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This month’s cover fea-
tures CEOs of some of
Nevada’s Best Compa-
nies to Work For (clock-
wise from center front):

Robert Leidig, Jr., Oakview Construction; Randy Highland, McCarthy Con-
struction; John Haugh, Ethel M; David Frohnen, Stanley Consultants; Jim
Miller, Washoe Medical Center; and Jim Stuart, Centra Properties.
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C O M M E N T A R Y

Tax Restraint & Your Business

LYLE E. BRENNAN
Publisher

A
ssemblywoman Sharron Angle
kicked off the signature collection
for The Angle Property Tax Re-

straint (Nevada Style Prop 13) petition on
September 14, 2005. The media Chicken
Littles proclaimed that the sky will cer-
tainly fall for education, county govern-
ment and businesses in Nevada. They
point a hysterical finger at California’s ex-
cessive spending spree on the back of in-
creased taxes and fees for business. With-
out reining in government spending, our
attempts at property tax restraint will
allow government to increase other taxes
and fees as it continues spending money.
Tax restraint is only one side of the equa-
tion; limitation of government spending is
the other. Nevada-style Prop 13 and a
spending limitation such as Colorado’s
TABOR complement each other like a
lock and key. 

Jarvis and Gann knew California’s
Proposition 13 in 1978 was not enough to
stop run-away government spending. For-
mer Governor Jerry Brown called a spe-
cial election in 1979 that passed Gann’s
spending-limit initiative Proposition 4 by
nearly 75 percent of the voters. Since the
1970s, 28 states have placed tax and
spending limitations on the books.

Colorado voters adopted a form of
Gann’s initiative in 1992, giving it the
acronym TABOR, for Taxpayers Bill Of
Rights. Between 1997 and 2000, Col-
oradoans received $3.25 billion in
TABOR rebates. TABOR freed up pri-
vate sector capital that doubled jobs and
boosted productivity. Between 1992
and 2002, the average Colorado family
paid some $16,000 less in state taxes
than in the decade prior to TABOR’s
implementation. 

It is apparent – and supported by the
$653 million surplus – that faulty and un-
reliable methodology led to unnecessary
tax increases here in Nevada in 2003. If
Assemblywoman Angle’s Property Tax
Restraint (Prop 13) and Nevada Tax and
Spend Control (TABOR) limitations had
been in place, there would have been no
unjust tax increases. TABOR in Nevada
would be a conduit to refund surpluses to
the taxpayers, stopping tax-and-spend
government salivating over spending
sprees on new programs that will cost fu-
ture generations to maintain.

Senator Dean Rhoads complained to the
Las Vegas Review Journal, “Placing such
spending limitations in the state constitu-
tion takes away the ability of lawmakers
and local government officials to do their
jobs.” However, Senator Rhoads and other
politicians need to understand that dissat-
isfied voters do support other candidates,
but tire when elected officials side with
special interests. Their only recourse is to
use the initiative process to put taxpayer
protection guarantees in the Constitution.

“I was in Colorado when TABOR was
passed there. When the money in govern-
ment becomes more important than the
people you are serving, then it is time for
taxpayers to take matters into their own
hands,” said Lyon County taxpayer William
Downs. The way to tame a government is to
put it on a stable diet of tax-and-spend lim-
itations. What is the priority of government:
more surplus revenues or true accountabili-
ty, which keeps hard-earned money in the
pockets of the citizens of Nevada? 

The “need for more funds for more
programs” is the argument for higher
property taxes, based on the unreliable as-
sumption that if there is any potential

need, great or small, it justifies the expen-
diture of public money. Residential and
commercial properties are targeted be-
cause owners will pay the cost rather than
lose their property. The provisions of a
Prop 13 prevent governments from freely
raising property taxes. The Angle Proper-
ty Tax Restraint rolls property taxes back
to 2003-2004 values, assessing a rate of 1
percent of that taxable value. Taxes can-
not go up more than 2 percent per year
and the property cannot be reappraised
until the sale of the home. The Tax and
Spend Control for Nevada would limit
government spending to population
growth plus inflation, with the excesses
refunded to taxpayers.

One “fairness” argument against a Prop
13 attempts to politically isolate business-
es by saying they aren’t paying their fair
share. Of course, it overlooks two facts.
Fact No. 1: businesses don’t pay taxes;
they pass them on to people, who pay the
taxes. Fact No. 2: when California’s Prop
13 passed in 1978, businesses were pay-
ing about two-thirds of the property tax
and today they are still paying about two-
thirds of the property tax. Prop 13 makes
property taxes predictable and stable
when developing a successful business
plan or a family budget plan. Prop 13 was
found to be fair to all property owners,
new or old, business or residential, by the
California Supreme Court in 1980 and the
United States Supreme Court in 1992.

Folks, we all need to get behind 
this Property Tax Petition and sign it. To
d o w n l o a d t h e p e t i t i o n g o t o :
www.nbj.com/nvprop13.pdf . For more 
in fo rmat ion on Prop 13 , go to :
www.wethepeoplenevada.org .

COMMENTS? email: lyle@nbj.com
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Software piracy can be a costly mis-
take. Broadbent & Associates, Inc.,

an environmental, water resources and
civil engineering firm with offices in
Henderson, Reno and Phoenix, learned
the hard way as it paid the Business
Software Alliance (BSA), a Washington,
D.C.-based industry watchdog group,
nearly $228,000 for the use of unli-
censed software.

In addition to making its payment,
Broadbent & Associates cooperated
with BSA and took immediate steps to
ensure licensing compliance and
strengthen its software management
practices.

Most software piracy investigations
begin with a call to BSA’s hotline, 1-
888-NO-PIRACY, or with a report to its
online reporting form at bsa.org. After
BSA received the information via its

online reporting form, its attorneys contacted Broadbent & Associates.
“Businesses should ensure that they have adequate licenses for all software installed on their

computers,” said Jenny Blank, director of enforcement for BSA. “Proper software management
helps to maximize a company’s IT investment, putting its software assets to full use. Businesses
should make sure the use of fully licensed software is part of their corporate responsibility check-
list.” An independent study conducted for BSA concluded that 21 percent of software in the U.S. is
unlicensed, resulting in $6.6 billion in losses to the industry.

The software piracy settlement demonstrates the need for increased awareness and education
about piracy and software asset management among businesses, according to the BSA, which says
many businesses are at risk of breaking the law, jeopardizing the security of their office computer
networks, and of facing similar high fines without even knowing it.

HURRICANE TO INCREASE
CONSTRUCTION COSTS

UNLICENSED SOFTWARE CAN PROVE COSTLY

Most people have one technological tool they cannot live without. For financial executives, it is the
cell phone. Robert Half Management Resources, which provides accounting and financial pro-

fessionals on a project and interim basis, conducted an independent nationwide survey of 1,400 chief
financial officers (CFOs) from a random sample of U.S. companies with more than 20 employees. Cell
phones topped the list as the most indispensable portable technology device, with 44 percent of the
response. Laptop computers came in at a close second, cited by 39 percent of the executives polled.

Previous surveys also found the cell phone to be CFOs’ tool of choice, as 46 percent of respon-
dents in 2002 and 51 percent in 1999 said it was their favorite electronic communication device. Lap-
tops ranked second, with 33 percent of the response in 2002 and 26 percent in 1999.

“Reflecting the needs of today’s busy professionals, the latest cell phone technology combines
the best of both worlds, including e-mail and Internet access that allow for expanded capabilities in
one tool,” said Paul McDonald, executive director of Robert Half Management Resources. “These multi-
functional phones are fast becoming one device executives are expected to own and use.”

McDonald cautions that while mobile devices increasingly have become a necessity in our lives,
they can keep us connected to work around-the-clock. “Turning off a cell phone, even for brief peri-
ods, particularly on non-working weekends, allows an executive to enjoy a break from business,” ad-
vised McDonald.

DON’T LEAVE HOME WITHOUT IT 

Ken Simonson, chief economist for the Asso-
ciated General Contractors of America

(AGC) recently discussed the impact of Hurri-
cane Katrina on construction activity, materials
and labor. He believes construction material
prices will rise at least 10 percent next year, in-
stead of the 6 percent to 8 percent increase he
had predicted before the storm.

Simonson spoke at AGC’s mid-year legislative
conference in Washington, D.C. Drawing on first-
hand accounts from AGC’s member companies,
Simonson said contractors can expect increased
diesel fuel costs for operating off-road equip-
ment such as bulldozers, tower cranes and
trucks. Fuel cost increases will also show up as
freight surcharges on the thousands of deliveries
to a typical construction job site.

Most of the increased costs in construction
materials throughout the country will result
from a reduction in oil and natural gas produc-
tion, and not from higher demand for those ma-
terials for reconstruction projects in devastated
areas. Simonson predicted that losses in pro-
duction and imports because of the storm will
result in higher prices and/or supply disruptions
for PVC pipe, other construction plastics, tires
for large off-road equipment, galvanized steel,
gypsum products and cement.

Simonson noted that the New Orleans cus-
toms district accounted for more than 3 percent
of the nation’s cement shipments during the
first six months of 2005. Cement shortages are
expected to worsen in several of the 32 states
that were already experiencing shortages, and
the problem may spread to other states. Ce-
ment prices are likely to rise even more steeply
than the 12.7 percent increase that occurred
between August 2004 and August 2005.
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As the U.S. Hispanic economy continues to solidify its growing influence in the 21st century, the rip-
ple effects have already begun to profoundly alter the nation’s political, social, cultural and eco-

nomic structures. A new report called “The U.S. Hispanic Economy in Transition: Facts, Figures, and
Trends” provides the following data about the size of the Hispanic economy:
• Hispanics now account for 13.7 percent of the total U.S. population.
• Hispanics account for over 13 percent of the U.S. labor force and are expected to increase to nearly
20 percent by 2030.
• Hispanic employment has grown more than 16 percent since 2000, while overall U.S. employment has
grown barely 2 percent.
• Hispanic purchasing power has increased at an annual growth rate of 7.5 percent, more than twice
as fast as the 2.8 percent growth for total U.S. purchasing power. Hispanic purchasing power reached
$700 billion in 2004 and is poised to surge to $1 trillion by 2010.
• The net worth of U.S. Hispanics surpassed $534 billion in 2000, up more than 30 percent in two years.
• Last year, U.S. Hispanics owned nearly 2 million businesses, generating total revenues of $273.8 bil-
lion – figures that are expected to grow to 3.2 million and $465.6 billion, respectively, by 2010.
• Hispanic youth now accounts for more than 34 percent of the total U.S. Hispanic population and more
than 18 percent of the total U.S. youth population. More than 86 percent have been born in the U.S.
• About 47.5 percent of Hispanics own their own home. The average household income is $44, 468.

U.S. HISPANIC ECONOMY IN TRANSITION

http://www.swbnevada.com
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Years in Nevada: 10 

Years with Firm: 6

Type of business
Information technology services, ad-
vanced network systems support for
small to medium-sized businesses

President and Lead Engineer

Fair, Anderson & Langerman Infor-
mation Technology Services Group
(FALIT)

Las Vegas

challenge brings, as well as the opportu-
nity to show our customers the best ser-
vice possible.

How do you spend your time when you’re
not working?
My family is very important to me and I
spend most of my spare time with them.  I
also made a commitment to several net-
working and social organizations in the Las
Vegas community that I enjoy.

Favorite Business Book 
How to Win Friends and Influence People,
by Dale Carnegie

Best Business Advice:
Approach every business opportunity like
you would a relationship, with care and
consideration.

What emerging technology are you most
excited about? 
Bluetooth technology has limitless pos-
sibilities, and its evolution is exciting to
watch. It is a wireless signal that uses
virtually no battery power and can work
up to 30 feet from its host. It is effec-
tively redefining the wireless industry. 

Biggest business challenge
The nature of my industry demands that
even the most experienced technicians
continue their education because the in-
novations never stop, but it is sometimes
difficult to recruit individuals with a drive
to continue their education in the field.

What do you like best about your job? 
Mixing my love of computers and tech-
nology with my enjoyment of people
makes each day at FALIT a pleasure.  I
enjoy the variety that each new technical

Garlyn Norris

Years in Nevada: 2

Years with Firm: 2

Type of business
Architectural Services

Biggest business challenge
Staying on top of the changing trends
and business strategies of each client we
service. Our company policy is based on
the premise of understanding our clients’
needs, and our goal is to assist them in
making their projects stand out as suc-
cessful examples in their markets.

What do you like best about your job? 
I never get bored. Each day, each new
client, each project is a new challenge.
There is also the realization that I can take
a thought or idea, create a comprehensive

President

Perlman Architects of Nevada

Henderson

Best Business Advice:
Never be too arrogant to learn. Create a
team that is strong where you are weak;
together you are invincible.

What would you like your legacy to be?
Honor, integrity and hard work are not
just words but an expected way of life,
and I would like my efforts to reflect
these values. I would like my staff and
colleagues to feel I gave them stability,
security and opportunity, my clients to
feel they have been given the best product
at the best value, and my family to be
able to point out my projects to their chil-
dren and say, “My Dad created that.”

What segment of the market keeps your
firm the busiest?  
We have several studios in-house; howev-
er, they fall under two divisions: commer-
cial and residential. Our residential team
creates 40 percent of our revenue. Our
commercial side is quite varied; we do it
all. Our strong experience in retail has
taken us into international markets as we
continue to expand and grow. 

set of documents to explain that idea in
such a concise manner that it becomes a
physical manifestation of my imagination.

How do you spend your time when you’re
not working?
My wife is my greatest asset and my chil-
dren are my greatest joy, and so I spend
every spare moment I can with them. 

Favorite Business Book 
Harvard Business Review on Change,
by Harvard Business School Press

Jeffery Jerome



November 2005   11

friends and contemplate new entrepre-
neurial ventures.  I enjoy visiting with and
mentoring budding entrepreneurs as well.

Favorite Business Book 
Condi: The Condoleezza Rice Story,
by Antonia Felix

Best Business Advice:
Your top priority should always be taking
care of all of the people involved with
your organization, including your cus-
tomers, as well as your employees, pro-
viding the best service and products pos-
sible. 

What’s the biggest project you’re working
on now?
We’re working on a master-planned com-
munity, Sonterra, in Fernley, which is a
5,000-acre mixed-use residential/commer-
cial development located on I-80, just east
of Reno. Our other large Nevada project
is the 3,000-acre Legato at Dayton Valley,
which includes two golf courses, 4,200
single-family units and 250 acres of in-
dustrial/business uses.

Years in Nevada: 13

Years with Firm: 18

Type of business
Real Estate Development: large-scale,
master-planned communities

Biggest business challenge
Finding the time to accomplish the nu-
merous things to which I have committed
myself, including dozens of development
projects, managing a development team,
political fundraising and participation on
10 different community boards. Balanc-
ing all this with my family life as both
wife and mother, not to mention a strenu-
ous exercise regimen, is a real challenge.

What do you like best about your job? 
Interaction with the great people with
whom I have the privilege of working,
both within my organization and through-

President/Owner

Wade Development Company, Inc.

Reno

out the community, creating quality jobs
and helping to successfully diversify the
local and statewide economy. I love wit-
nessing the magic of new home ownership
within our residential communities.

How do you spend your time when you’re
not working?
I spend as much time with my daughters
and my husband as possible.  I also love
to read, write, travel, visit with dear

Patty Wade-Snyder

http://www.ChristopherCommmercial.com
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sues – who work at a low-paying job be-
cause they need health insurance.”

Training is an important component of
any benefits package. According to judge
Chuck Stafford, “Training not only ensures
people can do their jobs properly, but it also
teaches skills they’ll need to move up in the
organization. The prospect of reaching a
higher, better-paying position is a powerful
incentive to stay with the company.”

Concerns for employees’ health were
also cited by the judges as reasons for giv-
ing companies high marks. Judge Brian
Higgins remarked, “I gave high marks to
companies who provided services such as
an on-site workout room, reimbursement
for health club fees or a company wellness
program. Flex time and daycare are also
important in reducing stress and keeping
people satisfied. An employee who is fit
and worry-free has more self-confidence
on the job and can work extra hours if
needed, while someone who is out of
shape and stressed out is likely to fall
apart under pressure.”

Recognition of achievements, whether
in the form of an employee-of-the-month
award or a yearly performance bonus, is

P
roviding top-quality benefits to em-
ployees definitely impacts a compa-
ny’s bottom line – but the question

is, does it have a positive or a negative re-
sult? Providing health insurance is becom-
ing more and more expensive; training
programs, on-site daycare centers and
contributions to retirement programs can
drain resources in the short run. However,
many managers believe that offering an
exceptional benefits package more than
pays for itself over the long term. 

Nevada Business Journal invited com-
panies across the state to apply online to
be included in this year’s Best Companies
to Work For article, filling out a standard
form asking about employee benefit pro-
grams. All entries received were given to
our three judges, who made the final deci-
sion on ranking the top companies. 

Good benefits can often offset salary
considerations, according to Mark Keays,
one of our judges. He pointed out, “Young
parents may find on-site child care so
valuable that they’re willing to work for
less money in order to have that benefit.
And I’m sure we all know folks – espe-
cially older people or those with health is-

important in keeping employees happy.
“Companies that provide a means to give
employees a ‘pat on the back’ for a job
well done, and that hand out performance
bonuses for achieving goals, will have a
much better chance of retaining quality
employees,” said Stafford. 

Keays pointed out the high cost of
turnover: “It has been estimated that it
costs about one and a half times the annu-
al salary to replace a middle-management
person, when you account for lost produc-
tivity, costs involved with recruiting and
the expense of training the new person.
Looked at that way, it makes sense to
spend a little more on benefits to keep that
person happy in his or her position.”

“The real bottom line is that benefits are
a great investment,” stated Higgins. “Too
many employers tend to be ‘penny wise
and pound foolish’ by looking at the
money they’re spending on benefits and
how it’s affecting their bottom line today.
They need to take a more long-term view
and realize that benefits pay off in higher
productivity and lower turnover.”

Congratulations to all the Nevada com-
panies recognized.

The Benefits of Benefits
Nevada’s Best Companies to Work For

Communications plays an important component in making a company a good workplace. John Hawkins, service line administrator of orthopedics,
and nurse Nancy Linder join Washoe Medical Center CEO and President Jim Miller for a discussion.

by Kathleen Foley
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CENTRA PROPERTIES/
CENTRA CONSTRUCTION

Jim Stuart, Co-Founder
Las Vegas, 28 employees

“We recognize the value of mental
wellness, family life and work, in that
order. Someone whose personal life is full
of trouble and stress can’t be a great, pro-
ductive employee. At the end of the day,
life balance is important,” said Jim Stuart,
co-founder of CENTRA properties, a
commercial real estate development firm,
and its affiliated company, CENTRA
Construction. 

CENTRA management believes stress
relief can be accomplished by mental and
physical wellness. It provides healthy din-
ing at no cost and a massage therapist
comes by one day a month. 

The company’s on-site gym is equipped
with free weights, cardio fitness equip-
ment, shower and locker room. CENTRA
employs a certified personal trainer and
also a nutritionist who prepares a healthy
breakfast, lunch and mid-afternoon snack
for everyone from senior vice presidents
to guests. The company also provides
health insurance for its employees’ fami-
lies at no charge.

“It’s not as simple as offering amenities. It
has to be incorporated into your corporate
culture,” stated Stuart. “My entire accounting
department may suddenly disappear for an
hour in the afternoon to take a yoga or Pilates
class in the gym, so I have to be prepared for
that. Offering benefits can come at the ex-
pense of productivity in the short run.”

The company encourages employees to
put family first by using flex time. Stuart
said it’s not uncommon for someone to
leave in the middle of the day to attend a
child’s school event, but he said these bene-
fits result in people becoming more respon-
sible and more dedicated, developing a
sense of loyalty, support and commitment.
“They develop a sense of community in
which they all care about, trust and respect
one another,” said Stuart. “People tend not
to take unfair advantage of flex time, be-
cause they don’t want to put an unfair bur-
den on the company or their co-workers.”

Stuart said, “Since the company started
four years ago, only one person has quit.
After seeing what the competition had to
offer, that person came back less than a
month later and asked to be re-hired.”

ETHEL M CHOCOLATES
John Haugh, President

Henderson, 250 full-time employees 
and 240 part-time employees

Ethel M Chocolates is based in South-
ern Nevada, where it operates a factory in
Henderson that produces gourmet candy,
the M&M’s World attraction on the Las
Vegas Strip and several retail stores. It
also owns retail stores in Reno, Virginia
and Hawaii. The factory opened in 1981,
and John Haugh, president of the compa-
ny, said “dozens” of the employees who
were there at the beginning are still with
Ethel M, and about 10 percent of employ-
ees have been with the company close to
20 years. 

To learn about their products, every em-
ployee goes through Chocolate School
and each member of the office staff works
on the factory floor at least one day a
month. At M&M’s World, associates are
involved in learning the technology and
the history of that product, so they can
share their knowledge and enthusiasm
with visitors. Veteran employees are also
encouraged to share their knowledge with
new people and mentor them.

“Having great associates who are com-
mitted to your business provides the right
foundation for success,” noted Haugh.
“The benefits are powerful recruiting
tools, but sometimes employees don’t real-
ize how great it is here until they’ve been
employed awhile. Once that sinks in, they
really appreciate it and the benefits pack-
age becomes a powerful retention tool.”

Ethel M offers performance bonuses,
provides health insurance to the employ-
ee’s family at no charge, has an in-office
gym, flexible time off and events celebrat-
ing team successes. Plus the unique bene-
fit of a 40 percent discount on products
produced at the factory.

The retail sector is notorious for having
high employee turnover rates, but Haugh
said turnover at the Ethel M stores is
about half the industry average. The com-
pany’s manufacturing and office person-
nel have turnover in the single digits.

“We love what we do, we work hard
and have a lot of fun doing it,” said
Haugh. “Our job is to bring smiles to peo-
ple’s faces, and we want our associates to
recognize that and not just punch in and
punch out.”

http://www.jmaarch.com
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MCCARTHY CONSTRUCTION
Randy Highland, President,

Nevada Division
Henderson, 20 employees

McCarthy, a national general contracting
firm, attracts top talent by offering what
Randy Highland, the president of the Nevada
division, referred to as a “best-in-class” bene-
fits program. Competition for skilled workers
in the booming Southern Nevada construction
industry is intense, and Highland remarked
that rival companies are contacting his em-
ployees every day, trying to lure them away.
“Training costs to replace people are huge,
and it costs us in the six figures to replace a
mid-level manager,” said Highland. “It is im-
portant to use top-of-the-line benefits to attract
and keep top-of-the-line employees.”

The company reviews its turnover rates
every year; McCarthy has maintained its
voluntary turnover rate at 7 percent, while
the building industry as a whole has an av-
erage turnover of 10 percent. Employees
who resign go through an exit interview to
enable the corporation to learn how to bet-
ter suit employees’ needs. 

The corporation is 100 percent employ-
ee-owned, based upon its Employee Stock
Option (ESOP) program. “People’s atti-
tudes change when they realize that what
they do affects not only the company’s
bottom line, but their own personal bot-
tom line,” said Highland. “Accountability
goes way up, and everyone is looking to
see what needs to be done and doing
whatever it takes to make it happen.”

The rising cost of health insurance has
caused many companies to shift more of
the burden of insurance premiums to em-
ployees. “We made a conscious decision
not to do that, since our employees are also
our owners,” said  Highland. The company
pays 87 percent of employees’ health in-
surance, which is above industry norms.

McCarthy contributes a total of 9 per-
cent of an employee’s base salary to a re-
tirement program, divided between a
401(k) program and the ESOP, and every
employee receives a yearly bonus. 

Highland said, “McCarthy started out as
a family-owned company, and we try to
continue that spirit. Taking the time to talk
to people – asking about their lives, their
families, their career goals – is always
time well spent. In the end, we are just
looking for more people to be happy.”

OAKVIEW CONSTRUCTION
Robert Leidig Jr., Regional Director

Las Vegas, 15 employees

Oakview Construction, founded in
1962, is a general contracting firm li-
censed in 48 states, including Nevada,
where its Las Vegas office was established
seven years ago. Recently, it has provided
pre-construction services for several high-
rise projects in Southern Nevada, includ-
ing consulting on the local market and as-
sistance with budgeting. 

Oakview offers training for employees,
especially in construction-related soft-
ware programs, because of the need to
keep up with ever-changing technology.
“We also emphasize the importance of
training in safety,” said Robert Leidig Jr.,
regional director for Nevada, who said in-
vesting in safety training pays dividends
in fewer lost workdays and lower worker’s
comp premiums. 

Offering such options as flex time,
job-sharing and tuition reimbursement
allows Oakview to attract and retain the
skilled workers it needs to keep up with
the rapid pace of construction work in
Southern Nevada. It can also call on em-
ployees in other Oakview offices when
extra help is needed.

The company sponsors an annual event
honoring employees for length of service,
and Leidig said several of his staff mem-
bers have worked for the company for 10
to 15 years, having transferred to Nevada
from Oakview offices in other states. It
also presents awards to superintendents
for achieving safety goals.

“The lifeblood of a company is its em-
ployees. If you don’t have state-of-the-art
benefits, you can’t complete in hiring in
today’s tight labor market, especially in
the construction industry,” said Leidig.
“Being competitive with salary and bene-
fits helps you recruit the best of the best.”

As an employee-owned company,
Oakview offers profit-sharing and per-
formance bonuses. It also provides
matching funds for employees’ 401(k)
retirement programs. While it doesn’t
have on-site daycare, it does offer assis-
tance with daycare expenses. “We take a
slow-growth approach and take our time
hiring the best people. Our benefits
package helps prop up that program,”
said Leidig. 

The U.S. workforce is growing older, due in
large part to the aging of the 76 million
baby boomers. According to the Bureau of

Labor Statistics, 19 percent of U.S. workers will
be 55 or older in 2012, compared to only 14
percent in 2002. As baby boomers leave the
workforce, some companies may find them-
selves facing a shortage of younger workers
with the qualifications needed.

Deborah Moore, director of communications
for AARP Nevada, said employers need to plan
now to make sure benefits packages offer op-
tions that make them attractive to older work-
ers. Stanley Consultants, a national engineering
firm whose Las Vegas office was chosen as one
of Nevada’s Best Companies to Work For, was
named by AARP as the country’s “Best Employ-
er for Workers Over 50.” Benefits that won it
this honor include phased retirement arrange-
ments that enable employees to scale down
their working hours, a “time-off bank” of do-
nated vacation time that employees can use to
care for family members, and a 401(k) plan that
the company contributes to regardless of em-
ployee participation.

“There are currently 386,000 employees in
Nevada ages 45 or older,” said Moore. “In
order to keep them in the workforce, employ-
ers need to consider offering healthcare cov-
erage, retirement plans, opportunities to men-
tor younger employees, and flex time or
job-sharing options.”

Moore pointed out that today’s older work-
ers can expect to lead longer, healthier lives
than seniors in past years. In addition, many
of them have been using computers for 20
years and have vast stores of experience.
They are also more loyal, unlike younger
workers, who are accustomed to jumping
from job to job. A recent AARP survey of
human resources managers showed that
workers over 50 possess the following valu-
able attributes: loyalty and dedication to the
company; commitment to doing quality work;
being someone you can count on in a crisis;
experience in the job and/or industry; and
ability to get along with coworkers.

AGING 
WORKFORCE 

AFFECTS 
EMPLOYERS
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Office (702) 648-3875 • Fax (702)243-2952 • tommy@massengaleconstruction.com • www.massengaleconstruction.com
Contractor’s License # 52911 and 57407

When it has to be done YESTERDAY, there is only one name you need to know.
M A S S E N G A L E  C O N S T R U C T I O N  

On time, every time.
Commercial-Site-Medical-Tenant Improvements-Design build-Custom Homes

GOT TENANTS?

Other “Best Companies” Winners
The following Nevada companies also received votes from our panel of judges for offering outstanding benefits.

C O M P A N Y I N D U S T R Y L O C A T I O N E M P L O Y E E S

American Casino & Entertainment Properties, LLC Gaming, Resorts Las Vegas 4,100

Astoria Homes Homebuilding Las Vegas 170

Cox Communications, Las Vegas Telecommunications Southern Nevada 1,200

Desert Radiologists Medical Imaging Las Vegas, Henderson 260

G.C. Wallace, Inc. Engineering Consulting Las Vegas, Henderson 340

Geotechnical & Environmental Services, Inc. Geotechnical Services Las Vegas 42

JMA Architecture Studios Architecture, Interior Design Las Vegas, Henderson 190

Martin-Harris Construction General Contractor Las Vegas 400

MassMedia Public Relations, Advertising Las Vegas, Reno 18

MGM MIRAGE Gaming, Resorts Las Vegas, Primm 70,000

Palm Mortuaries, Cemeteries and Crematories Funeral Services, Cemeteries Las Vegas, Henderson, Boulder City 200

Poggemeyer Design Group, Inc. Engineering Consulting Las Vegas, Reno 50

Purafilter 2000 Manufacturer Las Vegas 175

Roel Construction Company General Contractor Las Vegas 12
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STANLEY CONSULTANTS, INC.
David Frohnen, Vice President/

Manager of Las Vegas Office
Las Vegas, 82 employees; 

Mojave County, Ariz., 8 employees

“Las Vegas is growing so fast that com-
peting for staff is a major challenge. Three
years ago, our local office had a little
more than 30 people, and now it has 90.
Benefits such as family health insurance
at no charge definitely help with recruit-
ing and retention,” said David Frohnen,
vice president and manager of the engi-
neering consulting firm in Las Vegas.  

“We like to think we encourage a bet-
ter-than-average balance between home
and work,” said Frohnen. Start times
every morning can flex from 7 am to 9
am, and employees have the option of
working nine hours each day instead of
eight, and then taking off every other Fri-
day. This program has been so successful
that Frohnen said his competitors are
copying it. He pointed out that employ-
ees’ focus improves when they aren’t
worrying about how to get to a doctor ap-
pointment or whether they can attend
their child’s school event. They can con-
centrate better on their work and their at-
titude improves.

The company is owned by its employ-
ees, giving them opportunities for profit-
sharing not available in most companies.
Thirty-five percent of Stanley’s after-tax
profits go back to employees in the form
of profit-sharing, and the rest is invested
back into the company. Diversity in work
assignments is another benefit. Because
Stanley Consultants is an international
company with many offices, employees
can request short-term assignments in
other cities, or even overseas. 

“In engineering, it’s not uncommon for
turnover to exceed 20 percent, but our rate
is less than 10 percent,” said Frohnen. The
average tenure at Stanley’s U.S. offices is
15 years. The Las Vegas branch, which
opened in 1993, has several people who
have been with the company for approxi-
mately 10 years. 

“Our benefits are set up for the long
term, and it has paid off,” said Frohnen.
“We’re not constantly training new people.
And, because our employees stay long
enough to develop expertise, our clients
benefit from that and appreciate it.”

Our Panel of Judges
Brian Higgins,
JobFlash
Brian’s company provides phone-based recruiting services for clients
in both Northern and Southern Nevada, including several large resort
companies. Applications completed over the phone or on the Internet
are screened before delivery to HR managers.

Mark Keays,
President, Desert Management Services
Mark is a management consultant, as well as a faculty member at the
University of Phoenix, where he teaches in the areas of organizational
change, human resources and management.

Chuck Stafford,
President, ProSolutions, Inc.
Chuck retired from TRW after many years in human resources and se-
nior management. He now owns a consulting company that special-
izes in general management, IT management and human resources.

Continued on Page 42

http://www.aarp.org
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N
evada is the one of the fastest grow-
ing states in the nation. It’s a great
place to be a home builder – or is it?

Stories abound about the housing indus-
try: The market is in a bubble. We’re over-
building. We’re under-building. People
are standing in long lines to buy homes.
Affordable housing is a thing of the past.
Lots are getting smaller, raw material
costs are getting larger. 

Nevada Business Journal brought to-
gether a handful of top builders to hear
their side and get the inside scoop on
home, sweet home – whether it’s a single-
family home or a condo in the sky, and
whether it’s still an attainable dream. 

The Players
David McEntire is president of Amstar

Homes, Inc., licensed in Nevada, Califor-

nia, Colorado and Utah and operating in
Nevada primarily at the southern end of
the state. Amstar’s Rosemont Community
in North Las Vegas is single-family hous-
ing starting in the $220,000s, designed to
fill attainable housing needs and provide
large spaces for future growth. The com-
pany’s high-end community is Mira Bella
in the Lake Las Vegas Resort, award-win-
ning single-family 4,000-square-foot

Home Means Nevada
Questions and Answers with Nevada’s Home Builders

by Jennifer Rachel Baumer 

Precast Technologies of Nevada, LLC
A Smarter Alternative for Residential Framing

Precast Technologies of Nevada, LLC now offers Dow Chemical’s Styrofoam 
T-Mass* Technology to local homeowners and builders who want to replace
traditional wood framing with a more solid, safe and energy-efficient system.
• Walls composed of Styrofoam T-Mass* can reduce energy consumption up
to 60 percent. The solid walls provide insulation against noise and 
vibrations. They are resistant to fires and earthquakes and virtually 
eliminate worries about mold, mildew, termites and other pests.
• These homes look exactly like conventional homes, both inside and 
outside. The exterior can be finished in any number of ways, including 
textured stucco, paint, brick or stone.
• Construction costs are comparable to conventional wood construction, and
homeowners will save money due to shorter construction time, lower utility
bills, lower insurance rates and fewer long-term maintenance costs.

6020 N. Hollywood Blvd.
Las Vegas, NV 89115
(702) 991-0400
email: info@precast-tech.com
www.precast-tech.com

*Styrofoam T-Mass Technology is a trademark of the Dow Chemical Company.

New housing developments are sprouting up in both Northern and Southern Nevada, including the homes shown here,
at Lennar's Fairmont model complex at Curti Ranch in South Reno.
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homes averaging $2.8 million.
Steve Haley is president-elect of the

Reno/Sparks Association of Realtors.
Wayne Laska is a principal of Story-

Book Homes LLC, a two-year-old South-
ern Nevada company that just completed
its first three projects, with 115 homes.
Current projects include Toyland, a new
subdivision near El Capitan, and two
other single-family home subdivisions.

Bob Peterson is vice president of oper-
ations for Landmark Homes and Develop-
ment LLC, working in Northern Nevada
with two single-family home projects in
Dayton and a zero lot-line project in Car-
son City.

Harry Shull is president of Celebrate
Homes, Inc., active in Texas, California
and Southern Nevada. Celebrate Homes
has three current projects, including Madi-
son Estates, single-family homes in the
$300,000-$400,000 range, Lone Casa
Grande on Lake Mead, and Lone Mountain
Estates, a 48-home community on half-
acre lots in the $400,000-$600,000 range. 

Dennis Smith is president of Home-
builders Research in Southern Nevada.

Rob Winkel is division president of
Barker-Coleman Communities, Lennar
Homes Division, which has projects at
both ends of the state. In Northern Neva-
da, Barker-Coleman is currently working
on six communities in South Meadows,
three in Curti Ranch, three in Damonte
Ranch, four in Northern Sparks, two in
Spanish Springs and five more in north-
west Reno. 

Are people still lining up to buy new
homes?
Shull: No. I think what created the buying
frenzy last year was speculators in the real
estate marketplace. Speculators bought up
property and created a void in the market
and there was a slight downturn in prices,
but they went right back to where they
were. Prices continue to escalate, but not
at the same rapid rate as last year.
Laska: No. The market has corrected it-
self from last year’s feeding frenzy, which
was due to escalating demand, pretty low
prices and a very good supply. In the last
six months of last year and into this year,
more product has come into the market-
place and it’s not as affordable now, so
you’ll only sporadically hear of somebody
waiting in line. 

http://www.trammellcrow.com
http://www.wrgd.com
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Is there a housing bubble in Nevada? If
so, when is it likely to burst, or has it al-
ready done so?
Smith: Housing demand goes in cycles.
All this talk of a housing bubble just
means a change in the cycle. Does that
mean prices are going to collapse? No.
This is a very strong housing market with
a lot of underlying strengths other markets
don’t have, although it is precariously po-
sitioned in terms of an economic base
[largely dependent on one industry.]
McEntire: The building industry has
eliminated that “housing bubble” situation
by applying for and obtaining far fewer
building permits, after becoming aware of
the obstacles in the marketplace and the
growing resistance to price. I’d say we
have not sought to build believing that
“they would come,” but rather to ensure
the market is there before we build prod-
uct and end up with standing inventory.
Laska: In my opinion, the housing bubble
is a myth. The reason I say that is, unlike
the stock market, people live in their
homes. They don’t need to own stock, but
they do need a place to live. With in-mi-
gration and job creation in Las Vegas, I

firmly believe the “Las Vegas housing
bubble” is a myth.
Winkel: I don’t think we had a housing
bubble and I don’t think there’s any bub-
ble to burst.
Peterson: I don’t personally believe we
have a housing bubble in Reno. I think
the supply and demand is pretty much in
balance. For awhile, it was a supply
shortage with more demand than proper-
ties available, which drove prices up, and
it balanced out as more projects were en-
titled and finished, supplying the demand
that existed.

What’s the median price for a home?
How does it compare to last year?
McEntire: In Southern Nevada, the most
current price is about $325,000 for a new
home. That compares to the upper
$200,000s last year, as I recall. There’s
been a market adjustment of just under 20
percent from a year ago.
Shull: It’s up substantially from last year
in Southern Nevada. We were in the
$270,000 to $280,000 range and it’s gone
up $50,000, probably a 20 percent jump
in value.

Haley: In 2004, Northern Nevada saw 28
percent appreciation in the secondary
home market, depending on price range.
This year it’s dropped to 15 percent, and I
think you’ll see 8 percent to 12 percent ap-
preciation over the next one to two years.

What types of homes are the most in 
demand? What price range are buyers
looking for?
Shull: It’s economics. Everybody wants
the single-family home, but not everybody
can afford it. So attached products are the
development community’s way of keep-
ing pricing down so more people can af-
ford to buy. Condo conversions are in de-
mand.
Winkel: There’s a varying demand. Our
entry-level homes are in high demand,
also first-, second- and third-time move-
up homes have significant demand. Our
longest waiting lists are in south Reno. 
Peterson: There are still buyers for each
market segment. We have homes starting
in the high $200,000s and up to nearly $1
million, and demand is fairly steady for
the whole range. I think we need to be
very cautious or very aware that as prices

http://www.AmericanNevada.com
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go up, we’re starting to price a segment of
the population out of the market. I’m
looking at how I can make product avail-
able for those buyers as we go forward
over the next few years. Otherwise, there’s
a part of the working population in Reno
who will be priced out of the market, and
we don’t want that to happen.

What do you consider an affordable
home, and what’s the market like for
these types of homes?
Shull: The average price of a home in Las
Vegas is in the $330,000 range, and I be-
lieve the average household income is
only $47,000. That income will not sup-
port a $330,000 mortgage.
Laska: If you can get anything below
the median price, it’s going to be con-
sidered an affordable home; $230,000 to
$260,000 is affordable. If you’re a bus-
boy and your wife has a job and you
make $35,000 a year between the two of
you, what’s affordable to you? Not
$230,000 – that’s for sure. While I don’t
think there’s a housing bubble, I think
affordability is a very serious problem
in Las Vegas. 

What effect has the rising cost of materi-
als had on your company? 
McEntire: It’s been substantial. We’ve
seen as much as a 20 percent increase over
the last 12 months, and even higher in the
last 18 to 24. We’re hopeful that it sub-
sides, because it is adding a tremendous
amount of pressure on builders.
Winkel: We’ve experienced increased
costs for concrete and lumber and now
we’re experiencing increased costs for pe-
troleum-based products as a result of
higher gasoline prices. Prices across the
board have gone up substantially due to
increased demand. Sub-contractors and
professionals are very busy and in high
demand right now, so they also want high-
er fees.
Peterson: With demand all over the world
for construction, steel and cement and
other products have driven up local mar-
kets in other states. We’ve seen a double-
digit percentage rise in costs over the last
24 months. In the past we tried to antici-
pate a maximum 3 percent overall infla-
tionary cost per year, but the costs of ma-
terials have far exceeded that amount in
the last two years.

Has your company had problems getting
permits and entitlements from local gov-
ernments? Are you experiencing 
delays in getting projects approved or
getting approvals from inspectors?
McEntire: Absolutely. Delays and fees
continue to increase. The toughest sce-
nario to deal with is that of delays – they
have been three, four and five times more
that what we experienced in the past. De-
lays add a huge cost to each and every
home. If we were able to alleviate or elim-
inate that in future, we could deliver more
affordable homes, but it has been tough.
Shull: Not in this state. I hope it continues
in that vein, because I think one of the rea-
sons housing is so expensive in California
is that impact fees and other fees can add
upwards of $50,000 to $70,000 just to pull
a permit and build a house. It’s one reason
the state of California is in a financial
train wreck.
Laska: We’ve had some entitlement is-
sues. That’s probably why we’re not going
to make our goal this year. But we can’t
pin it totally on the county for holding us
up. They’ve had some engineering issues
and there’s a need to make sure 

Continued on Page 48
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A
ccording to the Nevada Commission
on Economic Development
(NCED), 143 new companies

moved to Nevada in 2003-2004, bringing
6,752 new jobs and a whopping $3.2 bil-
lion in economic impact.

When Governor Guinn was working on
the state’s 2005 budget, he made an un-
precedented decision to provide $10 mil-
lion to economic development for fiscal

year 2005-2007. Of that, the Nevada De-
velopment Authority (NDA) receives $5.5
million, the Economic Development Au-
thority of Western Nevada (EDAWN) re-
ceives $3.5 million, and rural agencies di-
vide the remaining $1 million.

Although Nevada’s tremendous growth is
undeniable, it is also the least diversified
state in the nation, according to Somer
Hollingsworth, president and CEO of NDA.

With so much of the economy in Nevada
being dependent on gaming, tourism, min-
ing and manufacturing, economic develop-
ment agencies are charged with distributing
Nevada’s eggs into many baskets. 

While the NCED provides some finan-
cial support to these agencies, they have
traditionally funded most of their own
budgets. “The governor saw what we had
accomplished, raising 75 percent of our
funds only through membership and mak-
ing do with about $1.6 million a year,
while other big cities like Phoenix get $4
million to $5 million. He realized that
with more money, we could do even bet-
ter,” said Hollingsworth. 

“We’ve done a lot with a little for a very
long time,” said Chuck Alvey, president
and CEO of EDAWN. “This is really a
modest amount of money, but it means a
lot for us.”

Southern Nevada
State income taxes, higher workers’

compensation costs, higher utility bills
and difficult legislation have many Cali-
fornia business owners running for the
border. And while Nevada has happily
soaked up that excess, development agen-
cies know you can’t sit and wait for just
anyone to show up. You need the right
kind of businesses. That’s where this state
funding comes in.

“We know other states around the coun-
try must be experiencing problems similar
to California,” said Hollingsworth. The
NDA’s new funding will pay for a research
firm to determine the top 10 states in the
country facing those same difficult issues.
“Once we get that information, we’ll know

PLANNING 
NEVADA’S FUTURE
Economic Development Agencies Devise Strategies

by Jessica Groach-Santina

http://www.firstflightlasvegas.com
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which states to go into with a marketing
program,” said Hollingsworth, and the
agency will then use the remaining state
money to fund its marketing efforts. 

The NDA’s successful guerrilla market-
ing campaign will remain in place. Efforts
even include flying business owners to
Las Vegas, inviting them to a cocktail
party and showing them what Nevada is
willing to offer. “That way, they get time
to ask us questions, we can take them on
tours and give them the broad scope. A lot
of people visit Las Vegas and never leave
the Strip, so this changes things for them,”
said Hollingsworth.

NDA will continue targeting specific
industries as well. At the top of that list
are the technology and telecommunica-
tions industries. The Cheyenne Technolo-
gy Corridor in North Las Vegas has been
very successful, and has recently added
Qualcomm, a wireless communications
provider, to its list of residents. CDW, a
large computer retailer, is also building its
West Coast distribution center in North
Las Vegas. 

“The focal point for us is San Diego,”
said Hollingsworth. “They’re having
huge financial problems now, and
they’re a center for technology and the
biotech industry.”

Medicine and biotechnology are also
targets. The Nevada Cancer Institute,
which opened in August of this year,
makes attracting those companies easier.
The alternative fuels business has also be-
come a focus. Biodiesel of Las Vegas
began production near Nellis Air Force
Base a few years ago, and the city of Las
Vegas is leasing two of Honda’s new hy-
drogen fuel cell-powered cars in a test
program. Solargenics LLC, the Raleigh,
N.C.-based maker of solar energy technol-
ogy, has chosen Las Vegas for its 64-
megawatt power plant. And finally, sever-
al producers of lithium batteries are
located in the Las Vegas area. 

“We’re pretty focused, and we’re con-
centrating on quality jobs with good pay
and benefits,” said Hollingsworth. “Each
area in Southern Nevada offers something
special, we all want quality, and we go as
a team to recruit these businesses.”

Because of this, individual cities don’t
suffer when money goes to larger agen-
cies. “I think the kind of partnership we
have with NDA is the best way to promote

economic development,” said Mike Ma-
jewski, director of economic development
for the city of North Las Vegas. “Not that
we wouldn’t be willing to accept funding
directly from the state…but at the same
time, we have a close relationship with
NDA, so if one entity benefits, we all do,
because we work so closely together.”

“We’re excited that this money adds
more prospects to the pipeline,” said Bob
Cooper, economic development manager
for the city of Henderson. “We’re confi-
dent we’ll benefit from it, and from the
possibility of an even greater working re-
lationship with NDA.”

Northern Nevada
This past May, Inc. Magazine placed

Reno at No. 1 on its 2005 list of the Best
Places for Doing Business in America.
With the Silicon Valley just a stone’s
throw away, the Truckee Meadows has
taken in its fair share of California’s
refugees. But EDAWN wants strategic
growth, which is where the state’s money
comes in.

“We have to make sure growth is from a
high proportion of good quality companies
that pay good wages, offer good benefits,
will draw on our educational system and
give back to the community,” said Alvey. 

This is why a portion of EDAWN’s $3.5
million grant is funding a Target Industry
and Skill Set Study. The idea is to better
shape regional economic growth by deter-
mining the area’s workforce skill sets and
finding out which quality target industries
the region is best suited – or potentially
best suited – to serve. EDAWN will com-
mission a firm to conduct a competitive
analysis of the region, its assets and oppor-
tunities, market conditions and workforce. 

“We want to know what we have to
offer. Rather than just picking buzzwords,
we look at our assets, what we need to
tweak, where to adjust the workforce, and
then we can be successful in a particular
industry. We all think we know what we
have, but it really takes someone from the
outside to come in and take a hard, objec-
tive look,” said Alvey. 

By next spring, EDAWN expects to
have enough information to target those
industries with customized efforts, which
may include, but won’t be limited to, pub-
lic relations, trade shows, or even legisla-
tive lobbying for resources.

Rural Nevada
While the state’s urban areas have seen

record growth, rural areas continue to
struggle with diversifying away from
mining and agriculture. The money from
the state’s budget aims to help this effort.
Not only did Nevada’s rural areas direct-
ly receive $1 million, but because NDA
and EDAWN were given direct, pass-
through funding, the $516,000 that the
two large agencies would normally re-
ceive from the NCED will be divided
among the rural regions.

“Rural Nevada has a lot going on right
now; the area is very active, which hasn’t
historically been true,” said Tim Rubald,
interim executive director of the NCED.
Rural areas will submit applications to the
NCED to receive a portion of the state
money for specific projects. “The biggest
project right now is the large transloading
facility being planned east of Elko, which
I imagine will probably get most of that
funding,” said Rubald,

This transloading facility is the North-
east Nevada Railport and Industrial Park.
“Rail service is the desired form of trans-
port because of gas prices, the lack of truck
drivers, and the overall cost of transporting
by truck,” said Elaine Barkdull, executive
director of the Elko County Economic Di-
versification Authority. She said that with
Reno and Las Vegas booming, Elko is the
new “hot-spot” for growth. “What we
lacked was developed industrial property
and affordable transportation. Since rail is
more affordable for companies, we’ve
killed two birds with one stone by develop-
ing this facility,” she said.

Aside from affordable land and rail ser-
vice, Elko offers something else that
Nevada’s urban areas can’t – water. Exist-
ing infrastructure on the property, a
frontage road and access to I-80 should
also make the area appealing.

In Mineral County, the U.S. Department
of Defense Base Realignment and Closure
Commission (BRAC) was set to close the
Hawthorne Army Depot earlier this year.
Due to efforts by state delegates and com-
munity members, Hawthorne was eventu-
ally removed from the BRAC list. The ex-
perience made it clear that economic
growth and diversification are sorely need-
ed in Mineral County. Rubald expects the
county to apply for NCED funds as well.

Continued on Page 51
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1415 Greg St., Suite 101
Sparks, Nevada 89431
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Kirsch Medical Trust in an effort to help
Kirsch and his family cope with some exor-
bitant medical bills not covered by insur-
ance. The response was so overwhelming,
Williamson created the FreeWheelin Foun-
dation, a non-profit organization dedicated
to providing adaptive sports equipment and
experiences for mobility-impaired children
and adults.

“I am very proud of the FreeWheelin
Foundation and all that it has been able to
accomplish,” said Williamson. “For disabled
sports athletes, it is difficult to find adaptive
sports equipment that costs less than $2,000.
Our desire is to provide the platform and
funding for a more fulfilling lifestyle for the
mobility-impaired through the pursuit of
athletics and personal accomplishment.”

With the advancements being made in
adaptive sports equipment for disabled ath-
letes, the outdoors is becoming accessible in
ways never previously thought possible. The
mobility-impaired are now enjoying the
world of adaptive sports through
handcycling, wheelchair tennis, sled hockey,
rock-climbing, kayaking, mountain biking,
sailing, skiing, scuba diving and numerous
other sports.  

“It is our foundation’s vision to help fund
these activities, and help purchase the equip-
ment needed to realize these dreams,” said
Williamson.

With bike-riding a personal favorite of
both Kirsch and Williamson, the Free-
Wheelin Foundation has participated in the
annual “America’s Most Beautiful Bike
Ride” event in Lake Tahoe. Since first par-
ticipating in 2004, the FreeWheelin Founda-
tion has raised more than $75,000 for adap-
tive sports equipment.

With the money raised, the FreeWheelin
Foundation has also: purchased three all-
sport wheelchairs for a local wheelchair bas-
ketball team; sponsored two local adaptive
athletes to attend Mark Wellman Climbing
Camp; purchased 15 handcyles for local
mobility-impaired individuals; and hosted

adaptive cycle clinics to introduce the sport
of handcycling to more than 60 mobility-
impaired area residents. 

The FreeWheelin Foundation also spon-
sors local adaptive athletes in their pursuit of
athletic activities at the highest competitive
level. The athletes they sponsor include
Candace Cable, who is attempting to be-
come the first female adaptive athlete to
complete in the Hawaii Ironman Triathlon,
and Ricci Kilgore, a local ski athlete who
competed in the National Adaptive Ski
Championship in 2005, placing third and
fourth in events.

“We want to give people the opportunity
to either begin or continue sporting activities
they love and have a true passion for,” said
Williamson. “It wasn’t until we started the
FreeWheelin Foundation that we realized
the need for an organization like this and
how many people could benefit from our en-
deavors.”

Earlier this year, the FreeWheelin Foun-
dation received a certificate of recognition
from Nevada Governor Kenny Guinn for the
outstanding service the organization has
provided to the citizens of Nevada.

“To be honored by the governor is a sign
that our efforts are succeeding in helping our
great community,” said Williamson. “The
FreeWheelin Foundation is excited about
the future ahead and will continue to grow to
serve the Northern Nevada community in
the best way possible.”

t has been said that the greatest things on
Earth are created through perseverance
during the most difficult times. Northern

Nevada residents do not have to look any
further than Sportif USA, a sportswear and
outdoor recreation clothing company based
in Sparks, for proof of that statement.

In February 2004, Sportif USA owner
John Kirsch suffered a spinal cord injury in
an off-road motorcycle accident that left
him permanently paralyzed from the waist
down. Tom Williamson, vice president of
sales and marketing for Sportif USA, and
Kirsch’s brother-in-law, created the John

The FreeWheelin Foundation
Adapting Sports to the 
Mobility-Impaired

I

by Stephanie Beck Herrera

http://www.hsnvlaw.com
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D
eep beneath the valleys of east-cen-
tral Nevada rests a water resource
that is essential to both the Las Vegas

Valley’s future and the state’s continued
economic prosperity. Regularly fed by
spring snowmelt and seasonal rain, these
remote, expansive valleys hold large quan-
tities of unused groundwater – groundwa-
ter that is critical to maintaining the reliabil-
ity of our community’s water supply during
droughts or future shortages on the Col-
orado River, as well as to meeting future de-
mands in our area.

The Colorado River, which now provides
nearly 90 percent of Southern Nevada’s
water supply, is fully allocated to seven
states and the country of Mexico. As the
last six years have shown, the river is also
susceptible to drought. It is time for South-
ern Nevada to implement resources other
than the Colorado River that are available
within our region’s water portfolio. Among
the existing holdings of the Southern Neva-
da Water Authority (SNWA) are water rights
to the Virgin and Muddy rivers, which flow
into Lake Mead approximately 100 miles
northeast of the Las Vegas Valley. These
water rights are considered separate from
the Colorado River and could add more
than 100,000 acre-feet of water each year
to the municipal supply. The SNWA has also
applied for and been granted groundwater

rights that are within Clark County but out-
side the Las Vegas Valley. Perhaps the most
important of the non-Colorado River re-
sources, however, is the unused ground-
water located in east-central Nevada.

Sixteen years ago, the SNWA reserved
the right to access some of this unused
groundwater by filing applications with the
State of Nevada. A few years ago, as our
community neared the completion of the
major capital improvement projects need-
ed to fully utilize our Colorado River supply,
regional water managers began the plan-
ning, hydrological and environmental work
required to support the development of
Southern Nevada’s in-state water applica-
tions. Bringing this unused groundwater to
Clark County requires a rigorous permitting
process under Nevada state law, as well as
an environmental permitting process man-
dated by the federal government. Although
it may be another decade before the first of
this water arrives, Southern Nevada needs
to work now to protect the state and local
economy by ensuring our community’s
long-term water resources.

Long before the onset of the drought that
has plagued the Colorado River, Southern
Nevada’s water agencies recognized that
Nevada’s groundwater supplies were
largely unused. Unlike the arid southern tip
of the state, the high-elevation mountain

ranges of east-central Nevada receive a
tremendous amount of winter snowfall. The
U.S. Geological Survey has estimated that
2 million acre-feet – approximately 650
billion gallons – of precipitation fall each
year in Snake Valley alone, one of the
groundwater basins in which the SNWA
has applied for water rights. While much of
the snowmelt drains and evaporates or
rushes through time-worn paths as moun-
tain streams, a substantial amount soaks
into the earth and is held in an aquifer, or
water-bearing layer of rock. A small portion
of this “annual recharge” is used by ranch-
ers and the few small towns that dot the
rugged landscape. Most, however, is left
untapped and is available for use by any-
one in the state once the Nevada State En-
gineer grants approval.

Most people agree that a state’s unused
groundwater, regardless of where it is,
should be used where it is needed. If Neva-
da has unused groundwater, Southern
Nevada should be able to use it. Indeed,
under Nevada water law, unused ground-
water belongs to the people of Nevada. It
can be allocated upon request, but only
through a rigorous permit process that in-
cludes significant safeguards designed to
protect other water-rights holders. The
concept underpinning this century-old law
is called “prior appropriation,” which holds
that the state’s water should be put to
“beneficial use” on a first-come, first-serve
basis. Nevada water law also includes pro-
visions that allow water to be physically
moved between groundwater basins, of
which there are more than 200 in the state.

“Interbasin transfers have been ab-
solutely essential to economic develop-
ment in Nevada,” explained SNWA General
Manager Patricia Mulroy. “For more than
125 years, communities – predominantly in
Northern Nevada – have relied upon water
supplies drawn from other areas. Without
the ability to move water to where it is
needed, towns such as Carson City,
Tonopah, Lovelock or Wendover might not
even exist today.”

When Southern Nevada filed for much of
east-central Nevada’s unused water in
1989, there was some consternation in
neighboring counties about Southern Neva-
da applying for “their” water. That position,
however, is in direct conflict with Nevada
water law, which does not recognize coun-
ty lines when granting water rights.

Southern Nevada Water Authority
Working to Keep A Crucial Resource Flowing
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The real issue is actually not the transfer
of water from one area to another, but how
much water these remote valleys can sus-
tainably yield. If, as the SNWA believes, there
is sufficient natural recharge to both main-
tain existing uses such as ranching and
serve the needs of Southern Nevada’s fami-
lies, there is no basis for denying the appli-
cations. The process of determining how
much water will be granted, and the ongoing
responsibility for protecting existing water
users, falls to the Nevada State Engineer.

Within the next year, the SNWA intends
to request a hearing for its groundwater
applications. That will set in motion a
process during which the SNWA will
demonstrate why it believes its applica-
tions should be permitted. Those who op-
pose the applications will then have an op-
portunity to request information, present
evidence or testify before the Nevada State
Engineer. The State Engineer’s process will
then determine how much water Southern
Nevada may be granted, while protecting
existing water rights already in use by
communities and ranches.

SNWA Resources Director Ken Albright
noted that one of the critical mispercep-
tions about the water-right permitting
process is the idea that a groundwater per-
mit equates to an unrestricted license to
pump an aquifer. Water-right permits are
limited in volume, he said, and usually
come with monitoring requirements.

“The State Engineer determines how
much water can be safely withdrawn each
year,” Albright said. “The pumping is care-
fully monitored. One of the advantages of
this multi-basin system is that if there is a
localized drought in one basin that tem-
porarily reduces its natural recharge, we
can stop pumping there and let the aquifer
replenish. It gives us tremendous flexibility,
which in turn helps us ensure the water
table is protected.”

Another concern raised by some is the
environment, but the process also takes that
into account. The federal government con-
ducts an Environmental Impact Statement to
determine potential impacts on the environ-
ment, and the SNWA is required to comply
with the National Environmental Policy Act
and the Endangered Species Act. These ef-
forts, along with nearly five decades of re-
ports by the U.S. Geologic Survey, SNWA’s
own ongoing studies of the area and SNWA’s
commitment to the environment, provide

protection for both senior water-rights hold-
ers, rural areas and the environment.

The impetus for this project can be found
both in the flows of the Colorado and in the
legal construct known as the “Law of the
River,” which severely restricts Nevada’s
use of Lake Mead’s water. Represented by
a multitude of agreements and legal deci-
sions, the Law of the River – which dates
back to the 1920s – divides the Colorado’s
waters among seven Western states and
the country of Mexico. Written in an era
dominated by agriculture, its apportion-
ment naturally favored those interests.

“When the Colorado River Compact was
written,” explained Mulroy, “we had no
system for drawing water from the river.
The irony is that we’re the only major met-
ropolitan area along the Colorado River, yet
we’re entitled to only a sip of its water.”

On its face, the original compact seems
equitable. The four “upper basin” states
–Colorado, New Mexico, Utah and
Wyoming – were allocated 7.5 million
acre-feet of water each year, while the
three “lower basin” states – Arizona, Cali-
fornia and Nevada – were given a like
share. It was when the lower basin states
divided up their portion that the Silver State
got the smallest amount. Under that agree-
ment, California is entitled to 4.4 million
acre-feet per year. Arizona receives 2.8
million acre-feet, leaving Nevada only
300,000 acre-feet annually.

While some have argued that Nevada
should appeal for a greater allocation from
the Colorado, the political complexities of
the issue make that difficult. The six other
Colorado River Basin States and the federal
government would have to agree to allow
Nevada to use a larger share of the river’s
waters, likely at the expense of a another
state’s allocation. In a separate accord,
Mexico was granted 1.5 million acre-feet
per year. Again, the driver was agriculture.

“The idea that people use a lot of water
is a misconception,” Mulroy said. “Keeping
plants alive in the desert, whether it’s a
fescue lawn or a field of alfalfa, is what re-
quires water. Although millions of Californi-
ans rely on the Colorado River’s water,
about 80 percent of California’s Colorado
River allocation is actually used to grow
crops. That’s not a criticism of agriculture,
but rather an acknowledgment that water
use in the West is predominantly a function
of irrigation, not population.”

Nothing has underscored that truth more
than Southern Nevada’s unprecedented
success in the area of water conservation,
driven largely by turf conversions, watering
schedules and new landscaping codes. By
the start of the new millennium, Nevada
was nearing the limits of its 300,000 acre-
foot Colorado River allocation. Water offi-
cials were prepared, however, having ac-
counted for that eventuality by negotiating
an agreement under which Nevada could
draw as much Colorado River water as it
needed through 2016. The only condition?
The availability of “interim surplus” water
is contingent upon the health of the river
system, as determined by water levels in
Lake Mead – a reservoir literally filled to
the brim at that time.

It was then that Mother Nature struck
the Colorado River system with a drought
of epic severity. The mountain passes of
Wyoming and Colorado, normally blanketed
in snow, became patchy and barren. An off
year of snowmelt in the Rocky Mountains
became two … and then plummeted to a
level previously thought inconceivable. In
2002, inflows to the Colorado River were
one-fourth of normal – a shortfall repre-
senting trillions of gallons of water. Up-river
from Lake Mead, Lake Powell’s water line
dropped as though someone had pulled the
bathtub plug. Even with its upstream
neighbor protecting it, Lake Mead’s shore-
line began to recede.

Facing a drought the likes of which had-
n’t been seen for perhaps 500 years, the
SNWA implemented a community-wide
drought response plan. It initiated manda-
tory watering schedules, pushed for new
landscaping restrictions, and raised the
stakes on its Water Smart Landscapes re-
bate program. The results speak for them-
selves. Between 2002 and 2004, even as
the community’s population increased by
nearly 170,000 people, Southern Nevada’s

SNWA is committed to protecting the 
environment and preserving sufficient water 
resources to maintain existing uses such as

ranching, while also serving the needs of
Southern Nevada’s families.
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annual water consumption decreased by
approximately 20 billion gallons. To date,
residents and businesses have removed
enough grass through the Water Smart
Landscapes program to lay a roll of sod
more than one-third of the way around the
earth. New landscaping codes on commer-
cial and residential developments limit how
much grass can be installed, making new
properties far more water-efficient than
their predecessors. Albright cautioned,
however, that this success doesn’t mean
the community has fully tapped its conser-
vation potential.

“Our achievements with regard to con-
servation clearly demonstrate its potential
as a sustainable water resource,” he said.
“The key to its long-term effectiveness will
be our ability – our willingness – to em-
brace life as a desert community. Our fu-
ture is well positioned in that regard. If peo-
ple want to build a business complex or a
house, they don’t have the option of in-
stalling wall-to-wall turf. Local ordinances
now mandate water-efficiency by limiting
the amount of grass allowed at new prop-
erties. Beyond these restrictions, we are
seeing fundamental changes in residential
development – what some have called the
Manhattanization of Las Vegas. High-rise
multi-family developments, which con-
sume far less water than rows of single-
family homes because they have very little
outdoor water use, are beginning to re-
shape the Valley’s skyline. If this trend con-
tinues, we will be able to support far more
people with much less water.”

Our past, Albright said, is a different story.
“There is still a lot of turf in places it re-

ally does not belong, such as in the parking
lots of business complexes. I understand
that companies have invested in their land-
scapes, but between the rebate and the
water savings, converting to a water-effi-
cient landscape will pay for itself in a fairly
short time frame. More importantly, it will
demonstrate to residents – and to their
customers – that their business is commit-
ted to the sustainability of this community.”

Even as the vision of a water-efficient
Las Vegas Valley becomes a reality, howev-
er, water officials recognize that conserva-
tion alone is not enough to ensure that
Southern Nevada’s economic engine will
continue to hum. Having nearly maximized
our use of the Colorado River, the SNWA
must now draw upon Nevada’s untapped

resources, which also include both the
groundwater stores and water rights to the
Virgin and Muddy rivers.

Southern Nevada’s continued economic
prosperity isn’t just a local concern; it is
critical to all Silver State residents. “Al-
though some don’t realize it, our local
economies are intertwined. Clark County is
the economic engine of this state; as we
go, so goes Nevada,” Mulroy said. “That
economic engine depends upon a reliable
water supply. As an agency, we supply
water that sustains 1.7 million residents
and 37 million tourists, 850,000 jobs at
33,000 businesses. We have an obligation
to not put that investment at risk.

“This can be a mutually beneficial pro-
ject for the entire state, as well. We have an
agreement with Lincoln County to share
some of the water. We’re hopeful that we
can reach an agreement that also reflects
the interests of the people of White Pine
County, and we are committed to protect-
ing the rural lifestyle.”

Mulroy said the SNWA’s role in this
process is to ensure the community has
sufficient water resources to meet its
needs, both by acquiring new supplies and
managing the existing water resources,
while being fiscally responsible.

“As a public agency,” Mulroy said, “we
have a responsibility not just to get the job
done, but to do it in an efficient manner.
When we added the in-state resources to
our portfolio, we recognized that it might
take a decade or more to build the infra-
structure and be able to use the resources.
It didn’t make sense economically to begin
developing those resources while we still
had plenty of Colorado River water, be-
cause they are more expensive to deliver.
Conditions on the river have changed, and
updated projections show the demand will
increase, so it’s time to move forward with
in-state water resource projects.”

“The bottom line is that our job is to make
sure this community has enough water to
meet its needs. We have been successful in
accomplishing that by looking several
decades ahead and utilizing a strategy that
gives us maximum flexibility. The communi-
ty has really stepped up in terms of support-
ing conservation, which helps us both prac-
tically and politically when negotiating with
other basin states and the federal govern-
ment. I believe this partnership is critical to
our continued prosperity.”

http://www.groundskeeper.com
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I
s the search for office space keeping
you awake at night? Where should you
look? What type of building will best

meet your needs? How much can you ex-
pect to spend? Buying or leasing – which
is the best option? So many questions; so
many choices.

Let’s explore a few insights provided
by some of Nevada’s top commercial real
estate brokers.

Location: What a Difference 
a Beltway Makes 

Experts agree, office space within a mile
of the Las Vegas Valley’s I-215 Beltway is
hot. “The smartest thing business owners
are doing in today’s market is to provide
easy access to the office for employees and,
if applicable, customers,” said Chuck Wit-
ters, a broker with Lee & Associates in Las
Vegas. “From Henderson to the airport, on

to the Southwest and Summerlin, and now
more recently North Las Vegas, which is
emerging as a growth submarket, the Belt-
way is a magnet for potential tenants.”

And tenants are willing to pay the price.
According to a second-quarter 2005 re-
port by Applied Analysis, a Nevada-based
firm providing a wide-range of advisory
and consulting services, the average ask-
ing office lease rate continued to increase,
reaching $1.99 per square foot, compared
to $1.95 in the first quarter and $1.89 for
the second quarter of 2004.

“The Beltway has brought office sub-
markets to areas previously untouched
and certainly underserved,” said Jayne
Cayton, senior associate with CB Richard
Ellis, Las Vegas. “Because of the Beltway,
and developments such as the Aliante
master-planned community, the north sub-
market, specifically North Las Vegas, is
gaining a higher profile among businesses
looking for new office space.”

Applied Analysis’ second-quarter office
space data for the North Las Vegas sub-
market show more than 453,000 square
feet of office space is planned for the near
future. If development continues as
planned, the submarket’s office space
should exceed a 58 percent increase in
total rental square footage. Currently, the
area’s total rental square footage is
772,134 square feet. 

“With that said, anything along the
Beltway is a hot submarket,” added Cay-
ton. Applied Analysis’ experts agreed,
stating in their report, “We continue to see
employers seeking office locations with
close proximity to major thoroughfares,

Rising Costs, 
Steady Demand
Nevada’s Office Market Report

by Liz Gamble
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particularly the I-215 Beltway, and we are
projecting future rises in vacancies in
those areas where accessibility has be-
come a challenge due to functional obso-
lescence and increased traffic congestion
– watch for office relocations toward the
Beltway as leases expire.”

Overall during the second quarter of 2005,
the Las Vegas Valley office market expanded
its inventory, growing to 34.8 million square
feet in 1,220 buildings. Unoccupied space
totaled 3.8 million square feet, for an average
vacancy rate of 10.8 percent, with the lowest
vacancy rate in Class A space and the high-
est in Class B space. Office completions to-
taled 668,000 square feet, while net absorp-
tion totaled 572,000 square feet. During the
same time period, more than 2.1 million
square feet of office space was under con-
struction and an additional 5.7 million square
feet of future development was planned.

South Meadows Attracting 
Reno Offices

In Northern Nevada, high visibility sig-
nage is the name of the game. Off I-395
South is South Meadows, a master-
planned community with more than 1 mil-
lion square feet of office space. “South

Meadows has become an extremely at-
tractive location because of its accessibil-
ity from the freeway and the fact that busi-
nesses requiring a higher profile can
utilize signage that is seen from I-395,”
said Tim Ruffin, senior vice president,
Colliers International in Reno. As of the
end of the second quarter of 2005, South
Meadows had a total of 122,631 square
feet of available space. 

While more mature, Meadowood re-
mains attractive to tenants who may require
less visibility, but are drawn to an area with
more immediate amenities. As an example,
approximately 100 restaurants are located
within a one-mile radius. As of the second
quarter, Meadowood had a total inventory
of 2.1 million square feet, with 272,786
square feet of available space.

Overall, the Reno market has a total in-
ventory of more than 6.4 million square
feet of office space, with a market vacancy
of 843,571 square feet, or 13.13 percent.

Office Prices Rising Across the State
Whether Northern or Southern Nevada,

the price of leasing and/or buying office
space is rising. “This cost increase is pri-
marily due to two factors,” said Cayton.

“Inflated land prices, and a tremendous
increase in construction costs, specifically
in regard to steel, concrete and lumber.
Leasing rates will remain on the rise in
order for developers to obtain a necessary
return on investment.”

“It’s supply and demand, “ said Do-
minic Brunetti, vice president with
Reno’s Alliance Commercial. “There’s
simply not enough land. It’s estimated
that construction costs have risen be-
tween 25 percent and 30 percent over the
last 12 months.”

“There’s an additional element to rising
costs in the Reno/Sparks area,” said Ruffin.
“We’re seeing tenant improvement costs
within existing buildings around $50 per
square foot. Some have even risen as high
as $70 or $80 per square foot, while the av-
erage allowance landlords provide tenants
has remained steady at approximately $35.”

For the Las Vegas market, tenant im-
provement costs average between $35 and
$50 per square foot, depending on the
space plan. “Overages (tenant improve-
ment costs in excess of the allowance) are
the norm in today’s market,” noted Cay-
ton. “If a company has a track record of fi-
nancial stability, more often than not it
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Commercial Real Estate Terms
Average free rent: Expressed in months, the rent abatement concession expected to be granted to a tenant as part of a lease incentive under cur-
rent market conditions

Building standard plus allowance: The landlord lists, in detail, the building standard materials and costs necessary to make the premises suit-
able for occupancy. A negotiated allowance is then provided for the tenant to customize or upgrade materials.

Build-out: Space improvements put in place per the tenant’s specifications. Takes into consideration the amount of tenant finish allowance provid-
ed for in the lease agreement.

Build-to-suit: A method of leasing property whereby the developer/landlord builds to a tenant’s specifications

Class A: A real estate rating generally assigned to properties that will generate the highest rents per square foot due to their high quality and/or
superior location. The Building Owners and Managers Assn. (BOMA) defines Class A as being over three stories and constructed with a steel frame.

Class B: Good assets that most tenants would find desirable, but lack attributes that would permit owners to charge top dollar

Class C: Buildings that offer few amenities but are otherwise in physically acceptable condition and provide cost-effective space to tenants who
are not particularly image-conscious

HVAC: The acronym for heating, ventilating and air conditioning

Parking ratio: Dividing the total rentable square footage of a building by the building’s total number of parking spaces provides the amount of
rentable square feet per each individual parking space.

Tenant improvement (TI): Improvements made to the leased premises by or for a tenant

Tenant improvement (TI) allowance: Defines the fixed amount of money contributed by the landlord toward tenant improvements. The tenant
pays any of the costs that exceed this amount.

Turn key project: The construction of a project in which a third party is responsible for the total completion of a building, or for the construction of
tenant improvements to the customized requirements and specifications of a future owner or tenant

Vacancy rate: The total amount of available space compared to the total inventory of space and expressed as a percentage

Vacant space: Existing tenant space currently being marketed for lease, excluding space available for sublease

http://www.bankofnv.com/
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will be allowed to amortize the overage
costs throughout the lease term. Some
landlords, however, are going to require
their money up front if the potential tenant
doesn’t meet certain financial criteria.”

Also common to Northern and South-
ern Nevada is a tightening of incentives.
“Landlords are still offering one or two
months’ free rent, but are generally adding
a couple of months onto the lease period,”
said Brunetti. “Incentives often depend on
whether the location is an older office
complex or a newer one.” Tenants need to
compare and contrast the advantages and
disadvantages of both. One factor to con-
sider is parking. Most older buildings
have approximately three parking spaces
per 1,000 square feet of building space.
Many companies today won’t even look at
a building with less than 4.5 spaces per
1,000 square feet, Brunetti pointed out.

Buying or Leasing?
Yet, in today’s marketplace, the first de-

cision is not always location, nor is it such
items as tenant improvement allowances
or incentives. The first decision is – buy-
ing versus leasing. 

“Given the increasing number of office
condos, the question of whether or not to
buy or lease has become a No. 1 considera-
tion for anyone seeking office space,” ex-
plained Cayton. “That decision should be
based on a company’s long-term business
plan, taking note of growth potential as well
as risks that may result in downsizing.”

“I always advise clients to explore the
two options with their CPAs or tax attor-
neys,” said Witters. “Everyone has differ-
ent tax considerations. In general, howev-
er, if a company’s business plan calls for
growth, it might be wise to purchase more
than what is needed today and lease out
the remainder of the space without giving
an option to renew. Depending on each
company’s financial situation, it may
make sense to pursue an SBA loan with
10 percent down for purchase.”

“If it’s a start-up business, I’d say no to
purchasing office space,” said Ruffin. “It’s
too much initial capital outlay for a new
company. On the other hand, if, for exam-
ple, a dentist has been in practice for
years, has one associate and six office
staff, buying is a definite alternative. It’s
the companies whose business objectives

call for rapid growth that must carefully
consider all aspects of purchase versus
leasing. If they buy with the intent of leas-
ing out space in preparation for growth,
do they really want to be in the real estate
business? What would happen if the need
arises to downsize?”

All the experts agree on one thing. A
company must be clear in regard to its
short- and long-term business goals in order
to make an educated decision on whether
purchasing is the correct option to pursue.

The State of the Market
From north to south, the market is

healthy. According to a second-quarter re-
port authored by Collier’s Ruffin, location
is still the dominant criteria between
equivalent buildings. The single largest
obstacle in the market is the high cost of
tenant improvement construction.

Whether buying or leasing, added Cay-
ton from CB Richard Ellis, Southern
Nevada is one of the most dynamic com-
mercial real estate markets in the country.
And, despite the rising costs of land, fuel
and rent, Nevada overall is an affordable
place to work, live and do business.

http://www.cbtcetn.com
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diversifying in the local marketplace in-
stead of expanding across state borders. In
the past, the company was mostly involved
in building schools and other public sector
projects. But this year and next, Burke said
his company is focusing more on private
sector projects so it can better respond to
Nevada’s building boom. 

For example, the firm is considering
building a few low-rise condominiums
with fewer than six stories, but will only
participate if wrap insurance is involved,
Burke said. This should give the company
some protection in case of future construc-
tion-defect litigation, which is very preva-
lent in the multi-family housing market.

But inflation has hit the industry hard.
During the first and second quarters of
2004, for instance, he said that the price of
some materials like rebar or reinforced
steel soared by 350 percent.  “We’re still
seeing cost escalation, but not at the ram-
pant pace that we were in 2004,” Burke
said, adding that prices have been more
predictable this year.

By the end of this year, the company
plans on becoming certified in Leadership
in Energy and Environmental Design
(LEED), in hopes of attracting new cus-
tomers, said Tony Dazzio, senior vice pres-
ident of business development and govern-
mental affairs at Burke and Associates.

“It’s an accreditation process where you
learn how to build and construct projects
that are environmentally-friendly,” he ex-
plains. “It’s a concept that a lot of develop-
ers are starting to embrace. Public works is
wanting to have more LEED certification-
type projects.”

Meanwhile, the company’s acquisition
team, which includes Burke, Dazzio, its
chief estimator and senior estimator, meets
on a routine basis to analyze, debate and
determine which projects to tackle, always
keeping in mind one of the company’s top
goals: to develop and maintain a balanced
portfolio. Whether the company’s projects
include a condominium, warehouse, office,
hotel or casino, he said it’s the team’s re-
sponsibility to avoid becoming overloaded
in any specific market segment. 

“Rather than diversify geographically,
we’ve diversified in the marketplace,”
Dazzio said.  “We build a lot of different
projects. It’s helped stabilize our organiza-
tion over the years where we’ve always
been able to have steady progress.”

evin Burke hates to turn customers
away. But sometimes, the president
and chief executive officer at Burke

and Associates does so to avoid his 21-
year-old commercial general contracting
firm from growing too big, too fast and too
out-of-control.
“On some occasions, we cannot build a

project,” he said. “It’s difficult to say no to
a client. But now more than ever, we have a
very disciplined approach to our growth
and [won’t] get ahead of ourselves.”

The local builder, whose office is locat-
ed near Desert Inn and Valley View roads,
supports 55 employees and is currently
managing about 15 projects under con-
struction, such as the $35 million Las Ven-
tanas Life Care Facility at Charleston and
Town Center and the $28 million Avi Indi-
an casino in Laughlin.

Despite the company’s controlled growth
plan, Burke said its No. 1 challenge is
staffing. While field employees are some-
times difficult to find, professional talent is
even harder. Like other builders across the
country, his company has been impacted by
the shortage of skilled workers and spends
a lot of effort recruiting qualified talent to
fill positions like project manager, estima-
tor, superintendent or project engineer. 

The firm uses traditional recruiting
methods, such as newspaper advertising,
and partners with university placement cen-
ters. However, he said it can take up to five
years before a new engineering college
graduate actually impacts the firm’s bottom
line. So it seeks experienced professionals
from outside the state, mostly throughout
the West and Southwest. 

Still, Burke and Associates has managed
to keep pace with developers’ demands by

Burke and Associates

K

Improving Nevada One
Building at a Time

Las Vegas Statistics Compiled by Colliers
International & Restrepo Consulting
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Multi-Use Development
Planned for Carson City

Metcalf Builders, Inc., a Carson
City-based general contractor spe-

cializing in commercial, resort and med-
ical construction, recently announced
plans for a luxury multi-use development
on Curry Street in Carson City. Called
Westknoll, the two-building complex,
which represents the city’s first mixed-
use development with units available for
purchase, is slated to break ground dur-
ing the fourth quarter of 2005. Each
building’s first floor will be reserved for
executive office suites up to 3,200 square
feet. The second floors will house resi-
dential condos ranging from 1,200
square feet to 1,750 square feet. Also
available on the second floor are office
condos, which will provide a minimum
of 6,400 square feet of flex space. The
third floor of each building will feature
residential condos, offices and penthous-
es. Architect for the project is Hannafin
Design Architects of Carson City.

Partners Develop 
Durango Village

Las Vegas-based commercial devel-
oper CENTRA Properties has ac-

quired 65 acres along the I-215 Beltway
and Durango, and company officials
have announced they are working with
several other land owners in the area to
develop a master plan for a project
called Durango Village. The urban vil-
lage will include a mix of residential, re-
tail and office products, with 30 acres re-
served for commercial development and
35 acres for mid-rise residential towers.
Durango Village, estimated to cost more
than $500 million, will be co-developed
with the leading homebuilder in the
Southern Nevada market, KB Home.
The project is expected to break ground
in the second quarter of 2006, with com-
pletion scheduled for 2009.

Las Vegas Home Buyers 
Satisfied

Del Webb ranks highest in home-
builder customer satisfaction in the

Las Vegas market for a second consecu-
tive year, according to the recently-re-
leased “J.D. Power and Associates 2005
New-Home Builder Customer Satisfac-
tion Study.” The study, which measures
customer satisfaction with new-home
builders in 30 of the largest U.S. home-
building markets, was based on 10 fac-
tors that drive overall satisfaction, in-
cluding customer service, quality of
workmanship, value and location. Del
Webb, which is owned by Pulte, ranked
No. 1, followed by Pulte and KB Home.
The overall average customer satisfac-
tion index score in Las Vegas was 113 –
down 10 index points from 2004, but
close to the 30-market average of 112. To
be included in the 2005 study, Las Vegas-
area builders must have closed 150 or
more homes in the market in 2004.

Summerlin Office Building 
Underway

Christopher Commercial is develop-
ing Parkway Pointe, a new 53,000-

square-foot, Class-A office building on
a 2.75-acre parcel at the northeast cor-
ner of Summerlin Parkway and Town
Center Drive in Las Vegas. The two-
story, $12.5-million office building will
accommodate firms requiring anywhere
from 1,200 square feet to 26,000 square
feet of contiguous space. The outdoor
areas of Parkway Pointe will feature
landscaped walkways, while interiors
will include stone flooring, wood pan-
eling, steel accents, custom light fix-
tures and state-of-the-art telecommuni-
cations. The architect for the project is
Swisher and Hall Architects; Burke and
Associates is general contractor. Com-
pletion of the building is scheduled for
summer 2006.

http://www.sabcpa.com
http://www.prioritystaffingusa.com
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Elko County Developing
Transloading Facility 

Aceremonial groundbreaking was held re-
cently for a new commercial develop-

ment east of Elko on 1,000 acres of land
purchased by Elko County. The county is
developing a transloading facility on the
site, where materials can be transferred be-
tween rail, truck and air carriers. The 2005
Nevada Legislature granted the county
$500,000 per year for two years to help the
project get off the ground, and the county
has committed $2.1 million of its own
funds. Union Pacific railroad will also con-
tribute in-kind support by helping develop
the rail infrastructure. Charlie Myers, chair-
man of the Elko County Commission, said
the county has received inquiries from sev-
eral companies interested in the locating at
the facility, which the county hopes will
complement its industrial parks in Carlin
and Wells. Goods expected to be
transloaded at the facility include construc-
tion supplies such as cement and steel, as
well as equipment and materials to support
nearby mining operations. County officials
plan to eventually develop the site into a
customs-served Port of Entry.

University System 
to Acquire Research Park 

T he House of Representatives recently passed
legislation to transfer ownership of the Dandini

Research Park from the U.S. Bureau of Land Man-
agement to the University and Community College
System of Nevada. For over 30 years, Truckee
Meadows Community College and the Desert Re-
search Institute have conducted leading-edge re-
search at the 467-acre site north of downtown Reno
The legislation would formally convey the land to
the UCCSN Board of Regents, allowing for future
growth and expansion. Currently, the land is
patented under the Recreation and Public Purposes
Act, which prevents the Board of Regents from ex-
panding the research park. University officials said
federal ownership also made it difficult for private
firms to obtain financing for joint projects with the
higher education institutions at the research park

Bank of North Las Vegas Opens

The Bank of North Las Vegas recently debuted its
new office and services to clients, local busi-

nesses and community leaders at a grand opening at
the bank’s temporary location at 3000 W. Ann
Road. A permanent branch is scheduled to open in
early 2006 at the southwest corner of Aliante Park-
way and Centennial Parkway. The Bank of North
Las Vegas is the first community bank chartered and
headquartered in North Las Vegas. Established by
local bankers and community leaders, it provides
personal and business account packages, special ac-
counts, loan packages and other services. James R.
York serves as president and CEO of the bank.

Nevada Mining Outlook 
Optimistic 

The Nevada minerals industry enjoyed a
healthy fiscal year in 2004-2005, ac-

cording to the Nevada Mining Associa-
tion’s annual report, entitled “Economic
Overview of Nevada Mining 2004.” High-
er commodity prices for gold, silver and
copper stimulated expansion and explo-
ration projects across the northern half of
the state in 2004. Average direct employ-
ment in the industry rose from 8,783 jobs

in 2003 to 11,690 jobs in 2004. Although
gold production decreased slightly in
2004, higher prices averaging $410 for the
year increased gross proceeds for gold to
$2.8 billion. Nevada remains the world’s
third largest gold producer behind South
Africa and Australia. Nevada also pro-
duced $68.7 million worth of silver.

Computer Recycling 
Center Opens

Computer-Recycler.com, an international com-
puter recycling firm based in Phoenix, has

opened a warehouse in Las Vegas in partnership
with the Blind Center of Nevada. The organization
collects and recycles electronic discards – mostly
computers, monitors and printers – from business-
es and government agencies. Most of the donated
high-tech items are re-sold for use in Third World
countries, and unusable components are broken
down for their raw materials. The warehouse oper-
ation provides employment for some clients of the
Blind Center, and a portion of the proceeds from its
operations benefits the non-profit organization. In-
dividuals may drop off computers at the Blind Cen-
ter, 1001 N. Bruce St. in Las Vegas; companies
wanting information on free pick-up of old equip-
ment may call (702) 642-6000.

http://www.dpsdesgin.com


http://www.investmentequity.com
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TICOR TITLE
Diana Steiner, President and State

Manager, Nevada
Las Vegas, 150 employees; 

Reno, 57 employees

Ticor is a division of Fidelity National
Financial, the largest title insurer in the
U.S. It offers a 401(k) program matched
50 percent by the employer and a stock
purchase program matched 33.3 percent,
profit sharing, performance bonuses and
training programs. “We have a hands-on
management team, and stress that each
person is essential to the company’s suc-
cess,” said Diana Steiner, president and
state manager of Ticor Title in Nevada.

Ticor management spends a lot of time
and effort getting buy-in from employees
on the company’s mission and goals, ac-
cording to Steiner. Each day, everyone re-
ceives an email with a “thought for the
day,” all employees have a frame on their
desks to hold the month’s official motiva-
tional quote, and everyone receives a

monthly gift to instill inspiration. In Feb-
ruary, the company holds a rally (not a
meeting) at which mid-year and annual
goals are reviewed. “We want to make
sure that everyone’s attention is on the
same goal,” said Steiner. 

The nature of the title business, with its
constant deadlines and the need for near-per-
fect accuracy, requires a particular personal-
ity type, said Steiner, who admits there’s a lot
of turnover at entry-level positions, as those
who find they aren’t suited to the job move
on to something else. Once this vetting
process is over, Steiner said the company’s
retention is good, and most of the escrow of-
ficers have been with the company for sever-
al years. “We have to do very little recruit-
ing,” she said. “If we have an opening, word
gets around quickly and people will jump
from other companies to come here.”

Steiner stressed the importance of re-
ceiving feedback from employees on their
level of satisfaction. “We won’t give up on
someone because he or she isn’t a good fit
with the team they’re on,” she said. “We’ll
make the effort to move them around
within the company until they reach a spot
where they’re happy.”

WASHOE MEDICAL CENTER
Jim Miller, CEO and President

Reno, 4,500 employees

“We feel that benefits are not the primary
motivator for our employees; because of
our mission, doing meaningful work is the
No. 1 priority,” said Jim Miller, CEO and
president of Washoe Medical Center, a full-
service hospital in Reno. Miller does admit,
however, that offering a good benefits pack-
age allows Washoe Med to compete for
healthcare professionals when recruiting
and keep them from being lured away by

1280 Terminal Way Suite 3
Reno, NV 89502
(775) 322-3112
www.integritystaffing.com
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others. He pointed out that Washoe Med re-
cruits all over the country, so its programs
must be competitive, not only with local fa-
cilities, but also with healthcare companies
across the U.S. He said the hospital has en-
joyed a substantial improvement in reten-
tion numbers over the last several years.

The medical center offers an on-site fit-
ness center, free massages and a work-
place wellness program to support the
health of its employees. It also provides
on-site daycare, a 401(k) program with
matching funds, flex time, job-sharing op-
tions and performance bonuses. 

Like many segments of the economy,
healthcare is facing an aging workforce,
especially among nurses. Miller said,
“Every employer has to look at the differ-
ent generations of workers, listen and
learn what benefits are important to them.
We offer a lot of choices in benefits to fit
a variety of lifestyles.”

Miller pointed out that employees don’t
look at the organization as a whole; their
daily life is regulated by the work group
they are in, and by that group’s supervisor.
Washoe Med surveys its work groups twice
a year to assess employee satisfaction and
makes plans to help each group improve
the work environment for its members.

The company’s recognition programs
support excellence in work as well as length
of service. Miller said, “We offer broad
recognition for our staff’s broad talent base.
Our employees offer excellent quality of pa-
tient care, and they deserve to be rewarded.”

What Makes a "Best" Employer?
Three of the seven companies chosen as

offering the best benefits are employee-
owned (McCarthy Construction, Oakview
Construction and Stanley Consultants).
This gives them an extra edge in providing
benefits such as profit-sharing. However,
the other companies, with shareholders or
private owners watching their bottom
lines, have also recognized that offering
an exceptional benefits package is good
for both employers and employees. Given
the shortage of skilled workers in today's
marketplace, and the changing demo-
graphics in the near future as baby
boomers reach retirement age, it makes
sense to focus on hiring great people now,
training them to become better, and assur-
ing their continued loyalty by offering
better benefits than the competition.

http://www.swusabank.com
http://www.harrisengineers.com
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I
n the years ahead, America is going to need as much new elec-
tricity production as possible from all sources. Even with
greater efficiency and conservation, we will still need 30 per-

cent more power-generating capacity over the next 20 years, ac-
cording to our nation’s Energy Information Administration. 

To meet this need, America will have to rely upon diverse en-
ergy resources, because no single source of electricity will be able
to accomplish this goal alone. Nuclear energy produces 20 per-
cent of the electricity generated in the country and 10 percent of
Nevada’s power, thanks to imports from Arizona and California.
To match this production nationally, wind turbines would have to
cover a land mass the size of Wisconsin, and solar cells would re-
quire land equaling the state of West Virginia. 

The Energy Policy Act of 2005 will assist the nation in ad-
dressing this growing energy demand. Among an array of elec-
tricity production incentives, the bill includes limited incentives
designed to jump-start the construction of next-generation nu-
clear plants – the future workhorses of electricity production in
this country.

The overwhelmingly bipartisan support in Congress for this
new expansion in nuclear power is a result of the industry’s ex-
cellent record of safety, efficiency, reliability and security over
the last decade.

Environmental organizations like the Pew Center for Climate
Change and World Resources Institute are among those who sup-
port the expansion of nuclear power, which provides more than 70
percent of the electricity from emission-free sources.

The federal government’s pursuit of a geologic repository to
manage used nuclear fuel is a multi-billion dollar project that
holds great potential for Nevada in terms of job creation, eco-
nomic development and other federal investment in the state. The
selection of Yucca Mountain for the planned repository is backed
by 20 years of science. Its design and operation, including the
ability to monitor and retrieve its contents, will have the public
health and safety of Nevada residents as its top priority. And, if
approved, the project will be a state-of-the-art facility that could
serve as a cornerstone of research and development in advanced
nuclear fuel recycling and treatment options.

As one component of a diverse energy supply system, safe,
clean and affordable nuclear power must play a pivotal role in
meeting the country’s future energy needs. 

Angelina Howard is the vice president of the Nuclear Energy In-
stitute.

T
he U.S. needs to just say no to the nuclear power relapse.
Reactors are potentially catastrophic terrorist targets in
terms of the huge quantities of deadly radioactivity they

could release if successfully attacked. Reactors across our
country represent pre-deployed weapons of mass destruction
for our enemies. 

But it needn’t take an attack for this to occur, because reac-
tors are also vulnerable to accidents, especially aging facilities
whose safety systems have deteriorated, but also new ones in
which the bugs have not been worked out yet. The Three Mile
Island and Chernobyl meltdowns both involved new reactors.
But it also doesn’t take an accident, because reactors release
harmful radiation at every stage of the nuclear fuel chain – in-
cluding daily reactor operations – into the air, water and soil. A
recent National Academy of Sciences report reaffirmed, as had
already been stated for decades, that any radiation dose, no mat-
ter how small, can cause cancer and other diseases. 

Nuclear power cannot solve global warming, because it is
much too expensive and would take far too much time to make a
difference. The last reactor built in the U.S. cost a whopping $7
billion and took 23 years to construct. Energy efficiency mea-
sures are seven times more cost-effective than nuclear power at
reducing greenhouse gas emissions. We can either address the cli-
mate crisis, or we can build new reactors, but we can’t do both. 

Radioactive waste is the issue Nevadans should care about
most, because of Yucca Mountain. Electricity is but the fleeting
byproduct of nuclear power. The actual product is forever-deadly
radioactive waste. The more reactors there are, the more high-
level radioactive waste will be generated, and the more pressure
there will be to dump it all at Yucca Mountain. Tens of thousands
of waste shipments by truck and train would travel through Neva-
da, each one a “Mobile Chernobyl” or “dirty bomb on wheels,”
vulnerable to accident or attack as it rolls within a quarter mile of
the Las Vegas Strip, each carrying from 40 to 240 times the long-
lasting radioactivity released by the Hiroshima atomic bomb. 

Release of even a fraction of the contents of a single con-
tainer would spell unprecedented catastrophe. Even the threat
of these shipments is enough to lower property values. Because
it would make Yucca more likely than ever, new reactors and
the wastes they’d generate would spell real trouble for Neva-
da’s economic future.

Kevin Kamps is a Nuclear Waste Specialist with the Nuclear In-
formation and Resource Service.

Question:
In a speech in June, President Bush said the United States needs
new nuclear plants to meet the nation’s demand for electricity.

Are nuclear plants the answer to energy needs?

Just Say No to the Nuclear Power Relapse
by Kevin Kamps

Nuclear Power Will Meet Future Energy Needs
by Angelina Howard
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The Glass Ceiling 
Dissolved

enee West knows success. As the
first female president of a Strip re-
sort (she became president and

COO of Excalibur in 2002), she serves as
a role model for women in business. I re-
cently sat down with West to get her per-
spective on what makes a woman suc-
cessful. Below follow some of her ideas
for both women and men about how to
make it to the top.
1. Beware the Myth of the Glass Ceiling

Does the glass ceiling really still
exist? Despite being a rare female leader
in a male-dominated field, West isn’t so
sure. In fact, she says, women who
worry too much about such obstacles
can actually hold themselves back. “A
woman who is focused on the fact that
she may not get ahead because she’s a
woman will not get ahead because of
that mindset.” In other words, seeing
oneself as constantly disadvantaged can
be a disadvantage in itself. Women – and
leaders in general – are much more pow-
erful when they move ahead with full
confidence in their ability to succeed.
2. Observe Your Surroundings

How do you learn what it takes to make
it to the top? West’s answer: observe the
people around you. “I watch people whom
I consider to be successful. How do they
interact? What activities are they involved
in? How do they present themselves in a
meeting? How do they communicate?
What is the power in the room, and what
makes these people powerful?” Watching
and asking questions like these makes any
environment a classroom. It’s a technique
anyone can use to develop a powerful
leadership style. 

3. Get Connected
Networking is often touted as a key to

getting ahead. But for West, getting to know
people is more about the quality than the
quantity of relationships. She suggests “get-
ting into rapport” with successful people.

This may be more difficult – and also
more important – for women. “I believe
one of the things that holds women back is
they don’t have access to the informal re-
lationships that men do. It’s a numbers
game. There are more men in leadership,
and they tend to form those relationships
with people who are most like them.” That
can make it difficult for women to find
themselves in the inner circle. 
4. Take Risks

Becoming a top leader takes courage.
West encourages people to take personal
risks, no matter how unprepared they may
feel. For her, taking risks means “being
willing to step up and have the confidence
to move into a position you might not
think you’re ready for.” Constant stretch-
ing helps people move ahead. 
5. Use Your Strengths

Discussions about women in leadership
often focus on what women lack. But

women have some unique traits of their
own that may actually enhance their lead-
ership potential. For instance, West points
out that, “Women can be vulnerable,
whereas men often feel like they have to
be more in control. Women can use their
softer side to their advantage and create a
positive team dynamic as a result.”

Other traditionally female characteris-
tics include a spirit of collaboration and a
willingness to admit a lack of knowledge
–  traits that are compelling to others and
can build up a leader’s success.

Overall, West’s view on women in lead-
ership is this: women would do well to be-
lieve in their ability to succeed and use
their strengths to their advantage.
“Enough women have been successful
that a lot of those old stigmas have melted
away,” she says, adding, “There has never
been a better time to step into a leadership
role in business than today.”

Joelle Jay is an expert in leadership and ef-
fectiveness. In her Reno-based company, Pil-
lar Consulting, she coaches business leaders
and executives how to achieve success while
maintaining a healthy life balance.

by Joelle K. Jay, Ph.D.

R

An Interview with 
Renee West
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Let us help preserve what you’ve built.
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magine, if you will, a time when gam-
ing was not the most important orga-
nization you needed on your side to be

successful in an election campaign. In
fact, while we’re at it, think about win-
ning a campaign while having gaming
completely against you. 

More than a decade ago, this amazing
dream was possible, when the Nevada
State Education Association – a.k.a. the
Teachers’ Union – was in its prime.

Politicians running for office today
have no concept of how powerful this or-
ganization was, a little more than a
decade ago. An endorsement that is rarely
sought after today (some politicians even
run from it), it was the most important
support group from 1988 to 1994.

Want a sampling of how strong it was?
In 1991 the union was able to get a pay
raise for teachers during an abysmal eco-
nomic time when no other entity saw any
increase in its funding. Senate Majority
Leader Bill Raggio and Assembly Speak-
er Joe Dini were both strong supporters
of the teachers’ cause because they knew
this organization had the power to take
them out of the majority.

Why were they so strong? Their lead-
ership understood extremely well the
age-old political phrase “money is the
mother’s milk of politics.” While other
organizations were passing out $500
and $1,000 donations, the teachers
would weigh in with $5,000 and
$10,000 in key races. 

High Times for 
Teachers’ Union
Now in the Past

I

by Mike Sullivan
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If you were an endorsed candidate, you
could also expect tremendous volunteer
help and at least one staffer assigned full-
time to help coordinate your campaign.
Especially in the smaller races, this kind
of help was invaluable. 

The Teachers’ Union was also the first
group to effectively utilize the referendum
process. In 1992, angered by what its lead-
ers thought was a less-than-proper wage
increase, they collected enough signatures
to put on the ballot a “corporate tax initia-
tive.” The measure would have taxed busi-
nesses such as casinos and put the extra
revenue into the education budget.

Scared by what would certainly have
been a successful effort to further erode
their profits, gaming and other business
entities made a deal with Teachers’ Union
leadership that the governor would pro-
pose, and the Legislature would pass, a
less hurtful tax package, but one that
would raise enough money to increase
funding for education (and, of course,
teacher salaries). 

The union was one of the first to bridge
the gap between the parties in order to
successfully lobby its issues. Executive
Director John Cummings was able to deal
with Republican leader Raggio by lend-
ing support to the leader’s caucus at a
time when most unions were still strong-
ly Democratic. Raggio even threw Cum-
mings’ a 40th birthday party, a testament
to their close friendship.

Why are the teachers no longer the force
they were in the early ’90s? When Execu-
tive Director John Cummings and local
union boss Joe Lamarca left in 1994, the
board of directors greatly curbed spending
on campaigns. They also cut ties Cum-
mings had made with several local power
brokers, which had made the union a larg-
er force at the Legislature. These two fac-
tors, and a myriad of other smaller rea-
sons, reduced the impact the union had to
effectively lobby state lawmakers.

The demise of the Teachers’ Union as a
strong political force had a definite impact
on the state, but especially on the Democ-
ratic party. A strong source of funding and
volunteer efforts had been erased, and has
never really been replaced.

Michael Sullivan is president of Knight
Consulting, a Las Vegas-based govern-
ment affairs firm.

http://www.marcusmillichap.com
http://www.eqtitlenev.com
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engineering is correct before a plan goes to
the county. Yes, the county is backlogged
and has delayed us, but sometimes it’s be-
cause what they’re given isn’t quality stuff. 
Winkel: Everybody is strained right
now as a result of high demand for per-
mits and inspections. There’s an added
strain on our governmental and adminis-
trative officials and professionals in-
volved, so everything is taking a bit
longer right now.

Is land still available for large tracts or
master-planned communities? 

If so, where?
Shull: It is, but in Southern Nevada
there’s not much left within city limits.
There’s land in Lincoln County and good
chunks of BLM land that will be released
for sale, but the large parcels are mostly
diminished, for sure.
Winkel: (In the north) land is far more ex-
pensive than it used to be. I don’t know of
any large tracts available right now, and
that’s why developers are moving to Day-
ton and Fernley where it’s a little easier to
find large tracts of land.

Will homes be built on smaller and
smaller lots as land prices rise? 

Shull: You’re going to see more dense
projects than in the past. We’re working
on a project with 30 units to an acre.
That’s to help keep building costs down so
we can build housing the average person
can afford to buy.
Winkel: We’re definitely already seeing
that. We’ve seen average lot sizes decrease
from 10,000 to 12,000 square feet to
6,000 to 7,000 square feet, to where they
are now at 3,000 to 4,000 square feet. And
just a year ago, there was only one high-
rise condominium project in downtown
Reno; now eight or nine are underway.
Peterson: Zero lot-line projects are con-
figured so that instead of the five-foot side
yard on one side of the house, the home
abuts the property line. The higher densi-
ty developments get more products along
those lines.

What do you think of the trend toward
high-rise building? Is it a fad,

or is it here to stay?
McEntire: I hope it’s here to stay. I love

the fact that it lends itself to redevelop-
ment in the urban areas. Some incredible
architecture and landscape has been reju-
venated and built anew.
Peterson: Looking at other parts of the
country, I think it’s here to stay. It certain-
ly is a better use of the land, and gets more
units per acre, one of the critical elements
in keeping costs down.

Overall, do you think Nevada’s 
housing market is healthy?

Winkel: People are concerned about a
housing bubble, but Reno is really a stable
market. You’ve got a land-constrained
market and continued demand. It’s a great
place to live. A housing bubble is marked
by significant speculation, and most
builders in Nevada have not been willing
to sell to speculators. Demand is filled by
families and people wanting to buy homes
in which they’ll live. There’s no crystal
ball, but what we are anticipating is a flat-
tening more toward equilibrium, which is
good. You can’t sustain a level of growth
like we’ve had in the last year and a half.
Overall, this is an excellent market. 

Continued From Page 22

http://www.sheacommercial.com


November 2005   49

Banker’s Bank last year. He is the 10th di-
rector on the board for the organization
and the only one representing Nevada.
“Pacific Coast Banker’s Bank is where
banks do their banking,” Gaynor ex-
plained. “It is an honor to be Nevada’s
representative on the board.”

Over the last five years and through
the next five, Bank of Nevada remains
committed to serving the community
that has been instrumental in its success.
The bank supports several non-profit or-
ganizations, and employees are involved
in philanthropic efforts throughout the
community. It supports the United Way,
the Susan G. Komen Foundation,
YMCA and Ducks Unlimited, and re-
cently donated clothing and water to the
victims of Hurricane Katrina. Gaynor
personally volunteers as a pilot for the
Angel Plane Program and serves as trea-
surer for Opportunity Village. In addi-
tion, he has served as an adjunct profes-
sor at the Community College of
Southern Nevada, where he has taught
finance, personnel and management
classes for over 20 years.

ank of Nevada was founded by sev-
eral prominent business people, in-
cluding John S. Gaynor, vice chair-

man, president and chief executive
officer, whose banking and financial ca-
reer spans more than 35 years. With a vi-
sion to create a bank that would not be all
things to all people, Gaynor and 44 full-
time employees credit the bank’s target
marketing and personalized services as
the factors that brought Bank of Nevada
successfully to its fifth anniversary.  

With three branches in Las Vegas, Hen-
derson and Mesquite and nearly $300 mil-
lion in total assets, the bank focuses on its
niche market, small- to medium-sized busi-
nesses, with 70 percent of those companies
involved in the residential and commercial
real estate industry. 

With such a large percentage of his cus-
tomers in the real estate industry, Gaynor
might be expected to be apprehensive about
all the talk of a “real estate bubble.” How-
ever, he does not foresee a drastic drop in
the market anytime soon. “I think the real
estate market will eventually level off,” he
said. “As interest rates increase, we will
start to see a waning of demand.”

The 2005 Legislature imposed a new
set of taxes on financial institutions in
Nevada, including a higher percentage of
payroll taxes than other businesses pay,
and a separate tax on each bank branch.
“We are working together with the Neva-
da Bankers Association to educate and
lobby legislators on the impact this has on
financial institutions,” said Gaynor. “Leg-
islators singled out our industry, and we
want to ensure that legislation passed is
fair and equitable.”

Bank of Nevada

Bank of Nevada is looking ahead to the
next five years of serving its customers,
with plans to remain a small bank to en-
sure personalized service. “All banks are
made of brick, mortar, vaults and cash.
We have to look ahead to the next five
years and ask how big we really want to
be,” said Gaynor. “We want to remain
small enough to be able to maintain rela-
tionships with our customers.”

Looking at technology, the bank also
recognizes a need to service clients who
are more “tech savvy” and want more
convenient services along with personal-
ized attention. “We recognize that the
needs of the next generation of business
owners will require different services and
new means of delivering those services,”
said Gaynor. “Wealth changes hands
from one generation to the next, and
banks have to look at the new generation
and ask themselves, “What services do
they require and how can we efficiently
deliver them?”

Among other notable accomplish-
ments, Gaynor was appointed to the
board of directors for the Pacific Coast

Celebrating Five Years 
of Success

B

By Michelle Danks
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4.2 percent. However, if they had been
lucky enough to be out of the market for
the worst two months of that period,
their returns would have jumped to 11.3
percent. Perhaps more tempting is that
five-year returns would change from
negative to positive, simply by avoiding
only the three worst months.

On the flip side, what if the market
timers had experienced very bad luck
and were out of the market for what
would turn out to be the best months of
return? For the three-, five-, and 10-year
periods ending April 30, 2005, they
would end up with worse returns by
missing just the best 5 percent of the
months during those time frames. In-
stead of ending three years with $1,133,
our investors would have $962 left from
a $1,000 investment. A 10-year period
shows the most dramatic results: missing
the best 5 percent of the months (six
months out of 120) would mean that an
original investment of $1,000 would re-
sult in $1,633, compared to $2,656 if
they had just stayed put. 

It is interesting to note that over the
entire 10-year period, the S&P 500
Index had positive monthly returns near-
ly two-thirds of the time. This means
that by randomly selecting months to be
out of the market, an investor has a
greater chance of diminishing returns
rather than improving them. 

Market timing should not be confused
with tactical asset allocation. Where
market timing is very short-term orient-
ed, often motivated by fear or greed,
asset allocation is done to maximize re-
turn potential by adapting to longer-term
trends as part of an overall investment
strategy. While recent returns within the
equities markets may make some impa-
tient, it’s important to remember that, for
investors at least, the journey is all about
the destination. Attempts to avoid bumps
along the way can too often lead to miss-
ing the mark.

Doug Fries is the regional president of
the Las Vegas-based private wealth man-
agement office of Mellon Financial Corp.

Market Timing

n spite of what people say about the
journey being more important than
the destination, for investors it is per-

haps the destination that matters most.
While keeping an eye on long-term goals
can be difficult during periods of near-
term upheaval and disappointing returns,
bumps experienced along the way should
not be allowed to cause unnecessary, and
often unproductive, detours.

Through the end of May 2005, the
S&P 500 Index had barely moved since
the beginning of the year, with a total
year-to-date return of -0.95 percent.
Adding to the potential for disappoint-
ment, this year’s returns-to-date fol-
lowed on the heels of a strong 2004.
Still, even last year saw the market trend
up and down around modest returns until
the final two months, when a sudden up-
swing accounted for nearly the entire an-
nual return of 11 percent. Through peri-
ods of fits and starts in the market, it’s
critical to remember both the importance
of a long-term strategy and the potential
pitfalls of market timing.

By now the lesson is familiar: the risk
of market timing is much greater than
the reward, because the chances of get-
ting it wrong are far greater than getting
it right. However, human nature being
what it is, the temptation exists to wist-
fully look back and think what could
have been. The problem is that the reali-
ty is all too often much worse.

It is easy to see why market timing’s
perceived opportunity is tempting. If in-
vestors had remained in the S&P 500
Index for the entire three-year period
ending April 30, 2005, they would have
achieved an annualized total return of

Tempting Opportunity, 
Exceptional Risk

I

by Doug Fries

http://www.c-bnevada.com
http://www.c-b.com
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Although the study commissioned by
EDAWN is expected to benefit the entire
northwestern region of the state, including
the area served by the Northern Nevada
Development Authority (NNDA), Ron
Weisinger of NNDA said he has applied
for a separate grant from the state funds
set aside to help rural areas. 

“We are the only truly regional eco-
nomic development agency in Nevada,”
he pointed out. “The others serve only
one county, while our service area in-
cludes Carson City, Douglas, Lyon and
Storey counties. We also provide tech-
nical assistance to Churchill, Pershing
and Mineral counties.” He hopes to get
funding for a project called REDSI –
Regional Economic Development Strat-
egy Initiative – which will enable the
communities in his service area to hire
a consultant to: determine each area’s
strengths and weaknesses (in work-
force, skill sets, resources and infra-
structure); to define a set of goals that
include input from each community;
and to develop marketing plans that will
help achieve the goals. “The days are
gone when one county can go it alone,
with the exception of Clark County,”
said Weisinger. “We need to devise
ways to work together for common
goals for the entire region.”

The Seeds are Planted
Now that NDA, EDAWN and rural

authorities have received extra finding
this fiscal year, can they expect it from
now on? Alvey isn’t getting too excited
about the prospect. “Right now our goal
is to use this money wisely, to show re-
sults to the governor, the Legislature,
the community and the state. It’s only
guaranteed once, so we won’t take it for
granted. Hopefully, we show that it’s a
good use of money, and make it a no-
brainer next time.”

Somer Hollingsworth also wants to
ensure NDA deserves this windfall. “It’s
almost like winning the lottery,” he said.
“We’ve never received this before, and
we don’t want to screw it up. We know
what we can accomplish with very little
state funding, so we’re going to play our
cards right. It’s pretty exciting.”

Continued From Page 25Continued From Page 25
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services year-round, enrolling their chil-
dren in our schools, adding their talents
and enriching Nevada’s abundant re-
sources in myriad ways. They add to our
growth and contribute to every economic
aspect as they integrate into Nevada.

The NFO was founded in 1983 as part
of the Nevada Commission on Economic
Development. Our mandate is to attract
and facilitate media of all kinds (from mo-
tion pictures, television and commercials,
to documentaries, music videos, Webcasts
and new media, and everything in be-
tween), while promoting Nevada re-
sources. We assist with locations, scout-
ing, photography, intergovernmental
liaison, problem-solving and brainstorm-
ing. We do research, provide extensive ref-
erence materials, compile and distribute
directories of locations, vendors, services,
crew and staff, and other talent. We do ex-
tensive public outreach and education. We
proactively pursue the industry through
sales, marketing and advertising, and par-
ticipate in trade shows, conventions and
conferences.  The many hundreds of pro-
ductions that shoot here each year indicate
we are accomplishing our goals.

In the last six fiscal years alone, the
NFO has helped to channel nearly three-
quarters of a billion dollars into Nevada’s
economy, as filming of all kinds has aver-
aged over $120 million a year. Despite
the devastating effect on location travel
caused by the 9/11 attacks, we’ve sus-
tained our growth while many states have
dramatically lost filming contracts (up to
70 percent in some locales). For several
years in a row, we’ve been voted one of
the top 10 filming locations for indepen-
dent filmmakers.

We do all of this for the reasons shown
above, and we love what we do. Our
motto is, “Do it all, do it right, do it now,
and do it with a smile.”

T
he Nevada Film Office (NFO) helps
more than 600 movie, television,
documentary, commercial and other

media productions film in Nevada every
year. Why is this important to you? Here
are five great reasons:

First, the box-office power of celebri-
ties like Brad Pitt, Julia Roberts, George
Clooney, Drew Barrymore and others
who have starred in movies shot here re-
cently, translates into advertising and
marketing dollars for the state of Nevada,
worth hundreds of millions of dollars.
This value applies to television programs
and TV commercials as well, as hundreds
of those productions shoot in Nevada
every year. A single commercial or prod-
uct placement position inside an episode
of CBS’s CSI or NBC’s Las Vegas costs
hundreds of thousands of dollars, and
being seen in a Superbowl spot costs mil-
lions. Yet, there we are, getting that expo-
sure for free every time our locations are
used and shown. As the credit card com-
mercial might say, “Priceless!”

Second, hundreds of millions of people
around the world see these movies, TV
programs and commercials. The Nevada
images are imprinted on those potential
tourists. This generates visitor volume
and curiosity about many aspects of the
state a tourist might not otherwise consid-
er. The NFO receives calls from tourists
asking when and where TV shows will be
shooting, because they want to plan their
travel to coincide. We hear from tourists
asking where to find certain spots they’ve
seen in movies and documentaries, which
they want to visit personally. Tourists are
fascinated by what they see on the big and
the little screens.

Third, when these movies, TV pro-
grams and commercials shoot here, they
spend tens of millions of dollars in hard
cash, pumped directly into Nevada’s

The Nevada Film Office
Putting the Silver State on the Silver Screen

economy as first-tier spending for every-
thing from accommodations, transporta-
tion and food, to hiring locals, renting
equipment, utilizing our vendors and ser-
vices, and more. This economic develop-
ment means a significant revenue stream
that helps diversify our economy. 

Fourth, filming utilizes existing com-
munity infrastructure, which generates
more “bang for the buck” from standing
resources. Properties and places earn new
income that doesn’t require new expense
on their part, as filming puts the assets to a
new use. The community capitalizes on an
industry that is environmentally friendly
and low-impact, since productions are re-
quired to leave a location in the same con-
dition (or better) as when they found it. 

Fifth, filming of all kinds draws new
permanent resources to our state. Skilled
and semi-skilled people move here for
jobs in media production, bringing their
diversity, experience and families with
them (and their friends and relatives and
associates as future visitors). They be-
come part of our citizenry and our econo-
my, obtaining housing, buying goods and

by Charles Geocaris, Director

Q: What is the role of the Nevada Film Office, and what impact does it have on the state’s economy?

The recent movie, Miss Congeniality II,
starring Sandra Bullock, was partially

filmed in Nevada.
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The evidence established that the aver-
age percentage increase for the entire class
of officers with less than five years of
tenure was somewhat higher than the per-
centage for those with more seniority, and
because older officers tended to occupy
more senior positions, on average they re-
ceived smaller increases when measured
as a percentage of their salary. The city ex-
plained this by stating that it needed to
raise the salaries of junior officers to make
them competitive with comparable posi-
tions in the market. 

A majority of the court held that the
ADEA allows disparate impact claims.
Narrowing the potential reach of an
ADEA disparate impact claim, however,
an employer can escape liability even if
the plaintiff can show a statistical differen-
tiation that adversely impacts people age
40 and over, if the otherwise prohibited
business practice is based on reasonable
factors other than age, such as seniority.

The eight justices who took part in the
decision unanimously held that the plain-
tiffs had not shown that they were dis-
parately impacted by the city’s policies.
The plaintiffs had not “identified any spe-

cific test, requirement, or practice within
the pay plan that has an adverse impact
on older workers.” The employee is “re-
sponsible for isolating and identifying the
specific employment practices that are al-
legedly responsible for any observed sta-
tistical disparities.”
Practical Considerations

While many commentators may see
the court’s decision as a significant
plaintiff's victory, one must keep in
mind that the court found unanimously
against the plaintiffs in this case.  Even
if a plaintiff can identify a specific
business practice that caused the dis-
parity, the employer can still prevail if
it can show that its practice was based
on reasonable factors.  The court up-
held an employment policy that used
seniority, or time in service, as a crite-
rion because it was not based on the
age of the employees.

Karyn M. Taylor is a senior associate with
Littler Mendelson, P.C., the largest labor
and employment law firm in the country.
With offices in Reno and Las Vegas, it ex-
clusively represents management.

n March 30, 2005, in a decision that
will change the landscape of age dis-
crimination litigation, the U.S.

Supreme Court ruled in Smith v. City of
Jackson that workers age 40 and older
may prove discrimination under the Age
Discrimination in Employment Act
(ADEA) using a “disparate impact” theo-
ry. Prior to this holding, a claimant could
only obtain recovery under the ADEA by
claiming that an employer, or prospective
employer, made an adverse employment
decision that was motivated by an intent to
discriminate against the claimant because
she/he was at least 40 years of age. This
case now allows a claimant to recover if it
can be shown that an employer used a neu-
tral business practice (not motivated by
discriminatory intent) that had an adverse
impact on people age 40 and over. The
claimant need not establish that the em-
ployer intended to discriminate. 
The Facts of the Case

In Smith, the plaintiffs were police and
public safety officers employed by the City
of Jackson. In order to attract and retain
qualified people, the city adopted a plan that
granted raises to all police officers and po-
lice dispatchers under which officers with
fewer than five years of service received
proportionately higher raises than those
with more seniority. Most officers who were
over the age of 40 had more than five years
of service, and a group of older officers filed
suit under the ADEA claiming both that the
city had deliberately discriminated against
them because of their age (“disparate treat-
ment claim”), and that they were adversely
affected by the plan because of their age
(“disparate impact claim”). 

Age Discrimination Law:
Supreme Court Expands
Its Scope

O

by Karyn M. Taylor

http://www.lmconstructionco.com
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Business Indicators
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urricanes have destroyed
homes and businesses in the
Gulf Coast area, to say the

least. Other regions are affected,
particularly industries and regional
economies dependent on oil.

In Nevada we are less adversely
affected, as we do not get our gaso-
line and other petroleum products
from the Gulf Coast region. Still, we
will likely see some effects, such as
higher costs for construction mate-
rials, as hurricane-related rebuild-
ing occurs.

A healthy economy should enable
the U.S. to withstand hurricane-re-
lated disruptions. Indeed, the Fed-
eral Reserve has expressed greater
concern about inflation than about a
recession. At the Fed’s first meeting
after Katrina, it raised the target fed-
eral funds rate.

Hurricanes Katrina and Rita will
slow the rate of growth in the near
term and likely increase spending
when rebuilding gets into full swing
in 2006. In short, economic expan-
sion continues. 

The occurrence of weather-related
and other adverse economic shocks
suggests monitoring in the days
ahead. Oil prices, which may trend
downward, are increasingly volatile.
Bottlenecks are more likely because
of capacity constraints. Housing-
price movements point to concerns
for credit quality and speculative
behavior. Deficits in both the federal
budget and balance of payments
could drag the economy off its
course. Obviously, the list of con-
cerns has increased as of late.

National issues are a concern for
the Nevada economy. Still, we fore-
see that conditions will remain more
favorable in Nevada than in the U.S.
as a whole, and that economic ex-
pansion will continue. 

R. Keith Schwer
UNLV Center for Business and 
Economic Research
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