and it sounds too good to be
true, it is. That’s the No. 1 rule.”

Despite online scams, schemes and
spoofing, Clausen said the benefits of 

Banking on Security
Continued From Page 13

mailto:customerservice@silverstatecouriers.com
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online banking far outweigh the risk of
fraud. “I would say or do nothing to re-
verse the presence of online banking, even
if I had the power. But, as an unexpected
consequence, there are folks who work to
reverse anything good for their own per-
sonal gain,” he said.

Banking Since 9/11, and Beyond
Sept. 11, 2001 changed the way Ameri-

cans do business. The reality of increased
security is evident, from airlines to bank
lines around the country. Under the USA
Patriot Act Customer Identification Pro-
gram, banks must comply with strict reg-
ulations and security measures when
opening accounts. 

At Northern Nevada Bank, Hemsath
said it means scrutinizing more than one
form of identification. “The regulations
put the burden on customers, and some-
times they don’t understand why we have
to ask for so many forms of ID when
they’re trying to open an account,” he
said. “The country as a whole is spending
a tremendous amount of money to en-
hance homeland security and I don’t pre-
dict that policy reversing anytime soon.”

In addition to basic information, an in-
dividual opening an account should be
prepared to share his or her Social Securi-
ty number. Businesses are asked for their
Employer Identification Number, among
other verifiable documents. Oakley shares
Hemsath’s sentiment and said he believes
the country’s financial institutions are in a
“necessary situation.”

“There is no exception. Customers un-
derstand they have to provide certain in-
formation to open an account, borrow
money or bank with any financial institu-
tion that’s federally insured,” Oakley said.

As the USA Patriot Act continues to
evolve, it is putting increased pressure on
financial institutions to take every possi-
ble step to prove that their customers are
who say who they are – from validating
identification to asking new account hold-
ers a prescribed series of questions.
Clausen said the steps Wells Fargo takes
to validate identification for new account
holders are “virtually transparent. These
steps go a long way to protecting legiti-
mate customers. If we ask a bad guy a
question or two, he or she immediately
becomes uncomfortable,” he said.

“The USA Patriot Act is truly for the
protection of consumers,” said Woodrum.
“We understand it may be frustrating for
customers who have had accounts for a
long time. Be assured that this protects us
all. Although some systems are automated
to check against the list of known and sus-
pected terrorist and/or drug traffickers, it
does take time. Time taken to protect our
customers, the bank and the nation is time
well spent.”

Checks and Balances
So, what’s the bottom line in banking?
While industry security measures are po-
sitioned to outpace fraud schemes and
might seem to change faster than some
customers’ account balances, there’s one
rule that stays the course of time. “Pay at-
tention. Never stop paying attention,”
Clausen said. 

It’s a recommendation echoed by all
the experts consulted for this feature.
“You’re never immune, but you can re-
duce exposure by being vigilant with
your records and personal information,”
Hemsath said. “Customers are the best
first line of defense.”

http://www.swbnevada.com
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Legislature. We will continue to fight for a
10-year moratorium on new benefits and to
work to expose the true costs of these man-
dates in Nevada. 

There is also pending legislation that
would alleviate the healthcare crisis in Neva-
da. Assembly Majority Leader Barbara
Buckley is proposing to leverage millions in
federal dollars to provide health insurance
subsidies for low-income workers and preg-
nant women. This would help provide cover-
age to some of Nevada’s most vulnerable cit-
izens. The Reno-Sparks and Las Vegas
chambers support Buckley in her efforts.

In addition, Governor Guinn is proposing
$100 million in mental health spending.
Mental health has reached a crisis point in
Southern Nevada. One of the issues sur-
rounding this urgent situation is that it 
drives up the cost of and access to health-
care for everyone else. Many mentally ill
patients are first admitted to a hospital
emergency room, and they remain in emer-
gency care until a bed opens up in a treat-
ment facility. This causes emergency room
beds to be filled, forcing patients with real
emergency injuries, such as a broken arm,
to wait for care. It also drives up the costs
for everyone, as emergency room beds are
among the most expensive beds in a hospi-
tal and have to be factored into the overall
cost of treatment.

As we move forward this legislative ses-
sion, the Las Vegas Chamber of Commerce
and Reno-Sparks Chamber of Commerce
remain committed to fighting for healthcare
reform that reduces the costs to business
and benefits all working Nevadans.

Kara Kelley is president and CEO of the
Las Vegas Chamber of Commerce. Harry
York is CEO of the Reno-Sparks Chamber
of Commerce.

ne of the most important issues for
business – particularly small business
– is the affordability of healthcare in-

surance and the ability for Nevadans to ob-
tain quality medical services. In a recent
study, healthcare insurance was identified as
the number one issue facing most business-
es. Members of both the Las Vegas Chamber
of Commerce and Reno-Sparks Chamber of
Commerce are saying the same thing. It is
not surprising, considering that the costs to
businesses of providing healthcare insurance
to their employees has risen every year.

According to data compiled by Nevadans
for Affordable Healthcare, since 1998, pri-
vate employer spending on health benefits
increased 51 percent. These increases have a
direct impact on a company’s bottom line.
As health costs continue to rise, many small
businesses can no longer afford to provide
this valuable employee benefit. In fact,
based on U.S. Census data, Nevada ranks
sixth nationally in the number of uninsured
adults between the ages of 18 and 65.
Roughly one in four adults in Nevada does
not have health insurance. This is consider-
ably higher than the national average of a
little more than 15 percent. 

Business has a vital interest in keeping
our workforce healthy. Providing health-
care insurance to employees not only pro-
vides workers valuable security for them-
selves and their families, but it is also a
valuable recruitment tool that helps busi-
nesses attract the very best employees.

This year, the Nevada State Legislature is
considering several pieces of legislation
that, if passed, will affect healthcare cover-
age in our state. A primary reason for the
increase in premium costs is due to man-
dated benefits. Each session, the Legisla-
ture considers mandating additional tests or
screenings that must be offered in insurance

Nevada’s Chambers of Commerce
Fighting for Affordable Healthcare Coverage 
for All Nevadans

policies. While we may all agree that
prostate cancer screening is important,
should a company be required to have that
coverage plan for your 23-year-old female
employee?  Each mandate the state places
on insurance providers translates to more
expensive health insurance for business,
and as costs continue to rise, so does the
likelihood that many businesses will be
economically forced to drop their coverage.

According to a national study by the
Government Accountability Office in 2004,
Nevada is one of only seven states that have
30 or more mandates applicable to small
group and individual healthcare markets.
Maryland, the state with the most mandated
benefits, has found costs associated with
benefit mandates made up roughly 14 per-
cent of total costs. 

These insurance mandates, although ap-
pealing on the surface, are pricing many
companies out of the marketplace, and the
result is more and more Nevadans are not
protected by healthcare insurance. Imagine
if the only car you were allowed to purchase
was a luxury car with all the bells and whis-
tles. How many people would be able to af-
ford that?

So far this year, the Legislature is consid-
ering two more mandated benefits, including
Senate Bill 29, which would require cover-
age of clinical trails for Phase I cancer treat-
ments. In addition, Assembly Bill 63 would
force insurance providers to cover injuries
sustained while under the influence of drugs
or alcohol. It would also eliminate the right
of insurance companies to cancel a policy
based on these injuries. Both of these bills, if
passed, would continue to drive up the costs
of healthcare insurance for everyone. 

For years, the Reno-Sparks and Las
Vegas chambers have brought the issue of
mandated benefits to the attention of the

Kara Kelley and Harry York

O
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Ground Broken for UNLV
Recreation Center

Agroundbreaking ceremony was
held recently for a 184,000-square-

foot Student Recreation Center on the
campus of UNLV. The $54 million pro-
ject will include indoor and outdoor
pools, an indoor jogging track, fitness
areas with weights and cardio equip-
ment, rooms for group fitness classes
and sport courts for racquetball, basket-
ball, volleyball and other activities. The
Student Health Center and Student
Counseling Services will also be housed
in the building. Kitchell Nevada is the
general contractor for the project, which
is scheduled for completion in the fourth
quarter of 2006.

Cheyenne Distribution Center
to Expand 

Trammell Crow Company, a Dallas-
based development firm with offices in

Las Vegas and Reno, recently announced
plans to construct a new spec industrial
building at its 30-acre Cheyenne Distribution
Center in North Las Vegas. The 200,000-

square-foot addition will have access from
both sides, and plans call for spaces divisible
down to 15,000 square feet, which will be
leased to mid-box users. Groundbreaking is
scheduled for the fourth quarter of 2005,
with an estimated construction time of five
months for the concrete tilt-up structure.

RTC Grants Maintenance 
Contract

Intermountain Slurry Seal, Inc. recent-
ly announced it has been awarded a

$3.9 million contract by the Regional
Transportation Commission (RTC) to
perform maintenance on nearly 17 mil-
lion square feet of roadway in Reno,
Sparks, Carson City and Washoe County.
This contract represents a major portion
of RTC’s $4.5 million road maintenance
budget for 2005. Application of slurry
seal helps preserve and extend the life of
existing road surfaces. Project details in-
clude patchwork, striping, slurry seal ap-
plication and micro-surfacing to several
roads throughout northern Nevada. Work
began in April and is scheduled to be
completed by September 2005.

“Suburban Village” Planned
for Southwest Las Vegas 

THE CURVE Development Company
LLC has announced plans to build a

42.5-acre master-planned “suburban vil-
lage” in southwest Las Vegas, where the I-
215 Beltway curves between Durango and
Sunset. Klai Juba Architects designed the
project and M.J. Dean Construction is act-
ing as general contractor. The first phase
of THE CURVE will feature two 18-story
high-rise condominium towers, with a
total of 376 units priced from $385,000. It
will also include 16 buildings with
115,885 square feet of retail/restaurant
space, and 61,201 square feet of Class A
commercial office space located above re-
tail in four of the 16 buildings. Construc-
tion on the $200 million first phase is set
to begin in the first quarter of 2006, with
completion scheduled for early 2007.
Partners in the development company in-
clude: Randy Black and Michael Chernin,
co-owners of LandBaron Investments;
Michael J. Dean of M.J. Dean Construc-
tion; Daniel Juba of  Klai Juba Architects;
and Bill Richardson, vice chairman of
Mandalay Resort group.

Distribution Company to Build
New Reno Facility

Hopkins Distribution Company has
signed a lease with DP Partners for a

new 220,000-square-foot facility in the
South Meadows Business Park. Estab-
lished in 1993, locally owned Hopkins
Distribution Company provides ware-
housing, logistics and distribution con-
sulting services for manufacturing compa-
nies, freight shippers, freight receivers
and logistics and distribution companies.
The company started out in a 26,000-
square-foot building, and expanded in
2004 into a 205,000-square-foot facility in
south Reno. The new building will more
than double the size of its Northern Neva-
da operations. 

IRC §1031 Tax-Deferred Exchanges 
Reverse Exchanges 

Real Estate – Personal Property

Southwest Exchange Corporation, offers highly personalized and priority, service to your

clients for all 1031 tax-deferred exchange. Please contact us for a complimentary exchange
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business expenses, but it depends on
what you can justify. There is no “stan-
dard percentage,” because everything is
an individual situation – whether for
your business or personal finances. An
experienced tax accountant can help you
identify opportunities for deductions, as
well as providing guidance about mov-
ing forward.
Tax Myth: If I sell real estate, it’s au-
tomatically a long-term capital gain. 
Reality: Not always the case. Real es-
tate is not always held for investment
purposes resulting in long-term capital
gain upon sale. It can also be treated as
ordinary business property. It is impor-
tant to distinguish between the two from
the beginning, as taxes are based on what
the property was “intended” for. When
purchasing a property, I always recom-
mend drafting a written “acquisition dis-
position strategy” that clearly spells out
the intentions for the property. The inten-
tional use of property can drastically
change the taxes that must be paid on it.
Tax Myth: Isn’t all income taxed the
same?
Reality: People get confused about how
different types of income are taxed. Port-
folio income, such as interest, dividends
and rents are not taxed the same way as
capital gains or income from the perfor-
mance of services. Revenue for services
performed is also subject to Social Secu-
rity taxes. Knowing how the types of in-
come are taxed is critical for proper tax-
planning strategies.

Tax laws change gradually, and there
have been two to five tax acts every year
for the past five years. Most people are
not aware of the effect taxes have on
their business and personal finances.
Without proper guidance to decipher the
opportunities either to take advantage of,
or to avoid, people and businesses can
experience an unpleasant surprise. Plan
ahead and implement sound tax strate-
gies for the rest of 2005, as taxes due on
April 15, 2006 can be planned for now
and reduced.

Jason Thomas is the tax manager for
Fair, Anderson and Langerman, a Las
Vegas-based CPA and business consult-
ing firm.

t’s a typical tax accountant’s experi-
ence: on a weekly basis we are asked
for advice on how to reduce taxes.

My first question is, “Did you consider
the tax exposure prior to the transac-
tion?” Many times the answer is no.
Proper knowledge and utilization of tax
strategies is the best way to reduce or
eliminate tax exposure. Here are some
of my favorite tax myths:
Tax Myth: I just paid off a significant
amount of debt for my company. I don’t
have any cash, so I shouldn’t have to
pay taxes.

Common Tax Myths

Reality: This myth stems from a mis-
conception of what is taxable. While re-
ducing debt is excellent financial behav-
ior and good for a healthy financial
future, it has no effect on taxes. The IRS
is looking at income as they define it,
and not evaluating your individual situa-
tion. It’s a matter of taxing profit, not
cash flow, and often people believe if
they have no cash, it equates to no prof-
it. Not true. For example, someone buys
land for $100,000 that appreciates to $1
million – a very real possibility in our
current real estate market. He now takes
out an equity line of credit for $600,000
and spends it on business or luxury
items. He proceeds to sell the land for $1
million, but believes his profit is
$400,000 – the balance after repaying
the line of credit. Obviously, this is not
the case; his profit is $900,000, based on
the original purchase price. 
Tax Myth: Isn’t there a standard per-
centage I can deduct? 
Reality: People want a cookie-cutter
plan for their taxes. The IRS doesn’t
work that way. You can deduct your

What You Don’t Know 
Can Hurt You

I

by Jason Thomas

http://www.lmconsrtuctionco.com
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r. Nav Sharda, the medical director
and founder of the Cancer Care
Centers, opened the first Cancer

Care Center in May 2001 on East Har-
mon Avenue in Las Vegas. At the time,
his facility was the first to offer integra-
tion in the form of a dedicated CT scan-
ner, which was electronically linked to
the treatment machines. “This was a
huge step forward that significantly im-
proved the cure rates of my patients,
while reducing the side effects of cancer
therapies,” said Sharda.

In July, Sharda plans to open a fully in-
tegrated treatment and diagnostic facility

Cancer Care Center
Plans New Facility

for cancer patients in Nevada. Costing
more than $6.5 million, the 15,000-
square-foot building is under construc-
tion in the Las Vegas Technology Center
at Smoke Ranch Road and Fire Mesa
Street in the northwest part of the Las
Vegas Valley. The new facility will pro-
vide patients with all aspects of cancer
care – from diagnosis, to treatment, to re-
habilitation – under one roof, under the
supervision of one cancer specialist.

“Patients will no longer have the extra-
ordinarily long delay between diagnosis
and treatment, and surveillance after treat-
ment will be performed by the same physi-
cians who originally diagnosed and subse-
quently treated the patient,” Sharda
explained. “This allows the utmost in per-
sonalization and customization of therapy,
with results available almost immediately.”

Cancer outcome is directly related to
early diagnosis and rapid initiation of cor-
rect therapy, and Sharda stressed patients
should consult a doctor if they notice any
of cancer’s danger signs. “It is extremely
important that the first doctor involved in
the care of the patient is on the forefront of
the emerging cancer therapies and has the

best diagnostic and therapeutic tools nec-
essary at his fingertips,” he said.

Sharda has been involved in medical re-
search for more than 20 years, and remains
on the forefront of major advances in can-
cer research and treatments, including bio-
logical therapies, chemotherapies and
imaging advances, many of which he is
currently using or will be incorporating
into the new center. His clinical specialties
include stereotactic radiosurgery, prostate
brachytherapy, High Dose Rate (HDR) in-
terstitial implants, HDR intracavitary
brachytherapy and biologic/immunologic
therapies. His most recent interest is the
evolving field of radioimmunotherapy.

Sharda is anticipating that in the near
future, doctors will be able to dynamical-
ly track a tumor as it moves within the
body during normal organ motion, with a
technique called portal vision. This is a
way to continuously look at the tumor
through the entire duration of treatment,
thus allowing an ultraprecise radiation
gun to continually lock onto the tumor,
wherever it may shift in the body.

“I am extremely excited at the poten-
tial here,” he said. “In one cancer center,
I can directly supervise and design the
immobilization aids, directly visualize
the tumor with all imaging modalities
and use these tests to design a treatment
which is supremely accurate in separat-
ing out tumorous tissue from normal or-
gans, and deliver an extremely effective
treatment with almost no side effects.”

The Center’s diagnostic equipment
will include Computerized Tomography
scans (CT), Positron Emission Tomogra-
phy scans (PET) and Magnetic Reso-
nance Imaging (MRI), along with other
essential equipment, allowing the cancer
specialists to have vital diagnostic test
results for immediate review. 

Newest technologies for treatment in-
clude a Varian Linear Accelerator, Mille-
nium 120 Multi Leaf Collimator, Dy-
namic Arc Intensity Modulated
Radiation Therapy Computers, HDR
brachytherapy unit and a dedicated spe-
cial procedures operating room for radia-
tion implants. 

The Center will also house a cancer re-
sources library and special wellness unit.
Its wellness program will teach all as-
pects of nutrition, immune strengthening
and overall health.

To Provide Continuum 
of Services

D
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dren, counseling for adults who were sexu-
ally abused as children, domestic violence
survivors and rape victims. Other programs
include: treatment for adult and juvenile
sexual offenders; prevention education for
youth in the community; a Let’s Chat pro-
gram for children in Child Haven (the
abused children’s shelter), as well as special-
needs youth at local high schools and Op-
portunity Village; Life Skills (which focuses
on dating violence, rape, anger management
and personal responsibility) provided to
youth involved in juvenile probation and pa-
role; individual and group services to area
youth overcoming their drug and alcohol ad-
dictions; and many others. 

“Research has repeatedly shown that
the impact of childhood sexual abuse on
future functioning can be devastating,”
said Marconi. “When compared to non-
abused children, sexually-abused chil-
dren exhibit much more significant prob-
lems in all areas of functioning, including
low self-esteem, depression, post-trau-
matic stress symptoms and difficulties in
forming and maintaining interpersonal
relationships, as well as school-related

problems that can lead to dropping out.
While the immediate goal of our pro-
grams is to help victims in the short-term,
our long-term goals have been to
strengthen families by breaking the cycle
of abuse, and increasing victim self-es-
teem and autonomy.”

FACT programs are funded through
several state and federal grants, as well
as an annual fund-raiser honoring mem-
bers of the community who are dedicated
to children’s issues and the prevention of
child abuse and neglect. This years’
event, to be held June 23rd at The Stir-
ling Club, will honor former Las Vegas
mayor Jan Jones.

amily and Child Treatment (FACT) is
a nonprofit United Way agency dedi-
cated to helping children, adults and

families overcome and heal the traumas of
abuse, neglect and violence. FACT has pro-
vided prevention, education and treatment
services in Southern Nevada since 1990.  

Historically the only nonprofit agency in
Clark County addressing the needs of sexu-
ally-abused children and their non-offend-
ing parents, FACT has assisted thousands
of children and adults develop into more
functional, productive members of the
community. FACT maintains community-
based partnerships to ensure families af-
fected by violence and abuse have access to
affordable professional services, as well as
ongoing support, education and a place to
begin to heal. 

“Mental health needs of children are
grossly underserved in Southern Nevada,”
said Karen Marconi, executive director of
FACT. “Child abuse in Nevada is nearly
double that of the national average,” she
continued. “Access and affordability to ser-
vices for low- income and at-risk families,
Southern Nevada’s burgeoning population
and the scarcity of services continue to
challenge our community.”

A board of directors composed of 11 vol-
unteers is responsible for ensuring that the
mission and the fiscal viability of FACT are
maintained. In fiscal year 2004, FACT
served 673 children and adults at its coun-
seling center and 319 clients through its of-
fender program. A total of 1,140 children
throughout the community received educa-
tion about preventing sexual assault.

Child and Adult Victim Services include
counseling for child victims of sexual abuse,
physically- and emotionally-abused chil-

Family and Child
Treatment
Helping Heal the Hurt

F

by Tara Maras 

For further information, or to get 
information about the fund-raiser,

contact: FACT
1050 S. Rainbow Blvd.
Las Vegas, NV 89145

702-258-5855
www.factlv.info

http://www.cbre.com
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GPS-Enabled
Mobile Phones

n the beginning, GPS (Global Position-
ing System) technology was used only
by the military, as well as the aviation

and marine industries, and later became
available for navigational purposes in luxu-
ry automobiles. We have come a long way
since then, reaching the point where GPS
technology on mobile phones is increasing
efficiency and productivity for mobile
workers throughout Nevada. 

A mobile phone can now do far more
than take pictures, play video games and
deliver news headlines. This compact tool
provides advanced applications, such as
wireless Location Based Solutions (LBS)
that allow distribution-based businesses to
increase productivity and efficiency
through built-in GPS receivers that can pin-
point driver locations in seconds, streamline
delivery routes, reduce overtime and unau-
thorized mileage, and remotely access vehi-
cle repair history.

GPS-enabled mobile phones equipped
with LBS do more than allow drivers to
shorten delivery times. The tracking capa-
bility gives dispatchers the ability to have
an immediate view of where their fleet of
drivers is located at any given time, which is
helpful in the event that resources need to
be re-allocated. Furthermore, they are able
to see exactly what inventory is in every ve-
hicle and warehouse. 

This LBS technology works as a hosted
technology service that requires zero hard-
ware or software installation at the cus-
tomer site. A company’s mobile workers
can use the service on their mobile phones
to record and transmit information, includ-
ing hours worked, job numbers and project
details. That data, along with the location of

by Bob Halcrow
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the worker, is captured by the GPS receiver
in the phone and can be accessed over the
Internet or on the company’s Web site. As a
result, office managers and fleet dispatchers
have access to real-time data, as well as an
electronic record of mobile worker activity.

LBS technology can be integrated into
every facet of the supply chain, allowing
each GPS-related function to communicate
in real-time. With tracking inventory, it re-
ally is as simple as using a mobile phone to
facilitate collaborative planning, forecasting
and replenishment capabilities for the entire
supply chain.

Using a mobile phone equipped with a
barcode scanner attachment, production
managers have the ability to view materials
inventory, monitor inventory levels and sig-
nal suppliers when a delivery is needed. Sec-
onds later, an alert that more materials are
needed on the production line is sent direct-
ly to a supplier’s mobile phone to immedi-
ately dispatch the next shipment. This type
of real-time access to current inventory lev-
els helps businesses maintain a tighter in-
ventory environment and reduce costs asso-
ciated with inventory surpluses or shortages.

As competitive and economic pressures
continue to squeeze profit margins, compa-
nies need to evaluate the most cost-effective
way to become more productive and effi-
cient operations in order to maintain their
relevance in the marketplace. Without mak-
ing a large investment, it is possible to link
every aspect across the supply chain –
sourcing and procurement, order fulfillment,
inventory and the transportation and distrib-
ution of goods – and then synchronize all the
corresponding data with existing enterprise
systems. This information can then be ac-
cessed and updated in real-time by produc-
tion managers, logistics managers, dispatch-
ers and drivers in the field simply by using a
GPS-enabled mobile phone.

By having an instant view of their mobile
assets, companies will be much better
equipped to react to changing conditions
that range from unforeseen spikes in cus-
tomer demand, to a shortage of raw materi-
als, to a delivery fleet experiencing me-
chanical problems. A simple tool – a mobile
phone – can have a powerful impact across
a company’s entire supply chain.

Bob Halcrow is vice president and general
manager at Nextel Communications, based
in Las Vegas.

http://www.desertrad.com
mailto:info@llbcpas.com
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Business Indicators
units previous comments

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

.S. job growth is up 1.8 percent
over a year ago, with the U.S.
unemployment rate hovering

in the mid-5 percent range. This is an
improvement from last year’s condi-
tions, particularly for job growth.
Still, job conditions in Nevada remain
better than nationally, and have done
so for some time. Job growth in Neva-
da increased briskly during the last
year, up 6.8, 7.6 and 5.2 percent for
Nevada, Las Vegas and Reno, respec-
tively. Also, rural Nevada has seen a
resurgence because of increased
commodity prices; these prices
stand at the highest levels in some
time, with every sign that demand
will remain strong. As a result, the
strength of job growth in the Silver
State has pushed unemployment
rates down into the 4 percent range.

Some Nevada indicators already
point to maturity in the current ex-
pansion. For example, gaming rev-
enue for January recorded a 3.9 per-
cent growth rate over the same
month a year ago. Adjusting these
numbers for inflation, the CPI, for ex-
ample, is up 2.3 percent, which
leaves a 1.6 percent inflation-adjust-
ed growth rate. In comparison, over-
all spending in the U.S., as measured
by inflation-adjusted GDP, is up 3.9
percent. Not surprisingly, national
consumer spending continues to
post good numbers. Housing starts
keep growing, having passed the ex-
pectations of many that such a ro-
bust expansion is likely to fall off the
brisk pace of the past few years.

The year ahead will likely see the
Federal Reserve pursue a policy of
continued short-term interest rate in-
creases, tending to slow the rate of
national growth. In the meantime,
Nevada will also likely see slower
rates of growth in 2005, if for no
other reason than 2004 was a banner
year from an economic perspective.
All in all, 2005 will bring maturation
to this period of expansion.

R. Keith Schwer
UNLV Center for Business and 
Economic Research
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