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What challenges do Nevada’s banks and

credit unions face, and how are they deal-

ing with them? Bill Oakley, president of

1st National Bank of Nevada, was one of

several experts in the financial services

field interviewed for this in-depth report.
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Each year, federal, state and local agen-

cies issue construction contracts totaling

in the hundreds of millions of dollars. Jeff

Fontaine, director of the Nevada Depart-

ment of Transportation, is one of several

government officials giving their advice

on the bidding and contracting process in

this informative article.
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The City of Reno is experiencing a revi-

talization of its downtown area, bringing

both businesses and residents into the

heart of the city. 
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W
hen Nevada Business Journal
recently moved its corporate of-
fices to Henderson, we didn’t

think too much about being in a new
city. Although those of us who have
lived here for a number of years can re-
member when Henderson was a sepa-
rate town several miles from Las Vegas,
the two cities have now grown together
into what seems like one big metropo-
lis. Since our move, we’ve come to ap-
preciate the perks of doing business in
a city that takes care of business.

The first hint we had of the city’s
pro-business attitude was when Bob
Cooper of the Henderson Economic
Development Department called to
make an appointment to visit us in our
new building. This wasn’t because we
knew Bob or had done business with
him (which we had), but rather be-
cause that’s what his department does
with new businesses moving into
town. The meeting was all about what
the city could do to help our business
succeed in Henderson. As it turns out,
Bob has been conducting these meet-
ings for years as part of the city’s
business retention plan.

In April, we unfortunately had an
occasion to call the Henderson Police
Department regarding an overnight
break-in at our new offices. The re-
sponse was immediate and the investi-
gation was through. The responding
officers were extremely professional
and spent most of the morning taking
statements, dusting for fingerprints
and gathering evidence. We’ve all
heard horror stories of shabby investi-
gations, long response times and rude-
ness from police officers. Our experi-
ence was just the opposite, and we
would like to thank the Henderson Po-
lice Department for a job well done.

We’re proud to be located in Hen-
derson and appreciate the hospitality
and service provided by the city. It re-
ally is a great place to do business.

Welcome to Henderson!

http://www.pdg-lv.com
http://www.Desertrad.com
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Obviously, these two types of sales
were on opposite ends of the price
spectrum, so comparing the per-acre
prices wouldn’t make much sense. If
you take out these huge transactions,
the prices in the rest of the market
were relatively stable.

Brian Gordon, a principal at Ap-
plied Analysis, said, “We got a few
calls after the story was printed. It’s
important to understand how the
numbers work.” The report pointed
out that, excluding the BLM transac-
tion, the Valley-wide price per acre in
the fourth quarter reached $578,000,
which represented an 11 percent in-
crease over the fourth quarter of 2004.
“Each local submarket reported a
healthy appreciation over the prior
year,” Gordon added. So much for
plunging prices.

C O M M E N T A R Y

Land Prices Plunging?
Don’t Believe Everything You Read

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

A
nd yet, two respected Las Vegas
publications ran headlines at the
end of March declaring land prices

were falling, or, as one put it, “Land
Prices Plunge 47 Percent in Fourth
Quarter.” “Plunging” sounds pretty seri-
ous, doesn’t it? Maybe we should all
sell our land holdings before it gets
worse, and run for the hills.

This situation illustrates the dangers
of looking at numbers without doing a
proper analysis of what they mean. This
all began when Applied Analysis, a Las
Vegas firm that specializes in crunching
real estate numbers, issued a report in
March comparing land prices in the
third quarter of 2005 with prices in the
fourth quarter 2005. Looking at the
price paid per acre, one of the charts in
the report showed that the average price
declined 47 percent. 

But averages can be tricky. If you put
one hand in a bucket of ice water and
the other in a fire, the average tempera-
ture of your hands would probably be in
the comfort zone. If averages were all
that counted, you wouldn’t have a rea-
son to complain.

What happened in the case of the
Applied Analysis report was that the
largest transactions that took place
in the third quarter were sales of
land on the Las Vegas Strip, chiefly
to developers of high-rise condo
projects. Prices for these prime
parcels can exceed $1 million an
acre. Then, in the fourth quarter, the
BLM held an auction in which the
Olympia Group paid an average of
$238,900 per acre for 2,675 acres of
undeveloped land in North Las
Vegas without any improvements.

Are land prices in Las Vegas really dropping? Ask anybody who’s tried to buy a piece of

land recently, especially commercial land, and they will tell you the price has not gone down

at all. Economics 101 teaches us that when supply is limited and demand is high, prices go

up. There’s not much available land in the Las Vegas Valley, and only a few parcels of BLM

land remain to be released. Commercial users are struggling to find land at prices that make

economic sense for their projects, because homebuilders, trying to house the thousands of

people moving into the Valley each month, are paying top dollar for any available parcel.
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What harm can it cause if people
read misleading headlines? Kevin Or-
rock, top division executive for the
Howard Hughes Corporation, over-
sees the Summerlin master-planned
community. “The danger is that a lot
of people don’t get past the headline,”
he said. “In this case, the math in the
report was correct, but the conclusion
in the headline was incorrect. If
you’re a public company that owns
land, or an investor or a borrower,
you’re going to get calls from people
you’re doing business with who are
outside the market. They’re going to
want an explanation for why land
prices are going down in Las Vegas,
when in fact, the dynamics of the
marketplace are still very positive.
Sensationalism doesn’t do anybody
here any good.”

There are many sources for in-
depth reports on real estate and other
segments of the economy, including
this magazine. But, a word to the
wise: look past the headlines. It’s a
good idea to read the fine print,
whether it’s in a business contract or a
newspaper article.

COMMENTS 
email: lyle@nbj.com



In August, Nevada Business Journal and corporate

sponsor Anthem Blue Cross Blue Shield will host two

very special events to honor 20 individuals who have

made significant contributions to healthcare in our

state. In conjunction with these events, the August

issue of Nevada Business Journal will include a

special supplement detailing the accomplishments

of these Healthcare Heroes, who will be chosen by a

blue-ribbon panel of experts in the healthcare field.

All proceeds from the events will aid students pursuing

careers in healthcare education at the University of

Nevada Las Vegas, Touro University and University of

Nevada School of Medicine.

Call now to find out how you can 
participate in honoring 

Nevada’s Healthcare Heroes.

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

Wednesday, August 2, 2006 

Bellagio Hotel and Casino

Cocktails: 6:30 p.m.

Dinner: 7:00 p.m.

Thursday, August 3, 2006 

Silver Legacy Hotel and Casino

Cocktails: 6:30 p.m.

Dinner: 7:00 p.m.

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

Save The Date!

Healthcare 
Heroes

HEROES
HEALTHCARE0

h

LAS VEGAS
RENO

http://www.nevadabusiness.com
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The fear of public speaking
ranks high on nearly every

study of common anxieties, even
higher than death. According to
Stephan Schiffman, author and
president of DEI, a large sales
training company, the fear is not
public speaking itself, but of the
possibility of being unprepared for
a speech. Schiffman has outlined 10
“musts” for a successful speech:
• Use humor, preferably self-depre-
cating, to establish rapport with your
audience. 
• Know your audience and match
your content to their world. 
• Practice delivering the major
points in the order you want to cover
them. Consider making an audio or
video of your speech and reviewing
it before your deliver it “live.”
• Know your strengths and weak-
nesses as a speaker; emphasize your
strengths.  
• Wear appropriate attire for the oc-
casion. 
• Project comfort and confidence to
your audience, but don’t confuse
“confidence” with “arrogance.”
• Use appropriate body language to re-
tain visual interest from your audience. 
• Speak comprehensibly by speaking
slowly and enunciating your words. 
• Speak loudly by pitching your voice
so you can be heard by everyone. 
• Speak with enthusiasm and convic-
tion. If the audience doesn’t think
you believe what you’re saying, they
will tune you out. 

In the Third Circuit Court case
Storey v. Burns International Ser-

vices, a security guard claimed his
employment was wrongfully termi-
nated because of his national origin
(“Confederate Southern-American”)
and his religion (Christian). 

According to the “Employment
Law Briefing” by the Dyer Lawrence
law firm in Carson City, controversy
arose when the guard placed Confed-
erate flag stickers on his lunch box
and pick-up truck. His supervisors
informed him he would have to re-
move the stickers under the compa-
ny’s new diversified-hiring program.
When the guard refused, the compa-
ny explained its zero-tolerance poli-
cy with respect to displaying Con-
federate symbols.

Supervisors attempted to convince
him to either remove or conceal the
symbols because they might offend
other employees. He responded that,
as a Christian, some work occur-
rences – particularly other employ-
ees’ use of profanity – offended him
but were accepted. 

Once the guard was officially termi-
nated, he sued the company in federal
court, alleging national-origin and re-
ligious discrimination. The trial court
dismissed the guard’s complaint on
grounds that “Confederate Southern-
American” didn’t qualify as a legiti-
mate national origin and that he had
failed to establish that displaying the
Confederate flag was essential to
maintaining his religious beliefs. 

According to the National Safety
Council, workers are safer on

the job than they are at home. A de-
crease in workplace deaths – down 17
percent since 1992 – has been undone
by fatalities occurring off the job, up
14 percent. 

According to a 2004 National Safe-
ty Council Off the Job Safety Sympo-
sium, twice as many workers – ap-
proximately 6.8 million people – were
seriously injured while off the job
than were injured while working. Of
the 49,000 injury-related deaths in
2004, roughly 90 percent occurred
while employees were off the job. 

In 2004, the cost of employee in-
juries, both on and off the job, was
more than $330 billion. Nearly 60
percent, or $200 billion, was for in-
juries to employees who were off the
job. These injuries accounted for em-
ployers losing 165 million days of
production time, compared with 80
million lost work days as a result of
workplace injuries. 

Among the 1,300 companies sur-
veyed by the National Safety Council,
58 percent of those with off-the-job
safety training programs reported re-
ductions in injuries occurring outside
of work.

Ten Musts for a Successful Speech“Be Careful Out There” South Fails to Rise Again

BUSINESS UP FRONT
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Workplace efficiency expert
Michael Linenberger has devel-

oped methods to manage e-mail and the
tasks that come with it in order to gain a
25 percent increase in productivity:
• Resolve to quit storing e-mails in
your inbox: E-mails are stored in our
inbox with the intention of returning
to them later. Instead, track all tasks
in Outlook’s Task System, a priori-
tized place to look for to-dos. 
• Immediately convert e-mails to tasks
as you read them: Click on the e-mail
and drag it to the task icon, which will
help you think in terms of taking ac-
tion. You’ll cease needing to constant-
ly re-read e-mails, which will save
you time. 
• Make two task lists: one daily, one

long-term: This system allows you to
keep the most important tasks right in
front of you and keep lower priorities
out of sight so you aren’t overwhelmed.
• Break down tasks into mini-projects
and next steps: Making a big task
manageable increases the likelihood
that you’ll complete it, without pro-
crastination. 
• Prioritize with the “going home”
test: Ask yourself, “What two or three
items on this list, if they’re not done,
will keep me from going home
today?” Then set a personal goal to
get them done early in the day. 
• Sort your tasks with the oldest in the
lowest position on your list: The newest
tasks are usually the most relevant,
keeping your list fresh and usable. Old
tasks are dead tasks, so you shouldn’t
focus on those first. Make old tasks
earn their place at the top of your list. 

A New “Outlook” on E-Mail

Chances are your staff is sabotag-
ing your business, without your

even knowing it. Telephone Doctor, a
training company that helps organiza-
tions improve the way they communi-
cate with their customers, lists four
dangerous phrases they might be
using when responding to customers:
•  It’s not our policy: This excuse is
used when the employee doesn’t
know what to say. Decide on your
policy and then work as a team with
your staff to find a positive way to ex-
plain it to the customer
•  It’s not my department: Tell the cus-
tomer what you do, not what you
don’t do. If someone mistakenly gets
your extension and asks for some-
thing you don’t handle, find them
someone in the area they need. 
•  My computer is down: When your
computer crashes, politely explain the
situation and do whatever you can.
The customer will have a little more
compassion if you’ve offered assis-
tance and didn’t simply blame the
computer for your inability to help.
•  I wasn’t here that day: The cus-
tomer doesn’t care whether or not
you were there when the problem
happened. Instead, confront the
problem head-on and apologize
without telling the client where you
were – or weren’t.

Four Ways to Sabotage Your Business

Business Up Front

http://www.mrcgroup.com
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Competition Heightens 
Banks have to keep score of who’s

teaming with whom. Among recent
merger announcements is word that
Western Alliance Bancorporation and
Bank of Nevada have signed an agree-
ment whereby Bank of Nevada and
Nevada First Bank will merge with
and into BankWest of Nevada. Pri-
vately held Bank of Nevada had de-
posits of $254 million, loans of $213
million, and regulatory capital of $25
million at Sept. 30, 2005. BankWest
of Nevada reported deposits of ap-
proximately $1.6 billion, loans of
$1.0 billion, and regulatory capital of
$140 million at the same date. 

Mergers in the banking industry
often benefit other banks, said Bill
Oakley, president of 1st National
Bank of Nevada. “Employees who
have gone through mergers before get
scared and jump ship. This creates op-
portunities for banks in a tight mar-

ketplace to pick up good employees,”
he noted. However, when people do
exit, banks can be left understaffed. 

Kirk Clausen, Wells Fargo’s regional
president for Nevada, is responsible for
the more than 100 Wells Fargo banking
locations in the state. Clausen contends
mergers and expansions by banks are
changing the complexion of banking in
both Northern and Southern Nevada.
Clausen is bullish on Nevada. “Compe-
tition makes us all better,” he said. 

Growth in Northern Nevada seems
to be much more diverse, both from a
consumer and business climate,
Clausen said, calling it a “constant
building upon a solid base.” While
Northern Nevada remains on an
uptick, in Southern Nevada the
growth is a bit more frenzied. “But
there is a lot of stability in the state
overall,” Clausen maintained. “It’s a
fun place to do business.” Banks are
also enjoying strong growth in the

rural parts of the state. “Rural Nevada
is showing positive trends, largely due
to the recent expansion of mining op-
erations and certain economic devel-
opment efforts,” said Clausen. “It has
proven to be a fairly stable environ-
ment, from both a business and con-
sumer perspective.”

The Burden of Compliance
Bank compliance rules and regula-

tions govern the industry and protect
consumer confidence and the mone-
tary system. The difficulty in main-
taining compliance is that the industry
is faced with constantly changing and
growing rules and regulations that are
not always easy to interpret or moni-
tor – and are not always consumer-
friendly. In addition, maintaining
compliance calls for substantial re-
sources in people, time and money. 

“We have internal auditors who re-
view files and processes in an effort to

Cover Story: Nevada’s Financial Institutions

Competition, fraud, compliance, technology…

to say the financial services industry has its hands full would be an

understatement. Both banks and credit unions are facing challenges

on many fronts.
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identify any risks, including those re-
lated to the regulatory environment in
which we operate,” said Oakley. “We
also pay external auditors to perform
similar reviews that ensure an arm’s-
length audit.” In addition, the bank
regulatory agencies perform regular
audits to make sure the bank does not
operate in an unsafe or unsound way.
“The regulatory agencies need to en-
sure the public’s deposits are protect-
ed and the bank is not operating in
such a way as to put the bank’s assets
at risk,” he added.

But many of the regulations de-
signed to protect consumers also
make it more difficult to serve them,
as well as adding costs, which the in-
stitution passes on to consumers, said
John Guedry, CEO of Business Bank
of Nevada. “For smaller institutions it
presents a cost and resource challenge
and for larger institutions it presents
an enormous monitoring challenge,”
he said. “It costs us $500,000 [each

year] in salaries to maintain internal
controls and bank compliance. It’s a
difficult challenge and requires a cer-
tain level of expertise.”

Clausen of Wells Fargo agreed that
compliance can present a challenge.
“We clearly have the infrastructure to
research the newer laws and work
hard to change systems and adapt to
new legislation, but for smaller finan-
cial institutions, it’s a huge hardship,”
he said. 

Oakley added, “The regulatory en-
vironment impacts all banks and fi-
nancial institutions. The bigger you
get, the more scrutiny you get from
regulators.”

Like banks, credit unions must con-
form to federal guidelines requiring
financial institutions to document
the identification of each new ac-
count-holder. “We have to check
each and every individual who
comes into our system to make sure
there’s no risk of bringing in some-

one who’s looking to create chaos,”
said Bruce Rodela, president and
CEO of Frontier Financial Credit
Union and also chairman of the
board for the Nevada Credit Union
League. “We’re no different from
the banks in that regard. Due to the
risk of terrorism, it’s just something
we have to do.” However, he said he
did not know of any credit union
having to hire extra employees to
process the federal paperwork, ex-
plaining that staff members have
found ways to work the new proce-
dures into their daily routines.

Fighting Fraud
Fraud, especially Internet/high-tech

fraud and identity theft, is a big concern
for bankers and credit union executives
across the country. The number of cases
prosecuted by the U.S. Department of
Justice is growing, showing that the ex-
ecutives have reason to worry.

Continued on Page 16

http://www.klnevada.com
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According to the Department of Jus-
tice, in one federal prosecution defen-
dants allegedly obtained the names and
Social Security numbers of U.S. mili-
tary officers from a Web site, then used
more than 100 of those names and num-
bers to apply via the Internet for credit
cards with a Delaware bank. In another
federal prosecution case, the defendant
allegedly obtained personal data from a
federal agency’s Web site, then used the

personal data to submit 14 car loan ap-
plications online to a Florida bank.
Those are only two examples of how
identity theft is a growing problem. 

Another cause for concern in the in-
dustry is “phishing.” Pronounced
“fishing,” and also known as “brand
spoofing,” it is a scam to steal valu-
able information such as credit card
and Social Security numbers, user IDs
and passwords. An official-looking e-

mail is sent to potential victims pre-
tending to be from their bank, ISP or
retail establishment. E-mails can be
sent to people on selected lists or on
any list, expecting that some percent-
age of recipients will actually have an
account with the real organization.

The phishing e-mail states that due
to internal accounting errors or some
other pretext, certain information
must be updated to continue service.
A link in the message directs the user
to a Web page that asks for financial
information. The page looks genuine,
because it is easy to imitate a valid
Web site, and the illegal scammers
use it to collect account information. 

Oakley agreed that fraud is a huge
issue in the financial world, and
Nevada is no exception. “We have a
very good security team and a very
good operations team who have pre-
vented any major losses from fraud,”
he said. “Like every other bank in the
country, we are always subject to
check fraud, and even low-dollar
frauds can add up to huge numbers.”

Jackie DeLaney, president of Sun
West Bank, said, “Fraud and identity
theft are big business, including
schemes in which people make fraudu-
lent representations to get a loan.” The
burden of catching the criminals who
defraud financial institutions and their
customers falls on agencies that are
often overwhelmed with other types of
crimes. “A fraud that involves a lot of
money will obviously get more atten-
tion from law enforcement, as will
schemes that attack a number of differ-
ent banks and show an organized pat-
tern of crime,” DeLaney said. “But,
there are only so many investigators
and so many hours in the day. We just
have to work with the system, even
when it’s slower than we might want.”

Fraud seems to be just as much a
problem for credit unions as it is for
banks. “At times it can be very
painful. These people are diabolical
and can be very clever in the ways

Cover Story: Nevada’s Financial Institutions

http://www.salesgenie.com/nev
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they commit these crimes,” said
Rodela. “We have a lot of controls in
place to try to thwart their efforts, but
there will always be someone who
can work their way around any con-
trol and get away with funds. It hasn’t
been real bad – we’ve protected our-
selves through insurance, but we’re
always on guard for it and have to
constantly keep our systems updated.”

DeLaney said one way to fight
fraud is to educate people on the dan-
gers of check fraud, identity theft,
phishing and other illegal Internet
schemes. “We periodically print up
marketing materials for our cus-
tomers, either as handouts or state-
ment stuffers, advising them what
they can do to avoid being victims,”
she said. Customers who use the In-
ternet for banking will see links on
Sun West’s Web site directing them to
informational materials provided by
the FDIC and other agencies. 

The Credit Union Debate 
Changes in the financial market-

place have allowed many credit
unions to evolve from niche players
into full-service retail depository in-
stitutions over the past 30 years.
Today, credit unions have the ability
to offer complex financial products
and also extend their membership to
virtually everyone, just like banks.
From the public’s perspective, this
new breed of credit unions is indistin-
guishable from banks, but there are
some major differences, according to
the American Bankers Association
(ABA), in that credit unions don’t pay
taxes, don’t have community reinvest-
ment responsibilities and don’t have
regulatory supervision comparable to
that which governs other complex fi-
nancial service providers. 

Bill Uffelman, chief executive of
the Nevada Bankers Association,
serves as the organization’s leader and
lobbyist. Uffelman takes issue with
credit unions using their tax-exempt
status to offer lending services like
regular banks. “We do not have an
issue with credit unions doing what
they were chartered to do,” Uffelman
said. “It’s when they go out and try to
behave like banks that we have cause
for concern.”

Guedry said there are several issues
at play. “Competition requires us to
be better at what we do, but we pay a
large percentage of our profits [in
taxes], and credit unions pay zero,” he
said. “It gives them a price advantage
in the marketplace. The bigger issue
for me is that the credit unions were
formed to serve their members. If
they operated within the framework
of how they’re supposed to operate,
nobody would have a complaint. They
want to be commercial banks and still
have all the benefits of credit unions.”

Credit union representatives
counter that what distinguishes them
from banks is not the services they

provide or the people they serve, but
their not-for-profit structure. In addi-
tion, said Rodela, “We’re not really
that big a threat to banks. For exam-
ple, my credit union has been around
for almost 50 years, and our assets are
around $70 million. It’s taken us 50
years to build up to that number be-
cause we’re required by law to grow
only through retained earnings. Most
of the community banks founded in
the mid-1990s have twice the assets
we do, after only 10 years or so. Their
main competition is not from us; it’s
from the large mega-banks like Wells
Fargo and Bank of America, so why
do they think we’re such a threat?
Credit unions have historically held
around 6 percent of household finan-
cial assets, and we’ve maintained that
percentage for many years.”

Rodela said the expansion of credit
union services is not driven by a de-
sire to move into banks’ territory, but
is instead an effort to meet members’
requests for additional financial prod-
ucts. Rodela’s organization, formerly
known as Washoe Credit Union, re-
ceived approval from federal regula-
tors over a year ago to expand geo-
graphically out of Washoe County. It
can now serve government or health-
care workers in several Northern
Nevada counties. “We didn’t want to
offer our services to the general pub-
lic. We wanted to stay a group credit
union,” explained Rodela. “However,
like any other business, credit unions
need growth as an engine to carry
them into the future. We need to seek
out new markets.”
“We’re not here to put the bankers

out of business,” he stated. “Bankers
need to realize that competition is just
part of doing business. We have 87
million members nationwide, and for
the most part, they are willing to step
up to preserve what credit unions are
about. We’re not going to go away.”

Continued on Page 66
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William R. Oakley joined
First National Bank of
Arizona/Nevada in March

of 2002 and was promoted to regional
president - Southern Nevada in Janu-
ary of 2004. He has over 19 years ex-
perience in the financial services in-
dustry, primarily in Arizona. 

As market president, his responsibil-
ities include managing the Southern
Nevada commercial and construction
lending divisions, overseeing the retail
division and partnering with the mort-
gage and investment divisions. Oakley
also represents the bank as a communi-
ty leader through his work on the Op-
portunity Village Foundation Board.

He received his bachelor’s degree
in Business Administration/Finance
in 1987 from the University of Ari-
zona, where he graduated cum
laude. Prior to joining First National
Bank of Nevada, he managed Wells
Fargo Bank of Arizona’s Income
Property Lending Lending Team
from 1998 to 2002.

First National Bank of Nevada is
privately held. The bank has assets in
excess of $1.6 billion supported by
capital of $131 million.

How many banks do you supervise?
We have five branches in the Las
Vegas area, one in Laughlin and one
in Bullhead City.

Have any of your banks ever been
robbed?
I moved to Southern Nevada to take

over this position about two years
ago. Within two months after I ar-
rived, four out of our five Las Vegas
branches were robbed. It was my first
experience with retail banking, so it
was a pretty rude awakening. I had
never had to deal with employees who
were upset because someone threat-
ened them with a gun. Of course, we
do everything we can to protect our
employees and our customers. Banks
are robbed every day – you just don’t
hear about it very often in the news.

What’s your biggest 
business challenge?
Hiring dedicated, knowledgeable
bankers. One of my goals is to make our
bank the one everybody wants to work
for. We currently have 145 employees.

How does Las Vegas 
compare to Phoenix?
Las Vegas is a great place to do busi-
ness. Like Phoenix, it’s very focused
on real estate. It seems to be a small
town, as far as the business communi-
ty is concerned, but the tight-knit
group of people who are business lead-
ers are very welcoming to newcomers.

What is your goal for 
the bank over the next few years?
We want to be known as a bank with
great customer service. If we can do
that, our customers will spread the
word and be our best salespeople. A
short-term goal is to move into our
new headquarters building, which we

are constructing at Sunset Road and
the I-215 Beltway. With five stories
and 76,000 square feet, it will give us
room to consolidate all our people in
one place, instead of having them in
several different locations. 

If you could start over 
and choose a different profession,
what would it be?
I have spent most of my career lend-
ing to real estate developers, so that
would be interesting to try, and I’ve
noticed that in the last 10 years, not
many real estate people have lost
money. However, knowing that real
estate runs in cycles, now may not be
the best time to jump in. So, I guess
I’ll stay with banking.

How do you spend your time 
when you’re not working?
I enjoy spending time with my wife of
14 years, my 6 year-old daughter and
3 year-old son. We have fun playing
kids’ games like Candyland and
Chutes and Ladders. Currently, I’m
the sole golfer in the family. Howev-
er, I am hopeful someday we will fill
our own foursome.

Little-known fact about yourself
When I was 11 years old, I appeared
in a movie called Wanda Nevada with
Brooke Shields. It was filmed in my
hometown of Prescott, Ariz. Brooke
played the title character, and I played
the kid who racked pool balls for
Peter Fonda.

An Interview with 
Bill Oakley President, 
First National Bank of Nevada
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Marketing Professionals: Adapting to a Changing Marketplace

A
s part of its monthly Industry Out-
look series, Nevada Business Jour-
nal gathered with marketing pro-

fessionals to discuss the issues their
organizations face in today’s changing
marketplace. They confronted concerns
such as the evolution of media chan-
nels, recruiting new talent, the chang-
ing role of the PR/advertising agency,
and client loyalty. Connie Brennan,
publisher of the Nevada Business Jour-
nal, served as moderator for the round-
table discussion, which was held at the
Renaissance Las Vegas hotel. Follow-
ing is a condensed version of their dis-
cussion, beginning with introductions. 

Sydney Knott: The PR Group is a busi-
ness-to-business public relations firm.
I’ve been in the public relations busi-
ness for over 25 years, and I have had

my own firm for 11. The most diffi-
cult challenge we’re facing today is
keeping up with technology; we are
playing catch-up every day. 
D.J. Allen: Imagine Marketing is a six-
year-old advertising, public relations
and strategic planning firm. We’re a
10-person boutique agency assisting
clients with external and internal
communications. Our challenge is
finding qualified employees who have
the same values as we do.
John Kindred: I’m a partner at Van-
guard Media Group. We have offices
in Las Vegas, Salt Lake City, Boise,
Ida. and Portland, Ore. Vanguard
Media is a marketing and communi-
cations firm that develops ideas and
marketing concepts. We’re paid for
producing ideas that help clients get
the results they want.

FRONT ROW (LEFT TO RIGHT):

Shari Sutton Sutton Watkins Advertising

Sydney Knott The PR Group

Holly Lobelson impress communications

Mary Ann Mele R & R Partners

MIDDLE ROW (LEFT TO RIGHT):

Sherri O’Boyle BOS Marketing Group, LLC

Paula Yakubik MassMedia

John Kindred Vanguard Media

D.J. Allen Imagine Marketing

BACK ROW (LEFT TO RIGHT):

Terry Shonkwiler Shonkwiler & Partners

Melissa Warren Faiss Foley Warren

Brad Burch Burch Design Group

Tim Quillin Q Advertising and Public Relations
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Terry Shonkwiler: The biggest chal-
lenge for my company, Shonkwiler &
Partners, is determining how to reach
an audience. In the age of TiVo, iPods
and the Internet, it’s difficult to reach
the audience you want for your
clients. Newspaper readership is way
down from what it used to be. When I
first came to [Las Vegas], you could
put an ad in the newspaper and reach
everybody in the Valley, but young
people today don’t read the newspa-
per. We also have an extremely diverse
population now, composed of many
different ethnic groups, and it’s diffi-
cult to know how to reach them. 
Holly Lobelson: I’m president and
founder of impress communications,
a public relations firm that special-
izes in corporate clients. Our chal-
lenge is finding qualified people with
talent who can do a good job for our
client base.
Shari Sutton: I’m with Sutton
Watkins Advertising and Design. We
provide both business-to-business and

business-to-consumer services. The
challenge we face is constantly rein-
venting ourselves as an agency. We
started as a design firm, did media
buying and turned into a marketing
firm. We are still a full-service adver-
tising agency, but we’re now doing a
lot more marketing. Our clients are
looking for more out of the agency
than just great design.  
Paula Yakubik: MassMedia is a public
relations, advertising, design and
marketing firm with offices in Las
Vegas, Reno and Phoenix. We started
out focused on the real estate industry,
but we recently decided we need to
start diversifying and seeking out
other types of clients.
Sherri O'Boyle: I’m managing partner
of BOS Marketing Group. We are pri-
marily real estate development con-
sultants who put teams together for
our clients to help them get their pro-
jects out of the ground.
Mary Ann Mele: I am an owner, presi-
dent and chief strategic officer at

R&R Partners. Recruiting talent is an
ongoing challenge for us, especially
out-of-state. We have to figure out
how to compete on the national stage.
Melissa Warren: I am one of three
partners of Faiss Foley Warren Public
Relations. We are a full-service PR
and government affairs firm. Our
biggest challenge is keeping up with
information. With the growth of the
Internet, specialized publications and
other opportunities being developed
every day, some of them might make
sense for our clients, but we might not
be aware of them because we just
don’t have the time to find out about
all the possibilities. 
Brad Burch: Burch Design Group has
been doing advertising in Las Vegas
for almost 30 years. All of us ex-
pressed similar feelings about the
world changing and keeping up with
technology within our industry. I find
it a challenge just to keep abreast of
everything going on, so I can act as a
resource for my clients to help them
through this changing environment.
Tim Quillin: I run Q Advertising and PR.
We’re a small boutique firm that has
been in business for three years. Our
challenge is trying to stay small and
grow at a measured pace, while finding
a qualified staff to help us expand. 

Media: A Changing World

Connie Brennan: How do you stay on
top of the changes in media channels:
print, radio, television and the Internet?  
Shonkwiler: It has really been diffi-
cult. We utilize a strategy in which we
use certain media to attract other
media. For example, if you have a
quirky billboard campaign or some
kind of interesting promotion, it
might be picked up by television or
newspapers looking for offbeat news
items. The old traditional ways of ad-
vertising and marketing don’t work
anymore. We have to look at how we
get our message across, and it’s
changing all the time.

Industry Focus: Marketing Professionals
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Brennan: How does a media buyer in
your firm decide where to advertise? 
Shonkwiler: Some of it is based strict-
ly on budget. If you have a client with
a large advertising budget, it’s much
easier. And sometimes you’re boxed in
by what the client thinks he should be
doing. For instance, car dealers think
they need to be in the local newspaper.
That’s not really necessary anymore,
but it’s hard to get clients to change
that mindset. We try to come at it from
a different angle if we can, maybe an-
imated e-mails that attract the atten-
tion of people in select markets.
Brennan: The daily papers have been
losing readership. Does anybody ex-
pect that to continue?  
Knott: It comes back to the issue of
who’s reading the paper? I have clients
who demand a story in the newspaper,
but don’t subscribe to the paper them-
selves. They go online and look at the
article. Trade publications that have
been good for my business are getting

thinner, and commercial property news
is a fraction of what it used to be. E-
mail blasts seem to be getting the most
attention right now, but that will proba-
bly go away as people get over-
whelmed with them. I’ve been asking
clients and business contacts, “How do
you get your information? What do you
read?” It’s extremely challenging. 
Quillin: The media is interested in
their own self-preservation. They see
the future is in making sure you’re

covering all the bases and all the out-
lets. For example, CBS recently
signed a deal with Yahoo to carry an
online version of 60 Minutes. Internet
viewers will be able to see an extend-
ed version of certain stories.
Kindred: People who read a newspaper
are now reading it online. There’s an
opportunity for technology to continue
to advance, integrate and develop op-
portunities to make messages for peo-
ple. We’re responding to what they
want. If it’s online, we should be de-
veloping options for them to read con-
tent online. It’s the future of marketing.
Allen: This is a battle that’s just begin-
ning. It’s an evolution for the industry.
We have to be creative with our
messages, because they can make a
not-so-good channel a little bit better.
We have to remain focused on mea-
surement and help our clients under-
stand the return on investment.
Yakubik: We have to integrate. When
we do an event for a client, we do a

http://www.bankwestnevada.com


24 May 2006

printed invitation, an e-blast on their
Web site, a press release, and we try
to get a story somewhere as well.
We do a fully-integrated approach
across all avenues. Our events are
well-attended, and it’s better for us
as an agency because we can sell
more services.
Sutton: It’s important for clients to
understand integration and diversifi-
cation. They have no idea what kind
of budget they want to work with; to
hit their market, you have to diversify.
The clients don’t want to hear that or
spend the extra money it takes to be
integrated in different media.

Finding Staff a Challenge

Brennan: Being in a growth mode
causes challenges with recruiting and
staffing. Where’s the biggest hole:
creative people, media buyers or ac-
count executives?
Allen: All of the above.
Shonkwiler: All of the above.
Quillin: It’s across the board. All of us
are in a growth mode, and good talent
doesn’t stay unemployed very long.
Our unemployment rates are the low-
est in the country and – unfortunately
for us as owners – escalating salaries
are an ongoing battle.
Allen: We haven’t had any turnover in
five years. We’ve been identifying
young talent and getting them in-
volved early so they believe in the
company and the direction we’re
going. The golden rule for retention is
to treat people the way you want to be
treated and, as business owners, we
have to empathize with what they’re
feeling. They should be respected,
compensated with full benefits and
have a stake in the future by being in-
volved 100 percent in our strategic
planning efforts. We do a lot of re-
cruitment, but retention is the first
line of defense. 
Brennan: How does a large agency
like R&R deal with staffing?  
Mele: We have about 260 employees

http://www.4safenv.state.nv.us


http://www.communitybanknv.com


26 May 2006

Industry Focus: Marketing Professionals

now. Our challenges are different at
different levels. We’ve gone out of the
market for the last eight years for se-
nior-level talent. The biggest chal-
lenge with entry-level people is the
sense of entitlement: “I’ll come to
work with you as long as I can stay in
school,” or, “When’s my first promo-
tion?” and, “When can I be vice-pres-
ident?” Finding people who are will-
ing to do what they must to get to the
next level is a challenge we didn’t face
10 or 15 years ago. And kids coming
out of school can’t write; how do you
get a degree in communications when
you can’t put a sentence together?
When we find someone who’s talent-
ed, even if we don’t have a position,
we find them a place because eventu-
ally, they’ll end up contributing.
Shonkwiler: A friend of mine works at
UNLV, and he told me that 60 to 70
percent of the Millennium scholars
have to take remedial math and reading
classes. That’s shocking. We need to
take a look at the educational system.

Brennan: Do you see different values
in young people entering the market?
O'Boyle: Entitlement is a big issue.
They feel we owe them something.
It’s an entirely different work ethic
than the one we were taught.  
Knott: Small Business Fortune had an
article about how to keep young em-
ployees productive and happy. It said
they look for four to six weeks of va-
cation and time to do their extracur-
ricular activities. How do you inte-
grate younger generations with those
of my generation who believe you
work hard and should be grateful for a
two-week vacation? 

Mele: We can’t change the way things
are, so we’re going to have to figure
out how to make it work. We’ll have
to adjust, because this generation
wants to spend more time with their
husbands, wives or kids. Women are
realizing it’s not fair to expect them to
do everything. We have more flextime
schedules, extra benefits for maternity
leave and shared workloads because
we have to find ways to accommodate
their need for balance in their lives.
Lobelson: The work ethic is just not
there with the younger generation, es-
pecially students. There are so many
typos, misspellings and run-on sen-
tences in résumés and cover letters, and
then these same people who can’t write
want instant gratification. It seems like
a lot of the younger people just want to
make it to the top right now without
working for it. It’s frustrating.
Yakubik: We’re a small enough com-
pany that we can sit everyone down
and say, “What would make you
happy here?” As a result, we’ve

http://www.pentabldggroup.com
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implemented Friday barbecues,
breakfast every morning and 16 per-
sonal days a year. But no matter what
you give them, they’ll still want more. 
Sutton: Have you seen increased pro-
ductivity by offering these incentives?
Yakubik: We’ve definitely cut
turnover.
Warren: I just hired a 24-year-old, and
she’s the first one there in the morning
and the last one to leave at night. Our
small organization leads by example. I
put in long days, and if it takes coming
in on a Saturday or a Sunday to get a
project done for a client, my employ-
ees see that. We don’t punch a clock.
You don’t have to come in at a certain
time and don’t have to stay until a cer-
tain time. Everybody is their own
boss, so to speak; you get your job
done, and if you want to come in at 10
or stay until six or seven, that works
for us. Our employees sense commit-
ment to our long-term clients. 
Lobelson: We pay for media classes
and employee conferences, but there’s
only so much training you can do, be-
cause either you can write or you
can’t. When you’re in public rela-
tions, you’re writing press releases,
columns and speeches for clients. It’s
a waste for senior people at our com-
pany to be teaching someone how to
write when they should have learned
it years ago in school, and I spend a
lot of time editing. 

Evolution of the Profession

Brennan: The PR/advertising agency
has evolved over the past few years.
There seem to be more boutiques
now. Sherri, you had mentioned you
put teams together?
O'Boyle: Yes. Every one of our real es-
tate clients has different needs and spe-
cialties. We try to hand-select the dif-
ferent entities and disciplines that
work for that particular client. Some-
one one who is marketing and building
a tower for Gen-Xers has a different
approach than someone marketing a
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master-planned luxury golf course de-
velopment. I try to pick my disci-
plines and put together a team of pub-
lic relations people, graphics people
and advertising media buyers.
Brennan: In a market this size, if you
consider yourself a niche agency, do
you set yourself up for conflicts? 
Knott: The challenge is staying the
size you want to stay. We are a public
relations firm with one lawyer, one
dentist, one accountant and one com-
mercial real estate firm. We don’t want
10 dentists or 10 CPAs. We’re not
going to be huge, but that’s what we
find works best for our size firm. We
can do the best job because we’re not
trying to cover the bases of all the ad-
vertising agencies in the country. We
want to remain within our specialty.
Sutton: I would like to know how
somebody becomes a “niche firm.”
The reason my company hasn’t diver-
sified much is because we have long-
term clients who want us to handle
everything for them. If I could

concentrate on just that one industry it
would be great, but we have to con-
stantly reinvent ourselves every time a
new client comes to the table. 
Brennan: How do you build client
loyalty? 
O'Boyle: When a client goes to a firm,
he wants to know he’s dealing with the
principal. People want to be part of the
A team and don’t want to be delegated
to somebody else. I try to keep the
client happy by educating them that

the teams are doing the good work
under my direction and supervision.
Sutton: We have a key member of the
team as a part of the initial client
meeting. Right up front, the clients
are introduced to somebody else in-
side, so they know that person is part
of the team. If they can’t get a hold of
you, they can get a hold of this other
person. If you don’t start off that way,
it’s harder to hand that account off
once they become an in-house client
because they feel like they’re being
handed back.
Kindred: Clients want a return on in-
vestment; they want to see value for
the money they’re spending. A return
on investment is an important mea-
surement all clients want to see. If
you show that, then you have a happy
client. If you can’t, you have an op-
portunity for a challenge.
Quillin: I have been in this town long
enough to have seen the sophistica-
tion of the market change over the last
25 years; it used to be that you could
get along and retain clients just on
personal relationships. It’s come
down to performance for all of us. 
Burch: All of us have had the experi-
ence of developing a good relationship
with a client in a big organization, but
when that person leaves the company,
the loyalty leaves with them. Some-
times it’s just bad luck. Big institu-
tions have a short memory, especially
if the new contact has a different
agenda or relationships that they want
to pursue. 
Warren: In our company, one of our
partners is always involved with al-
most every account. All of our clients
have our cell phone numbers. We
have kept our clients as long as we
have because they know we are an ex-
tension of their team. For a large com-
pany that goes through changes in
management, we may be the keepers
of that company’s institutional histo-
ry. But it’s important to remember
that they are the client and they know
more about their company than we

Industry Focus: Marketing Professionals
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At the end of the day, 
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hard work 
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do, so we need to be good listeners. 
Allen: At the end of the day, nothing
replaces hard work and honest com-
munication. We pride ourselves in
saying we take a blue-collar work
ethic to a white-collar industry. We
work hard and that builds loyalty
from clients. You do what you say
you’re going to do, when you say
you’re going to do it.

Is Good Taste Out of Style?

Brennan: Have you seen a shift in the
creative process? With the new gener-
ation, ads are getting a lot more edgy
and the agencies continue to push the
envelope.
Shonkwiler: You have to be edgier to
get noticed. Everybody’s trying to
stand out and be different by coming
up with something edgier. Sex sells in
this town. Print has a lot of problems
with that.  
Brennan: Are you offended by the
billboards around town?  
Sutton: As a parent, I’d like to see it
reserved for the Strip.
Burch: It’s the whole nation. All of us
have opportunities where we can tell
clients, “No, taste still counts for
something.” There are plenty of peo-
ple making a living doing the down
and dirty, but any time we can speak
up for elevating our taste is good.
Kindred: It’s the changing human
marketplace. They want to be noticed
by doing things that are inappropriate.
There are more options for media but
less viewership.
Mele: It’s a reflection of our society. 
Kindred: I agree with that.  
Mele: There’s no substitute for a good
idea. You don’t need swear words to
have a good idea.
Knott: It’s just easier to make a profit.
Quillin: At the same time, we shouldn’t
increase censorship. The market dic-
tates that different communities have
different values across the country. We

happen to live in a community where
value is a broad range. I think we do a
good job policing ourselves.
Allen: I had someone come in two
months ago through a contact. They
owned strip clubs and wanted to give
us an $18,000 retainer. For my busi-
ness, that’s huge, but I didn’t think
one minute about it before I said no.

There’s a market for it in this town,
but I choose not to be part of it.
Warren: We tend to attract clients with
similar values who are like-minded.
The kind of work we do is our source
of self-promotion; the companies and
entities that share the same values we
do will seek us out.

Industry Focus: Marketing Professionals
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MINING OUTLOOK

What Are Nevada’s Prospects?

I
n July of 1999, the price of gold fi-
nally bottomed out at just under
$253 an ounce. Gold prices stayed

in that neighborhood for the next
three years – presenting challenges to
Nevada’s mining industry that re-
moved many major players from the
field and caused the decimation and
dispersal of the workforce.

Today, with gold suddenly selling
for about $550, a much consolidated
and tempered mining industry is
faced with new challenges. But, as
Nevada Mining Association President
Russ Fields said, “These are problems
I’d rather face than $250-per-ounce
gold.” He pointed out that industry ac-
tivity is on a definite upswing, both in
expansion of present operations and
in exploration for new properties. The
potential for continued high gold
prices feeds industry optimism. 

Mary Korpi, director of external re-
lations for mining giant Newmont
Mining Corporation, said over the last
three years her company has invested
more than $1 billion in Nevada for

projects and equipment. Among the
major projects is the aptly-named
Phoenix property near Battle Moun-
tain, which occupies an historic min-
ing area with more than a century of
mineral production to its credit. Using
ever-evolving mining and processing
technology, Newmont estimates it
will be able to mine there for another
20 years. Newmont has nearly com-
pleted an all-new mining and milling
facility on the property. At its peak,
the construction project employed
750 contractors. At the end of March,
150 contractors were still working on
the property.

While predominantly a gold mine,
Phoenix also contains a significant
amount of copper ore that will be en-
countered at various stages of min-
ing. To take advantage of copper’s
re-emergence as a profitably
minable metal, Newmont has in-
stalled a flotation circuit to process
the oxide ore. The circuit will oper-
ate only when an economic amount
of copper ore is available.

Newmont is also ready to begin se-
riously mining underground at the
company’s first-ever underground
shaft mine. Called Leeville, located
about 30 miles north of Carlin, the
mine will exploit a  high-grade de-
posit at a depth of 2,300 feet. Devel-
opment of the mine began in 2002.
Limited mining is now underway, but
the plan is to ramp-up this spring and
to be in full production by the fourth
quarter of this year. Korpi said New-
mont expects a seven-year mine life
for Leeville.  

Barrick Gold Corporation, whose
largest property, Goldstrike, lies within
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view of Leeville, is also in an opti-
mistic mood. The company merged in
2001 with Homestake Mining, adding
several new mines to its portfolio. As
the company’s Web site proclaims,
“The merger created a combined com-
pany with the industry’s only A-rated
balance sheet, a portfolio of large, low-
cost properties and commanding land
positions in prolific gold-producing re-
gions of the world.”

In mid-2004, Barrick announced
the East Archimedes development
project, the company’s sixth project in
development at that time. East
Archimedes is located at the Ruby
Hill mine site in Nevada, 110 miles
south of the Goldstrike property. It
has reserves of more than 1 million
ounces of gold.

Permitting for the open-pit heap-
leach operation has been secured and
the two-year, $75 million construc-
tion phase is underway. The project is
expected to enter production in mid-
2007. A drill program is also under-
way at Ruby Deeps, exploring for
deeper, high-grade mineralization
below the East Archimedes deposit. 

In March of this year, Barrick ac-
quired Placer Dome, another world-
class mining company, and all of its
Nevada properties – most notably,
Turquoise Ridge at the historic
Getchell Mine near Golconda, and the
Cortez Mine, southwest of Carlin.
Both of these properties are geared up
for major expansion.  

What Challenges Do Miners Face?
Like everyone else, the mining in-

dustry is seriously impacted by rising
production costs – most noticeably
energy costs. Diesel fuel, used exten-
sively to operate the huge equipment,
averaged $1.45 per gallon in Septem-
ber of 2003. Gold at that time was
priced in the high $300s.  Today, fuel
is about 75 percent higher, while gold
prices have climbed about 50 percent.
Mine and milling operations also con-

sume tremendous amounts of ever-
more expensive electricity.

Obviously, such price comparisons
are oranges to apples, but the fact re-
mains that all energy costs, as well as
the costs of many of the commodities
required by the mining companies,
have skyrocketed. Dr. John Dobra,
professor of economics and director
of the Natural Resource Industry In-
stitute at UNR, said, “Costs have gone
up across the board.” Enough so, said
Korpi, that “the need to operate effi-
ciently is even more important now
than it was at the lower (gold) price.”

To cut energy costs, both Barrick
and Newmont have taken the initiative
and gone into the power-generation
business. Barrick constructed a natur-
al gas-powered, 115.6-megawatt gen-
erating station near Sierra Pacific’s
Tracy power plant that supplies a sub-
stantial portion of the electrical needs
of the Goldstrike operation. The plant,

which cost about $100 million to
build, went on-line last November.

Construction on Newmont’s TS
power plant is underway, and Korpi
said the plant is scheduled for com-
pletion in 2008. Its output will go di-
rectly into the grid during its expected
life of 40 to 50 years. Newmont esti-
mates the plant will save the company
$25 for each ounce of gold it pro-
duces. Korpi said 250 people are
working on the power plant now, and
that number will peak at about 640
around March of next year.      

Another serious problem is a global
shortage of industrial tires, which
threatens to put a damper on the
booming mining and construction in-
dustries. Ironically, the boom situa-
tion in both mining and construction,
when combined with U.S. involve-
ment in Iraq, is largely responsible for
the shortage. The simultaneous
worldwide ramp-up of mining, con-
struction and military activities
caught the tire industry off-guard and
unable to produce enough large tires
to meet demand. 

“It's a triple whammy,” said Dave
Wilkins, a spokesman for the
Goodyear Tire & Rubber Co. in
Akron, Ohio. “Normally, demand will
increase from one sector, but not all
three at once.” How bad is it? The
Arizona Republic, reports that, “Used
tires for mining rigs, which could be
bought for $5,000 a year ago, now sell

“Costs have 
gone up 
across 

the board.”
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for $20,000 and up, and there are
reports of new machinery being
shipped to buyers without tires.”

The shortage is expected to last
until 2007, possibly longer. “Every
tire we produce is spoken for through
2006,” Wilkins said.

The mine-truck tires are as large as
14 feet high and weigh more than
15,000 pounds. They need to be re-
placed as often as every six months,

and new ones can cost up to $50,000
apiece. Lou Schack, manager of com-
munications and community affairs
for Barrick, said his company is re-
sponding by “sectioning” – that is, re-
treading sections of tires that previ-
ously would have been considered
worn out.

Finally, the mining industry is
plagued by a lack of qualified labor,
particularly experienced underground

miners (underground mining has been
out of favor in Nevada for more than
30 years) and trained diesel mechan-
ics. Additionally, said Fields, retire-
ment of senior employees is leaving
mining companies “scrambling hard
to backfill their positions.”

The industry is responding by in-
creasing training programs for work-
ers and trying to woo qualified people
from other industries and, of course,
from each other. Great Basin Commu-
nity College is offering diesel me-
chanics classes with the goal of
staffing the mines. Dobra figures the
mines have increased their work force
by 17 percent over the last year. 

J.D. Schlottmann Jr. is a freelance
writer based in Winnemucca.
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the golden goose principle’ and it may
kill the entrepreneurial spirit,” he
said. “As a bank that serves the busi-
ness community, my concern is not
only how much I’m paying in taxes,
but that clients we serve will also be
singled out because they are in a
growing industry. 

“As an industry and as a company, I
believe we have a responsibility to pay
our fair share of taxes to serve the
needs of the state, as does any business
that benefits from being in this rapidly
growing, vibrant economy,” he added.
“But it should be fair and equitable.”

According to the American
Bankers Association, the high tax
burden and compliance costs associ-
ated with tax laws and regulations
raise the cost of financial products
and services to businesses and con-
sumers throughout the country.
These costs place a heavy burden on
large and small banks alike. 

Uffelman pointed to other chal-
lenges for bankers in Nevada, includ-
ing the payroll tax, the per-branch
tax, a squeeze on interest rates and
regulatory requirements. Uffelman’s
primary goal when he represents
bankers in the 2007 Legislature is to
repeal the banking branch tax and re-
duce the payroll tax to the same level
faced by other employers.

“There is a notion that the banking
industry has parity with other busi-
nesses, but we do not,” Uffelman
maintained. “Being a banker and
making the kind of money the banks
have made in the past is getting
more challenging.”

Ruth Furman, owner of ImageWords,
is a publicist and writer based in Las
Vegas. Kathleen Foley, editor of Neva-
da Business Journal, also contributed
to this article.
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Recruitment & Retention
Financial services companies join

the healthcare industry and the con-
struction trades in declaring that find-
ing and keeping quality employees
are among their top concerns. Credit
unions, although facing the same low
unemployment environment as banks,
seem to be having fewer difficulties
with recruiting and retention.  

Oakley said his bank is focused on
retention of both employees and cus-
tomers. “The competitive forces and
activity in the marketplace here
make it difficult to hire good
bankers,” he said. “Good bankers
who have been in the market have
been recognized, are highly sought
after and are very well compensat-
ed.” While there are opportunities to
bring new bankers in from out-of-
state, bank officers must weigh these
opportunities against the benefit of
hiring people who know the market
and have an existing network.

Banks are always vulnerable to hav-
ing employees lured away for more
money, said Oakley. “The lack of loy-
alty is especially noticeable in the
younger generation,” he noted. “Peo-
ple in their 20s expect to be very well
compensated now and don’t under-
stand the learning curve. They say,
‘I’m worth this much, and I want to be
paid.’ Many don’t even stick around
for their annual review if someone of-
fers them more money.”

DeLaney said employees at her
bank are constantly targeted by other
banks and by headhunting agencies
with offers of higher pay or better
benefits to move to a competitor. “Re-
tention often means getting into a bid-
ding war,” she stated. “As the price
goes up, we have to decide whether
it’s worth it to keep that person.” One
solution DeLaney has found to the
chronic shortage of trained employees
is to create training opportunities for

junior people, in which the bank pays
for their education at professional
schools, enabling them to be promot-
ed from within the organization. 

Taxing Issues
Clausen commented on the two-

pronged state tax situation imposed
on Nevada banks by the 2003 Legisla-
ture. One tax is based on payroll, and
a special excise tax – applied only to
banks – assesses $7,000 for each
Nevada branch location, in excess of
one, open for business on the first day
of a given calendar quarter.

“The fact that banks and banks
alone pay a [payroll-based] tax three
times higher than the rest of the busi-
ness community is not fair,” said
Clausen. All businesses with the ex-
ception of banks pay a state tax
based on 0.65 percent of payroll,
whereas banks pay 2 percent. “In
many ways, I do not feel as if that
was appropriate. If a bank that has
multiple locations can be taxed, why
not a fast-food chain?” Yet he feels
the Legislature will eventually come
around. “I trust elected officials to
review the tax and decide it is not ap-
propriate,” he said. 

Asked whether the credit union or-
ganization had been approached by
banks to help them reverse the taxes
passed by the last Legislature,
Rodela laughed. “That would be very
hard for me to do,” he said. “If they
were to cool their jets and stop ham-
mering on credit unions all the time,
I’d consider helping them out, but I
can’t see helping them in any way
until that happens.”

Guedry said the legislation opens a
Pandora’s box for certain industries to
be targeted. “Our industry was being
singled out and taxed a higher rate. If
another industry is successful, will
they be singled out? This is the ‘kill

Continued From Page 18

Cover Story: Nevada’s Financial Institutions



May 2006   67

FACE TO FACE

Years in Nevada:    Life

Years with Firm: 10

Type of business
Providing businesses with a unique mix
of products, services and advocacy to
help them prosper

President and CEO

Las Vegas Chamber of Commerce

Las Vegas

Best Business Advice:
Promote entrepreneurism and small business.
It’s a great time and place to realize the
American Dream.  

Little-known fact about yourself:
I am a native of Las Vegas.

What would you like your legacy to be?
Being a good steward for a strong economy
and a healthy community.  

What legislative issues did the chamber work
on in the last session?  
We worked to defeat many anti-business
bills and advocated for sound fiscal poli-
cies.  Most importantly, we attempted to
hold down property taxes for all taxpayers
and closely monitored state spending to en-
sure our hard earned dollars are efficiently
spent.  Additionally, we focused on improv-
ing affordable and accessible healthcare for
Nevada’s working poor.

Biggest business challenge
Promoting a vibrant and business-friendly
economy. Nevada’s robust economy is the
result of the choices we have made in our
state to keep taxes low, and to not burden
businesses with cumbersome regulations
and costly fees. These are key components
of our healthy business climate, which con-
tinues to rank as one of the best in the nation
for small business and job creation. 

What do you like best about your job? 
Working with a great team to help small
businesses grow and prosper.  I also inter-
act with some of the most dynamic busi-
ness leaders in the state.

How do you spend your time when you’re
not working?
With my husband Paul and our daughters
Quinne and Katherine. 

Favorite Business Book:
The Executive Compass, by James O’Toole 

Kara Kelley

Years in Nevada: 2

Years with Firm: 2

Type of business
Hospital and Ambulatory Care Organization

Chief Executive Officer

University Medical Center

Las Vegas

Best Business Advice:
Be quick to listen and slow to speak. The ac-
knowledgement of the team is more impor-
tant than the promotion of one’s self.

What would you like your legacy to be?
That I was able to develop a team of dedicat-
ed individuals who were committed to giving
their all to UMC’s goal of providing the
highest level of quality patient care, regard-
less of the person’s ability to pay.

How big of a problem is it that uninsured pa-
tients use your emergency room as their pri-
mary source of medical care?
It is a huge problem; however, being unin-
sured is not the only issue. In most cases,
their healthcare needs could be better met in
a non-urgent environment. They are in the
emergency room because of a lack of access
to services in their community.

Biggest business challenge
Maintaining a competitive position in the
market while still holding to the statutory
mandated mission of a public hospital. 

What do you like best about your job?
Seeing people working together in a team
environment that results in the deliverance
of high-quality patient care. 

If you could start over and choose a
different profession, what would it be?
An executive with a professional sports
organization. 

How do you spend your time when you’re
not working?
Relaxing with family and friends. 

Little-known fact about yourself: 
I’m a history buff. 

Lacy Thomas



Jeff Fontaine heads the 
Nevada Department of Transportation,
one of the many agencies that issue 
millions of dollars in construction 
contracts in the Silver State.
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Building Nevada: Building for Government

M
any commercial contracting and
subcontracting firms in Nevada
have considered building for a

government agency at some point,
and some make it their primary
source of income. For others, it’s a
good way to diversify income
streams, balancing private jobs –
which can usually be completed more
quickly and with less paperwork –
with government contracts, which
offer more job security.

Just how big is the government pie,
and how do contractors go about get-
ting a piece of it? Jeff Fontaine, P.E.,
director of the Nevada Department of
Transportation (NDOT), said his
agency currently has 52 active con-
struction-related contracts, with a dol-
lar value exceeding $600 million. In
fiscal year 2005, contracts for con-
struction at Nellis Air Force Base and
related bases such as Creech Air
Force Base (formerly Indian Springs)
totaled $106.1 million. Clark County
School District construction contracts
have averaged $300 million a year for
the last five years. 

And those are only three of the
many agencies involved in building
projects to keep up with demand gen-
erated by the state’s ever-growing
population. The Nevada State Public
Works Board, the airport authorities
for Clark and Washoe counties, the
Nevada System of Higher Education,
the Regional Transportation Commis-
sion, Fallon Naval Air Station, local
water authorities and counties and
cities, both large and small, together

generate hundreds of millions of dol-
lars worth of construction contracts
each year.  

Laying the Foundation

“Companies interested in building
contracts with state, federal or other
agencies should go straight to the In-
ternet and get on the entities’ resource
lists, so they will be notified of pro-
jects that might meet their criteria,”
said Hank Pinto of the Nevada Small
Business Development Center
(NSBDC), a statewide business assis-
tance outreach program supported by
the University of Nevada, Reno and
the University of Nevada, Las Vegas.
It provides free and low-cost informa-
tion, assistance, counseling and train-
ing for Nevada businesses, including
those seeking government contracts. 

For federal government work, con-
tractors can sign up with Central Con-
tractors Registration (CCR) at
www.ccr.gov. A DUNS number, pro-
vided by Dun & Bradstreet, is re-
quired to register. States, school dis-
tricts, municipalities and counties may
each have their own bidders’ lists, so it
is advisable to inquire at each entity
that might issue building contracts.

Becoming certified as a Disadvan-
taged Business Enterprise (DBE) can
give a leg up to companies wanting to
build for the government, said Pinto,
who heads NSBDC’s DBE program.
Once they pass review and are certified,
companies become part of the state’s
Unified Certification Program (UCP),

allowing them to bid on federally fund-
ed projects, including highway con-
struction, school and airport contracts,
where they get special consideration as a
DBE. Pinto said getting certified by the
federal government is a lengthy process,
but UCP certification takes a shorter
time, usually about three months. 

Each state’s Department of Trans-
portation administers the DBE pro-
gram for that state. In Nevada, the
DBE liaison officer is Roc Stacey at
NDOT. Complete instructions for reg-
istering as a DBE are available at a
Web site set up specifically for that
purpose: www.nvdbe.com.

WHAT’S A DBE?
Three qualifying factors are used to
determine eligibility for certification at
a Disadvantaged Business Enterprise
(DBE): gross receipts, control/owner-
ship and personal net worth.
GROSS RECEIPTS. Your business size
must fit into the small business/disad-
vantaged category as defined by fed-
eral government standards. The aver-
age of your last three consecutive
years’ gross income should total
$17.4 million or less.
CONTROL AND OWNERSHIP. DBE cer-
tification is granted to businesses
owned and controlled by socially and
economically disadvantaged individu-
als (at least 51 percent ownership).
PERSONAL NET WORTH. Your personal
net worth must be less than $750,000,
not counting primary residence or as-
sets and liabilities involved with your
business.

(Source: www.nevadadot.com)
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Whether a firm is a DBE or not, a
small subcontractor or a large gener-
al contractor, certain guidelines apply
when dealing with government agen-
cies. Preparation is key, said Pinto.
“Make sure you’re ready to perform
the contract,” he advised. “You need
all the proper licenses, a sound finan-
cial situation that includes the ability
to be bonded, and sufficient staff to
handle not only the physical work,
but also the paperwork.” Advisors at
the SBDC can give contractors an
idea of what’s involved and whether a
government contract would be good
for their company. “What you don’t
want to do is to underbid in order to
get the job, and then lose money on
the deal,” said Pinto. “That can be the
kiss of death, especially for a small
company.”

Another state-sponsored source
of help and advice is the Nevada
Procurement Outreach Program
(POP), a cooperative agreement be-
tween the state of Nevada and the
federal government. The program
works to increase the flow of con-
tract dollars to Nevada businesses
by providing the necessary training
and technical assistance to find, bid
on and acquire federal, state and
local contracts. Its Web site is
www.nvoutreachcenter.com.

Road Work Ahead

“This year, our contracts range from
$62,000 to replace a drainage pipe, to
$95 million to widen U.S. 95,” said
NDOT’s Fontaine. “A limited number
of contractors are qualified to work on

the larger projects. You have to
demonstrate that you have the finan-
cial backing and resources to do the
job. We pre-qualify contractors every
year. Part of that process is their past
performance, as evaluated by NDOT
engineers. Based on all those factors,
including their ability to be bonded,
contractors are qualified for certain
levels of work. Some are limited to the
dollar amount of contracts they can
bid on, while others are unlimited.”

Fontaine said on state-funded pro-
jects NDOT gives a 5 percent bidders’
preference to in-state companies.
However, on any job financed by fed-
eral funds, it is not allowed to distin-
guish between companies based on
their home state.

Building Nevada’s Schools

Clark County School District has
built 170 new and replacement schools
since 1990, according to Fred Smith,
director of construction management
for the Clark County School District
(CCSD). Smith’s department supervis-
es the entire construction process for
the district, from awarding contracts,
to overseeing construction activity, to
preparing new schools for move-in.

Each of the school district’s projects
is advertised in the local newspaper,
and a notice goes out to everyone on
CCSD’s pre-qualified bidders’ list. In
order to get on the list, contractors
download forms from the CCSD Web
site and submit the completed forms
and back-up documentation. A three-
member panel then reviews the mate-
rials and decides the dollar value of
the contracts companies can bid on,
and also the type of construction (ei-
ther new or remodel). 

CCSD has no quotas or set-asides
for minorities or woman-owned busi-
nesses, Smith stated. “However, we do
track that information, and it shows
that our percentages are healthy. We
also ask our general contractors to
pass on information about their subs.”

Think your company has budgeting prob-
lems? As director of the Nevada Depart-
ment of Transportation (NDOT), Jeff

Fontaine is forced to deal with dollar amounts
that would boggle the minds of most business
owners. “We’re currently planning and de-
signing 10 new super- and mega-projects,”
he said. “The budget for two of these jobs in
Southern Nevada will be over $1 billion
each.” NDOT defines a super-project as one
that costs more than $100 million, and a
mega-project tops the scales at more than $1
billion. Each year, NDOT spends approximate-
ly $400 million on construction projects to
build, expand and maintain roadways and
bridges in Nevada.

NDOT’s budget is authorized by the Legis-
lature. Funds come from federal highway aid,
which averages between $230 million and $240
million a year, as well as state revenue money –
chiefly gas taxes, diesel taxes and certain DMV
fees. “We are authorized to bond against those
revenue sources, both state and federal,”
Fontaine explained. “We are in the midst of a $1
billion bonding program. This has allowed us to
accelerate the progress of our six ongoing
super-projects.”

Officials at NDOT made the decision to
issue bonds and begin work instead of doing the
projects on a pay-as-you-go basis, due to sev-
eral factors, including the current low interest-

rate environment. “We were able to bond at in-
terest rates that were below the general rate of
inflation – rates as low as 2.7 percent,” said
Fontaine. “When you factor in the added user
benefits to getting projects completed sooner,
there’s no doubt that was absolutely the right
thing to do. Costs of highway construction are
increasing rapidly, with a 15 percent cost in-
crease last year alone. And the land we have to
purchase for rights-of-way is also more expen-
sive than it was.”

There’s only one problem with making
plans for these multi-million dollar projects.
Said Fontaine, “We don’t have the money. We
are proceeding with plans even though we
know we don’t have them funded, because we
want to have them ready to advertise for con-
struction as soon as funding is available. These
projects take a lot of time. You have to do corri-
dor planning, traffic projections, environmental
analysis and community outreach, and then ac-
quire rights-of-way.”

Fontaine pointed out, “The increased de-
mand for road projects isn’t based on population
growth; it’s based on growth in travel. Not only
are more people driving, but per capita vehicle
miles are increasing.”

And as Nevadans are driving more miles,
navigating through a sea of orange cones and
traffic barricades, Fontaine is busy finding the
funds to build the next billion-dollar project.

Jeff Fontaine
NDOT Director Challenged by Growth
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He continued, “Contractors wanting to
bid on a specific project must attend a
pre-bid meeting, where they give us a
package of updated materials, includ-
ing current personnel, available bond-
ing capacity and other jobs they’re
working on. They are then granted an
approval to bid on that project.”

Smith offers the following advice to
people considering working for the
school district: “Make sure you have
someone on your staff at project man-
ager level or above who has done pub-
lic works before. Public works is a
different animal because of the paper-
work and bureaucracy required by
statutes. You also need to be aware
that we cannot accept excuses for
being late. All our jobs are need-dri-
ven, and the schools have to open on
a particular date, period.”

Contractors Give 
Their Point of View

Martin-Harris Construction, a gen-
eral contracting firm based in Las
Vegas, has completed projects for
several public-works clients, includ-
ing the Clark County School District,
the State Public Works Board and the
Army Corps of Engineers. “Every
public entity has a different way of
doing business,” explained the com-
pany’s president, Frank Martin.
“Some procedures are almost the
same, but for the most part, each time
you take a job with a different agency,
it’s a whole different set of rules.”

Martin-Harris has completed three
projects over the last five years for
the Nevada System of Higher Educa-
tion (NSHE), including the $13 mil-
lion Science Building on the West
Charleston campus of Community
Co l l ege o f Sou the rn Nevada
(CCSN). At CCSN’s North Las
Vegas campus, Martin-Harris was
part of a team that constructed the
Telecommunicat ions Building,
which was the first design-build

project for a user organization within
the State Public Works Board
(SPWB).

“The difficulty with that job was
that some of the Public Works Board
staff didn’t make the transition from
design-bid-build to design-build.
There’s a big difference,” said Martin.
“On the plus side, they did a very fine
job keeping us running on the job.
The design-build delivery system
means we are designing as we’re
building, but we need the building of-
ficials’ approval on each change. They
kept those approvals rolling right
through, so as a result we shaved
about 13 months off what the delivery
time would have been for a project
going through the standard design-
bid-build process.”

Martin-Harris also builds three to
five schools each year for the CCSD.
“Overall, it’s been a pleasant experi-
ence,” said Martin. “We have had our

ups and downs. In 2000, Fred Smith
(of the CCSD), myself and several
other AGC (Associated General Con-
tractors) members sat down and put
our heads together to try to make the
process work better, and made some
improvements. Fred runs a good de-
partment. We’re still having a degree
of difficulty in getting change orders
approved, but it’s not like it was five
years ago. Frankly, we like building
for CCSD. There are still challenges,
but every construction project is a se-
ries of challenges.”

Despite difficulties dealing with gov-
ernment regulations, Martin expressed
an appreciation for the system. “One
thing I like about dealing with both the
State Public Works Board and CCSD is
that the Nevada statutes are very clear
about the rules you have to adhere to as
a bidding general contractor. If you
don’t adhere to those rules, you don’t
get an opportunity to do the job. It does

http://www.eqtitlenev.com
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create heartache sometimes, but on the
other hand, by forcing people to be
responsible, it creates good business-
people, and it levels the playing field by
giving everyone a chance to bid.”

But public works projects also have
their pitfalls. At Nellis Air Force
Base, Martin-Harris won a $23 mil-
lion contract to construct the Visiting
Officers Quarters building for the
Army Corps of Engineers, acting as a
subcontractor for another company
that handled most of the construction
documents. “In our experience in
building at Nellis, it seemed like the
paperwork was more important than
actually putting the building up,” re-
marked Martin. “In September 2004,
we put in three requests for equitable
adjustment (REAs), which function
like change orders for government
work. We turned the building over to
the owner in October 2005. As of this
date (mid-April 2006), the REAs still
have not been resolved. I don’t think
we’ll play in their sandbox anymore –
not when there are so many other
places we can go and get paid on
time. We don’t have to tolerate that
kind of activity.”

Frehner Construction is the largest
contractor doing work for NDOT on its
roadway and bridge projects, and has
specialized crews for underground
work, earthworks and asphalt. Frehner
has worked on the Rainbow Curve pro-
ject on U.S. 95, as well as the I-215
Beltway. It just finished the Auto Show
Interchange in Henderson and is be-
ginning work nearby on St. Rose Park-
way. Frehner’s president, Mike Pack,
said, “Public works is a whole differ-
ent animal. Folks who do primarily
private work, like our other company,
Southern Nevada Paving, really dislike
doing public work. People who do pri-
marily public work dislike working for
private owners. It’s a different mental-
ity and attitude. Companies who are
really good on private jobs often floun-
der when they try to take on public
works projects, and the transition from

public to private is equally risky.”
Pack, whose companies bring in a

combined total of about $250 million a
year in public works projects, said the
best part of working for the government
is, “They pay their bills. On state pro-
jects they pay every two weeks, com-
pared to a private owner, who may pay
every 45 or 60 days.” He said this helps
balance out the challenges of dealing
with the public entity’s tougher specifi-
cations, more regimented processes and
need for more approvals during the
course of work.

“In public jobs, relationships don’t
really matter like they do in private
jobs,” said Pack. “In the private sector,
it’s important to develop relationships
with clients, so they know you are reli-
able and can perform within a given
timeframe. Time is money for private
owners. But in public jobs, the low bid-
der gets the contract, and that’s all there
is to it. If he doesn’t complete the con-
tract within the specified time, he pays
liquidated damages, but that doesn’t do
the road users much good – they’re still
stuck in traffic. On private jobs, bids
are decided by a combination of both
price and performance.”

Louis Primak, area manager for
Northern Nevada and California for
PENTA Building Group, said his
company is currently working on two

large jobs for the university system. In
Las Vegas, PENTA is completing
Phase I of a new student union build-
ing for UNLV. Phase II of the $40 mil-
lion project is slated for completion in
June 2007. It just began work on the
$46 million, four-story Joe Crowley
Student Union building on the UNR
campus, and also built the Brian J.
Whalen parking garage for UNR.

Working for a public entity means
there’s little chance the building’s
owner will go broke before it’s com-
pleted. “One good thing about public
entities is that funds have already
been allocated for the job,” Primak
said. “In private projects, the owner
may run into a cash flow problem that
holds up his payment schedule, but
that’s one worry you don’t have with
public works projects.”

“There’s a lot more good than bad
in building for public agencies,” said
Primak. “There’s an extensive pre-
qualification process that ensures
you’re only competing against your
peers. It’s a very structured process,
with everything out on the table and
no guesswork, and you find out the
results of the bid right away. The
building process, change orders and
payment schedules are very straight-
forward and work well, as long as
you play by the rules.”

Carson Freeway Phase 1B is a $69 million continuation of the freeway 
from North Carson Street to U.S. 50 east.

Building Nevada: Building for Government
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to manage properties after the completion

of construction, Cinadr believes it is imper-

ative to foresee tenants’ desires and provide

everything tenants need before they even

have to ask 

In fact, Cinadr places the company’s

success squarely in its “pride of ownership

and the emphasis on the relationship with

the tenant.” In addition, she points out that

medical office administrators already have

their work cut out for them in managing

and maintaining their own day-to-day op-

erations and budgets. They don’t have

extra time to deal with real estate budgets,

development and zoning issues. It is En-

semble’s thorough understanding of these

challenges that has gained the firm a roster

of long-term tenants. Additionally, since

Ensemble is involved from the beginning

with site selection and development all the

way through to on-going site management,

the company has become expert at the de-

tails that really make a successful medical

facility tick. 

The company is continuously adding to its

portfolio and pays close attention to acquir-

ing properties that are either on the campus

of an existing hospital, or close enough to

provide convenience for tenants. It pursues

properties of 40,000 square feet or greater,

which allows it flexibility in customizing of-

fices for tenants and makes it easier for ten-

ants to upgrade to a larger space without

leaving the building. 

Ensemble maintains seven properties in

Las Vegas, including Desert Springs Med-

ical Plaza II, Goldring Medical Office

Building, Summerlin Medical Buildings I

and II and Shadow Lane Medical Office

Building. In Reno, Ensemble recently fin-

ished the St. Mary’s Center for Health.

Stephanie Beck Herrera is a freelance writer

based in Northern Nevada.

hat began as an investment

opportunity for Ensemble In-

vestments eventually became

a chance to develop a long-

term specialty serving the medical com-

munity. Ensemble Investments started in

1990 when managing directors Kambiz

(Kam) Babaoff, Michael Moskowitz and

Randy McGrane had the opportunity to

acquire a medical facility in Phoenix,

Ariz. They secured their property and

found a future in developing properties

for the medical profession. Since the ac-

quisition of that first facility, the compa-

ny, headquartered in Phoenix, has created

a portfolio that currently includes 1.8

million square feet of properties in Ari-

zona, Nevada, Southern California and

New Mexico. In Nevada, Ensemble In-

vestments maintains properties in both

Las Vegas and Reno. 

The company specializes in the creation

of facilities that meet the unique and con-

stantly changing needs of the medical

community. While many development

companies may run the gamut in the type

of tenants they serve, Ensemble’s focus is

primarily the medical field, gaining it a

niche in the world of property development

and management.

One of the main reasons for the success

of the company, according to Regional

Vice President for Nevada Sharon Cinadr,

is attention to the details doctors require.

She explained that Ensemble’s business

model is focused on two things: handling

the requirements of the medical profession

and maintaining tenant retention. While

tenant retention is not an unusual goal for

a development company, Ensemble brags

a retention rate of 97 percent.

Part of what makes Ensemble unique is

its corporate structure, which includes

building, owning and leasing all of its

properties. Because Ensemble continues

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

Northern Nevada statistics compiled by the
Reno office of Colliers International.
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3,824,777
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$0.67

3,662,906
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2,006,030
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$0.46

2,240,500
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5.0%
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$0.74

711,883
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915,969
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$0.70
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We can start by expanding biparti-
san relationships with members of
Congress and influential leaders in
Washington. We need to do a better
job of making it clear to them that the
benefits of legal gaming reach far and
wide, and impact millions of Ameri-
cans on a daily basis. We need to paint
the picture of the married couple, both
making a good living working at a
casino, whose children go to a school
that has directly benefited from tax
revenue generated by the local gam-
ing community. We need to remind
people that this industry cares about
its own, as demonstrated by the relo-
cation to Nevada of thousands who
lost everything to Katrina’s wrath.

Concerns about gaming are never
going to go away – instead, they will
only grow as the industry is subject to
repeated attacks. The recent contro-
versy surrounding disgraced lobbyist
Jack Abramoff and his dealings with
Indian casinos –  while no fault of the
casinos themselves – only adds fuel
to the anti-gaming movement on
Capitol Hill. These unjustified at-
tacks must continually be countered
with the positives.

Gaming is not just about wins and
losses. It’s about tourism, revenue and
providing jobs for hundreds of thou-
sands of hard-working Americans.
It’s time to drive that point home in
Congress, so we can protect the in-
dustry that has helped turn Nevada
into one of our country’s most desir-
able places to live.
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ike much of America,
Nevada has experienced a
booming economy with
rapid growth. With that

growth, Nevada more than ever de-
pends on the gaming industry and the
financial benefits it provides. However,
as evidenced by recent developments in
Washington, the gaming community
has come under increased fire. It is time
for us, as Nevadans, to renew our com-
mitment to fighting for Nevada’s eco-
nomic future in the halls of Congress.

Challenges
When Hurricane Katrina devastated

portions of the Gulf Coast, the re-
gion’s business community suffered
catastrophic losses. Among the hard-
est hit was the gaming industry, as
many area casinos experienced the
worst of the storm.

In order to provide immediate eco-
nomic relief to the region, Congress
passed $8 billion in tax incentives
aimed at getting businesses back on
their feet. Unfortunately, thanks to the
efforts of a very vocal group of anti-
gambling members of Congress, area
casinos are only allowed to receive
partial benefits.

The gaming community was not
looking for any special deals or excep-
tions –  they were only trying to be
treated like the other legal businesses
adversely affected by a tragic natural
disaster. However, by perpetuating
negative stereotypes about casinos and
ignoring the positives, this anti-gaming

group was able to limit the assistance
casinos can receive, and strike a blow
to the industry as a whole. 

How quickly anti-gaming members
of Congress forget what casinos have
done for local communities, cities and
states across the country. Mississippi
is a perfect example. Since allowing
casinos to operate on barges floating
on the Mississippi River or in the Gulf
of Mexico, casinos have become the
region’s economic powerhouse. Be-
fore Katrina hit, Mississippi casinos
employed 17,000 people. In fiscal
year 2005, the state collected $99 mil-
lion in tax revenue from casinos.

The gaming community’s treatment
post-Katrina was a warning sign, and
stresses the need to rebuild gaming’s
image on Capitol Hill.

Gaming’s presence in Washington,
for the most part, consisted of lobby-
ing efforts on behalf of the American
Gaming Association (AGA) and indi-
vidual representatives and senators
with gaming interests in their district
or state. As chairman of the AGA
Board of Directors, MGM Mirage’s
Terry Lanni has done a remarkable job
of presenting the positives of the gam-
ing industry, as have a number of gov-
ernment affairs representatives. But
the fact remains they can’t do it alone.

Solutions
How can government officials and

members of the gaming community im-
prove the way the industry is perceived
and help “put a face” on Nevada?

Fighting for Nevada’s Economic Future

Question: What challenges do you confront in
representing a state whose economy depends
heavily on the gaming industry?

S P E A K I N G  F O R  N E V A D A
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Gaming Industry Under Fire

Congressman Jon Porter
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Environmental Clean-up at BMI 
The Basic Magnesium Inc. property will
undergo environmental clean-up efforts
as part of a consent agreement between
the state and current and former BMI
landowners and business operators. The
clean-up will be performed on the com-
mon areas of the BMI Complex, located
in both the city of Henderson and within
unincorporated areas of Clark County.
The settlement agreement marks the be-
ginning of the physical remediation ac-
tivities on the site. These areas were dis-
posal areas used by current and former
manufacturers, as well as other business-
es and governmental operators. Hender-
son-based Basic Remediation Company,
a wholly-owned subsidiary of Basic
Management, Inc., will lead the clean-up
effort and conduct all remaining site
studies. All work will be performed
under the supervision of the Nevada Di-
vision of Environmental Protection,
which will also establish the schedule
and performance standards based on
health and environmental goals.

Robust Job Market 
for Nevada

The Manpower Employment Outlook
Survey stated 38 percent of the Nevada
companies interviewed plan to hire
more employees during the second
quarter of 2006 without reducing pay-
roll. Another 54 percent expect to
maintain current staff levels. Of the
16,000 U.S. employers surveyed, 30
percent foresee an increase in hiring
activity, while 6 percent expect to
make a reduction in payroll. Fifty-
eight percent report no change in hir-
ing plans, and 6 percent have yet to de-
termine future staffing needs. 

National Flower Company
Plants Roots

1-800-Flowers.com recently an-
nounced its West Coast expansion
into Reno, which will serve as a dis-
tribution center for its Plow &
Hearth catalog brand, specializing in
gifts for the home, hearth, yard and
garden. The company is leasing a
140,000-square-foot distribution
center from DP Partners at the Lo-
gistiCenter on Waltham Way. The
Reno distribution center will en-
hance Plow & Hearth’s shipping ca-
pabilities to its western regional cus-
tomers. With this expansion,
1-800-Flowers.com will be hiring
approximately 20 new employees.
Additional seasonal hiring will also
take place for the company’s peak
holidays. Plow & Hearth product or-
ders are also fulfilled through its Vir-
ginia and Ohio locations

Habitat for Humanity 
Given Building Lots

The city of Las Vegas has awarded
seven vacant residential lots in West
Las Vegas to Habitat for Humanity,
which responded to a request-for-
proposal issued by the city’s Neigh-
borhood Service Department. Habi-
tat for Humanity plans to build
seven single-family homes on the
site at Lake Mead and Losee in the
city’s fifth ward. Each three- or
four-bedroom home will be awarded
to a family who qualifies for the
Habitat for Humanity Las Vegas
program and whose household in-
come is less than 60 percent of the
area median income. Families are
required to assist in the construction
of their homes with at least 250
hours of volunteer labor from each
adult in the household. Habitat for
Humanity has built more than 33
homes in the Vegas Heights commu-
nity over the past 15 years.

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

Nevada 38% 54% 3% 5% 35%

Las Vegas 33% 67% 0% 0% 33%
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Durango and I-215 in Las Vegas, the
medical office building will consist
of physicians’ offices offering many
medical disciplines. The new hospi-
tal, scheduled to be completed by
summer 2006, will be a four-story,
full-service, acute-care facility with
111 private rooms and the ability to
expand to accommodate 90 addi-
tional patients. 

Reno Justice Center Completed
Clark & Sullivan recently an-
nounced that it has completed con-
struction on the first high-rise to be
completed in downtown Reno in
more than seven years.  The Mills B.
Lane Justice Center, a joint project
by the city of Reno and Washoe
County, will house the Reno Munic-
ipal Court and the Washoe County
District Attorney’s offices. The
eight-story, 160,000-square-foot
structure is located at 195 S. Sierra
St., adjacent to the county’s Family
Court Building. The architect for
the $36-million project was Tate
Snyder Kimsey.

NAIOP Announces 
Spotlight Awards

The ninth annual Spotlight Awards
given by  NAIOP (National Associa-
tion of Industrial and Office Profes-
sionals) recently celebrated the best
commercial real estate projects and
industry professionals in Southern
Nevada. The organization named
The LogistiCenter CDW Build-to-
Suit, developed by DP Partners, as
the best building of the year. Glen,
Smith & Glen Development re-
ceived the award for Trendsetter
Firm. Firm of the Year honors went
to Marnell Properties (development
firm), Colliers International-Las
Ve g a s ( b r o k e r a g e f i r m ) ,
Dekker/Perich/Sabatini (architect),
Martin-Harris Construction (general
contractor) and WRG Design, Inc.
(engineer).

First LEED-Certified 
Building in Nevada

The headquarters for architects Tate
Snyder Kimsey in Henderson has
been awarded the first LEED (Lead-
ership in Energy and Environmental
Design) certification in the state by
the U.S. Green Energy Council. The
firm designed the “D” Gates at Mc-
Carran International Airport, the new
Moyer Student Union at UNLV and
the Animal Campus for the Animal
Foundation. The firm was also
awarded the first LEED accreditation
in the Existing Building category for
its use of ample day-lighting in this
headquarters, which was built in
1994 and expanded in 1997. Tate
Snyder Kimsey’s team of 60 design
professionals includes 11 LEED-ac-
credited professionals, more than any
other architectural firm in Nevada.

R & O Completes Wal-Mart 
Supercenter

R & O Construction of Utah has
completed construction on a Wal-
Mart Supercenter in Mesquite. The
store, located on West Pioneer Boule-
vard, contains 155,000 square feet. R
& O did extensive site work that in-
cluded erecting more than one mile
of retaining walls on the 37.4-acre
site. The total project took approxi-
mately 10 months to complete. R &
O worked with Boice Raidl Rhea Ar-
chitects of Kansas, the designers of
the project. R & O Construction is
headquartered in Utah, with a region-
al office in Las Vegas. 

San Martín Medical Arts 
Pavilion Breaks Ground 

Rendina Companies, in conjunction
with St. Rose Dominican Hospitals,
recently announced the ground-
breaking of a three-story, 75,000-
square-foot medical office building
called San Martín Medical Arts
Pavilion. Located on the campus of
the new San Martín hospital near

B U I L D I N G  N E V A D A  B R I E F S
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e are now only months
away from what will prob-
ably be one of the most
competitive and interesting

primary elections in Nevada history.
While most political observers see

Rep. Jim Gibbons running away with
the Republican nomination for gover-
nor, there are enough candidates in
the race to force his hand on issues
and make him run a fairly aggressive
primary campaign. 

State Senator Bob Beers continues
to needle the front-runner on issues
such as taxes and Beers’ own
statewide ballot initiative, TASC (Tax
and Spending Control). Gibbons has
said he will not support TASC, as
have numerous candidates on both
sides of the political aisle. But the
proposal, which would impose strict
spending limits on local govern-
ments, is popular among the voters
and could give Beers a boost in a
low-turnout primary.

Lieutenant Governor Lorraine
Hunt is also in the race. While she
has put up signs and continues to
campaign throughout the state, it is
doubtful she will get enough money
to put up a serious challenge to Gib-
bons, other than making him spend a
few dollars that he would love to
keep for the general election.

On the Democratic side, the race
for the nomination continues to be a
spirited contest between State Sen.

Dina Titus and Henderson Mayor Jim
Gibson. Both have launched attacks
and counter-attacks in the free media,
but have yet to put on any paid adver-
tisements. Titus continues to have a
lead in most polls, but Gibson has
more money and should be able to
cut into that voter advantage with
good messaging.

Titus is vulnerable in Northern
Nevada, where there aren’t as many
Democrats. As a senator, she fought
hard for Clark County to gain a fair
share of tax revenues. In doing so,
however, she made several disparag-
ing remarks about the north, and vot-
ers there will no doubt be reminded
of them by the Gibson campaign.

The race for secretary of state will
also have a primary on the Republi-
can side, with local GOP favorite
Brian Scroggins taking on Danny
Tarkanian, son of UNLV coaching
legend Jerry Tarkanian. Scroggins
will have the Republican regulars on
his side because of his work with the
party. Tarkanian, however, will use
his Nevada roots to garner support
and has already received press cover-
age on his campaign proposals. The
winner will likely face Democrat
Ross Miller, who as of press time did
not have any serious opposition.

A couple of primaries will be con-
tested in state senate races in South-
ern Nevada, and at least one could be
quite competitive. 

In the District 8 seat, Sen. Barbara
Cegavske will face a contest with at-
torney Tim Cory, who ran unsuccess-
fully for county commission in 2002.
Cegavske has apparently mended
fences with the industries she upset
during the 2003 tax debate, and
shouldn’t have any serious challenges
from third-party efforts, as did her for-
mer colleague Ann O’Connell in 2004.

Cory is a tough campaigner who
will draw some support from the right
wing of the party (which is interest-
ing, since he was a Democrat until a
short while ago). But Cegavske
should prevail to face whomever the
Democrats put up against her.

One incumbent who won’t have an
easy primary is Sen. Sandra Tiffany
(Clark-5). Beset by an attack from
the Ethics Commission on her busi-
ness dealings during the last session
of the Legislature, she will face a
challenge from businessman John
Jackson, who has the money to self-
fund his campaign. He also has the
support of U.S. Sen. John Ensign,
which should help in GOP circles.
Tiffany has proven resilient in the
past, but she’s never gone into a race
with so much potential baggage, fac-
ing an opponent with the dollars to
broadcast it to the world.

Mike Sullivan is President of Knight
Consulting, a Las Vegas-based gov-
ernment affairs firm.

W

State Primary Elections
Races Worth Watching
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o one likes to think about
the loss of a spouse.
While many of us have
trust documents, wills

and life insurance in place, few of us
have planned for how to manage de-
cisions while under tremendous emo-
tional pressure.

In a typical household there is usu-
ally one person in charge of family
business and finances, putting the
other spouse at a disadvantage if he or
she has to take over in a crisis. Creat-
ing a strategy today can ease the bur-
den in the event of a loss. Together
with your spouse, start a file of busi-
ness and financial information, com-
pile a listing and attach copies of in-
surance policies, investment and
banking accounts, and other assets. In-
clude names of your attorney, tax ac-
countant and financial professionals.

Create a personal documents file. In-
clude copies of Social Security cards,
marriage certificates and birth certifi-
cates – both yours and your children’s.
Start a separate file that lists all current
monthly liabilities, their account num-
bers and due dates. Review regularly
with your spouse and balance monthly
statements together. Keep these newly
established files in a fireproof safe at
home. If you choose to keep a copy in
a safe deposit box, make sure both
names are listed on the account.

Identify someone to help out in a cri-
sis, keeping a current address and

phone number on file. This individual
can be invaluable when making
arrangements after the loss of a spouse.

There are a number of actions to be
taken following the loss of a spouse. 
• Retrieve the files you created and re-
view your plan. 
• Purchase at least 10 certified copies of
the death certificate (through the funeral
director or county health department).
• File claims with life insurance com-
panies. 
• Change signature cards on joint bank
accounts and sign bank “powers of at-
torney” for individual accounts. 
• Open a separate checking account to
manage the deceased’s assets and ex-
penses. 
• Call the Social Security Administra-
tion at 1-800-722-1213 to verify and
claim benefits. 
• Notify unions or professional organi-
zations of claim for death benefits. 
• Contact the employer’s HR department
for applicable life, health or accident in-
surance benefits. Confirm payment of re-
maining vacation or sick leave.
• Notify Department of Veterans Af-
fairs for lump-sum burial claims, dis-
ability benefits or other allowances. 
• Cancel credit cards held in your
spouse’s name only. 
• Transfer joint credit cards to your
name. 
• Change the title on vehicle(s) through
the Department of Motor Vehicles. 
• Make appropriate changes to your

own will, trust and insurance policy
beneficiaries. 
• Involve your professional advisers,
coordinating the services of your attor-
ney, CPA and financial adviser.

Nothing can prepare you emotional-
ly or physically for the death of a loved
one. However, having a plan in place
may free you from the daily burdens,
allowing you to concentrate on yourself
and your family. 

Denise J. Wilcox is president of Wilcox
Advisors Inc., a registered investment
advisor based in Southern Nevada.
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oday, most healthcare em-
ployers in Nevada are
finding themselves not
only overwhelmed with

open healthcare positions, but out of
budget to recruit professionals to
their organizations.

The state’s rapidly growing de-
mand for healthcare professionals –
who are in short supply nationwide –
has led employers to align them-
selves with networks of employment
Web sites due to effective results, as
well as lower service costs compared
to traditional staffing firms. 

According to Doug Geinzer, pres-
ident and founder of Las Vegas-
based Recruiting Nevada, which op-
erates a network of employment
Web sites that attract professionals
to Nevada, employers turning to In-
ternet recruitment solution providers
are finding healthcare employment
options, job satisfaction, opportuni-
ties for growth and a high-quality
work environment attract the best in
the industry to the Silver State. 

“There are significant growth op-
portunities for people living and work-
ing here in Nevada,” Geinzer said.
“People and businesses moving to the
state quickly realize how beneficial it
is to work and do business here.”

In the case of Nevada’s more rural
areas, such as Yerington, Mesquite
and Gardnerville, which are home to
some of the state’ fastest-expanding
medical centers and hospitals, em-
ployers are banking on more than just
finding a medical professional to fill

an opening. They are focused on how
their recruiting and marketing efforts
are packaged. The primary focus –
quality of life

“Quality of life is clearly one of the
most important factors in successful-
ly recruiting medical professionals,
whether in rural or metropolitan
areas,” said Geinzer, who works to-
gether with governmental and non-
governmental agencies throughout
Nevada to create recruitment pack-
ages attractive to prospective em-
ployees. “Slowly but surely, Nevada
is becoming one of the most desirable
states for medical professionals.”

And Geinzer’s efforts are positive-
ly impacting the state. According to a
2005 report by John Packham of the
University of Nevada School of Med-
icine, Nevada increased its nurse-to-
population ratio by 5 percent over the
last five years – a substantial in-
crease, especially since Nevada has
opened more new hospitals and hos-
pital expansions than any other state
in the country. This increase helped
Nevada surpass California, which
currently has the lowest nurse-to-
population ratio in the nation. The
numbers are breathing new life into
employers throughout the state. 

Healthcare employers are focusing
their efforts on California and finding
success. Geinzer said Nevada offers
medical professionals a significantly
lower and more manageable cost of
living than its next-door neighbor, as
well as more opportunities for career
advancement and the choice of

working either in Nevada’s bustling
cities or calmer, rural towns.
“Whichever their preference – med-
ical professionals relocating to the
area have a choice, and Nevadans are
benefiting from it,” Geinzer said.

Another factor in Nevada’s medical
recruiting success is the assistance
many healthcare employers are now
offering, free of charge, to the trailing
spouses of medical professionals.
Hospitals and medical centers are now
working together with families to find
work for everyone in order to improve
employee recruiting and retention.

“Attracting dual-income families
and having the opportunities to place
them both in a job around the same
time is certainly a challenge,” said
Geinzer, who also serves as chair of
the Las Vegas Chamber of Com-
merce’s We Care committee, which
uses technology to match trailing
spouses with employers. “However,
taking this extra step is helping our
state recruit better professionals who
can sustain themselves in our com-
munity for a long time to come.”

“Healthcare employers arming
themselves with the best information
and partners possible creates a
‘courtship’ that ends up in a quality
health professional choosing your
town,” Geinzer said. “And in today’s
highly competitive recruiting envi-
ronment, increasing professional re-
cruitment efforts through a more ro-
bust network will only help to
improve and grow our medical com-
munity for the future.”

T

Recruiting Nevada
Supplying the Need for Healthcare Professionals
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burdens, unintended consequences of
radiation, memory and cognitive
issues, heart disease, long-term pain,
fatigue and more.

“It starts from Day One during treat-
ments,” explained Mitch Stoller, presi-
dent and CEO of the Lance Armstrong
Foundation. “You are a survivor the
day you are diagnosed with cancer and
start learning about things you will
face.” Patients and their family, friends
and caregivers need the support
offered through the survivorship pro-
gram via education and activities, as
well as the ability to participate in
long-term survivor studies.

This kind of comprehensive treat-
ment and research obviously costs
money. The institute has raised over
$60 million from the local community.
While much of the money has come
from foundations and individuals,
business support has also been crucial.
“Raising money in Las Vegas – a
young city where philanthropy is still
taking root – hasn’t been easy for local
charities and foundations,” said Clark
P. Dumont, vice president of commu-
nications and public affairs for the
NVCI. “In older cities, there exists
multi-generational fundraising, and so-
cial responsibility is very important.
Leadership by business leaders, both in
treasure and time, is essential to com-
munity advancement.”

One business is already a leader in
the race. Last year Business Bank of
Nevada raised $35,000 in cash and in-
kind donations for various local orga-
nizations, as well as contributing
more than 1,200 hours of volunteer

services from bank employees. In ad-
dition, CEO John Guedry raised
$17,000 for the Lance Armstrong
Foundation at its annual fundraiser, a
100-mile bike ride in Austin, Texas.
“It was just incredible,” Guedry said.
“It was a great experience. Out on the
course, I met a [cancer survivor] who
rode 100 miles with one leg – it hurts
me to ride with two legs!”

Guedry became so enthralled with
the experience that he is organizing a
local bike race as an annual fundraiser
for the Lance Armstrong Foundation.
“Businesses are made up of employees
who are dealing with issues such as
cancer,” he said. “We are people serv-
ing people who have complications in
life, and as a corporation we have a
responsibility to help them solve those
problems. In return, they benefit us as
employees and as customers.”

t is the rare person, these
days, who hasn’t been a
sword carrier for a loved
one engaging in hand-to-

hand combat against cancer. It is in-
creasingly common, however, for the
patient to emerge the victor. Last fall
Nevadans added to their cancer-fight-
ing arsenal with the opening in Las
Vegas of the Nevada Cancer Institute
(NVCI), a state-of-the-art cancer
center that offers groundbreaking
biomedical research, education and
technologically-advanced care. The
142,000-square-foot, $52 million
Summerlin facility wouldn’t have
made it at all, however, without a little
help from its friends.

The center has plans to become a
National Cancer Institute-Designated
Comprehensive Care Center, where in-
novative care will be coupled with cut-
ting-edge research. Patients will bene-
fit from the latest research, while
having the option of letting their sto-
ries benefit future cancer patients.

The 61-acre master-planned cam-
pus includes five acres of land donat-
ed by The Howard Hughes Corpora-
tion /Rouse Company. It embraces
“wellness concepts” that include class-
es in yoga, meditation and nutrition.

The institute is also one of nine
Lance Armstrong Survivorship Pro-
grams nationwide. As more patients
reach the coveted five-year survivor-
ship goal, there is an increasing
recognition that the initial joy will be
tempered with unexpected chal-
lenges. Patients may suffer from de-
pression, sexual issues, financial

by Michelle Danks

Lance Armstrong Foundation
Laf.org

1-866-235-7205.
Nevada Cancer Institute
nevadacancerinstitute.org

10000 W. Charleston Blvd.,  Suite 260 
Las Vegas, NV 89135 

(702) 821-0000 

Northern Nevada Cancer Institute
1301 N. McCarran Blvd., Suite 101 

Sparks, NV 89431 
(775) 356-8800 

I

Supporting Cancer Survivors
Nevada Businesses Pitch in to Help
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Certified financial planners can help
you put your financial house in order.
No, they won’t balance your check-
book, but they will help you set some
realistic financial goals in regard to
budgeting, saving for a rainy day and
your retirement. A financial advisor
can also give you a serious reality
check about debt – how to avoid it, or
how to dig yourself out of it. In addi-
tion, some financial advisors can pro-
vide advice on basic insurance needs
and even make recommendations re-
garding such investment avenues as
mutual fund picks. Beware: anyone can
call himself or herself a financial advi-
sor; look for industry designations such
as CFP (certified financial planner). Be
prepared to spend between $125 and
$165 an hour for the assistance of a fi-
nancial planner.

Once you have accumulated be-
tween $75,000 and $100,000, it’s
time to contact an investment manag-
er, wealth advisor or money manager.
The primary job of these individuals
is to make sure your money is work-
ing for you and that you are receiving
the best return on your investment, i.e.
stocks, mutual funds, bonds and cash
investments. Investment managers
generally make specific recommenda-
tions in regard to your wealth.

After an initial evaluation of your
lifestyle and your ultimate financial
goals, some will take over your assets
completely so you don't have to think
about it. If you have sizable assets,
wealth money managers will also coor-
dinate with insurance, tax and estate-
planning experts to round out your fi-
nancial planning. Plan on paying an

annual fee for the services of an invest-
ment manager, based on the size of
your portfolio. Beware: look for a man-
ager who will provide you with person-
alized attention and customization, no
matter the size of your portfolio.

If you choose to go it alone, explore
the option of online financial plan-
ning. Many services offer worksheets,
educational information and software
that can help you organization your fi-
nances. But, organization is the key
word here. You have to keep up with
the “paperwork” on a continual basis. 

To find the right financial profes-
sional for your specific needs, word
of mouth is usually the best way. Ask
friends and family. Ask individuals
who are currently in a tax bracket well
above your own. Remember, they got
there somehow, perhaps with assis-
tance from a trusted financial expert. 

Now for a few quick tips to get you
started or to remind you to stay the
course:
• Pay off your unsecured debt. Make
more than the minimum payment
each month.
• Get a copy of your credit report and
immediately correct any inaccuracies.
• Save as much as you can. Start early,
but remember, it’s never too late to
start.
• A 401(k) is one of the easiest and
best ways to save for retirement.
• Set realistic immediate financial
goals, but dream big so your financial
plan reaches for the stars.

Margaret Maul is the president of
Maul Capital Management, a Las
Vegas-based investment advisory firm.

hen it comes to financial
planning, many people
seem to just bury their
heads in the sand and hope

for the best. There is so much infor-
mation available through the Internet,
cable networks and how-to books that
it can be overwhelming, with the re-
sult that you end up doing nothing. 

A little education can give you
enough confidence to take the first
step or to remain steadfast in moving
toward your goals. Let’s review some
basic information about saving, in-
vesting and spending. 

Financial Planning
Why and How to Get Assistance

M O N E Y  M A N A G E M E N T
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ter, it was discovered that the back-
up system was in the same building.
Proactive contingency planning
means to utilize “what if” state-
ments, determining the likelihood
and cost of preparation for such
events. Few people could have antic-
ipated an event like 9/11 until it oc-
curred; the fallout of that event im-
pacted thousands of organizations
nationwide and hundreds locally.

How good is your organizational
planning?

Mark Keays is president of Desert
Management Services, a Las Vegas-
based management consulting firm,
and a faculty member of the Univer-
sity of Phoenix.

lanning is one of the most
basic of all management
functions. However, if
you look around today,

you wonder if many organizations re-
ally plan, or if they have just been
very lucky. 

Good planning implements a clear
vision, mission and goal for an orga-
nization, and then develops the
guidelines for achieving those goals.
Most organizations today have mis-
sion statements hanging in hallways,
meeting rooms and other places
around the organization. But ask the
average employee what the mission
statement is or what it means, and
you often get a blank stare. 

If employees are making decisions,
performing tasks or directing others
without a clear picture of where the or-
ganization needs to go, you have to
wonder if their actions and efforts are
really in support of the organization’s
most important goals and objectives.
Employees at any level of an organiza-
tion should know the overall vision,
purpose and mission of the organiza-
tion and clearly understand how their
actions support the organization’s at-
tainment of those objectives.

Planning can and should be
looked at on four distinct levels; the
goals and objectives become much
more focused on the individual em-
ployee the further one gets into the
planning process. 
• Strategic planning identifies and
describes the overall goals of the or-
ganization. Years ago, two teams
went to the Super Bowl. The strategic

plan of one was to get to the Super
Bowl; the plan of the other was to win
the Super Bowl. Both teams achieved
their goals, but one had a clearer pic-
ture of the desired outcome.
• Operational planning provides the
general guidelines developed by orga-
nizations, in order to present the over-
all process by which the organization
and its people function. Operational
plans typically determine priorities
and ensure that the activities of the
overall organization work together in
support of each segment of the orga-
nization’s goals and objectives.
• Tactical planning provides the day-
to-day approach to how the organiza-
tion’s business ventures will be ac-
complished. It is developed to support
the operational plan, and its goals and
objectives are designed to achieve de-
sired outcomes and intentions.
• Contingency planning is critical,
because few plans can anticipate every
eventuality that may occur; this is
often what saves the day for an orga-
nization. Good contingency planning
is both proactive and reactive in na-
ture. Reactive contingency planning
looks at the fact that few events in the
business world today happen in a vac-
uum. Efficient planners are constantly
looking at events which impact other
organizations in order to determine if
similar events could potentially im-
pact their organization as well. 

Natural disasters have shown
many organizations that their con-
tingency planning lacked depth. For
example, when heavy rainfall flood-
ed an organization’s computer cen-

P E O P L E  F I R S T  

Fail to Plan, Plan to Fail
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Current state laws on smoking in public places simply don’t
protect non-smokers. The Nevada Clean Indoor Air Act is the
only ballot question this November that provides the change
voters want.

Sponsored by Nevadans for Tobacco-free Kids – a coalition
of the American Cancer Society, American Heart Association,
American Lung Association and the Academy of Family
Physicians, plus the Nevada State Medical Association – this
initiative would change state laws and ban smoking in public
places where children are allowed. Protected areas include
restaurants, grocery stores, convenience stores, schools and
shopping malls. It would also give local authorities control
over smoking policy.

The research is absolutely conclusive that secondhand
smoke is dangerous to non-smokers, especially children – a
fact acknowledged by cigarette-maker Phillip Morris Co. 

Smoke-free laws are fast becoming commonplace – 16
states and counting – in states as diverse as Utah and Massa-
chusetts. Hospitality-based economies have not been hurt by
smoke-free laws. In fact, just the opposite is true. There has
been a positive impact on sales, profits, tax receipts, employ-
ment and patronage. Further, these laws have proven very
easy to comply with. Bar, tavern and restaurant associations in
many of these areas support smoke-free laws, along with local
chambers of commerce, realizing good public health policy
means a healthy bottom line.

A second petition, Responsibly Protect Nevadans from Sec-
ondhand Smoke, will also be on the ballot. Don’t be confused
by its friendly title.

At best, it will maintain the status quo; at worst, it weakens
current law, repealing local school districts’ ability to deter-
mine policy.

Finally, consider the source. Members of Nevadans for To-
bacco-free Kids are dedicated to the research, education, care
and treatment of disease and illness. That has been their mis-
sion for decades. The Nevada Clean Indoor Air Act is
Nevadans’ only choice for change.

Michael Hackett is campaign manager for the Nevada Clean
Indoor Air Act.

In November, voters will have a choice between two bal-
lot initiatives. One that will help protect Nevadans from the
harm of second-hand smoke – and another which will have
a devastating effect on our tourist-driven economy by ban-
ning smoking in casinos, bars and taverns.

The Responsibly Protect Nevadans from Second Hand
Smoke initiative is a rational approach to an issue of great
importance to our state and our children. If passed, it would
require substantial positive changes to our community and
the industries that make our state thrive. Tobacco products
would be prohibited on school grounds, in movie theaters
and government buildings. Additionally, restaurants would
be required to restrict smoking to sections that only allow
patrons over the age of 21.

Opponents of this initiative seek to eliminate Nevadans’
right to smoke in adult areas, and in doing so, they pose a
threat to our economy and our freedom to participate in
legal adult activities in areas where minors are prohibited.

While the Responsibly Protect Nevadans from Second
Hand Smoke initiative takes a common sense approach to
reducing smoking as a whole – and protecting Nevadans,
especially children, from second-hand smoke – the Nevada
Clean Indoor Act seeks extreme measures like prohibiting
hotels from offering smoking rooms and taking away the
rights of bars and taverns to choose whether to allow dedi-
cated smoking areas for their adult customers. 

Nevada has a long and proud history of protecting indi-
vidual rights. This year, we are faced with a decision that
will impact our lives, our health and our future. By choos-
ing to responsibly restrict smoking using common sense,
we can and will protect the health of the people of this state
without crippling our economy. Nevadans have a clear
choice in November, and the decision will have a lasting
impact on our state and our communities.

Nevada voters should vote yes to Responsibly Protect
Nevada from Second Hand Smoke – and vote no against the
Nevada Clean Indoor Act.

Sean Higgins is president of the Smoke Free Coalition.

There are two initiatives on the ballot this fall: “Nevada Clean Indoor
Air Act” and “Responsibly Protect Nevadans from Second-Hand Smoke
Act.” Which of these measures would be best for Nevada?

The Nevada Clean Indoor Air Act 
by Michael Hackett

Responsibly Protect Nevadans from 
Second Hand Smoke Act

by Sean Higgins
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t’s no secret that the In-
ternet has dramatically
changed the way we con-
duct business on a daily

basis. From email to instant messag-
ing to Voice over Internet Protocol
(VoIP), the Internet has revolution-
ized the way we communicate, and
the trend continues today. The latest
innovation spawned by the Internet
is IP (Internet protocol)  video,
which is rapidly gaining in popular-
ity. This phenomenal tool connects
IP cameras to the Internet so we can
view just about anything we want
from any location around the world
in real-time. As you might imagine,
IP video is having a tremendous im-
pact on the video security surveil-
lance industry. 

Here’s how it works. A digital
camera broadcasts the video im-
ages as a digitized signal over a
LAN (local area network) line,
where it’s then transmitted to a
server that manages the informa-
tion. The software gives the com-
pany the ability to record, display
or retransmit the images anywhere
in the world. Depending on the
type of software installed, it may
analyze data and select specific
items to monitor, making it a cus-
tomizable security tool. True IP-
based digital surveillance uses sig-
nal processing that sends

packetized video streams over the
LAN, utilizing greater bandwidth
and standard TCP/IP communica-
tion. It also provides greater data
mining features and information
retrieval. If security is an issue, full
digital surveillance offers the
added advantage of data-encryp-
tion opportunities to protect
against image tampering.

A complete IP-based system of-
fers the best bang for your buck,
both monetarily and in terms of se-
curity. TCP/IP transmittal of sur-
veillance makes sense for remote
monitoring of multiple locations
and for remote recording of data
onto back-up servers and hard disks
for long-term storage. Since most
businesses already have a high-
speed IP network, adding IP video
simply leverages the same infra-
structure to include video function-
ality. The only action required is to
set the IP address of the network
cameras, and the system is then up
and ready for configuration. Imple-
mentation of an IP-based video sys-
tem is easy if you partner with the
right provider who understands your
business needs. 

Who can benefit from IP video
surveillance systems? The real
question is what company can’t use
this cutting-edge technology. In the
banking and finance sector, institu-

tions can easily and effectively
manage multiple locations. IP-based
technology is ideal for trouble spots
such as ATMs and drive-up win-
dows. Manufacturing and industrial
companies can utilize the tool to
manage quality, safety and control.
IP video is being used to focus on
critical points of the production line
to increase productivity and avoid
problems. Businesses from small
family-owned stores to large retail-
ers rely on this tool to reduce the
potential for damage and theft, as
well as to capture evidence of work-
place injury and employee harass-
ment. Daycare centers are utilizing
the technology to ensure the safety
of all children. These are just a few
examples of how IP-based surveil-
lance systems can increase an orga-
nization’s profitability, reduce costs
and increase productivity.

Advances in IP-based technology
are turning video surveillance into
one of the most valuable loss pre-
vention, safety, security and man-
agement tools available today.
Those companies incorporating it
into their daily activities will have a
greater chance of meeting their
business objectives.

Russ Goeckner is president of Amtec
Communications, a telecommunica-
tions provider based in Las Vegas

I

New IP Video
A High-Tech Solution to Business Needs

T E C H N O L O G Y
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aving weathered sharp price

increases for energy, infla-

tion-adjusted Gross Domes-

tic Product (GDP) is up 3.2

percent on an annual basis, though fourth-

quarter numbers were down as a result of

disruptions tied to hurricane impacts. After a

slow recovery, job growth nationally shows

signs of a breakout from the doldrums which

set in during 2001. As a result, the U.S. econ-

omy continues along its upward path, with

expectations of sustaining the expansion.

The Nevada economy continues to outper-

form the national economy as reflected in a

comparison of unemployment rates. Nevada’s

recent unemployment rates were at 3.9, 4.5

and 4.0 percents for Las Vegas, Reno and

Nevada, respectively. The U.S. unemployment

rate is at 4.8 percent, down from 5.4 percent

a year ago. Nevada and Arizona continue to

rank first and second among the states in the

rate of job growth. Nine of the top 10 states in

job growth in 2005 were in the West.

Looking ahead, we now see a slowing in

the torrid pace of U.S. housing activity and

major consumer purchases such as automo-

biles. Both housing and autos were down for

February, whereas auto and truck sales were

up slightly for the same month year-over-

year. Having been strong for some time, this

softening in housing and autos is not unex-

pected. Still, a bright future for profitability in

other business sectors suggests only modest

slowing in U.S. growth in the months ahead.

That is, modest declines in these two sectors

and continued expansion in other key sectors

should only shave a fraction off the recent

growth rate.

Key Nevada business sectors – namely,

travel and tourism and mining – will surely do

well in the months ahead. Most recently,

gaming revenue is up by double-digit rates

and commodity prices have posted sharp up-

ward swings. All in all, these conditions favor

further growth in the Silver State for 2006

R. Keith Schwer
UNLV Center for Business and Economic Research

units previous comments

GROWTHDATA
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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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