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There will be times you miss 
the most important meeting of the day.
That might not be a big deal to other companies, but it is to us.
Cox Business knows the sacrifices you make for your business. That’s 
why we work right alongside you with personal service from experts 
in your hometown, offering unrivaled 24/7 support. You can find 
us hard at work any time, day or night, because we care about your 
business as much as you do.
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added with other promotions nor applied to any other Cox account. †Visa® Prepaid Card available with qualifying new services ordered and activated between 5/1/18 and 9/1/18 with min. 3 
yr. contract. Must mention “reward promo” when placing order. Account must remain active, be in good standing, and retain all services for a min. of 30 days after install. Online redemption 
req’d by 9/30/18 and must follow instructions rec’d after service activation. Limit one Prepaid Card per customer, total not to exceed $200. Allow 6-8 weeks after redemption for delivery. Cards 
issued by MetaBank®, member FDIC, pursuant to a license from Visa U.S.A. Inc and are subject to issuing bank’s terms and conditions of the card. Card does not have cash access and can be 
used anywhere Visa debit cards are accepted within the U.S. only. Cards valid through expiration date shown on front of card. Valid in U.S., U.S. territories and Puerto Rico. Offer subject to change 
at any time without notice. Other restrictions apply. © 2018 Cox Communications Inc. All rights reserved. FPA105473-0004
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The Commentary

Lyle E. Brennan
Publisher

COMMENTS
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By Whose Authority?

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

Nevada’s Charter Schools
Just May be the Answer
 For those of us in business, it should come as no surpise that privately run 
charter schools are out performing traditional government run schools, by a 
landslide. We’re all frustrated with our state’s dismal ranking in education. Did 
you know that, according to a report by the National Alliance for Public Charter 
Schools, in 2014 Nevada’s charter schools moved up nine spots in national rank-
ings, from number 22 to number 13? This came after Nevada enacted two pieces 
of legislation regarding charter schools. The first included preformance measur-
ments as part of charter contacts, and the second provided facilities support.
 According to a report by The Guinn Center entitled “Demographics, Enroll-
ment and Performance Metrics at K-12 Schools in Nevada”, for the school year 
2013-2014, state sponsored public charter elementary schools outperformed 
district public schools in math proficiency and reading proficiency. In addition, 
traditional state sponsored public charter schools have the highest average star 
level, according to the report. 
 Nevada’s charter schools are state-funded public schools that have their 
own governing boards, are held to the same academic standards as traditional 
schools but have more latitude in regards to budgeting, operations, curriculum 
and staffing. They have the freedom to hire teachers without a union contract. 
They are ran by people that understand business and are accountable for stu-
dent acheivements as well as budgets. Unlike traditional schools, if they fail their 
contract doesn’t get renewed and they lose their jobs.
 As of 2015, charter schools accounted for just over six percent of total pub-
lic school enrollment, with long waiting lists of students trying to get enrolled. 
Therein lies one of the problems. With everyone wanting the best education for 
their kids, there just isn’t enough capacity in charter schools.
 Perhaps part of the success of charter schools lies in the fact that Nevada 
law prohibits the local school district from interfering with charter operations. 
However, charter schools must meet a number of standards for acheivement, 
safety and accountability for tax dollars. And speaking of tax dollars, according 
to an NPR report last year, on average nationally, charter schools get 30 percent 
less money than their counterparts. That alone takes the wind out of the sails of 
those that believe money is the solution to our education woes.
 The bottom line is, government simply cannot compete with private busi-
ness. This has been proven over and over again. Take a look at our postal ser-
vice, rates continue to increase while service and dependability decreases. 
Those of us in business have no option but to succeed, because we don’t have 
a safety net. We’re much more cautious with the allocation of resources be-
cause we have a limited supply and must spend wisely. This concept is clearly 
demonstrated in the charter school system in Nevada.
CALL TO ACTION: Maybe its time we stopped complaining about our fail-
ures in education and examine what we are doing right. Perhaps more charter 
schools really is the answer we’ve been searching for.

2 Chronicles 7:14 (NKJV) “If my people who are called by My name will humble them-
selves, and pray and seek My face, and turn from their wicked ways, then I will hear 
from heaven, and will forgive their sin and heal their land.”
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Saving water is more than  
civic duty.  For us, it’s an art.
In recognition of its leadership in water efficiency and conservation, the Water Conservation 
Coalition presented its Water Hero Award to Jim Murren, Chairman and CEO of MGM  
Resorts International. The award was presented at MGM Resorts’ newest outdoor attraction,  
The Park on Las Vegas Boulevard.

Over the past five years, MGM Resorts has saved more than 800 million gallons of water.

To learn what you can do to save water, visit snwa.com/waterconservationcoalition

The SNWA is a not-for-profit water agency.

Jim Murren, Chairman and CEO of MGM Resorts International
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Higher 
Learning

By Jennifer Rachel Baumer

THE Nevada System of Higher Education 
(NSHE) is in the process of becoming a true 
system as Nevada’s educational climate 
shifts to meet the needs of Nevada citizens 
and businesses. Those needs are creating 
a change from individual institutions work-
ing alone to meet those needs to a system 
of institutions working together. 
 “There’s quite a bit that’s new in higher 
education,” said Marc Johnson, president 
of University of Nevada, Reno (UNR). “A 
couple years ago Governor Brian Sandoval 
said our higher education system needs to 
provide the kind of workforce necessary for 
new industries coming into the state.”

EDUCATION IN NEVADA
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 That by itself is a challenge. Added to 
that, according to Johnson, 60 percent of 
the new jobs will require some form of cer-
tificate or degree, but only about 26 percent 
of Nevadans between the ages of 25 and 34 
have such certificates and degrees.
 “Our chancellor is working with all [NSHE] 
presidents, really focused on adjusting the 
higher education system of Nevada to cre-

ate more opportunities for people to get pre-
pared for these new jobs,” said Johnson. 
 That’s a big goal.

An Educated Workforce
 “The most dramatic change I’ve seen [in 
higher education in Nevada], and what I’m 
really excited about, is the Nevada System 
of Higher Education board and the chancel-
lor are much more focused, as a system, in 
meeting workforce needs and doing plan-
ning that involves all the institutions on how 
those needs are going to be met,” said Bart 
Patterson, president, Nevada State College 
(NSC). “In the past it has been kind of one 
institution at a time. This is a much more 
coordinated approach.”
 Meeting needs means training Nevada’s 
next workforce for the state’s next jobs. 
For NSC, that means looking at industries 
searching for trained, talented workers. 
Two critical workforce needs are health sci-
ences and teacher training, both areas of 
concentration for NSC.
 “We’ll start with the strategy involving 
all the institutions to meet those demands,” 
said Patterson of workforce needs. “From 
there the plan is to extend that out to ev-
erything from technical training programs 
to engineering to broader-based areas that 
are identified as key sectors for Nevada.”
 Nevada’s economy is not the same econ-
omy it was before the economic downturn. 
With the new industries headed into the 
state, there’s a need for workforce training, 
and NSHE institutions are working together 
to provide that training. Educators are work-
ing with industries to customize existing pro-
grams and create new certificate and degree 
programs that specifically address the labor 
force needs of the new businesses.
 “We have created some specialized mi-
nors in our College of Engineering in au-
tonomous systems, cybersecurity, electri-
cal and battery storage, and things of that 
nature. We can offer either retraining for 
existing engineers or new engineers going 
out with more specific training to local in-
dustry,” said Johnson. 
 NSC is building a new data sciences 
informatics degree and a minor program 
in software application development. The 

EDUCATION OUTLOOK   Cover Story

Bart
Patterson
Nevada State College

http://www.strongstartnevada.org
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CONTINUES ON PAGE 52

analytical equipment which businesses can 
use for a fee. They can also engage the help 
of students and faculty, which can lead to 
internships and new jobs for students.
 TMCC has long been involved in work-
force training for new and existing busi-
nesses. The ability to quickly create pro-
grams for local businesses can sometimes 
lead to complications for the college. For 
example, recent discussions about state 
funding for summer students highlights 
problems with the state funding formula. 
 “I’ve been lucky that every state where 
I’ve worked in higher education we received 
state funding for summer sessions,” said 
Karin Hilgersom, president, TMCC.

 However, Nevada doesn’t provide state 
funding for summer classes. “We just 
don’t run as many in summer as we’d like 
to,” she said. When we were asked to help 
Tesla and Panasonic train last summer, we 
were willing. We ran a number of advanced 
manufacturing courses and programs be-
cause we knew the gigafactory needed 
trained, talented workers. But, we did it at 
a cost to the college.” For students, how-
ever, the state was able to make programs 
essentially free. 
 Another positive impact on student 
finances: A scholarship designed to en-
courage graduating high school seniors 
who thought they couldn’t afford college. 
The Nevada Promise Scholarship helps 
students pay up to three years registra-
tion and mandatory fees, said Martin. Say 
a semester costs $1,500 and financial aid 

partnership program combines Panasonic, 
Tesla, College of Southern Nevada (CSN) 
and Clark County School District (CCSD). 
Panasonic, which provides the batteries 
for Tesla’s gigafactory in Northern Nevada, 
wants to recruit employees in-state. The 
company is working with CCSD and CSN 
to create advanced manufacturing courses. 
Students can kick off training that leads to 
stackable credentials, then move up north, 
work for Panasonic and continue their 
education at Truckee Meadows Community 
College (TMCC), according to Margo 
Martin, acting president, CSN.
 In addition to employee training pro-
grams, another draw for new businesses 
looking to start up or locate in Nevada is 
the ability to work with NSHE institutions. 
For example, there’s the Nevada Center for 
Applied Research at UNR, and the Biosci-
ences Entrepreneurial Laboratory where 
the university has categorized its expensive 

   Cover Story
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SHORT and long-term financial goals for 
CEOs, other executives and business own-
ers might include buying a home, putting 
their children through college, retiring at 
a certain age or leaving a legacy, perhaps 
their business, to their heirs. It’s important 
for high net worth people to determine now 
what they’d like to achieve, develop a plan 
to reach their goals, write it down and then 
follow it strictly, experts said.

Setting and Obtaining 
Financial Goals

Wealth
M A N A G E M E N T

By Doresa Banning
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 “It’s crucial. [Wealth management] is a 
comprehensive and consultative process 
that involves several different disciplines, 
the goal being to provide the client with all 
of the information and resources they need 
to make sure all aspects of their financial 
life are handled properly and efficiently,” 
explained Mike PeQueen, managing direc-
tor, partner and senior portfolio manager of 
HighTower Las Vegas, a Henderson-based 
wealth management company.
 The payoff to wealth management is 
peace of mind and security, knowing the 
path to attaining their objectives is in place 
and, if they follow it, they’ll be successful in 
those endeavors, said Jeffrey Burr, tax and 
estate planning attorney and president of 
Jeffrey Burr Ltd., a law firm with offices in 
Las Vegas and Henderson.
 “So many [clients] say, ‘Oh, I wish I 
would have done this sooner. I feel so much 
better,’” he added.

marily with business owners, healthcare 
professionals and retirees.
 The answers typically hit on cash flow, 
investments, taxes, retirement/estate, risk 
management and business considerations, 
he explained. A comprehensive dive into the 
specifics of each, as they relate to the per-
son and a path forward that encompasses 
all of these components, is essential. 
 Due to the range of fields involved, the 
process of financial planning involves a cadre 
of professionals—a wealth manager and/or fi-
nancial adviser, a certified public accountant, 
an attorney (or a tax and estate attorney) and, 
potentially, an insurance broker and others. 
 Wealth management is a “long-term 
engagement,” PeQueen said. A plan, once 
developed, needs monitoring and periodic 
revamping to accommodate altered circum-
stances. Changing circumstances could in-
clude shifts in the economy, the market and 
changes in one’s personal life. In addition 

The Full Picture
 Financial planning usually begins with, 
and expands from, an individual asking a 
question. They might ask how to develop a 
budget; how to save for a child’s education; 
how much is needed to retire; when is retire-
ment possible; how much should a business 
sell for or how much income can be gleaned 
from a portfolio’s gains in retirement?
 “They start realizing these are complex 
questions, they are multilateral,” said Brian 
Loy, president of Reno-based Sage Finan-
cial Advisors, which helps people “make 
smart financial decisions.” Loy works pri-

Mike
PeQueen
HighTower Las Vegas
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WEALTH MANAGEMENT

Investments
 What someone’s portfolio looks like de-
pends on their ability to tolerate investment 
risk financially and personally, PeQueen 
said. These levels may shift and, therefore, 
should be “discussed and measured over 
time,” said Loy.
 Generally, people should have in their 
portfolio a combination of growth invest-
ments--stocks, income investment bonds, 
potentially some real estate or other ele-
ments that generate income, PeQueen 
noted. A growth component is important to 
help generate cash flow to live off of in retire-
ment. Also, it will help offset likely increas-
ing, future inflation, which will keep people 
from having the same purchasing power 
they did when it wasn’t a factor, a point peo-
ple often overlook.
 “You want to mix and match a little bit. 
You want to have diversification. You have 
to have a mix of assets that won’t be nega-
tively impacted at the same time if some-
thing happens,” said PeQueen, noting that 
a common pitfall he encounters is people 
not adequately diversifying their array of 
investments.
 A trend that has gained momentum 
recently is impact investing, putting one’s 
money in stocks of companies that the in-
vestor believes benefit society or the envi-
ronment—for example, those that produce 
solar energy—or purposefully not putting 
one’s money in companies the investor be-
lieves are not aligned with their personal 
beliefs.
 “Everybody realizes there’s a premium 
attached to companies that are consid-
ered positive for society, the environment, 
work-life balance, all manner of things,” 
PeQueen said. “It depends on your per-
sonal viewpoint.”
 As for what to avoid, Loy recommended 
people not put their money in investments 
they don’t understand well or can’t find an 
expert to assist them.

monitoring is needed to address prospective 
transactions such as divesting of an invest-
ment or selling a business. Thus, individuals 
should meet regularly, at least once a year 
and perhaps more often, depending on their 
individual situation, with experts.
 The plan should be in writing, Loy said. 
It keeps the person who owns it on track 

and, should they become incapacitated due 
to illness or death, it allows for a co-trustee 
or co-executor to seamlessly take over. The 
wealth management process overall re-
quires honesty and commitment.
 “The investor needs to be more serious 
about their financial life than anybody on 
this planet,” Loy added.

CONTINUES ON PAGE 56
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ogy is being handed to us at a breakneck 
speed. Being able to be relevant and cred-
ible across all the platforms that are now 
providing content is probably the biggest 
challenge that we have.
KEVIN STOKER: I’m teaching a very introduc-
tory class [on journalism and media] and the 
first assignment I had was media reporting. 
[I asked students], where did they get their 
media? It’s multiple sources but it’s not any 
of our sources, for the most part. Mostly 
they’re getting [media] through Twitter and 
YouTube. In fact, YouTube seems to be the 
new trend that I’m seeing; more of them are 
getting news through YouTube. That’s a big 
challenge.

HOW DO YOU STAY 
RELEVANT?
LARRY STRUMWASSER: I think television as 
a whole is more relevant now than it ever 
has been. A perfect example is years ago, 
when Google and Apple came out with TV, 
Google TV and Apple TV, it failed misera-
bly, because they realized they couldn’t do 
it on their own. They need television to be 
a component of that platform. These digital 
platforms need television to succeed. 
LISA HOWFIELD: We’re really the original 
technology company. We were able to get 
content, information and entertainment into 
homes or into cars well before the launch of 
YouTube or Google. We really have a chal-
lenge getting ourselves redefined in the 
eyes of consumers. If we don’t do that we 
are going to fall by the wayside. In the big-
ger picture, one of our biggest challenges 
is redefining, in the eyes of consumers, 
who we are, what we represent and that 
we’re not just a TV or radio station. We are 
content providers that have been here a 
long time. Not only that, we came from an 
era of responsibility. And I think that is what 
sets us apart from all the other content 
providers out there that younger consum-
ers are gobbling up. That’s the good news, 
they like to gobble up information, but it’s 

that reinforces their views. That’s not even 
just a polarizing force, it’s a multiple force 
where it drives people to specific content 
and specific views and beliefs. It makes 
it more difficult for us to have a common 
ground where we can talk about issues 
as a community and it seems it makes the 
divide a bit stronger. Peoples’ beliefs are 
much stronger so it’s harder for us to find 
common ground.
EDDIE ESCOBEDO, JR.: We’ve been dealing 
with the Hispanic niche market for 40 plus 
years. It is changing quite a bit in our mar-
ket also. We are not getting the same influx 
of new residents as we were accustomed to 
that was increasing sales all the way across 
the board for our publications and our other 
media. With the situation with immigration 
right now, we’re relying on those that have 
been here, more established, primary resi-
dents. We’re trying to move forward to the 
next generation which is a little difficult 
because it is through digital. It’s an ever-
changing, fast-paced, breakneck speed to 
learn how we need to communicate to the 
next generation.
TODD BROWN: With radio, print and TV, all 
three of us are probably challenged with 
maintaining relevancy with an ever-grow-
ing, emerging marketplace that technol-

 Industry Focus

ew industries have had as many 
changes in recent years as the 
media industry. Social media, 
credibility challenges and how 

information is now delivered and absorbed 
have all contributed to a shift in the way 
media organizations operate. Discussing 
the ups and downs, executives represent-
ing media in Nevada recently met at the Las 
Vegas offices of City National Bank.
 Connie Brennan, publisher and CEO 
of Nevada Business Magazine, served as 
moderator for the event. The magazine’s 
monthly roundtables bring together lead-
ers to discuss issues relevant to their in-
dustries. Those discussions are recorded 
and a condensed version is included in the 
following pages.

HOW DOES MEDIA 
CONTINUE TO 
CHANGE?
STEVE SCHORR: I do digital news, both in vid-
eo and some in-print form. The audience is 
changing and their tastes are changing, but 
the opportunities there are tremendous.
CHRIS WAY: Folks are finding media in such 
a niche way that they go and find content 

F
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not always reliable. Now we’re getting stuff 
with the fake news content because they’re 
getting it from sources that are not reliable.
WAY: The situation we’re in is forcing us 
to up our game literally. And the notion of 
relevancy is not just how relevant we are 
as an industry but it’s also how relevant 
the content is to our audience. We’re all 
looking to make sure we don’t do stories 
that, essentially, no one will care about or 
watch. We’re working harder to educate 
our staff and to get them connected to our 
communities.

HOW BIG OF AN 
ISSUE IS MEDIA 
CREDIBILITY?
SCHORR: I think the biggest challenge that 
we face today in the media is ensuring the 
credibility you have with the audience. I 
don’t see that the general public, for the 
most part, is able to separate what it sees 
as fake news and credible news. Over a 
period of time, we’ve lost that credibility. 
Anytime you go back to bringing credibility 
to the forefront, you gain. I don’t care what 
the platform is whether it be television or 
digital or podcast, it doesn’t really matter. 
What matters is whether or not you have 
developed credibility with the audience 
to believe what you’re telling them is the 
truth.
PAUL STOWELL: And, we don’t have a Walter 
Cronkite today. When he said, “That’s the 
way it is,” everybody believed it. Credibility, 
reliability and trust are key. I loved Walter 
Cronkite and when he said something, I 
believed it. 
HOWFIELD: There should be healthy skep-
ticism out there on what we’re producing. 
Let’s embrace that and let’s address it in the 
way that we produce our content. We have 
to be more careful now and more complete 
in the way we deliver news stories. We’ve 
done focus group studies where, if you left 
out one piece of information, they felt that 

SCHORR: We’ve got to be more aware as an 
industry that when we’re reporting “news”, 
that it is news, that it is not opinion. The 
opinion of the anchors or reporters should 
not have an impact. I think when you throw 
in opinion, that’s where it breaks down the 
audience. The audience expects, when 
they watch a newscast, whether it be a digi-
tal newscast, a podcast or a broadcaster, 
that it’s the news; it’s not opinion. If they 
want opinion, they have plenty of places to 
go for opinion.
ESCOBEDO: I have 15 year-old twins, they 
don’t watch news. They don’t watch TV. 
YouTube is all they do all day long, [that’s 
where] they get their news. When you talk 
about fake news, they’ll say, “But Dad 
they’ve got 300,000 hits. There’s got to be 
some truth to it.” It’s kind of hard to con-
vince them, just because 300,000 people 
have seen it doesn’t make it the truth.

was a fake news story. We really have to 
change our mindset in our news depart-
ment or anything that we’ve been doing 
online, that we are much more complete. 
You can’t overlook even the smallest detail 
anymore and honestly, I feel like it’s pushed 
us to a higher standard. 
BROWN: We did some research just a few 
weeks ago about fake news that I was 
encouraged by. The takeaway of [the re-
search] is that, especially in Vegas, a lo-
cal broadcaster is seen as a more credible 
source with news than anything else. I was 
very encouraged by that and the cred-
ibility, believability, all those factors were 
there. It’s up to us to maintain that but also 
be fairly in balance. That’s where the truth 
really lies and that’s where you have to be 
very balanced. 
MITCH FOX: It’s almost, in my view, the Gold-
en Age of local broadcasting. If you look at 
how broadcasters responded to the floods 
in Northern Nevada and to 1October, peo-
ple said, “This is how I’m going to get my 
news. It’s going to be factual, it’s going to 
be accurate, it’s not going to be something 
that’s tweeted that may be inaccurate, 
it’s not gonna have a bias.” Broadcasters 
stepped up to the plate in a profound way 
just based on these emergencies.
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BONNICI: I’ve watched my kids grow and 
my nieces and nephews grow. Five years 
ago there were all about all the digital stuff 
to get their information. Now, as they’re in 
their 30’s, I’m watching them and they’re 
back into the traditional stuff. It’s kind of 
interesting, when they were younger they 
were all about everything technology. 
Today they’re back to watching network 
television.

DOES THE 
REPUTATION OF 
NATIONAL NEWS 
OUTLETS AFFECT THE 
LOCAL STATIONS?
HOWFIELD: I think it absolutely impacts it. 
Having worked at the NBC station here for 
over 20 years, they get a sense of what the 
network represents and they know enough 
about your station, they feel like you are still 
reflective of that national network reputa-
tion. It’s just consumer perception. Un-
less you’re wanting to be painted with that 
broad stroke of whatever the national net-
work reputation is, then it’s your responsi-
bility to present yourself at the local level. 
STOKER: The statistics support that.Local 
TV is down, but still much higher and more 
respected than cable and network. I think 
the major challenge here is that most of the 
folks are looking for news from two or three 
different locations. How do you make your 
location the place that they go for that con-
tent? I do think that’s the big issue. How do 
you make your content relevant?
BROWN: We’ve never been more diametri-
cally opposed. An audience member would 
go to Fox News or CNN to have their ears 
tickled because they want to reinforce their 
beliefs. And it’s a little dangerous because 
I’m going to one side or the other and not 
looking at both sides, and all of that is just 
opinion. But they don’t take it as opinion. 

They take it as gospel and I think that’s 
where we get to a little bit of a push and 
pull situation on that side of the equation.
STRUMWASSER: If you wanted to watch 
opinion television, the best example is CNN 
versus Fox News Channel. They have their 
points 100 percent of the time. It couldn’t 
be any clearer who they’re voting for or who 
they’re for economically. It’s very clear, on 
those two cable networks at least. I think 
local television is completely unbiased. 

WHERE IS THE MEDIA 
INDUSTRY HEADED?
SCHORR: The industry changes on a regu-
lar basis; it does not remain stagnant. De-
pending on where digital goes, I think the 
discussion [about media] will be very simi-
lar. How are you going to change to meet 
the growing needs of the viewer? How are 
you going to meet the growing changes 
that they’re seeking to get information while 
still remaining credible and providing news 
as news is supposed to be? I think that’s 
not going to change.
BONNICI: Something that has not been 
talked about today that I’ve been able to 

MEDIA Industry Focus
watch in radio and television that I think 
will impact the next five years is, who owns 
the product? What big company, or what 
small company, owns the product that 
we’re working? That has a huge impact. 
I’ve watched how TV frequencies change 
hands and get better. I’ve watched TV sta-
tions get worse. I’ve watched radio stations 
do the same. Companies going in and out, 
big companies come in and buy up broad-
cast and then all of a sudden, they’re in 
bankruptcy and they’re not doing certain 
things local. A lot of the future has to do 
with who’s going to own these companies 
five years from now? 
STOKER: As television companies, you’re 
going to be solving what the consumer 
wants both in advertising and in news con-
tent. You will look more like content cre-
ators. You’re doing podcasting, you’re ex-
panding, you’re doing print, you’re going to 
go the whole gamut.
FOX: I think five years from now we’ll be 
having a similar conversation. A lot of that 
stuff didn’t really disappear to begin with or 
at least it’s coming back. I have two sons. 
They have a flat screen and they’re cord 
cutters, they use Hulu and Netflix. I asked 
them, “Did you know you could attach 
an antenna to your 60 inch and you can 
get three, five, eight, 10 and 13?” They’re 
watching network television at night be-
cause they realized it was free. All they had 
to do was just twist a little plug at the back 
of their TV set.

IN BRIEF

According to data from the U.S. Census 
Bureau’s Foreign Trade Division for last 
year, Nevada’s food and agriculture exports 
are now over $362 million annually, an 8.5 
percent increase over the previous year. 
Food and agriculture are now the sixth 
highest export category in the state.
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JUST BECAUSE IT’S BIPARTISAN, 
DOESN’T MEAN IT’S A GOOD IDEA

 Free Market Watch

uring the tumultuous presidential primaries in 2016, 
one candidate promised to impose huge tariffs on 
Chinese goods, “until they stop dumping steel into the 
United States,” thus restoring the American steel in-

dustry to its former glory.
 The candidate I’m thinking about was actually the self-de-
scribed socialist senator from Vermont, Bernie Sanders — but 
it just as easily could have been Donald Trump. In fact, Trump 
himself described his trade views as being “very similar” to 
those of Sanders’. 
 Indeed, protectionist tariffs on foreign goods — in an effort 
to “fix” the trade deficit — seems to be one small area where a 
Vermont socialist and New York capitalist largely agree. 
 And they aren’t alone. For decades, a common notion floating 
around Washington, D.C., has been that trade deficits are in dire 
need of “fixing” for the sake of domestic job growth.
 But, as Milton Friedman once pointed out, such thinking is 
precisely “upside down.” 
 “The gain from foreign trade is what we import,” explained 
Friedman. “What we export is a cost of getting those imports. 
And the proper objective for a nation, as Adam Smith put it, is to 
arrange things so that we get as large a volume of imports as pos-
sible, for as small a volume of exports as possible.”
 In short, trade deficits — where a nation imports more than it 
exports — should be considered a natural consequence of a flour-
ishing economy. 
 In our private lives, we understand this dynamic instinctively. 
It’s why we work so hard to accumulate wealth throughout our lives 
— so we can enjoy a “trade deficit” within our own household. 
 Households routinely consume goods from the grocery store, 
Amazon, Walmart, Ikea and other retailers and service provid-
ers. These consumables we purchase are our household imports 
— and it is only common sense that it benefits us, as consum-
ers, when our household imports are in excess of what we’re 
required to “export.” 
 That is to say, when we have more goods and services coming 
in, rather than going out, our standard of living increases. 
 Given this context, would anyone argue that households should 
not strive for wealth sufficient to achieve that goal? Would anyone 

seriously argue that households begin backyard farming, leather 
tanning and mechanical production, so as to reduce their trade 
deficits with local grocers and retailers?
 Of course not. 
 As with households, so with nations: When a country’s wealth 
and purchasing power are high, it is entirely natural for trade 
“deficits” — more goods imported than exported — to increase. 
 It’s a symptom of our success as an economic force. 
 The D.C. narrative on trade, however, doesn’t just misdiag-
nose trade deficits as a “problem” in need of being fixed. It also 
risks the very prosperity and purchasing power that has made the 
American consumer king and our standard of living so high. 
 Paying the tariffs pushed by Sanders and Trump will primari-
ly be U.S. consumers, businesses and entire American industries, 
not foreign nations. 
 In addition, as with any tax, there will be “unseen” consequences.  
 Certain imported goods will cost more, reducing the 
American consumer’s standard of living. Domestic manufac-
turers of certain goods will undoubtedly decide to move their 
production offshore to avoid the import tax on raw steel and 
aluminum, costing American jobs. The added cost of these 
import taxes will more than offset whatever benefit the re-
maining domestic companies could have seen from the recent 
GOP tax plan. 
 Yes, there will of course be some “winners” from this classic 
Washington protectionist trade policy. But it will be at the ex-
pense of American consumers and sound, legitimate businesses. 
 Union bosses, steel executives and industry lobbyists support 
the concept of tariffs for a reason, and it’s not because they have 
the interests of American consumers at heart. While the rest of 
the economy will now be subject to needlessly higher costs, these 
supporters will pocket direct benefits. 
 As in most targeted tax schemes, tariffs are nothing more 
than a way to “protect” a politically connected industry from the 
free-market decisions of consumers. 
 Bernie Sanders, like countless politicians before him, was 
wrong when he proposed massive import taxes on specific goods 
from specific nations. 
 So too is Donald Trump.

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

COMMENTARY
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GEORGE
Type of Business: Concierge Medical Practice of Pediatrics and Internal Medicine and Medical App | Hails from: Las Vegas, NV
13 years with company in Nevada | Based in: Las Vegas, NV

“Remain positive 
and optimistic in any 
circumstance and you 
will overcome.”

What do you want your
legacy to be? 
To be remembered as an ethical, 
courteous and humble physician 
who helped advance the quality and 
diversify the scope of healthcare in the 
Las Vegas community for locals and 
tourists alike.

What is your pet peeve? 
My biggest pet peeve is when 
someone lacks the initiative to better 
themselves, their families, their 
communities and the world around 
them. We all have to play our part.

What is the best moment
of your career?
Every day I’m able to help someone 
is truly the best moment of my 
career. When a patient expresses 
their gratitude for helping them feel 
better, those are the most rewarding 
experiences I could ask for.

What business advice
would you give someone
just starting in your industry? 
Stay true to your values, whether in the 
medical field or otherwise. Humility, 
hospitality, respect, integrity and 
accountability are a must. If heading 
into the medical field, remember that 
the patient is the center of the heathcare 
world and should always be put first.

If you could be any fictional 
character, who would
you be and why? 
Odysseus from “The Odyssey” so that 
I could travel the world and experience 
all it has to offer.

What do you wish you
would have learned at the
beginning of your career? 
Minimize negativity in your life and 
focus on the people around you that 
bring in positivity.

MOVERS & SHAKERS

Face
to Face

When you were a kid,
what did you want to be? 
As a kid, I wanted to become an 
automotive designer and engineer.

If you could have coined
a single phrase of wisdom,
what would it be? 
As Aristotle once said, “pan metron ariston” 
which can be roughly translated as “all good 
things in moderation.” Doctor’s orders.

What is your motto? 
Remain positive and optimistic in any 
circumstance and you will overcome.

What is your favorite thing
about living in Nevada? 
My father worked at Caesars Palace so, 
as kids, we grew up watching famous 
musicians and performers in the showroom. 
Growing up here, my family and I were given 
such unique experiences we wouldn’t have 
been exposed to anywhere else in the world.

DR.
CONSTANTINE

Founder and Chief Medical Officer
Epitomedical Private Practice and the Vedius App (13 years in Nevada)
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   Welcome
       to Nevada

Monin, Inc.
Monin, Inc. is a global manufacturer of 
beverage syrups, concentrates, sweeten-
ers and flavorings. The company has an-
nounced plans to build an 80,000 square 
foot manufacturing and distribution fa-
cility in Reno to serve as a backbone for 
the company’s long-term west coast op-
erations. The opening of the facility is ex-
pected to provide 30 jobs and $9 million in 
capital investment. The company employs 
over 600 people and distributes its prod-
ucts to over 144 countries.

Smith’s Food & Drug
Founded in 1948, Smith’s Food & Drug 
Centers, Inc. is a subsidiary of the 
Kroger Co., a grocery chain headquar-
tered in Salt Lake City. The company 
is expected to open a 482,000 square 
foot distribution center in Henderson. 
The center could provide as many as 
182 jobs and just over $8.4 million 
in capital investment. A local Smith’s 
distribution facility would ship prod-
ucts to various states in the Southwest 
including throughout Nevada, New 
Mexico and Utah.
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 Around the State

Las Vegas Receives Awards for 
Smart City Projects
The city of Las Vegas received two awards from the annual 
Smart 50 Awards, both in the mobility category. The city’s 
Innovation District was honored for smarter streets with 
video analytics as well as having the nation’s first self-driving 
shuttle pilot in a public right-of-way. The awards recognize 
50 global smart cities projects in categories including 
governance, mobility, energy, citizen life and networks.

Nevada Home Prices Rise
According to the Greater Las Vegas Association of Realtors 
(GLVAR), the median price for existing single-family homes sold 
in Southern Nevada in March was $280,000, 15.7 percent higher 
than the same month in 2017. In the Reno-Sparks area, the median 
price of a home rose 17 percent to $368,700 and homes in Carson 
Valley rose 14 percent to $400,000. Finally, in the Lake Tahoe area, 
the median price of a home rose 25 percent to $665,000. Data was 
collected through the Multiple Listing Service (MLS).

Design Unveiled for Las Vegas 
Convention Center Expansion
The Las Vegas Convention and Visitors Authority (LVCVA) has 
unveiled design drawings of the new look of the Convention Center once 
the expansion is complete. Geotechnical & Environmental Services 
has begun drilling for footing locations as part of the expansion phase 
which will cost $860 million and add 1.4 million square feet to the 
current facility. The expansion is slated for completion in 2021. 

< The design for the LVCVA convention center expansion provides a new look for the nearly 
60-year-old facility. Photo courtesy of tvsdesign / Design Las Vegas via Las Vegas News Bureau.
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   Speaking for Nevada

DON’T IGNORE POLITICS
by Mark Hutchison, Lieutenant Governor of Nevada

n the midst of today’s polarizing politi-
cal climate, I sometimes hear people say 
they prefer not to get involved in politics.  
It’s dirty, negative and depressing.  It’s a 

sport fought with knives.  All of which may 
be true to a point.  But, as distasteful as pol-
itics may be, politics will never ignore you.  
It will influence the amount you take home 
in your paycheck, the quality of your chil-
dren’s education, the condition of the roads 
you travel on, the safety of your neighbor-
hoods and so much more.  The only ques-
tion is whether you’ll influence politics.  
 Someone once advised me to figure out 
reality and deal with it, even if I don’t like 
it.  The reality is, politics influences elections which de-
termine who will lead our government. Government is 
intricately woven into the fabric of our everyday lives. As 
businessmen and businesswomen, we have certainly expe-
rienced government reaching into our professions, trades 
and businesses.  Whoever wins elections gets to establish 
priorities, policy and the direction of government.
 As David Plouffe, President Obama’s campaign man-
ager, has observed, everything a city, county, state or the 
country has done as a government body has flowed from 
an election.  Take the United States as an example.  We 
built the interstate highway system because President 
Eisenhower won an election in 1952 and made interstate 
travel a priority after his experience in Europe in World 
War II.  We went to the moon and back because President 
John F. Kennedy was elected in 1960 and made it the 
policy of the United States to beat the Soviet Union in the 
space race during the Cold War.  We set aside millions of 
acres and established the National Park System because 
President Teddy Roosevelt won a national election and 
decided large swaths of wilderness in this country should 
be protected and conserved for the benefit of all current 
and future Americans.  

    All of these great big things and hundreds 
of smaller ones flowed from an election.  Ev-
ery tax increase or decrease, every war we 
fought, every regulation imposed or rescind-
ed in some way or another flowed from an 
election.  
    This is why it is critical for business ex-
ecutives, owners and professionals—who 
are uniquely experienced, competent and 
qualified—to get involved in the sometimes 
challenging and frustrating world of politics.  
Don’t let career politicians with narrow win-
dows of experience and no understanding of 
the day-to-day challenges of business make 
important decisions without the benefit of 

feeling your influence in some positive way.  
 The readers of Nevada Business Magazine are those 
to whom I make this plea.  Many of you should take a 
season during your business, trade or professional ca-
reers to run for public office. Most elected offices do not 
require you to quit your day job: school board trustees, 
board of regents, city council members, state assembly-
men and assemblywomen, state senators.  If it’s not your 
time to run for public office, support a candidate who is 
and who shares your values and priorities.  Speak per-
sonally with your representatives in government, testify 
before the legislature on bills you support or oppose, get 
engaged with government affairs committees within 
your business, trade or profession.
 My final pitch for political involvement is to quote 
Einsenhower. He said, “Politics ought to be the part-time 
profession of every citizen who would protect the rights 
and privileges of free people and who would preserve 
what is good and fruitful in our national heritage.” 
 You don’t have to do it full-time, just commit yourself 
to politics part-time.  Business executives, owners and 
professionals cannot ignore politics because politics will 
not ignore them.

I
Mark
Hutchison
Lieutenant Governor
of Nevada

POLITICS WON’T IGNORE YOU
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coming onboard that have some existing 
training they need.”
 UNLV is home to Nevada’s newest 
school of medicine, and also offers more 
than 700 degrees in 48 health related pro-
grams each year. Health related fields can 
include liberal arts (psychology programs) 
and education tracks (counseling degrees). 
Workforce training is evolving to keep up 
with the times.
 “Today’s workforce training programs 
require  high-level thinking, critical thinking 
and really do require skilled talent,” said Hil-
gersom. They are more traditional college 
courses and less just workplace training.
 To an extent, training the future work-
force means predicting which industries 
will come to and stay in Nevada and con-
tinue to grow, and what jobs might be 
phased out.
 “One of the things we try to do at the 
university is help students with, what we 
call, transferable skills,” said Chase. Since 
the majority of workers hold a number of 
different jobs, UNLV prepares them with 
transferrable skills, teamwork and commu-
nications skills and the ability to work ap-
propriately with technology.
 Students need a base of critical thinking 
analytical skills, said Patterson. They need 
to know how to collaborate and work in in-
terdisciplinary environments. “Those things 
are going to be important no matter what 
job there is. Also, they need to be able to 
adapt into new jobs,” he said.

Funding the Future
 Meeting the Governor’s goal of work-
force training is made more challenging by 
the fact that, despite rapid growth in Ne-
vada’s population, the number of people 
graduating with high school degrees is 
slowing. That means the number of eligible 
students who can go into higher educa-
tion is dropping and, because of the way 
funding is set up for institutions, growth of 
state funds for higher education will slow 
as well.

Nevada, Las Vegas. “[The programs] could 
be for existing businesses to provide train-
ing, or they could be for new businesses 

only covers $1,200, “Nevada Promise will 
pick up the remaining $300 no matter what 
gap between student financial aid or even 
if there isn’t any,” said Martin.
 “In addition to academic programs we 
offer programs not for academic credit 
through our continuing education at UNLV,” 
said Diane Chase, provost, University of 

CONTINUED FROM PAGE 11
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 “With the funding formula, we rely on 
revenue from student registration fees. 
With a slowing in growth of the number of 
students, those independent fee revenues 
are also slowing,” said Johnson.
 Lower revenues make it more difficult to 
bring in additional faculty, not just at UNR, 
but throughout NSHE. It also makes it harder 
for UNR to attain a lower student-to-faculty 
ratio which would allow students greater in-
teraction with instructors and allow for more 
small group, hands-on learning. 
 Hands-on learning is important because 
it allows students to, “actually practice 
what they’re learning and gain confidence 
that they can indeed operate with the skills 
and knowledge they’re getting in their col-
lege years,” said Johnson. 
 That’s the number one funding problem 
for UNR. Following right behind, what to do 
with faculty and staff already hired. In the 
last few years, 235 positions have been 
added, and there’s a need for more space.
 The school also has a goal to become 
a Carnegie R1 top ranked research univer-
sity, which requires more and higher quality 
space for research and classroom labs and 
offices to accommodate growing faculty.
 The university has funded most of their 
own facility renovation and since 2012 has 
invested more than $400 million in capital 
projects and new buildings.
 “Only 16 percent of those expenditures 
have been reliant on state funds,” said 
Johnson. “We’ve been fairly creative with 
our financing strategies by using student 
fees and by liquidating assets that have 
lower impact for us so we can reallocate 
those resources to building renovations 
and new facilities.”
 For other NSHE institutions, the funding 
formula fits better. Hilgersom said she ar-
rived at the college at a time when there’s 
an influx of new dollars and publicly stated 
support for community colleges.
 “There’s a recognition that we are train-
ing literally thousands of people statewide 
for the new jobs that have been success-

fully wooed to Nevada. Many of those jobs 
are in manufacturing, but many are in high 
tech startups. We’re exploring programs in 
quality assurance, smart cities and cyber-
security,” said Hilgersom.
 Other new industry-focused degrees 
include TMCC’s applied bachelor’s de-
gree in logistics operations management. 
“It’s the only four-year degree available in 
the region and, according to [The Depart-

ment of Employment, Training and Reha-
bilitation], jobs and operations in logistics 
are predicted to grow from about 90,000 
in 2016 to about 108 or 109,000 in 2024, “ 
said Hilgersom.
 As new programs come in, old pro-
grams go out. CSN reviews programs year-
ly, making certain each meets the needs 
of students, business and industry. That 
means if the marketplace has changed and 
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there really are no longer jobs in that area 
of study, or the jobs in that area have left 
Nevada (CSN serves local students), that 
program might be phased out. The goal at 
CSN is to train students for gainful employ-
ment in today’s industries.
 “We have a plan in place for anybody 
who might be in those programs currently, 
so they can finish,” said Martin. Or students 
can change to another program. But the 
college won’t admit new students to a pro-
gram slated to be discontinued because it 
no longer supports a viable industry.
 But when one program closes, another 
program opens. CSN is expanding into en-
vironmental science because construction 
companies don’t have enough trained tech-
nicians who can do analysis of construction 
sites before building work begins. The col-
lege is creating an Associates of Science 
degree in environmental science manage-
ment. A bachelors program will follow.

Enrollment
 Before students can prepare for Nevada 
jobs there have to be Nevada students. 
 “It’s interesting, because often, in two 
year colleges, enrollment goes down when 
jobs placement goes up,” said Patterson. 
However, NSC has had a 72 percent in-
crease in freshmen enrollment for the fall 
of 2017 and again this spring. Patterson ex-
pects the numbers to continue.
 That helps with funding because the 
funding formula is roughly 60/40 or 65/35 
in terms of state support versus tuition and 
fees, allocated through the state formula, 
said Patterson. “It’s based on student 

credit hours taught and, for the most part, 
completed, and weighted so lower division 
[courses] receive a set amount, upper divi-
sion classes receive more, and graduate 
level courses even more per hour taught.”
 Despite the slowing of high school grad-
uates, university enrollment is up in both 
ends of the state. UNLV is at 30,000 stu-
dents and increasing degree programs and 
non-degree curriculum to meet the needs 
of today’s students, Chase said. 

Remediation 
 The majority of students heading to NSHE 
institutions are from Nevada, which means 
most of them are coming out of Nevada’s K-12 
system. The universities require a 3.0 grade 
point average for admission and the commu-
nity colleges are open access to Nevada stu-
dents. Both universities and colleges are seeing 
a need for remediation in both math and English 
for incoming students but, on the whole, the 
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number of students needing a brush up on their 
skills is about the same as it is nationwide.
 At UNR, the need for remedial math class-
es dropped from 20 percent in the fall of 2014 
to 16.5 percent for incoming freshmen in the 
fall of 2017. During the same period, remedial 
English went from 10.5 percent to 8.5. John-
son indicated this is most likely due to school 
districts and community colleges focusing on 
preparing students for college-level work.
 According to Hilgersom, remediation 
rates are a common statistic nationwide. 
“I’ve worked in Washington, Oregon, New 
York and Nevada and it’s typically about 50 
percent of high school seniors that transition 
to a community college need remedial math. 
It’s not unusual in our country right now. 
There’s a gap and at least 50 percent of high 
school graduates aren’t ready for college.” 
 Most students just need to brush up on 
their skills, said Patterson; a summer on-
line course might bridge the gap, preparing 
them for college. “It’s become apparent we 
need to work more closely with the school 
districts to understand what’s the issue. 
Why is there even a need for a brush up?”  It 
could be that students are taking math and 
English too early in high school and end up 
going a couple years without classes in the 
subjects before graduation.
 Something that might be even more of 
a concern: of advanced diploma earners 
in Nevada, those students who have taken 
college prep courses and should be ready, 
38.9 percent require remedial math or writ-
ing, said Hilgersom.
 The Department of Education has been 
looking at college-ready endorsement pro-
grams, but another solution is to perform re-
mediation while students are still in high school, 
giving them basic college math and English 
through dual enrollment credit courses and 
high school programs at community colleges. 
 The opposite works too – community 
colleges are starting to teach courses at 
high schools so juniors and seniors can get 
basic courses done by the time they gradu-
ate high school.
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 “Nevada System of Higher Education has 
been very responsive since the recession,” 
said Johnson. “We have a role in the develop-
ment of intellectual properties and research. 
We have a role in reaching out to industry. We 
have a role in workforce preparation and all of 
our institutions have been responsive to the 
industries coming to Nevada. Higher educa-
tion has made itself part of the economic de-
velopment solution for all of Nevada.”
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Taxes
 Tax planning is “extremely impor-
tant” in wealth management, particu-
larly when it comes to cash flow, said 
Bernadette Mashas, certified public ac-
countant and tax partner at Fair, Ander-
son & Langerman, an accounting firm in 
Las Vegas. Mashas specializes in work-
ing with high net worth individuals and 
medium to large-sized businesses and 
their owners.
 It’s critical for CEOs and the like to 
know ahead of time what their taxes are 
going to be and to determine how they’re 
going to be paid—this could involve liqui-
dating an asset—so when tax time rolls 
around each year, they have the cash to 
pay them. A common mistake Mashas 
sees is people not planning for or pay-

ing their taxes. Another one, according to 
Burr, is people underestimating their taxes 
and, consequently, incurring penalties for 
underpayment. 
 Tax professionals help their clients 
avoid these problems, and they also of-
fer guidance on ways to reduce and defer 
taxes, which includes structuring transac-
tions in certain ways, Mashas said. One 
option is a 1031 exchange, the selling of a 
property to reinvest the proceeds in a new 
property, thereby deferring all capital gain 
taxes. 
 Also, it’s important to structure one’s 
business in the right way for the most 

benefit. For instance, it might be best 
for a business owner to have their opera-
tions in an S Corporation but their land 
and building in a limited liability corpora-
tion, with the latter leasing the property 
to the former, said Burr. The different en-
tities will help minimize taxes, maximize 
return and afford some protection from 
liability.
 “Proper tax management will allow in-
dividuals to keep a larger share of what 
they earn and also help them be able to 
pass on to their heirs more assets,” Burr 
said.
 Quite a bit is new in the realm of taxes, 
thanks to the passage of the federal Tax 
Cuts and Jobs Act of 2017. Some resulting 
tax law changes are pertinent to the taxes 
aspect of wealth management.
 Tax rates for individuals overall are low-
er under the Act for top earners, it dropped 
to 37 percent from 39.6 percent.

CONTINUED FROM PAGE 14

Jeffrey
Burr
Jeffrey Burr, Ltd.

CC  M
Because you want a  
competitive edge.
Who’s the commercial real estate professional best 
qualified to help you analyze data, mitigate risk, and make 
better-informed decisions? A Certified Commercial Investment 
Member, or CCIM. These accomplished professionals apply their 
advanced training and market expertise to give you a skilled 
analysis of your opportunities whether you own, lease, or invest. 

Want to make decisions with greater confidence? Get started with 
a CCIM in your area by visiting FindaCCIM.com

Contact your local CCIM chapter at: 

SNCCIM.org

http://www.findaccim.com
snccim.org
snccim.org
https://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_term=PDF%20PDF%20May%202018&utm_content=PDF%20PDF%20May%202018
https://www.nevadabusiness.com/2018/05/wealth-management-setting-and-obtaining-financial-goals/?utm_source=PDF&utm_medium=PDF&utm_term=PDF%20PDF%20May%202018&utm_content=PDF%20PDF%20May%202018


57MAY 2018   NEVADA BUSINESS MAGAZINE

   Feature Story
 For corporations, the top tax rate is now 
21 percent versus the previous 35 percent. 
Whereas C and S corporations get tax 
breaks, not all do, so it takes some figuring 
out which ones qualify, Burr said. Also, with 
the new pass-through deduction, partner-
ships, S corporations and sole proprietor-
ships that meet certain revenue levels and 
parameters could get a 20 percent deduc-
tion, Mashas said.
 The reduced corporate tax rates “may 
have dramatically changed the value of 
someone’s business, hopefully upward,” 
PeQueen said. This could allow the own-
er to retire earlier and have more options 
for how they financially support their non-
working years. 
 The new tax law includes changes in 
itemized deductions, which can impact 
high net worth people, Mashas said. For 
example, the maximum amount an individ-
ual can deduct for state and local income, 
sales and property taxes is now $10,000 
whereas previously it was unlimited. They 
no longer can deduct the fees they pay 
their financial advisers.  
 A 1031 exchange now is allowable only 
with real property (land and buildings). Be-
fore, it applied to both real and personal 
property (airplane, car, machinery, equip-
ment, all for business use). 
 The percentage of someone’s adjusted 
gross income they can give to charity in cash 
donations increased to 60 from 50 percent. 

Retirement
and Estate Planning
 Retirement planning is a significant part 
of wealth management, especially con-
sidering men who reach age 65 today can 
expect to live, on average, until age 84-85, 
and women, until age 86-87, according to 
the Social Security Administration. This 
element of the process takes into account 
future income and living expenses, particu-
larly those related to future healthcare and 
long-term care, the costs for which are ris-
ing, said Loy. 

 For business owners, retirement plan-
ning likely involves succession planning, 
as their business tends to be entwined with 

their personal life and it’s probably one of 
the largest assets in their portfolio. 
 “Because most people don’t want to 
work forever, they’re trying to find a way 
to build freedom to do whatever they next 
want to do,” Loy added. 
 Estate planning helps protect one’s 
assets and ensure, upon their passing, 
they’re distributed according to their wish-
es and at the desired time(s), Burr said. 
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Getting Started
 Experts recommended people begin 
managing their wealth sooner rather than 
later, initially getting at least three wealth 
manager/financial advisor referrals from 
trusted sources. They suggest interview-
ing each in person to determine who is 
experienced, knowledgeable and shares 
similar values and with whom they feel they 
have chemistry and are most comfortable. 
After choosing an advisor, they should be 
complemented with a CPA, attorney and, 
as needed, other experts.
 One alternative is using a robo-advi-
sor, or online, automated portfolio man-
agement service, such as Wealthfront, 
Wealthsimple, Betterment, Ameritrade, 
Vanguard and Charles Schwab’s Intelli-
gent Advisory. They can differ, in terms of 
specialization, fees and required account 
minimum for instance, and some do offer 
access to a financial advisor.
 “They’re pretty cool and inexpensive, 
but they’re impersonal,” Loy said of robo-
advisors. 
 When asked their top recommendation 
regarding wealth management, experts 
said not to put off taking the plunge, to 
shop around for an advisor and to stay in 
constant communication with one’s team 
of specialists. In offering his advice, Loy 
quoted motivational speaker Denis Waitley, 
“Expect the best, plan for the worst, and 
prepare to be surprised.”

 “There are techniques that are accept-
ed and legal that will allow them to reduce 
that estate tax significantly,” Burr added.

Risk Management
 Along with capitalizing on tax, investing 
and legal strategies to minimize the risk of 
someone not achieving their financial goals 
(mentioned above), in some cases, certain 
insurance policies might be the best option.
 “If they have a large net worth, they may 
find that without a good insurance policy, 
the estate tax may take a big chunk of that,” 
PeQueen offered as an example.

For instance, structuring one’s estate in 
such a way can minimize exposure to li-
abilities. Similarly, if someone receives an 
inheritance or brings assets into a mar-
riage, the property or money should be 
held in a separate vehicle like a trust. This 
protects it from becoming commingled 
and, in the event of a divorce or death, 
keeps the owner from losing half of it to 
their spouse. Burr said he frequently sees 
people not taking this precaution.
 Now, due to the new federal tax law, 
an individual may transfer up to about 
$11 million by gift or when they die with-
out it being subject to an estate tax; the 
previous cap was about $5.5 million, Burr 
said. Any property they transfer above $11 
million is taxed at 40 percent. This could 
impact people with large estates and dic-
tate whether they should give away more 
money.
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THE INS AND OUTS OF
COMMERCIAL REAL ESTATE

of the past decades, the city will need to be-
come more dense, Montandon said.
 “Right now, we’re still a western city,” he 
said. “If you wanted to buy a home in Bos-
ton, it’d be a brownstone or a condo. Here, 
we’re flabbergasted if a home doesn’t have 
room for a swimming pool.”
 Reno is experiencing a similar diversifi-
cation of the economy and a growing popu-
lation, which has led to an equally healthy 
market, said Tom Fennell, principal at Dick-
son Commercial. 

Red Hot Industrial
 In Reno, the highest performing segment 
of the real estate industry continues to be 
industrial, with plenty of new development 
and a vacancy of less than 4 percent. Fen-

nell said there was a 90 percent increase 
in industrial transaction volume last year, 
resulting in $467 million in sales in 2017 as 
compared to $245 million the year before.
 “There’s a lot of new companies moving 
to the area,” he said. “Then there’s the private 
equity and institutional investments. There’s 
a huge demand in Nevada for industrial.”
 Fennell said multi-family is also doing 
well in Reno, with more than 3,700 units un-
der construction and 6,800 units planned.
 Industrial real estate continues to be the 
strongest segment in Las Vegas as well, 
said Michael Dunn, the Southern Nevada 
managing principal at Cushman & Wake-
field. Depending which company’s set of 
statistics are believed, Dunn said industrial 
vacancy in Las Vegas is somewhere be-
tween 3.5 and 4.5 percent, with North Las 
Vegas gaining new developments due to 
the land shortage in the southwest and air-
port submarkets. The demand and supply 
remains in balance of large developers for 
big box projects and e-commerce distribu-
tion, Dunn added.

 Building Nevada

BOTH the Las Vegas and Reno commer-
cial real estate markets are well balanced 
and healthy for the foreseeable future, but 
there may be trouble past the horizon. 
 Real estate professionals in both cities 
echoed similar statements in regard to the 
health of the markets, but Providence Com-
mercial Managing Partner Mike Montandon 
said a land shortage could loom in Las Ve-
gas. Montandon said, as of now, there are 
plenty of choices if a client comes looking 
for 20 acres, but as the Valley fills up, those 
plots will dry up.
 “There’s still a fair amount of land avail-
able,” Montandon said. “But it’s fairly easy 
to see in three years there will be a short-
age. Most homebuilders aren’t looking three 
years ahead, they’re just 18 to 24 months 
out, so it’s not causing a panic today.”
 With the Las Vegas metro area’s sprawl 
nearing greater elevation gains, Montandon 
said the infrastructure costs to outfit the po-
tential land coming online for development 
could prohibit further growth. Should Las 
Vegas continue to see the population growth 

Tom
Fennell
Dickson Commercial
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 “It’s an interesting time and we’ll con-
tinue to see out-migration from California,” 
Dunn said. “They keep raising taxes and 
affordability for their employees is not an 
easy situation, so the neighboring states 
will all benefit from California’s cost struc-
ture. I anticipate that continues and in turn 
we’ll get our piece of the pie and continue 
to diversify.”

Office Struggles
 The weakest real estate segment in Las 
Vegas is office. However, it is extremely 
healthy compared to a decade ago. “At the 
very bottom [of the market], there was a 30 
percent vacancy and now we’re down to 13 
to 14 percent range in certain submarkets,” 
Dunn said. “What product is available isn’t 
in large chunks, so larger users have a chal-
lenge and we don’t have a lot of prominent 
office developers with large land holdings, 
so we’re not seeing a lot of products.”

 There is a six-story office building un-
der construction in Downtown Summerlin 
and a few other buildings in the area are in 
pre-leasing, but Dunn said construction is 
making rental prices higher than the ideal 
rate.
 With higher land costs, Dunn said de-
velopers are forced to think vertically, 
which adds additional dimensions with 
increased pre-leasing requirements for 
lenders and added costs of fire codes and 
steel frame construction, Dunn said.
 Dunn said downtown still struggles 
with vacancy as a few major law firms have 
recently moved to Summerlin. He also 
mentioned Hughes Center is struggling 
with occupancy.
 As companies continue to look at Ne-
vada and other states as a landing spot as 
they leave California, a predicament could 
arise in the near future.
 “With the industrial and office market 
moving forward, at some point the de-
mand will outpace the supply and it’s how 
do we fill that void to continue to grow as 
an economy?” Dunn said. “If someone 
comes from out of state to find a facility 
and we don’t have one, that’s a problem. 
There are opportunities out there and now 
it’s wondering who will step to take the risk 
and fulfill them.”
 Fennell said office, along with retail, 
in Reno is also performing well, but more 
modestly than industrial and multi-family. 
Construction on the city’s first specula-
tive office building in more than a decade 
continues, a 40,000 square foot building 
by McKenzie Properties. Reno could also 
benefit from some of the industrial com-
panies moving office jobs to the area, 
Fennell said.

 Google purchased 1,210 acres of land 
in Tahoe Reno Industrial Center last April, 
where Apple and Switch have data center 
campuses and where Tesla Motor’s giga-
factory is located. 
 Fennell said economic projections 
in 2015 suggested a lofty goal of 50,000 
new jobs in five years. The past two years 
Reno has added 10,000 jobs annually, but 
now it’s time to further diversify the city’s 
economy, he said.
 “We grew so rapidly with the advanced 
manufacturing, data centers and distri-
bution, we’re trying to focus and balance 
that out and bring true software side jobs,” 
Fennell said. “That would help the office 
market.”

Investment Grows
 Through her work in investment sales, 
Sun Commercial CEO Cathy Jones talks to 
a lot of property owners and brokers, and 
they’re all saying the same thing.
 “Super busy,” Jones said. “We’ve 
seen rents move up, pricing for proper-
ties move up and there’s just a lot more 
activity.”
 Jones said lately there are a lot of buy-
ers looking for stabilized properties in 
Las Vegas. Not too long ago, Jones said 
buyers were more interested in value-add 
properties.
 “They’re still there,” she said of the 
value-add buyers. “But we also now 
have buyers comfortable coming in for 
more stabilized properties. That’s really 
refreshing.”
 Multi-family is the hottest segment 
for property sales, Jones said, followed 
closely by industrial. Dunn added Vegas’ 
office segment is experiencing some rising 
purchase prices.
 “There have been some nice assets 
sold for decent prices,” he said. “So 
things are positive and healthy from that 
standpoint.”
 Jones said there’s bound to be some 
office product before too long that is ren-

BROKERS Building Nevada

Michael
Dunn
Cushman & Wakefield
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Building Community.
The philosophy of Gardner Company is to build great relationships. We achieve this by partnering  

with people and companies with the highest of standards to benefit our clients,  
our communities, and the environment.

Our ability to deliver quality projects is the key reason for our success. This is done by providing 
professional service through every aspect of the development process.

That’s office, retail, industrial and medical building development done right for more than 38 years.

For more information about our ongoing developments, please visit GardnerCompany.net.

HENDERSON OFFICE 
2600 Paseo Verde Parkway, Suite 150 

Henderson, NV 89074
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dered somewhat obsolete, but tenants are 
stable in the office market.
 “We’ll see new spec product before 
some of the really old properties get filled,” 
she said.
 Buyers continue to largely come from 
out-of-state, Jones said.“California is al-
ways the biggest pool,” she said. “But in 
the last 12 months we’ve seen a broader 
base of buyers. We’re dealing with more 
buyers from the East Coast and we’ve 
seen Canadian buyers.”
 The increasing diversification of the 
Las Vegas economy and the nationwide 
market visibility with the National Hockey 
League’s Vegas Golden Knights and Na-
tional Football League’s Raiders will con-
tinue to bring interested parties to town, 
Jones added.
 “The general perception of buyers from 
outside the state looking at Nevada is so 
much more positive now,” she said. “It’s 

almost as though it’s thought of as a tradi-
tional community now.”

Evolving Retail
 As retail continues to move to the in-
ternet and brick and mortar closings make 
headlines, Dunn remains optimistic for the 
future of physical retail spaces.
 “I have two retail teams and they seem 
very busy,” he said. “There’s a lot of infill-
ing and inline space in neighborhoods and 
power centers that seem to be active.”
 Regional malls in Las Vegas haven’t 
been majorly impacted like some areas 
in the U.S. and there is still retail devel-
opment where housing is continuing to 
pop up.
 Montandon said he sees traditional re-
tailing going away fairly soon, with future 
stores needing to fill specific niches as 
Amazon and other e-retailers fill the com-
modity needs. The major movers in the re-

tail segment according to Montandon are 
“ultra convenience.”
 “List the gas station convenience 
stores and each one is looking to buy 
10 sites right now,” he said. “Those and 
things you can’t ship like liquor and fire-
arms, they’ll always be in retail stores. 
More traditional properties such as pow-
er centers and things like Best Buy and 
sporting good stores, those will be things 
of the past.”

Future Concerns
 Rather than concerns moving forward, 
Fennell said there are challenges the re-
gion must address to continue to see a 
growing and healthy real estate industry.
Primarily, Fennell said housing affordabil-
ity, like in many communities across the 
United States, will be an issue. To help 
curb costs, it will be important to address 
the education system, he said.

BROKERS Building Nevada
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 “We’re taking steps with our com-
munity colleges and bringing in degrees 
and classes focused on construction and 
manufacturing,” Fennell said. “Those are 
the jobs that are needed. We need to make 
sure we can provide construction and jobs 
that fit in with the advanced manufactur-
ing coming to town to keep the momentum 
moving forward.”
 Dunn said Las Vegas also needs to fo-
cus on its education systems to ensure a 
growing workforce of qualified employees 
to continue to attract new companies.
 Unlike before the Great Recession, 
Fennell said the Reno community isn’t ig-
noring the issues, but is instead attacking 
them head on before they have a disas-
trous effect.
 “We want to make sure we don’t fum-
ble what we’ve been fortunate to get as 
a region in terms of a recovery,” Fennell 
said. “We have so many positives and the 

perception of Reno has taken a 180 from 
what Reno was to what it is now.” The new 
economic diversification and reputation, 
along with the still fresh memories of the 
recession, makes Fennell confident the 
area will sustain growth, even through an 
eventual pullback.
 A red hot market can be cause for con-
cern and an overheated market can lead 
to a slow down, but Jones is optimistic the 
continued constraint from lenders will help 
curb enthusiasm and keep momentum 
stable. Along with spreading too thin and 
running out of land, Montandon is watch-
ing carefully for an imbalance in supply 

and demand in housing. He doesn’t see 
trouble now, but said reports suggest 
the Valley is short on used homes, which 
with a spike of new homes, could cause a 
slightly troubling imbalance.
 Despite his long-term concerns, 
Montandon is happy with the healthy mar-
ket. “The concerns are just to be watched 
for,” he said. “I don’t see anything immedi-
ate to cause any concern.”

 Building Nevada

Cathy
Jones
Sun Commercial

LEADERS IN REAL ESTATE. 

702.733.7500 
3930 Howard Hughes Parkway, Suite 180  

Las Vegas, Nevada 89169
www.ngkf.com 
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SAY WHAT

FlexJobs recently released “State of 
the Remote Job Marketplace” report 
indicated that “remote/work from home” 
was the fourth most popular job search 
term in 2017. According to the report, 
hiring managers predict that over one-
third of their employees will work
remotely in the next 10 years.
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[BC] BOULDER CITY [E] EAST [H] HENDERSON [N] NORTH [NW] NORTHWEST [O] OTHER [S] SOUTH [SW] SOUTHWEST [WC] WASHOE COUNTY

E

Sale, Retail
ADDRESS 5105 E Sahara Ave., 89142
BUYER HSJC Investments
SELLER Niban Properties
DETAILS 24,610 SF; $3.75 million
APN 161-09-110-107
SELLER REP Cathy Jones, CCIM, SIOR and 
Roy Fritz of Sun Commercial Real Estate

Sale, Retail
ADDRESS 5051 Stewart Ave., 89110
BUYER 5051 Stewart 1 LLC
SELLER LDR & Associates LTD
DETAILS 16,170 SF; $3,612,500
APN 140-32-701-007
SELLER REP J Dapper and Andrea 
Catalano of Dapper Companies
BUYER REP Armen Vartanian of Realty One 
Group, Inc.

Sale, Multi-Family
ADDRESS 5925 Dodd St., 89122
BUYER Parker Vic J & Lucy C Family Trust
SELLER Ziad LLC
DETAILS 6 units; $53,333 per unit
APN 161-27-213-016
SELLER REP Jerad Roberts and Jason 
Dittenber of Northcap Multifamily

H 

Sale, Industrial
ADDRESS 827 S. Boulder Hwy., 89015
BUYER Jacobson Family Trust
SELLER Mosdell Lynn and Jane Living Trust 
1985
DETAILS 8,035 SF; $750,000
APN 179-20-515-001
BUYER REP Renae Russo of Sun 
Commercial Real Estate

INDUSTRIAL
SUMMARY
FIRST QUARTER 2018

NORTHERN NEVADA
 The Northern Nevada industrial real estate market remains healthy with strong funda-
mentals. Net absorption for the first quarter of 2018 totaled 76,799 square feet. While this 
is less than in previous quarters, overall activity is robust and an increase in transaction 
volume is expected as the area moves into the second quarter, and throughout the year.
 There were several notable investment transactions this quarter, including the sale 
of 64,000 acres in the Tahoe Reno Industrial Center (TRIC) to Blockchains. In addition, 
Alexander and Baldwin sold a four-building, multi-tenant industrial project to Dermody 
Properties. Investment activity in the region has been muted due to a limited supply of 
properties for sale rather than demand, which is still strong.
 Three projects totaling nearly 1.9 million square feet began construction this quarter 
and are expected to be completed by Q4. Panattoni’s 802,113 square feet in North Valleys 
Commerce Center, Phase II; Dermody Properties’ 436,368 square feet in LogistiCenter at 
395, Phase II; and Conco Companies’ 630,240 square feet being developed in TRIC. 
 The Northern Nevada industrial market continues to demonstrate growth and stabil-
ity. Through the first quarter of 2018, the overall vacancy rate stands at 2.7 percent and 
total availability is 7.4 percent. Moving forward, strong fundamentals and consistent 
demand are expected to drive a healthy market.

By CBRE Reno

SOUTHERN NEVADA

 Last year, the Las Vegas industrial market saw a record year in both new construc-
tion and demand. Through the end of the first quarter, early indicators are pointing to 
another strong year—although not at the same level as last year. 
 During the first quarter of 2018 new completions outpaced demand, causing the 
vacancy rate to increase from 3.5 percent in the fourth quarter of 2017 to 3.9 percent 
in the first quarter. The increase in vacancy is largely a result of 1 million square feet 
of vacant space within the 1.3 million square feet of new completions. The new vacant 
space will provide standing inventory for tenants looking to expand into Las Vegas. 
 Several notable completions include: Van Trust’s Northgate Distribution Center, 
building 9, a 731,561-distribution building; Prologis’ 262,265 square feet completed at 
the Las Vegas Corporate Center and Harsch’s 186,000 square feet completed at the 
Henderson Commerce Center.
  At the end of the first quarter there was about 1.9 million square feet of space 
under construction with another 6.1 million square feet expected to break ground in 
the next 12 to 18 months. With the evolution of the logistics industry, Las Vegas is 
increasing being looked at as an optimum location for large scale regional distribu-
tion facilities. 

By CBRE Las Vegas
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 Red Report

S 

Sale, Office
ADDRESS 3560 E Flamingo Rd., 89121
BUYER Mani Anand Vijay-Sawh LLC
SELLER BCG LLC
DETAILS 21,204 SF; $6.4 million
APN 161-18-401-059
SELLER REP Tina D. Taylor and Ryan 
McCullough of Marcus & Millichap

Lease, Industrial
ADDRESS 950 Pilot Rd., 89119
TENANT Meritronics NV, Inc.
LANDLORD BPREP Hughes Airport, LLC
DETAILS 9,419 SF; $192,735 for 2 years
LANDLORD REP Jake Higgins of CBRE

Loan, Retail
ADDRESS 10445-10455 Spencer St., 89183
LOAN OFFICER David Blum of Northmarq 
Capital
DETAILS Northmarq Capital arranged 
acquisition financing of nearly $3 million 
for Spencer Crossing, a 10,800 SF retail 
property. The transaction was structured 
with a 10-year term on a 30-year amortization 
schedule.

SW 

Sale, Industrial
ADDRESS 4325 W. Patrick Ln., Ste. 145, 89118
BUYER HPCL USA LLC
SELLER Geczi & Associates
DETAILS 5,232 SF; $775,000
APN 163-31-712-011
SELLER REP Dan Doherty, SIOR and Chris 
Lane of Colliers International

Sale, Industrial
ADDRESS 6425 Karms Park Ct., 89118
BUYER McBeath Holdings, LLC
SELLER Twin Coves Farm LLC
DETAILS 13,354 SF; $1.75 million
APN 163-35-811-003
BUYER REP Mike De Lew, SIOR and Greg 
Pancirov, SIOR of RealComm Advisors

Sale, Industrial
ADDRESS 6671 Schuster St., 89118
BUYER McKeon Realty Nevada LLC
SELLER JD Industrial
DETAILS 9,339 SF; $1,475,562
APN 177-06-516-005
BUYER REP Paul Sweetland, SIOR of 
Colliers International

Sale, Multi-Family
ADDRESS 201 W St. Louis Ave., 89102
BUYER Magnolia Circle LLC
SELLER South Overland Investment 
Property LLC
DETAILS 12 units; $39,583 per unit
APN 162-04-710-080
SELLER REP Jerad Roberts and Jason 
Dittenber of Northcap Multifamily

Sale, Land 
ADDRESS Flamingo Rd. & Duneville St., 
89103 
BUYER West Valley LLC
SELLER Roohani Khusrow Family Trust
DETAILS 35,284 SF; $875,000
APN 163-13-403-013
BUYER REP Brett S. Beck of Virtus 
Commercial

Sale, Land 
ADDRESS Fort Apache Rd. & Gomer Rd., 89178
BUYER KB Home
SELLER George Kuchuris and Leonard & 
Laura Carrol
DETAILS 2.5 acre; $977,334
APN 176-19-807-007
SELLER REP Vince Schettler of Colliers 
International

http://www.providencecommercialre.com
mailto:mike@providencecommercialre.com
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 Red Report COMMERCIAL RECAP

Sale, Land 
ADDRESS Badura Ave. & Buffalo Dr., 89113
BUYER Jason Gerber & LaNostra LLC
SELLER Beltway 4.77 LLC
DETAILS 5.0 acre; $2.2 million
APN 176-03-302-008
SELLER REP Robert Torres and Scott 
Gragson of Colliers Commercial

Lease, Industrial
ADDRESS 4301 S Valley View Blvd., 89103
TENANT RR West Coast LLC
LANDLORD MCA Realty, Inc.
DETAILS 15,142 SF; $377,232 for 37 months
LANDLORD REP Zac Zaher of CBRE

WC 

Sale, Office
ADDRESS 9433 Double Diamond Pkwy., 
89521
BUYER Sierra Investments I LLC

SELLER Merchant & Mitchell LLC
DETAILS 5,126 SF; $1.5 million
APN 163-251-03

Sale, Office
ADDRESS 4850 Vista Blvd., 89436
BUYER Sunset Holdings LLC
SELLER Ballardini Family Trust
DETAILS 5,900 SF; $1.45 million
APN 516-321-10

Sale, Office
ADDRESS 5470 Reno Corporate Dr., 89511
BUYER Vak Rentals LLC
SELLER Cathy A Tantau Survivors Trust
DETAILS 13,532 SF; $1.9 million
APN 164-411-07

Sale, Office
ADDRESS 6774 S McCarran Blvd., 89509
BUYER Bernard, Bruce E
SELLER 6774 McCarran LLC
DETAILS 9,600 SF; $1,846,000
APN 040-880-21

Sale, Multi-Family
ADDRESS 217 E Taylor Rd., 89502
BUYER JRK Investments LLC
SELLER Yturbide Family LLC
DETAILS 8 units; $262,5000 per unit
APN 013-112-12

5470 Reno Corporate Dr.

217 E Taylor Rd.
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he “third” estimate for U.S. real gross 
domestic product (GDP) for the 
fourth quarter of 2017 increased at 
an annual rate of 2.9 percent, up by 
0.4 percentage point from the previ-

ous estimate. U.S. nonfarm employment added 
a disappointing 103,000 jobs in March after the 
large increase of 326,000 jobs in the last month. 
The unemployment rate remained at 4.1 percent 
for the sixth consecutive month. Average hourly 
earnings growth accelerated slightly from last 
month to 2.7 percent year-over-year. Retail sales 
decreased for the third straight month, but still 
increased by 4.0 percent from last year. Even 
though the pace of retail sales growth softened 
recently, consumer confidence remains high. 
February housing starts declined by 4.0 percent 
year-over-year, but seasonally adjusted housing 
prices in the United States continued to gain. The 
Federal Reserve raised the federal funds rate in 
March and will probably increase the interest 
rate at least two more times in 2018. The recent 
uncertainty about a potential tariff war could pro-
vide a significant headwind. 
 The Nevada economy posted strong eco-
nomic activity based on the most recent data. 
Seasonally adjusted statewide employment 
added 6,600 jobs in February. Taxable sales and 
gasoline sales (in gallons) in January grew by 5.1 
and 2.8 percent, respectively, year-over-year. 
February gaming revenue increased by 7.7 per-
cent year-over-year. 
 For Clark County, largely favorable signals 
emerged with the latest data. Seasonally ad-
justed employment added 2,600 new jobs from 
January to February. February visitor volume for 
Clark County continued its year-over-year loss of 
5.8 percent because of the reduced number of 
rooms in inventory and residual concerns about 
the October 1 tragedy. Total McCarran Airport 
passengers, however, climbed by 4.0 percent 
during the same period. February gaming rev-
enue rebounded after the second straight month 
of yearly decline, up by 7.7 percent. Clark County 
taxable sales and gasoline sales for January rose 
by 4.4 and 0.3 percent, respectively, compared to 
a year ago. November residential housing permits 
rose strongly by 40.8 percent year-over-year. 
 Highly positive signals characterized the 
economy in Washoe County. The Reno-Sparks 
seasonally adjusted employment gained 700 
jobs from January to February and was up 
strongly by 4.5 percent from last year. January 
taxable sales for Washoe and Storey Counties 
was up by 3.0 percent year-over-year. February 
visitor volume continued to gain by 2.7 percent 
year-over-year. Residential housing permits in 
January continued a substantial year-over-year 
increase of 80.7 percent.

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

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

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

Stephen M. Miller, Director
Jinju Lee, Economic Analyst

UNLV Center for Business
and Economic Research
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“Nevada’s best asset is its people – 
those who come from other places 
and those born here. Our collective 
spirit of adventure, enthusiasm and 
generosity is powerful, and contagious. 
We must represent our best attributes 
to each other, our children and the 
vulnerable among us.”

Deacon Tom Roberts
President and CEO | Catholic Charities of 
Southern Nevada

“Nevada’s best asset has to 
be the ability to handle huge 
events. Las Vegas has the space, 
products and the infrastructure 
to handle massive, large-scale 
production events, which is why 
this will be the best place to see 
a Super Bowl one day.”

Ryan Doherty
Co-Owner | Corner Bar Management Group

“One of Nevada’s best assets 
are our public libraries. We 
have a wealth of information, 
recreational activities and 
learning opportunities available 
at our fingertips through the 
resources, programs and 
services offered by these great 
institutions.”

Marcie Smedley
Executive Director | Henderson Libraries

How did you 
meet your 
significant
other?

What do 
you see as 
Nevada’s 
best asset?

“I believe that Nevada’s best 
asset is our unique approach 
to both opportunities and 
challenges. We possess an 
entrepreneurial spirit combined 
with an openness to reinvention.  
We’re not wed to our past.”

Mark Haley
President | Smart City Networks
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When it comes to the success of your business, 

Nevada State Bank really gets to work. We’re 

here with remote banking solutions, convenient 

locations, and relationship managers who 

take the time to get to know you and your 

objectives. Because when you’re in business 

for yourself, it helps to have a bank that’s in the 

business of helping you.

It matters who you grow your business with.

IT MATTERS WHO YOU BANK WITH.

®

CONTACT US TODAY
nsbank.com/business
866.728.0461

A division of ZB, N.A. Member FDIC

http://www.nsbank.com
http://www.nsbank.com

	Untitled
	Untitled



