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There will be times you miss 
the most important meeting of the day.
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at work any time, day or night, because we care about your business 
as much as you do.
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AFTER ONLINE 
REDEMPTION.†

Mention 
“reward promo” 
to qualify.

GET A $200 COX BUSINESS 
VISA® PREPAID CARD

$99
with a 3-year agreement

/mo* 50 Mbps Internet 
One Line of Standard Voice 
Unlimited Nationwide Calling

24/7 BUSINESS-CLASS SUPPORTFAST, RELIABLE INTERNET SCALABLE VOICE SOLUTIONS

SWITCH TODAY FOR FASTER SPEEDS BUT SAME GREAT PRICE. 
Call (702) 939-1148 or visit coxbusiness.com

http://www.cox.com/internetdisclosures
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NV Energy Can Help Your Business
Get Plugged In to Electric Vehicles
PowerShift by NV Energy now offers commercial customers incentives to 
offset the cost of building electric vehicle charging infrastructure.

Incentives are available for:
 Workplace Charging
 Multi-family Residences
 Fleet Electrification

Learn more at nvenergy.com/ev
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The Commentary

Lyle E. Brennan
Publisher

COMMENTS
lyle@nevadabusiness.com

By Whose Authority?

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

Where’s all the Marijuana Money?

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

Education Funding
	 Remember	when	President	Obama	promised	 the	HCA	would	 lower	 costs	
and	allow	us	to	keep	our	providers?	We	all	know	how	that	turned	out.	
	 It	seems	the	same	thing	happened	with	tax	revenues	from	the	state’s	newest	
industry	–	Marijuana.	When	proponents	were	touting	all	the	reasons	we	should	
legalize	the	industry,	funding	education	was	at	the	top	of	the	list.	A	few	years	
later,	and	with	substantial	collections	in	taxes	from	the	industry,	educators	are	
back	at	the	table	asking	for	more	funds	for	schools.	So,	what	happened	to	the	
boatloads	of	money	that	was	supposed	to	go	to	education?	It	appears	that	only	
a	small	portion	of	funds	collected	are	directed	to	education,	with	the	remainder	
being	deposited	in	the	general	fund.
	 When	marijuana	was	first	legalized,	part	of	the	ballot	Question	2	that	allowed	for	
the	legalization	specifically	called	for	an	excise	tax	on	wholesale	marijuana	sales	
from	large-scale	cultivators	and	distributors.	It	was	a	condition	of	legalizing	marijua-
na	and	those	funds	are	currently	being	funneled	into	Nevada’s	Distributive	School	
Account	(DSA),	as	they	were	always	meant	to.	However,	there	is	also	an	excise	tax	
on	retail	marijuana	sales,	on	top	of	regular	sales	tax,	that	doesn’t	get	put	into	the	
DSA,	even	though	that	was	the	original	intention	with	the	tax.
	 “The	tax	was	first	contemplated	after	Question	2	had	already	passed,	during	
the	governor’s	2017	State	of	the	State	address,”	explained	Daniel	Honchariw,	a	
senior	policy	analyst	with	the	Nevada	Policy	Research	Institute.	“In	the	speech,	
Governor	Sandoval	 indicated	that	he	wanted	this	additional	tax	and	those	new	
revenues	would	also	funnel	directly	towards	education.	Unfortunately,	the	2017	
Legislature,	after	they	passed	the	10	percent	retail	tax,	failed	to	steer	its	revenues	
to	the	DSA	due	to	a	procedural	technicality	during	the	appropriations	process.	
Instead,	those	revenues	have	been	funneling	to	the	state’s	‘rainy	day’	fund.”
	 The	good	news	is	that	legislators	have	the	opportunity	to	redirect	the	funds	
to	education.	It’s	my	understanding	they	plan	to	make	the	necessary	changes	in	
the	2019	session.
	 Unfortunately,	our	education	 funding	 issues	can’t	be	fixed	simply	by	 redi-
recting	funds.	When	that	large	chunk	of	change	from	marijuana	gets	dropped	
into	the	DSA,	 it’s	not	going	to	alter	the	amount	that	education	gets	per	pupil.	
Rather,	 less	money	from	the	state’s	general	 fund	will	be	sent	to	education	as	
less	will	be	needed.	
	 “It	will	supplant,	not	supplement,”	said	Honchariw.	That’s	not	a	bad	thing	but	it	
does	make	it	clear	that	funds	are	not	the	bigger	issue	here.	The	money	is	there	but	
the	system	and	the	funding	models	need	reform	urgently.	Recently,	several	Nevada	
school	districts,	including	both	Clark	and	Washoe	County,	joined	to	support	the	Fund	
Our	Future	Nevada	initiative	in	order	to	make	changes	to	the	DSA’s	funding	formula.
CALL TO ACTION:	Changing	the	state’s	funding	formula	for	education	is	a	neces-
sary	step	in	the	right	direction.	If	education	stakeholders	claim	not	to	have	enough	
money	but	 state	and	 tax	 revenue,	 from	both	business	and	marijuana,	 are	over-
whelming	being	sent	to	the	DSA,	clearly	there’s	a	disconnect.	While	I	advocate	de-
molishing	our	entire	Nevada	education	system	and	starting	from	scratch	(with	some	
notable	exceptions)	and	copy	other	excellent	education	model	systems	working	
across	our	country,	we	need	to	immediately	address	the	problem	at	hand	and	fix	
the	Marijuana	education	funding	formula	and	connect	the	dots;	thus,	fulfilling	the	
promise	made	to	our	citizenry.
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THERE’S NO TIME FOR DOWNTIME.

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

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

getting better, faster. UMC Quick Care makes it happen, 

without an appointment. And with locations across the 

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

BETTER GET BETTER. QUICK. 

702.383.CARE – umcsn.com/quickcare

Enterprise Quick Care
1700 Wheeler Peak Dr.

702.383.2565

Blue Diamond
4760 Blue Diamond Rd., Suite 110

702.678.1870

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

702.383.3645

Nellis Quick Care
61 N. Nellis Blvd. 

702.383.6240

Summerlin Quick Care
2031 N. Buffalo Dr.

702.383.3750

Peccole Ranch Quick Care
9320 W. Sahara Ave. 

702.383.3850

Sunset Quick Care
525 Marks St.
702.383.6210

Rancho Quick Care
4233 N. Rancho Dr.

702.383.3800

VALLEYWIDE LOCATIONS

NEW LOCATION
NOW OPEN

Centennial
5785 Centennial 

Center Blvd.,
702.383.6270

http://www.umcsn.com/quickcare
http://www.umcsn.com/quickcare
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No stock photo of someone  
using a mobile phone?

Even our ads
are different 
from other banks.

PPBI.com/nevada

Serving Businesses Across Nevada  Pacific Premier Bank is a registered trademark. All rights reserved. 

Expect a Difference.
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 Cover Story 

TODAY’S	 workplace	 is	 changing	 at	 a	 rapid	 rate	 due	 to	 the	
wants	and	needs	of	the	modern	employee.	From	flexible	hours	

to	accessible	and	open	 leadership,	workers	 in	2018	are	de-

manding	more	than	just	money	and	benefits;	they	want	to	be	a	

part	of	something	special.	The	companies	featured	in	the	fol-

lowing	pages	have	managed	to	create	that	special	environment	

and	offer	everything	from	work-life	balance	to	community	in-

volvement	activities	in	order	to	keep	the	best	and	the	brightest.

	 These	 10	 companies	were	 chosen	by	Nevada	Business	

Magazine’s	editorial	staff	after	a	lengthy		process	that	included	

several	 hundred	nominations.	 The	 list	was	 researched,	 nar-

rowed	down	and	verified.	The	following	businesses	represent	

those	organizations	who	have	won	the	loyalty	of	their	employ-

ees	by	consistently	providing	the	best	work	environment	and	

opportunities.

	 In	order	to	get	a	glimpse	into	what	it	is	like	to	work	at	these	

businesses,	the	editorial	staff	did	extensive	research	on	each,	

interviewing	executives,	and	sometimes	staff,	 to	get	a	clear	

picture	of	the	values	each	company	holds	dear.	Based	on	this	

research,	 as	 well	 as	 employee-submitted	 nominations,	 Ne-

vada	Business	Magazine	 is	proud	 to	present	 the	2018	Best	

Companies	to	Work	For.

Companies
to Work For 2018

By Tarah Richardson

Defining the Times
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BEST COMPANIES TO WORK FOR   Cover Story
	 An	alarm	company	based	out	of	Sparks	

in	Northern	Nevada,	CEI	Alarm	was	started	

by	Dave	Sinclair,	owner	and	president,	27	

years	ago.	Sinclair	began	 the	company	 in	

his	garage	and	has	worked	to	steadily	grow	

through	buying	other	alarm	companies	and	

building	a	solid	portfolio.

	 “We	are	not	the	largest	in	town	as	far	as	

alarm	companies,”	explained	Sinclair.	“But,	it	

is	a	goal	that	we’ve	set,	to	be	the	biggest	and	

the	best	in	Reno.”	

	 Sinclair	employs	15	people	and,	over	the	

years,	he’s	learned	a	lot	about	what	it	means	

to	take	care	of	his	people.

	 “I	realized	how	important	employees	are	and	

that’s	when	I	started	putting	an	investment	into	

my	employees;	that	pays	off	10	to	one,”	he	said.	

“Pretty	soon	you	become	a	family.	It’s	been	re-

ally	good.	We	try	to	do	a	lot	of	little	things.	I’d	say	

the	number	one	thing	that	our	team	members	

like	is	flexibility.	I	don’t	think,	in	27	years,	I’ve	ever	

turned	down	someone	taking	a	vacation,	even	

in	our	busiest	time.	Those	are	the	little	things	we	

can	offer	that	the	bigger	companies	can’t.”

	 In	addition	to	making	sure	employees	have	

the	time	they	need	away	from	work,	CEI	has	

a	 “Fun	Night”	Committee.	 The	 committee	 is	

responsible	 for	putting	 together	 team	events	

outside	of	work	and,	in	the	past,	the	organiza-

tion	has	done	everything	from	hay	rides	to	zip	

lining	and	 indoor	 racing.	Employee’s	 families	

are	included	and	the	committee	puts	together	

several	fun	nights	a	year.

	 CEI	Alarm	and	its	team	members	are	also	

heavily	involved	in	the	community.	The	organi-

zation	has	created	the	“Batteries	for	Life”	pro-

gram,	 offering	 free	 smoke	detector	 replace-

ment	batteries	for	senior	citizens.	

	 Moving	forward,	Sinclair	is	always	looking	

for	ways	to	build	CEI	Alarm	and	better	care	for	

team	members,	 from	 improving	 the	compa-

ny’s	health	benefits	package	to	encouraging	

growth	within	the	organization.

	 “If	they	don’t	have	room	for	growth,	then	

why	 would	 they	 stay,”	 Sinclair	 asked.	 “You	

want	people	that	want	to	grow	with	you.”

	 Finding	 a	 balance	 between	 enriching	

home	and	work	lives	for	employees	is	a	point	

of	pride	for	the	Nevada	division	of	D.R.	Horton,	

a	nationwide	homebuilder.	

CEI Alarm
Investing in People
—Sparks

D.R. Horton
The Balancing Act
—Statewide
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	 “We	 encourage	 balance,”	 said	 Brad	

Burns,	Nevada	division	president.	“We	look	at	

balance	as	an	equilateral	triangle.	We	put	fam-

ily	on	the	bottom,	work	on	one	angle	and	rest	

or	relaxation	on	the	other	angle.	If	any	of	those	

become	out	of	balance	then	the	other	two	get	

out	of	balance.”

	 To	that	end,	the	company	encourages	its	

162	Nevada	employees	 to	be	 there	 for	 their	

family’s	 life	events,	even	 if	 they	may	happen	

during	traditional	working	hours.

	 “D.R.	was	 started	as	 a	 family	business,”	

explained	Subrina	Duran,	HR	manager.	 “For	

us,	family	comes	first.	Anytime	something	 is	

going	on	with	family,	whether	it	be	your	per-

sonal	family	or	your	family	at	work,	we	always	

look	at	that	first	and	it	takes	priority.”

	 Duran	started	with	the	homebuilder	nearly	

two	years	ago	and	said	it	was	that	family	at-

mosphere,	alongside	the	people	and	culture,	

that	attracted	her	to	working	for	the	company	

from	the	beginning.	

	 “My	favorite	thing	about	here	is	the	people	

I	get	to	work	with	every	day,”	she	said.	“All	of	

them	 come	 here	 with	 the	 same	 upbeat	 at-

titude,	 you	 get	 support	 at	 every	 level	 and	

there’s	recognition.”

	 As	 part	 of	 that	 recognition,	 D.R.	 Horton	

has	 employee	 awards	 on	monthly,	 quarterly	

and	annual	timelines	and	Burns	goes	around	

once	a	month	handing	out	gold	stars	for	ex-

ceptional	work.	He	strives	to	make	sure	every	

employee	 feels	 heard	 and	 is	 pursuing	 their	

passions	within	the	organization.

	 “We	 give	 people	 the	 opportunity	 to	 im-

prove	and	we	do	that	through	cross	training,”	

said	Burns.	That	cross	training	allows	employ-

ees	to	move	into	other	interests	at	D.R.	Hor-

ton	and	to	have	a	better	understanding	of	the	

needs	of	other	departments.

	 “Ultimately,	 what	 makes	 us	 unique	 is	

our	 people,”	 concluded	 Burns.	 “I’m	 nothing	

without	them.	The	passion	all	our	folks	have	

makes	us	who	we	are.”

	 Founded	in	1981	by	Forrest	Mars,	Ethel	M	

Chocolates	was	named	to	honor	his	mother	

who	helped	inspire	him	to	enter	the	chocolate	

business.	With	around	150	employees,	Ethel	

M	is	a	small	part	of	the	larger	Mars,	Incorpo-

rated	company	and	focuses	on	fresh,	 luxury	

chocolates.	The	organization	places	an	em-

phasis	on	five	principles:	quality,	responsibil-

ity,	 mutuality,	 efficiency	 and	 freedom.	 That	

last	principle	is	one	of	the	favorites	of	General	

Manager	Oren	Young	who	is	in	charge	of	Ethel	

M	and	its	employees.

	 “I	 love	 the	Mars	 company	 because	 they	

gave	me	a	great	opportunity	to	take	this	crown	

jewel	and	run	it,”	Young	explained.	“At	the	end	

of	 the	day,	 they	 let	me	go	and	 take	 care	of	

BEST COMPANIES TO WORK FOR   Cover Story

Ethel M Chocolates
Sweet Freedom
—Henderson
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Saving water is more than  
civic duty.  For us, it’s an art.
In recognition of its leadership in water efficiency and conservation, the Water Conservation 
Coalition presented its Water Hero Award to Jim Murren, Chairman and CEO of MGM  
Resorts International. The award was presented at MGM Resorts’ newest outdoor attraction,  
The Park on Las Vegas Boulevard.

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

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

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

Jim Murren, Chairman and CEO of MGM Resorts International

http://www.snwa.com/waterconservationcoaltion
http://www.snwa.com/waterconservationcoaltion
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business	 and	when	 I	 have	problems	 I	 bring	

them	back.	I	love	that.	It	empowers	everybody	

and	it’s	passed	down.”

	 The	company	culture	from	the	very	top	is	

one	of	openness	that	encourages	collabora-

tion.	Just	like	the	rest	of	the	people	he	works	

with,	Young	sits	in	a	cubicle	and	is	available	to	

listen	and	support	his	associates.	He	added,	

“Everybody	is	equal	and	has	a	say,	a	respon-

sibility,	[but]	we	might	have	different	roles.	I’m	

very	proud	of	that	and	it’s	the	type	of	culture	

we	want	to	create.	We	can’t	have	it	where	se-

nior	leaders	are	not	accessible.”

	 The	 company	 employs	what	 it	 calls	 an	

“associate	 concept”	 to	 further	 that	 sense	

of	equalness	amongst	all	employees.	Anika	

Applewhite,	director,	people	and	organiza-

tion	explained	it	best.	She	said,	“Our	asso-

ciate	concept	is	the	basis	for	ensuring	that	

every	 associate	 is	 respected	 and	 appreci-

ated	for	their	 individual	commitment	to	the	

organization.”

	 Each	associate	at	Ethel	M	is	given	lots	of	

opportunities	 for	 personal	 and	professional	

development	 as	 well.	 The	 chocolatier	 sub-

scribes	to	a	“70/20/10”	model	of	growth	that	

encourages	 development	 through	 70	 per-

cent	 learning	 from	doing,	20	percent	 learn-

ing	from	others	and	10	percent	learning	from	

classes,	experts	or	reading.

	 “Every	single	associate	has	development	

plans	in	the	system,”	said	Young.	“It’s	some-

thing	we’re	very	proud	of	and	always	look	at.	

It	helps	you	from	a	succession	plan	to	really	

groom	people	for	the	right	roles.”	

	 Young	 added	 that	 he’s	 excited	 for	 the	

future	 of	 Ethel	 M.	 “We	 are	 excited	 about	

growth,”	he	said.	 “We	want	 to	 invest	 in	our	

associates.	As	our	business	grows,	we’re	go-

ing	to	need	more	talent	to	come	in	and	help	

us	grow	the	business	even	further.	We’re	ex-

cited	about	those	things.”

	 Having	 incorporated	 in	 1983,	 the	 Food	

Bank	 of	 Northern	 Nevada	 (FBNN)	 serves	

over	 95,000	 people	 each	 month	 and	 has	

provided	 over	 13.3	 million	 meals	 annually	

throughout	 the	 region.	 The	 organization’s	

employees	 are	 dedicated,	 caring	 individu-

als	whose	goal	is	to	provide	healthy	food	to	

anyone	in	need.	New	to	the	food	bank	is	its	

current	CEO,	Al	Brislain,	who	has	been	with	

the	organization	for	just	over	a	year.

	 “I’m	truly	lucky	to	have	gotten	this	job,”	

said	Brislain.	“The	food	bank	has	a	tremen-

dous	reputation	in	the	community.	We	have	

some	great	people	on	staff	from	all	different	

walks	of	life.”

CONTINUES ON PAGE 85
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BUILDING A STRONG CASE 
FOR BUSINESS SUCCESS.

Serving the Northern Nevada 
business community since 1999.

firstindependentnv.com   |   775.828.2000

Southern Nevada’s go-to 
business banking resource.

bankofnevada.com   |   702.248.4200

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

For the third year in a row, Western 
Alliance ranks in the top ten on 

Forbes’ list of America’s Best Banks 
- taking the #2 spot for 2018.

Food Bank of
Northern Nevada
Growth Through Giving
—Reno
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   Feature Story 

The “Own-Your-Own” Financing Institution
By Jennifer Rachel Baumer
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   Feature Story 
“CREDIT	 unions	 have	 a	 different	 struc-
ture	 and	 business	 model	 than	 banks	 do,	

but	 they’re	 still	 depository	 institutions,	 so	

safe	and	sound	is	still	safe	and	sound,”	said	

George	 Burns,	 commissioner,	 Nevada	 Fi-

nancial	Institutions	Division	(NFID).

	 They’re	 also	 the	 largest	 state-char-

tered,	locally	owned	financial	institutions	

in	 the	state,	according	 to	Matt	Kershaw,	

CEO,	Clark	County	Credit	Union.

	 Credit	unions	offer	a	full	suite	of	prod-

ucts	 for	 consumer	 and	 business	 custom-

ers,	may	work	in	construction	lending	and	

offer	services	from	commercial	loans	to	bill	

pay	 and	 payroll	 services.	 The	 differences	

between	credit	unions	and	banks	represent	

choice	for	business	owners	deciding	on	a	

financial	institution.

Credit Union or Bank: 
What’s the Difference?
	 The	 biggest	 difference	 between	 credit	

unions	 and	 banks	 is	 structure.	 Traditional	

banks	 are	 for-profit	 entities	whose	 share-

holders	 are	 investors	 who	 have	 bought	

shares.	 Banks	 typically	 can	 raise	 capital	

through	the	capital	market.

	 Credit	 unions,	 which	 originated	 in	 Eu-

rope	in	the	mid-1800s,	are	member-owned	

non-profit	organizations.	Every	member	 is	

a	shareholder,	and	every	dollar	deposited	

is	a	share.	

	 “A	 credit	 union	 is	 a	 not-for-profit	 or-

ganization	that	 is	controlled	by	 its	mem-

bers,	and	has	a	board	of	directors	that	are	

not	paid	but	 are	 elected	by	credit	 union	

membership,”	 said	 John	 Lund,	 Nevada	

CEO,	America	First	Credit	Union	(AFCU).	

“Credit	 unions	 only	 exist	 to	 serve	 and	

help	 their	 individual	 members,	 whether	

they’re	 consumer	 members	 or	 business	

members.”

	 One	 of	 the	 other	 major	 differences	

between	 credit	 unions	 and	 banks	 is	 the	

way	 they	are	 taxed.	As	non-profits,	credit	

unions	are	not	 requred	 to	pay	any	 federal	

corporate	 income	 taxes.	 Banks,	 on	 the	

other	hand,	are	currently	subjected	to	a	21	

percent	 federal	 tax.	 That	 percentage	was	

reduced	from	38	percent	as	a	result	of	the	

Trump	administration’s	tax	reduction	plan.

What to Know
	 The	 first	 question	 a	 business	 owner	

should	ask	before	deciding	to	work	with	a	

credit	union	is	whether	or	not	the	business	

qualifies	for	membership,	Burns	said.

	 “Because	one	way	credit	unions	are	dif-

ferent	from	banks	is	that	they	have	what’s	

called	a	field	of	membership,	that	basically	

defines	the	association	of	the	credit	union,”	

Matt

Kershaw
Clark County Credit Union
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CREDIT UNIONS

tablish	a	relationship	with	people	wrapped	

around	 their	 actual	 business	 needs.	 And	

we’re	 fast.	 We	 make	 all	 of	 our	 decisions	

here	 and	 I	 personally	 am	 involved	 in	 all	

decisions.	 We	 do	 our	 due	 diligence	 and	

sit	down	and	decide	very	quickly,	which	is	

what	most	businesses	need.”

	 “Once	 they	 open	 an	 account	 with	 us	

they	will	be	a	member	of	the	credit	union	

and	because	of	that,	can	vote	on	our	board	

of	directors	and	participate	 in	all	aspects	

of	the	credit	union,”	said	Kershaw.	

	 “We	 offer	 longer	 terms,	 and	 generally	

lower	rates,	and	less	fees,	which	obviously	

is	kind	of	an	up	front	cost	for	business	own-

ers,”	 said	 Nina	 Hallock,	 commercial	 loan	

officer,	 Great	 Basin	 Federal	 Credit	 Union	

(GBFCU).	“One	of	the	benefits	of	our	credit	

union	is	that	we’re	looking	to	grow	our	mem-

bership	 in	 the	 community.	 So	 when	 local	

businesses	come	to	us,	we	know	that	we’re	

helping	 them,	 and	 they’re	 helping	 us.	 By	

keeping	our	fees	lower	and	our	rates	lower,	

that	saves	them	money,	and	by	offering	a	lit-

tle	bit	longer	terms,	that	helps	them	keep	the	

cash	flow,	so	they	can	focus	on	growing.”	

	 “Our	motivation	 is	 our	members	 and	 to	

deliver	 great	 value	 to	 them,”	 said	Kershaw.	

One	 way	 to	 do	 that	 is	 to	 share	 success,	

so	 Clark	 County	 Credit	 Union	 uses	 bonus	

dividends.	“In	January	2018	we	gave	to	our	

members	 a	bonus	dividend	of	 about	 $3.35	

million	and	gave	that	back	in	ways	and	lev-

els	that	our	members	do	business	with	us,	so	

whether	it’s	a	deposit	or	a	loan,	we	delivered	

that	value	back	and	that’s	one	of	the	ways	we	

like	to	signify	the	value	of	that	relationship.”	

Exposures
and Safeguards
	 The	 non-profit,	 member-owned	 na-

ture	of	credit	unions	creates	some	unique	

considerations.

	 “Though	they’re	similar	to	banks,	they’re	

member-owned,	so	 the	profits	and	 losses	

are	 shared	 amongst	 all	 their	 members,	

said	 Burns.	 Because	 the	 institutions	 are	

non-profit	 cooperative	 organizations	 by	

law,	 membership	 plays	 a	 role.	 Generally,	

membership	 requirements	are	geographic	

or	professional.	Silver	State	Schools	Credit	

Union	 requires	 members	 to	 be	 employ-

ees,	 students	 or	 volunteers	 with	 Nevada	

schools.	 Clark	 County	 Credit	 Union	 has	

geographic	membership	requirements.

	 Another	 good	 question	 for	 business	

owners	would	 revolve	around	how	cred-

it	 unions	 are	 insured,	 either	 federally	 or	

privately.	While	 both	protect	 deposits	 to	

$250,000,	if	it’s	a	concern,	business	own-

ers	should	investigate,	said	Burns.

	 Third,	 can	 the	 credit	 union	 meet	 the	

business’	 banking	 needs?	 Because	 while	

they	can	do	a	lot	of	what	banks	can	do,	they	

can’t	do	everything	banks	can	do,	whether	

because	 of	 regulations	 against	 working	

with	 a	 startup	 business	 or	 not	 handling	

construction	 loans,	 or	 because	 of	 limita-

tions	placed	on	the	amount	of	commercial	

loans	credit	unions	can	make.

	 “We	want	 to	make	 sure	we	 offer	 rel-

evant	 products	 and	 services	 for	 busi-

nesses.	 Speaking	 for	 America	 First,	 we	

work	 hard	 to	 understand	 that	 many	 of	

these	 business	 owners	 put	 life	 and	 soul	

into	making	their	business	the	best	it	can	

be,	and	we	want	 to	help	 them	and	part-

ner	with	them,”	said	Lund.	AFCU’s	focus	

is	 on	 smaller	 businesses;	 they	 don’t	 get	

involved	in	giant	commercial	activity.	

	 Those	 credit	 unions	 that	 are	 geo-

graphic	in	nature	may	not	offer	the	same	

accessibility	 as	 other	 financial	 institu-

tions.	 They	 may	 not	 operate	 statewide	

or	 have	 branches	 in	 every	 community,	

though	most	network	with	each	other.	

	 “Credit	 unions	 are	 very	 member-ori-

ented,	so	a	lot	of	credit	unions	will	accept	

deposits	for	other	credit	unions	and	allow	

people	to	use	their	ATM	to	have	the	same	

kind	 of	 accessibility	 you	 can	 get	 with	 a	

retail	bank,”	said	Burns.	

	 Credit	unions	can	be	 federally	or	state	

chartered,	 but	 both	 have	 to	 comply	 with	

federal	 regulations.	 State	 chartered	 insti-

tutions	are	 regulated	by	NFID,	part	 of	 the	

State	 of	 Nevada	 Department	 of	 Business	

&	 Industry.	Currently	 there	 are	 eight	 state	

chartered	credit	unions.	Up	until	 last	year	

there	were	10,	but	Frontier	Financial	Credit	

Union	merged	with	Greater	Nevada	Credit	

Union	 in	 September	 2017,	 and	 Electrical	

Workers	 401	 became	 part	 of	 Operating	

Engineers	Union.	There	are	no	out-of-state	

chartered	 credit	 unions	 operating	 in	 Ne-

vada	because	the	state’s	financial	division	

doesn’t	allow	for	it.

	 State	 chartered	 credit	 unions	 can	 be	

federally	or	privately	insured.	“Nevada	is	one	

of	only	10	states	that	allows,	by	law,	private	

insurance,	and	five	of	our	eight	are	currently	

privately	 insured,”	 said	Burns.	 “They’re	 in-

sured	by	the	only	private	insurer	in	the	coun-

try,	ASI,	American	Share	Insurance.”

	 ASI	 is	 a	 privately	 held	 company	 that	

insures	 shares	 in	 some	 state	 chartered	

credit	unions	and	was	established	in	1974	

as	National	Guaranty	 Insurance	 Fund.	 It	

insures	 to	 the	 same	 level	 as	 the	Nation-

al	 Credit	 Union	 Administration	 (NCUA),	

which	is	a	federal	organization,	the	sister	

agency	of	banking’s	FDIC.	

The Draw
	 One	of	the	biggest	benefits	of	working	

with	a	credit	union	is	that	they’re	commu-

nity	based,	locally	owned	and	operated.

	 “Generally	 we	 have	 people	 who	 have	

25	 or	 more	 years	 of	 experience	 looking	

at	 commercial	 loans,”	 said	 Jim	 Hunting,	

president	and	CEO,	Sierra	Pacific	Federal	

Credit	 Union.	 “The	 difference	 is	 we	 have	

very	few	fees	and	don’t	charge	points.	We	

go	out	of	our	way	to	have	very	competitive	

rates	and	probably	most	important,	we	es-

   Feature Story

John
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America First Credit Union
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LEWIS
Type of Business: Multifamily Developer | Hails from: Los Angeles, CA
46 years with company in Nevada | Based: Statewide

“Always try to treat others 
as you would like to be 
treated, whether they 
be total strangers, your 
family or your employees. 
No exceptions.”

How did you first get into
your profession?
I	joined	the	family	business	nearly	50	
years	ago	and	am	now	responsible	for	
the	Nevada	operations	of	the	Lewis	
Group	of	Companies.	During	that	time,	
the	companies	have	built	over	25,000	
houses	in	Nevada,	plus	1,000	apartments	
in	Las	Vegas	and	now	we	are	underway	
with	1,000	apartments	in	Reno.	After	
selling	the	home-building	division	of	the	
company	in	1999,	we	have	focused	in	the	
development	of	multifamily	properties,	
shopping	centers,	land	development	
and	other	commercial	ventures.	We	
believe	multifamily	is	one	of	the	most	vital	
sectors	of	the	market	as	housing	is	in	
such	demand,	particularly	in	the	northern	
portion	of	the	state.

When you were a kid,
what did you want to be? 
A	scientist.	I	was	always	interested	in	
science.	I’m	a	trustee	for	the	Desert	

Research	Institute	Foundation.	
What	those	men	and	women	do	is	
groundbreaking	and	fascinating.

What business advice would
you give someone just starting
in your industry? 
Development	of	any	kind	is	fluid	
and	changes	as	the	market	does.	
The	one	constant	is	your	name	and	
reputation.	Always	be	proud	of	the	
work	you	have	done	and	the	method	
you	chose	to	accomplish	that	work.	
Go	the	extra	mile,	learn	all	you	
can	about	the	business	and	make	
meaningful	connections	with	industry	
organizations	and	industry	leaders.

What is a little known
fact about yourself? 
I’ve	traveled	the	world	quite	a	bit	
and	I’m	not	shy	at	all	about	trying	
what	some	people	might	think	are	
odd	foods.

MOVERS & SHAKERS

Face
to Face

What was the toughest lesson 
you’ve learned in your career? 
The	market	cycles	can	be	deep,
and	they	can	be	long.

What is your motto? 
Always	try	to	treat	others	as	you	would	
like	to	be	treated,	whether	they	be	
total	strangers,	your	family	or	your	
employees.	No	exceptions.

What is your favorite thing
about living in Nevada? 
We	are	living	in	exciting	times	here	in	
Nevada.	There	have	always	been	attributes	
like	the	outdoor	activities,	having	all	four	
seasons	and	the	sense	of	community	
you	don’t	find	everywhere,	that	make	this	
a	great	place	to	live.	The	added	growth	
statewide	is	offering	more	access	to	jobs,	
unprecedented	diversity	in	our	economy	
and	promoting	the	addition	of	much	needed	
improvements	to	infrastructure.	I	am	very	
much	looking	forward	to	what	lies	ahead.

ROBERT E.
President, Nevada Division
Lewis Apartment Communities (57 years in Nevada)
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educational	 challenges	 are	 different,	 and	 the	

solutions	are	different	than	when	you’re	looking	

at	averages.	The	problem	with	data	is	it	tends	

to	be	norm-based	and	the	two	extremes,	the	

really	good	stuff	and	the	really	bad	stuff,	tend	

to	go	away.	

PAUL STOWELL:	I	don’t	think	the	numbers	ac-

curately	portray	what’s	going	on	in	this	state.	

We’re	 heavily	 involved	 in	 education.	 I	 see	

what’s	going	on	in	this	state	from	an	educa-

tional	standpoint	with	programs.	I	see	at-risk	

type	schools	that	are	succeeding	beyond	what	

the	numbers	are	portraying	and	I	see	there	are	

some	 bright	 spots	 and	 success	 stories	 out	

there	that	never	get	told,	never	get	reported.	

I	 wonder	 how	 those	 are	 factoring	 into	 the	

numbers.	Why	do	we	continually	rank	at	the	

bottom?	We	see	 the	numbers	going	up	and	

we’re	going	in	the	right	direction	but	there’s	a	

disconnect	with	what’s	really	going	on	in	the	

community	 and	what	 the	 numbers	 are	 por-

traying.	Businesses	look	at	those	metrics	and	

then	say,	“I’m	not	going	to	relocate	a	regional	

center	or	a	headquarter	 to	Nevada	because	

we	can’t	get	the	staff	and	the	employees	we	

need	 because	Nevada	 is	 not	 producing	 the	

best	and	the	brightest.”	That’s	not	true,	we	are	

producing	the	best	and	the	brightest.

IS MORE FUNDING 
THE ANSWER TO 
EDUCATION?
ZARAGOZA:	 I	 think	 it’s	 part	 of	 the	 answer;	 I	

don’t	know	that	it’s	the	total	answer.	The	pop-

ulations	 that	 we	 deal	 with,	 oftentimes,	 have	

more	than	just	academic	barriers.	To	be	suc-

cessful	with	 students,	 you’ve	 got	 to	 provide	

wraparound	services,	you’ve	got	to	be	looking	

at	them	holistically.	To	only	look	at	the	class-

room	as	 a	 single	 variable	 for	 student’s	 suc-

cess,	is	not	consistent	with	the	literature	that	

shows	what’s	needed	for	success,	especially	

for	non-traditional	populations.	P-16	alignment	

starts	very	early	on	in	the	process.	Even	in	the	

high	school	years,	I	think	you’re	very	limited	in	

sus	a	denominator	that	is	constrained	to	those	

students	that	are	already	college	bound.	But	ev-

erybody	wants	[those	numbers].	That’s	the	easy	

news	bite	and	it’s	something	you	can	grab	on	

to.	We	have	to	do	a	little	bit	better	job	educating	

people	on	what	those	numbers	actually	mean.	

And,	 do	more	 to	 celebrate	 the	 successes	 so	

people	are	aware	of	those	successes.

MAHEBA MERHI:	Nevada	is	also	a	very	transient	

state.	We	don’t	have	 the	homegrown	educa-

tional	system	for	a	stable	market,	so	to	speak.	

As	it	fluctuates,	the	districts	then	make	the	ad-

justments	they	need	to	make.	With	that	it’s	very	

difficult	to	maintain	even	classroom	continuity.	

So,	Nevada	is	a	different	type	of	state	to	look	at	

those	metrics.	Sometimes,	if	the	student	has	to	

take	the	ACT	and	they’re	counted	as	a	Nevada	

student,	 they	 may	 have	 come	 mid-year.	 We	

don’t	know	where	they’ve	come	from.	They’re	

not	necessarily	a	product	of	Nevada	schools,	

but	they	count	as	the	one	in	everyone	who	has	

to	take	that	exam.	That’s	a	factor	that	we	need	

to	look	at	as	well.	

FREDERICO ZARAGOZA:	There	are	some	pock-

ets	of	 excellence	and	 I	 think	 the	data	 some-

times	might	hype	that.	On	the	other	hand,	there	

are	places	and	schools	 that	need	a	 lot	more	

resources	than	we’re	willing	to	invest	as	a	com-

munity.	 These	 are	 those	 pockets	 of	 poverty.	

People	 that	 live	 in	 those	 communities,	 their	

ducation	 has	 long	 been	 a	 hot-

button	issue	in	Nevada,	oftentimes	

because	of	a	negative	perception.	

Recently,	 executives	 represented	

education	 in	 Nevada	 met	 at	 the	 Las	 Vegas	

office	 of	 City	 National	 Bank	 to	 discuss	 this	

perception,	the	challenges	the	state	faces	and	

solutions	moving	forward.	

	 Connie	Brennan,	publisher	and	CEO	of	Ne-

vada Business Magazine,	served	as	moderator	

for	the	event.	The	magazine’s	monthly	round-

tables	bring	together	leaders	to	discuss	issues	

relevant	to	their	industries.

DOES NEVADA’S 
RANKING TELL THE 
WHOLE STORY OF 
EDUCATION?

RENEE COFFMAN:	Having	a	number	is	an	easy	

thing	to	rely	on.	The	problem	is	the	metrics,	to	

some	degree.	And,	 I’ll	give	you	one	example.	

One	 of	 the	 reasons	 that	 Nevada	 looks	 bad,	

sometimes,	 is	 with	 our	 ACT	 scores.	 We’re	 a	

state	where	every	 junior	has	 to	 take	 the	ACT.	

We’re	putting	those	numbers	up	against	states	

where	only	those	that	are	college	bound	take	

the	ACT.	You’ve	got	a	denominator	that’s	all	ver-

E

 Industry Focus EDUCATION

https://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_term=PDF%20PDF%20November%202018&utm_content=PDF%20PDF%20November%202018
https://www.nevadabusiness.com/2018/11/industry-focus-education-9/?utm_source=PDF&utm_medium=PDF&utm_term=PDF%20PDF%20November%202018&utm_content=PDF%20PDF%20November%202018


23NOVEMBER 2018   NEVADA BUSINESS MAGAZINE

what	you	can	do	so	if	you’re	investing	only	at	

that	level,	I	don’t	know	that’s	the	most	efficient	

investment.	 There	 are	 a	 lot	 of	 communities	

now	that	are	investing	in	pre-K,	they’re	invest-

ing	in	the	developmental	phase.	So,	money	is	

part	of	the	equation	but	how	you	invest	it	and	

the	game	plan	is	truly	important.	We	do	have	

to	understand	that,	in	some	cases,	money	is	

not	the	answer	but,	it’s	certainly	a	variable.

STEVE BUUCK:	 Education	 has	 two	 compo-

nents.	[The	first	is]	the	kid	and	their	willingness	

to	learn,	their	ability,	want,	drive	and	their	care	

from	home.	Then	also,	there’s	the	mentor,	an	

adult	in	his	or	her	life	that	is	going	to	pledge	to	

make	a	difference	 in	that	kid’s	 life.	There	 is	a	

human	component.	 I	 realize	you	have	 to	pay	

for	that	stuff;	the	majority	of	our	budget	goes	to	

human	resources.	I	understand	that.	And	yes,	

there	are	great	people	volunteering	their	 time	

and	investing	in	the	life	of	one	kid	and	that	kid	is	

learning	a	ton	from	that	person.	So,	it	would	be	

foolish	to	say	that	funding	solves	all	the	issues.

WHAT IS THE 
COMMUNITY’S ROLE 
IN EDUCATION?
STOWELL: It’s	 the	community	 that	 has	 to	 in-

vest.	 Money	 isn’t	 everything,	 it’s	 important.	

But,	 I	 believe	we	 should	 focus	more	 on	 the	

best	practices	and	the	successes	we’re	hav-

ing.	 It	goes	back	to	parent	engagement	and	

involvement,	 student	 involvement.	 There	 are	

so	many	facets	of	how	we	can,	as	a	commu-

nity,	raise	our	kids	to	be	productive	citizens	to	

take	over	our	positions	when	we	retire.	There	

are	great	needs	and	challenges	and	we’ve	got	

to	bring	the	community	and	parents	back	to	

the	table	to	further	this	discussion	and	not	let	

it	be	had	in	the	political	realm.

COFFMAN:	I	also	think	it	is	having	a	more	co-

hesive	 discussion	 about	 education	 from	 a	

statewide	 perspective	 where	 you’re	 bringing	

all	of	the	entities	together.	We	work	in	silos	and	

I	think	we	could	leverage	a	lot	of	collaborative	

and	cooperative	opportunities	if	we	had	oppor-

tunities	to	sit	together	and	talk	about	how	we	

are	not	going	to	be	successful	in	developing	a	

strong	research	mission	like	you	see	in	other	

states	with	other	higher	ed	institutions,	unless	

we	collaborate.	It	starts	here,	there’s	got	to	be	

a	way	that	we	can	facilitate	that.

STOWELL: Take	a	city	 like	Boston,	how	many	

universities	and	schools	and	districts	are	there	

within	Boston	proper?	Tons	of	them.	Yet	there	

are	great	institutions	there	and	very	old	institu-

tions	compared	 to	Nevada.	How	did	 they	do	

it?	How	did	they	collaboratively	bring	everyone	

together	 to	succeed	and	become	one	of	 the	

premier	cities	for	education	in	the	country?	

COFFMAN:	Some	of	it	is	just	because	we	are	so	

new.	 In	 the	 early	 years,	 you’re	 so	 focused	on	

growing	and	doing	what	you	need	to	do	to	stay	

ahead	of	the	curve	that	you’re	internally	focused.	

But,	we	are	reaching	a	tipping	point	and	a	point	

of	maturity	in	this	community	where	I	think	some	

of	that	outreach	and	working	together	and	col-

laboration	becomes	much	more	possible.

CANDYCE FARTHING:	I	came	from	Oregon	about	

three	 years	 ago	 and	 I’ve	 seen,	 just	 within	 the	

charter	network,	a	huge	 focus	of	collaborating	

and	being	together	and	being	a	united	front	and	

really	 supporting	 and	 having	 a	 voice	 together,	

even	though	we’re	competing	against	each	other.

ZARAGOZA:	The	other	consideration	is	wheth-

er	the	models	that	we’re	projecting	are	going		

to	continue	to	be	the	most	effective	models.	

The	question	of	whether	we	 just	continue	to	

grow	and	support	the	existing	systems	needs	

to	be	looked	at.	There	are	some	best	practices	

out	there	and	there’s	so	much	that	we	need	to	

look	at	in	terms	of	innovation	within	the	educa-

tion	systems	beyond	where	we’re	at.	We	need	

to	go	back	and	evaluate	whether	the	current	

education	model	needs	to	morph	into	a	more	

diverse	system	that’s	a	little	bit	different	than	

what	we’re	using.

HOW BIG OF AN ISSUE 
IS REMEDIATION?
ZARAGOZA:	For	me	it’s	a	big	problem,	70	

percent	 of	 graduates	 that	 come	 through	

CSN	need	remediation	in	either	English	or	

can	work	together	to	forward	a	greater	mission	

of	improving	education	statewide.	

BUUCK:	You	have	not	because	you	ask	not.	A	

lot	of	people,	when	you	 look	them	in	the	eye	

and	 express	 need	 are	willing	 to	 engage	 and	

help.	Maybe	it’s	our	fault	on	the	education	side	

that	we	don’t	ask	enough.	It’s	amazing,	even	if	

we’re	looking	for	guest	speakers,	people	want	

to	give	back	to	kids.	It’s	really	a	beautiful	thing.	

When	 we’ve	 asked	 the	 business	 community	

they’ve	responded	well,	that’s	the	bottom	line.

STOWELL:	I’m	part	of	a	group	called	the	Nevada	

Corporate	Giving	Council.	It’s	corporate	funders	

coming	 together	on	a	quarterly	basis	and	we	

share	a	lot	of	best	practices.	Applied	Analysis	

puts	together	our	corporate	philanthropy	survey	

and	the	numbers	that	come	back,	[education]	

is	number	one	in	terms	of	giving	from	corpora-

tions	 in	Nevada.	We	outpace	 the	national	av-

erage,	which	 is	 fascinating.	Education	 is	 very	

important	to	Nevada-based	companies	that	are	

here	doing	business.	From	a	corporate	funders	

standpoint,	 that	 is	our	discussion	most	every	

time	we	get	together.

IS THERE A BARRIER 
TO COLLABORATION?
COFFMAN:	It	would	be	really	interesting	to	see	

if	we	could	get	some	sort	of	an	education	col-

laborative	going,	maybe	you	start	with	South-

ern	Nevada	and	you	bring	Northern	Nevada	

into	 it.	 Reaching	 out	 to	 the	 public	 schools	

just	 to	 try	 to	offer	 them	services	sometimes	

is	a	challenge,	to	even	get	in	there.	There	are	

things	that	we	would	like	to	do	to	raise	aware-

ness	 of	 health	 professions	 and	 careers	 or	

even	do	things	as	a	service	and	you	have	to	go	

through	so	many	layers	in	the	public	schools	

to	even	get	to	the	right	person	to	know	who	

to	talk	to	say,	 I	want	to	give	your	students	a	

presentation	about	drugs	and	abuse.	We	all	

have	 limited	 resources,	 are	 there	 ways	 that	

we	can	leverage	shared	resources?	As	a	uni-

versity,	one	of	our	missions	is	also	research.	

It’s	so	difficult	to	get	people	to	play	outside	of	

their	sandboxes	with	respect	to	research.	We	
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economy	 and	 technology.	 What	 is	 the	

labor	market	and	 the	economy	going	 to	

look	like	in	five	or	ten	years?	It’s	going	to	

change	dramatically.	Are	we	going	to	be	

prepared	for	our	educational	systems	to	

meet	that	demand?

ZARAGOZA:	We	need	 to	educate	people	

for	jobs	that	don’t	exist	but,	the	skill	sets	

that	 are	 needed	 are	 pretty	 well	 known.	

We	 just	 need	 to	 be	 able	 to	 incorporate	

that	 into	 our	 systems	 and	 processes,	

thinking	more	about	skills	 that	students	

need.	Employers	now	are	 telling	us	soft	

skills	 are	 critical	 skills	 now.	 Those	 skill	

sets	shift	away	from	the	job	and	are	go-

ing	to	be	important	for	us	to	teach	within	

the	higher	education	system	space.

BUUCK: That’s	a	comforting	comment.	 I	

read	that	kids	we	have	in	our	school	to-

day,	 in	20	years,	more	than	half	of	them	

are	going	to	be	in	careers	that	don’t	even	

exist	yet.	It	is	scary	and	yet,	you’re	right,	

it	 comes	 down	 a	 certain	 skill	 set	 that’s	

always	 going	 to	 win	 in	 the	 American	

economy	and	in	the	workforce.

WHAT DOES NEVADA 
EDUCATION LOOK 
LIKE IN THE FUTURE?
ZARAGOZA:	I’m	very	hopeful.	I	really	am.

MERHI:	 I	 am	 as	 well,	 I’m	 hopeful	 it	 will	

change.	 I	 think	 Nevada’s	 infrastructure	

is	changing	and	these	conversations	are	

leading	 us	 in	 the	 right	 direction.	 We’re	

seeing	more	initiatives	come	forward.	In	

the	next	five	years,	it	will	be	a	much	bet-

ter	place.

FARTHING: There’s	 been	 some	 very	 rig-

orous	expectations	put	 in	place	that	we	

are	 going	 to	 do	 this,	 pull	 up	 our	 boot-

straps	 and	 go.	 That’s	 felt	 across	 the	

board.	 I’ve	 seen	 a	 shift	 just	 in	 the	 few	

years	 I’ve	 been	 here	 with	 education	 as	

a	whole	in	Nevada.	We	need	to	focus	on	

these	students	and	we	need	to	not	be	at	

the	bottom	anymore.

math,	so	that’s	a	challenge	for	us.	We,	as	

a	rule,	don’t	have	the	same	applicant	pool	

as	 a	 university	 type,	 four-year	 system,	

but	for	a	community	college,	it’s	about	70	

percent,	especially	the	math	area.	

MERHI: I	 agree	 that	 math	 is	 usually	 the	

biggest	area	of	remediation	that’s	neces-

sary	for	pretty	much	all	college	students.	

Whether	it	be	community	college	or	even	

university	students.	

STEVE BUUCK:	 If	 our	 high	 school	 kids	

get	a	“D”	or	lower	in	any	core	class,	they	

must	 remediate	 it.	 They	 have	 to	 take	 it	

over	during	the	summer	school.	And,	it’s	

largely	 math	 and	 science	 classes	 that	

kids	are	taking.	That’s	new.	Obviously	ev-

ery	 school	 in	 the	 country	 remediates	 an	

“F”.	Kids	have	to	or	they	didn’t	get	credit.	

But,	we	make	every	kid	with	a	“D”	in	core	

courses	remediate.	It’s	a	start.

DO WE HAVE A 
TEACHER SHORTAGE?
FARTHING:	We	have	a	huge	teacher	shortage.	

We	 need	 to	 grow	 teachers	within	 our	 own.	

If	we	don’t	have	the	right	personnel	 to	help	

focus	on	these	kids,	to	do	what	we	need	to	

do	to	get	them	where	they	need	to	go,	we’re	

not	going	to	go	anywhere.	That	needs	to	be	a	

drive	for	our	community,	to	be	able	to	foster	

kids	wanting	to	become	teachers.

MERHI:	We	are	working	very	closely	with	the	

Clark	County	School	District	and	supporting	

a	program	that	we	developed	called	Apple.	

[That	program]	takes	support	staff	that	work	

at	 Clark	 County	 School	 District	 and	 helps	

them	then	obtain	their	bachelor’s	degree	and	

their	 [teaching]	 licensure.	 The	 employee	 is	

able	to	keep	their	employment	when	it’s	time	

to	do	their	student	teaching,	which	is	usually	

the	 toughest	 part	 for	 someone	 who	 wants	

to	 become	 a	 teacher.	 We’ve	 worked	 with	

Clark	County	School	District	to	design	a	pro-

gram	for	those	support	staff	to	then	become	

teachers	that	are	homegrown,	already	in	the	

system	and	here	in	Nevada.

FARTHING:	On	a	bigger	note	too,	we	need	

to	 compensate	 our	 teachers	 more,	 but	

we		also	need	to	talk	it	up.	It	needs	to	be	

a	more	 positive	 thing	 instead	 of	 a	 nega-

tive	thing.	There’s	a	connotation	now	that	

people	don’t	want	to	go	into	education	be-

cause	of	all	the	additional	testing,	the	ad-

ditional	requirements,	the	lack	of	pay,	the	

time	 and	 all	 these	pieces	we’re	 requiring	

of	 teachers	 these	days.	We	need	 to	start	

celebrating	 teachers	and	celebrate	going	

into	education	and	how	fantastic	it	is.

HOW ARE YOU 
TRAINING STUDENTS 
FOR THE JOBS OF
THE FUTURE?
STOWELL: Look	at	where	 jobs	are	going	

to	be	in	five,	ten	years,	and	the	changing	
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ransparency is an essential 
part of a representative govern-
ment; without it, some would 
rule while others would simply 

be ruled over.
 This is why the federal government 
and every state in the nation has passed 
laws that explicitly address the public’s 
right to access government records and 
information. For more than 100 years, 
Nevada has had some form of public re-
cords law on the books. 
 And it’s only gotten better with time. 
 Currently, the law is emphatic in de-
claring the importance of ensuring public 
access to government records and con-
tains numerous mandates for how gov-
ernment agencies must respond and pro-
vide access to these records.  
 Unfortunately, it has one glaring weak-
spot: the lack of any penalties for govern-
ment officials who choose to ignore it. 
 Thus, despite the clear mandate for 
government transparency in Nevada, an 
increasing number of government agen-
cies are brazenly deciding the rules sim-
ply don’t apply to them. 
 In October, for example, the Nevada 
Policy Research Institute had to sue the 
Clark County School District after it re-
fused to hand over emails necessary to 
verify a former employee’s allegation 
that she had been unlawfully terminated 
after reporting test falsification within 
the district. 
 CCSD’s total disregard for the law was 
on complete display in its denial, where it 
simultaneously asserted that the request-
ed emails were “confidential personnel 
records” while also citing exemptions 
from the federal Freedom of Information 

Act — which, of course, applies exclu-
sively to federal government agencies, 
not local school districts! 
 Even if the district was telling the 
truth about some of the emails being 
confidential or containing confidential 
information, the law still requires it to 
disclose the non-confidential portions of 
those emails. CCSD, however, refused to 
do even that. 
 Now, of course, the district will be 
defending its absurd denial in court — 
wasting valuable tax dollars that should 
have gone towards students and class-
rooms rather than keeping taxpayers in 
the dark. 
 Sadly, this isn’t the first time CCSD 
has stonewalled attempts to shed some 
light on potential abuses — nor is the dis-
trict the only government agency willing 
to ignore the plain language of Nevada’s 
public records law.  
 The Public Employee Retirement Sys-
tem has twice gone to court for attempt-
ing to keep secret the payout amounts it 
makes to retired public-sector workers. 
Other agencies too have increasingly ad-
opted a “well, let them sue” attitude in 
denying records requests from the pub-
lic, resulting in watchdog groups, news 
outlets and the general public with no ef-
fective way to keep their eye on govern-
ment’s activities. 
 And it’s not hard to see why this trend 
is continuing. 
 After all, even if a denied request ul-
timately goes to trial, it can take years 
before the records are finally released, as 
the government is more than willing to 
spend tax dollars pursuing every appeal 
and stall tactic available to them.

 And when the court case is all over, 
what happens next? Well, the agency 
shells out more tax dollars to pay attor-
neys fees, requests a larger budget for 
the next biennium to make up for what it 
spent on litigation and generally returns 
to “business as usual” denying future re-
quests. 
 No lasting penalties for the agency, no 
ongoing promise for more transparency 
and, most importantly, no accountabil-
ity for the government employees who 
knowingly and deliberately decided to 
ignore the law and deny the records in 
the first place. 
 When we taxpayers violate the law — 
even mundane or minor laws — we face 
penalties and sanctions. From speed lim-
its to property taxes, citizens and taxpay-
ers face a litany of potential penalties for 
failing to adhere to the letter of the law. 
 So why should government officials 
be treated any different? 
 The solution to the culture of non-
compliance spreading through Nevada 
governments is simple, bipartisan and 
critical to ensuring state law is enforced: 
The legislature needs only treat the pub-
lic records law like every other law and 
include penalties for those who break it.  
 That is to say, courts must be allowed 
to hold the government official who 
made the determination to withhold the 
record, charge an exorbitant fee, or simi-
larly obstruct access in a bad-faith man-
ner personally liable for the prevailing 
requester’s fees.
 Only then will Nevadans receive the 
transparent and open government that 
has been promised to them for over 100 
years.

T

NEVADA’S PUBLIC RECORDS
LAW NEEDS TEETH

 Free Market Watch

Michael Schaus is communications director for the Nevada Policy Research Institute.
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n the last year, the notion that soft target venues pose 
a real security concern is unequivocal. Outlining the 
concerns is easy, resolving the issues is quite another 
matter. In the hospitality industry, we only have to look 

at events over the last decade to know that greater focus 
and attention is overdue. How do we do this? By looking at 
approaches that can balance the need for security against 
maintaining guest experience, weighing the cost of imple-
menting new technologies, and assessing risk. 

NON-INTRUSIVE SECURITY PROCEDURES
 Intrusive security, similar to TSA, are antithetical 
to the hospitality industry. Implementing such proce-
dures not only lengthen lines but increase the stress 
and discomfort of visitors. Positive guest experience 
requires less intrusive security procedures and sys-
tems, which are available today and not difficult to im-
plement. New experience-maintaining technologies ex-
ist, including software to proactively identify potential 
threats—whether they are crowds, individuals, or items 
left unattended, and kiosks providing digital check-in 
services that require a scan of a government issued ID 
for an additional layer of authentication. 
 Further, there are passive detection capabilities that will 
identify all manner of concealed weapons, plastics, pow-
ders, ceramics and other contraband as well, without inter-
fering with the guest experience.  These can be positioned 
at entryways, front desk areas or where controlled access to 
hotel room elevators might be located.  

SECURITY TECHNOLOGY THAT
COULD BE EASILY IMPLEMENTED
While not new, there are also several effective technologies 
that provide on-premise staff additional protection and se-
curity through wearable panic buttons. These technologies 
not only allow immediate calls to security with the simple 
push of a button but provide a precise location for the staff 
member who may be in a threatening situation—often 
within a meter or two.  

OPERATIONAL COST BENEFITS TO
ADDING NEW SAFETY TECHNOLOGY
 Given that technology exists to provide better passive se-
curity without destroying the guest experience, the next issue 
to tackle is how to afford the cost of implementing these tech-
nologies. The answer to this question will no doubt be different 
from venue to venue based on a variety of different factors—
location, visitor demographics, and more. What if we evalu-
ated these technologies and the benefits they may proffer for 
enhanced security and safety for customers, coupled with the 
downstream benefits that can come from these technologies?
 So, what are these downstream benefits? Let’s say a venue 
or property implements a number of security surveillance cam-
eras throughout public spaces—lobbies, elevators, hallways, 
casino floors, etc. The same technology that allows security to 
identify or follow a threat allows the same tracking of guest, 
casino player or concert-goer behavior. This tracking offers 
a side benefit of valuable behavior patterns that can improve 
every guest’s experience. What if the technology not only en-
abled staff member protection, but allowed a venue or property 
to remove unsightly, in-room dining trays more quickly from 
hallways or provide a guest refrigerator, rollaway bed or other 
amenity quicker? These scenarios would not only provide bet-
ter guest experience but allow properties a greater share of 
wallet. The benefit is no longer limited to security but can also 
offer improved cost efficiency and increased revenue—three 
major benefits that would be worth the investment.

REAL SOLUTIONS TO REDUCE RISK
 These scenarios are not just future capabilities, but 
real opportunities that exist today. However, the solutions 
can only be implemented with a strategic and tactical plan 
involving all stakeholders. With proper implementation, 
security and safety may not be as antithetical to the hospi-
tality industry as it appears at first blush.  
 Although we may not be able to mitigate risk to zero, 
with the right technology and proper implementation, we 
have opportunities to reduce risk and increase efficiency 
and revenue through technology.

I

IS THE “SOFT-TARGET”
SECURITY ISSUE RESOLVABLE?

 Tech.knowledge.me

Peg McGregor is CEO for Technovation Solutions.

SECURITY
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 Around the State

Nevada Home Prices are Up
According to the Greater Las Vegas Association of Re-
altors (GLVAR) existing single-family homes in South-
ern Nevada sold for a median price of $300,000. This is 
the first time the price has reached this high in over 11 
years and is up 13.2 percent from the same time a year 
ago. On the other end of the state, sales volume around 
Lake Tahoe climbed 26 percent from the same time 
last year. The median price of a home in Lake Tahoe is 
up 12 percent to $655,000.

Elko-Based Residency Program
Opens Expanding Access
A partnership between the University of Nevada, Reno School of Medi-
cine (UNR Med) and Nevada Health Centers (NVHC) has resulted in 
the creation of the Elko Family Medicine Residency Program. The pro-
gram is designed to expand healthcare for rural Nevadas and increase 
the primary care physician workforce in Elko and the surrounding areas. 
The residency program was made possible by a $1.4 million grant from 
Governor Sandoval’s task force on graduate medical education which 
was approved during the 2015 legislative session.

CSN Receives STEM Education Grant
The College of Southern Nevada (CSN) recently an-
nounced that the Governor’s Office of Science, Innova-
tion and Technology has awarded the college $1 million 
to help strengthen STEM education in under-represented 
student populations. The grant will be used to fund the de-
velopment of initiatives that seek to increase the number 
of under-represented or low-income students studying and 
completing degrees or certificates in the science, technol-
ogy, engineering and math fields.

theCoderSchool Opens
in Las Vegas
A children’s enterprise franchise that provides 
computer programming lessons to children aged 
between 7 and 18, theCoderSchool has opened a 
Las Vegas branch. The school was designed to help 
children develop computer programming skills 
and uses variety of platforms to teach various 
coding languages. The school was first founded in 
2014 and began franchising in 2016.
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	 FBNN	employs	55	people	 in	addition	 to	

working	 with	 some	 school	 chefs	 for	 after	

school	meals.	On	top	of	 that,	 the	organiza-

tion	has	several	hundred	volunteer	staff	with	

almost	30,000	volunteer	hours	a	year.	For	the	

non-profit’s	full	time	workers,	FBNN	offers	a	

benefits	package	and	works	to	provide	com-

petitive	 salaries.	But,	 Brislain	 feels	 the	 big-

gest	draw	for	employees	to	the	food	bank	is	

the	organization’s	mission.

	 “There	are	a	lot	of	people	out	there	that	

really	 do	 care	 about	 the	 community	 and	

care	about	 families	 facing	hunger,”	he	said.	

“We	just	did	an	employee	engagement	sur-

vey	and	pretty	much	100	percent	of	people	

said	they	were	proud	to	be	here	and	proud	of	

what	the	food	bank’s	mission	is.”

	 Stacey	Puentes,	an	HR	generalist	at	the	

Food	Bank	of	Northern	Nevada	added,	“Not	

only	do	they	treat	their	employees	extremely	

well,	but	 the	work	 itself	 is	very	 rewarding.	 I	

love	coming	to	work	every	day	and	seeing	my	

colleagues.	Knowing	that	we	are	all	making	a	

difference	tops	the	list.”

	 To	his	team	and	the	work	they	are	passion-

ate	about	Brislain	said,	“You	are	making	an	in-

credible	difference.”	He	went	on	to	tell	the	story	

of	a	staff	member	asking	a	mom,	as	she	was	

leaving	a	FBNN	mobile	pantry,	what	 the	 food	

meant	to	her.	The	mom	responded	saying,	“You	

know	what	this	means?	I	don’t	have	to	pretend	

like	I’m	eating	in	front	of	my	kids	anymore.”

	 Having	a	sense	of	pride	and	ownership	

is	 an	 unofficial	 hallmark	 of	 LP	 Insurance.	

The	company	is	a	statewide	insurance	bro-

kerage	 company	 with	 125	 employees	 and	

branches	in	all	parts	of	Nevada,	from	north	

to	south	and	the	rural	areas	in	between.

	 “One	of	the	key	measurements	for	suc-

cess,	 not	 only	 for	 the	management	 team	

and	 shareholders,	 but	 also	 with	 the	 em-

ployees	themselves	is	having	what	we	call	

ownership	 work	 ethic,”	 explained	 Nick	

Rossi,	president	and	sales	executive	with	

LP.	 “When	 we	 bring	 someone	 into	 our	

world	 and	 ask	 them	 to	 share	 our	 world,	

one	of	 the	 real	 important	aspects	of	 that	

is,	do	 they	own	 their	 little	portion	of	 that	

universe?”

	 That	 culture	 has	 allowed	 LP	 employ-

ees	a	sense	of	empowerment	within	their	

careers.	 It	 has	 created	 a	 fun	 work	 envi-

ronment	 where	 everyone	 is	 able	 to	 fulfill	

their	own	creative	visions	for	their	careers,	

follow	 their	 passions	 and	 even	 reinvent	

themselves	when	necessary.

	 “When	 you’re	 dealing	 on	 a	 business	

to	business	 relationship	basis,	 the	 abso-

lute	essential	ingredient	for	success	is	the	

quality	 of	 your	 people,”	 said	 Rossi.	 “Let	

me	put	 it	 this	 simply,	our	brand	exists	 to	

support	 the	employee,	not	 the	other	way	

around.”

	 He	 added,	 “This	 is	 a	 people	 to	 peo-

ple	 business;	 it’s	 relationship	 business.	

Our	 productivity	 measurements	 are	 not	

build	 around	 machinery,	 large	 industrial	

plants	or	equipment.	They’re	built	around	

the	 ability	 of	 professional	 consultants	 to	

achieve	results.”

	 LP’s	 recognition	 of	 the	 importance	

of	 employees	 has	 lead	 to	 a	 variety	 of	

programs	 that	 has	 build	 a	 camaraderie	

stretching	 across	 the	 whole	 of	 Nevada.	

The	 company	 has	 employee	 recognition	

programs,	 a	 committee	 dedicated	 to	 im-

proving	 LP’s	 culture,	 community	 involve-

ment	 opportunities	 and	 fun	 workplace	

competitions	 and	 rivalries	 to	 connect	

team	members	throughout	the	state.	

	 “We	are	workmates,	we’re	 teammates	

and	we’re	friends,”	said	Rossi.	“If	I	had	to	

sum	up	what	I	thought	the	atmosphere	of	

LP	is,	that	would	be	the	best	way	to	say	it.”

	 For	 Guy	 Martin,	 president	 of	 Martin-

Harris	 Construction,	 treating	 his	 employ-

ees	like	family	is	only	natural.	The	company	

was	founded	by	his	father,	Frank	Martin	in	

1976	and	stresses	the	importance	of	a	true	

family	environment	within	the	workplace	for	

each	of	its	employees.

	 “The	 legacy	 my	 father	 instilled	 in	 me	

was	 people	 over	 projects,”	 said	 Martin.	

“We	don’t	go	out	and	 take	on	a	bunch	of	

projects	 that	 requires	 a	 big	 hiring	 frenzy	

and	 then	 lay	 everybody	 off.	 Our	 focus	 is	

more	about	building	teams	of	professionals	

and	giving	them	a	place	they	can	become	

the	best	in	the	industry.”	

	 This	attitude,	from	the	top	down,	has	led	

to	low	turnover	in	an	industry	that	is	know	

for	turnover.	It’s	also	created	a	culture	that	

emphasizes	 personal	 growth	 backed	 by	

the	 support	 of	 ownership.	 Between	men-

torships,	 training,	 tools	and	support,	Mar-

tin-Harris	has	made	becoming	the	best	at	

what	you	want	to	be	a	priority.

	 “It’s	 a	 little	 disingenuous	 that	 some	

leaders	make	the	statement	that,	‘we’re	all	

family’	 then,	 when	 someone	 in	 the	 family	

needs	you,	 you’re	not	 there,”	 said	Martin.	

“Our	core	values	don’t	allow	us	to	behave	

that	way.”

	 To	keep	an	eye	on	the	pulse	of	his	fam-

ily-oriented	company,	on	a	quarterly	basis,	

Martin	sits	down	with	new	employees	over	

a	meal	and	allows	them	to	voice	their	con-

cerns.	 He	 offers	 straightforward	 answers	

and,	in	turn,	seeks	to	find	out	their	challeng-

es	within	their	new	roles.	There	 is	an	open	

leadership	style	throughout	the	organization	

CONTINUED FROM PAGE 14

LP Insurance
Services, Inc.
“Run it Like You Own It”
—Statewide

Martin-Harris
Construction
Family First
—Las Vegas
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that	encourages	teams	to	seek	advice	and	

help	from	other	teams	and	collectively	pres-

ent	those	challenges	to	leadership	to	be	ad-

dressed.	 In	addition,	 any	associate	 is	able	

to	submit	a	training	plan	and	implement	it	at	

one	of	 the	company’s	48	 training	sessions	

held	throughout	the	year.	

	 Martin-Harris	 has	 also	 placed	 an	 em-

phasis	on	tapping	into	the	loyalty	of	the	next	

generation,	including	millennials.	Of	the	324	

associates	 working	 for	 the	 construction	

company,	40	percent	are	millennials.

	 “In	a	true	family	environment,	the	family	

is	loyal	to	its	family	members	first,	beyond	

anything	else,”	Martin	said.	“That’s	all	 the	

millennial	generation	 is	 looking	 for,	some-

place	they	can	be	in	a	family.”	

	 Created	 by	 the	 Nevada	 Legislature	 in	

1973,	the	Nevada	Rural	Housing	Authority	

(NRHA)	 is	a	multi-faceted	housing	financ-

ing	agency	that	administers	housing	choice	

vouchers	 across	 15	 rural	 communities	 in	

Nevada.	 The	 organization’s	 mission	 is	 to	

provide	and	finance	affordable	housing	op-

portunities	for	all	rural	Nevadans.

	 “We’re	 hitting	 affordable	 housing	 on	

every	front,”	explained	Bill	Brewer,	execu-

tive	 director.	 “We	 try	 to	 serve	 folks	 from	

homeless	to	homebuyer	and	everybody	in	

between.”

	 The	 company	 has	 39	 employees	 that	

are	 passionate	 about	 helping	 find	 homes	

for	families	in	need.	

	 “I	 can	 unabashedly	 say	 we	 have	 the	

best	 staff	 anywhere,”	 said	 Brewer.	 “They	

enjoy	serving	the	people	that	we	serve	and	

many	 of	 them	 have	 come	 through	 similar	

circumstances.”

	 In	turn,	NRHA	leadership	strives	to	make	

sure	 their	 team	knows	 they	 are	 appreciated	

by	 the	 organization.	 NRHA	 hosts	 monthly	

appreciation	 events,	 peer	 recognition	 pro-

grams,	award	programs,	team	building	events	

throughout	the	year	and	monthly	staff	meet-

ings	for	strategic	plannings.	Because	the	or-

ganization	is	mission	driven,	Brewer	feels	it’s	

important	 for	everyone	to	have	reminders	of	

what	the	NRHA	mission	is.	He’ll	even	hand	out	

a	$10	bill	at	staff	meetings	to	anyone	that	can	

recite	it.

	 In	addition,	agency	leadership	continu-

ally	shares	with	staff	where	they’re	at	with	

various	 programs	 and	where	 the	 industry	

is	 at.	 This	 transparency	 encourages	 par-

ticipation	from	staff	in	setting	the	goals	and	

direction	for	the	future.

	 A	mission-focus	and	passion-driven	at-

mosphere	is	what	Brewer	intends	to	foster	

at	 the	NRHA	while	 growing	 the	 team	and	

encouraging	 inclusion.	 He	 added,	 “That’s	

our	 goal,	 consistent	 improvement.	 To	 not	

just	 get	 the	work	 done	 and	 leave.	 This	 is	

very	important	work	and	we	want	to	make	

sure	 our	 agency	 is	 thriving	 and	 growing	

well	 into	 the	 future	so	we	can	continue	 to	

serve	our	clientele.”

	 It’s	not	easy	to	change	the	direction	of	a	

business	 in	 motion.	 However,	 when	 Kamal	

Jemmoua,	 chief	 operating	 officer	 at	 Promi-

nence	Health	Plan	began	with	 the	organiza-

tion	just	over	18	months	ago,	he	made	it	a	pri-

ority	to	boost	the	culture	from	the	inside	out.

	 “I	 don’t	 think	 you’ll	 get	 anywhere	 on	

strategy	 if	 you	 don’t	 change	 culture,”	 he	

said.	“Enhancing	the	culture	for	employees	

is	a	core	part	of	our	strategy.”

	 Prominence	has	implemented	a	myriad	

of	 programs	 to	 achieve	 that	 culture	 shift.	

One	 of	 the	 most	 popular	 is	 called	 “You	

Earned	 It”.	 The	 program	 was	 suggested	

as	part	of	a	PR	assessment	and	has	since	

taken	off	within	the	organization.	

	 “I	 love	 ‘You	Earned	 It’,”	said	Jemmoua.	

“It’s	 an	 internal	 social	 media	 platform	 in	

which	employees	are	able	to	publicly	recog-

nize	each	other	through	awarding	points.”	

	 The	 program	 allows	 recognition	 from	

all	levels	of	employees	and	team	members	

can	award	points	to	anyone	else	within	the	

organization	 for	 everything	 from	 assisting	

on	a	project	or	simply	acknowledging	a	job	

well	done	on	a	difficult	task.	

	 Another	way	 in	which	Prominence	has	

worked	to	change	the	culture	and	allow	ev-

eryone’s	 voice	 to	be	heard	 is	 through	 the	

establishment	 of	 employee	 engagement	

committees.	Committee	 leaders	are	given	

time	in	leadership	meetings	on	a	biweekly	

basis	 to	 pitch	 ideas	 and	 present	 recom-

mendations	 for	 improvement.	 One	 idea	

that	came	out	of	those	committees	is	still	in	

development	but	Jemmoua	thinks	it	has	a	

lot	of	potential.	It	is	called	the	Prominence	

Imrovement	Competition.

	 “The	 objective	 is	 pretty	 simple,	 it’s	

along	the	lines	of	engagement	and	career	

development”	he	said.	“There’s	all	 these	

people	with	departments	at	various	levels	

that	 have	 skills	 we	 don’t	 always	 recog-

nize.	[The	idea	was	to]	set	up	a	competi-

tion	 that	 looks	 like	 Shark	 Tank	 in	 which	

employees	get	to	collaborate	with	an	ex-

ecutive	leader	sponsor	to	come	up	with	a	

business	idea.”

	 As	the	company	grows,	Prominence	 is	

taking	advantage	of	these	 ideas,	and	oth-

ers	 like	 them,	 to	 develop	 employees	 and	

create	a	culture	that	allows	each	individual	

to	present	 ideas	and	solutions	to	help	the	

organization	as	a	whole.

Nevada Rural
Housing Authority
Mission Driven
—Carson City

Prominence
Health Plan
Culture Shift
—Reno
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	 The	company’s	cultural	emphasis	on	fam-

ily	is	evident	in	a	variety	of	ways	from	the	sev-

eral	 community	 giving	 activities	 employees	

participate	 in	 throughout	 the	year	as	well	as	

the	organization’s	annual	Christmas	Express.	

The	free	event	is	held	at	Western	Elite’s	landfill	

outside	 of	 town.	 Employees	 participate	 and	

volunteer,	bringing	their	families	and	encour-

aging	 the	 “Christmas	 Spirit”	 amongst	 those	

invited,	some	of	whom	include	veterans	and	

first	responders	and	their	families.

	 In	 addition	 to	 a	 family-feel	 environment,	

Western	Elite	places	a	large	emphasis	on	per-

sonal	development.	Each	department	has	the	

opportunity	 to	 run	 their	own	book	club.	The	

department	head	chooses	a	book	applicable	

to	their	work	or	development	and	takes	time	

out	of	each	week	so	their	team	can	learn	and	

grow	from	what	they’re	reading.	The	company	

also	 has	 a	 library	 of	 personal	 and	 business	

development	books	that	any	employee	is	en-

couraged	to	borrow.	

	 Mentoring	has	also	become	a	priority	for	

organization	 leaders	 and	 those	 interested	 in	

personal	development	can	sign	up.	They	are	

paired	 with	 a	 division	 leader,	 set	 goals	 and	

then	meet	monthly.	

	 “Our	goal	is	to	bring	people	into	the	orga-

nization,	build	 them	up	and	have	them	want	

to	advance	both	personally	and	career-wise,”	

said	Seastrand.

	 He	added,	“From	a	macro	view,	we	have	a	

culture	that	fosters	individual	growth	and	that	

translates	 into	happy	 team	members.	When	

they’re	happy,	it	makes	our	customers	happy	

because	they	treat	them	better.	Our	culture	is	

to	help	build	strength	and	personal	happiness	

that	can	be	translated	into	how	we	take	care	of	

our	customers.”
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 The	University	Medical	Center	of	South-

ern	 Nevada	 (UMC)	 has	 been	 serving	 the	

region	since	1931.	At	 that	 time,	 there	was	

only	 one	 doctor,	 one	 nurse	 and	 20	 beds.	

Today	the	academic	hospital	is	home	to	the	

state’s	only	Level	 I	Trauma	Center	as	well	

as	 the	 only	 designated	 pediatric	 trauma	

center,	 burn	 care	 center	 and	 transplanta-

tion	center.	Growing	 from	the	original	 two	

person	organization,	UMC	now	has	4,001	

employees	 across	 its	 entire	 delivery	 care	

system	 and	 serves	 over	 12,500	 patients	

annually	within	10,000	square-miles.

	 Mason	 VanHouweling,	 CEO,	 has	 been	

with	 UMC	 since	 April	 of	 2014	 and	 was	

drawn	 by	 the	 organization’s	 ties	 to	 the	

community.

	 “This	 is	 really	 Las	 Vegas’	 hometown	

hospital,”	said	VanHouweling.	“We	all	have	

a	piece	of	ownership	and	interest	in	UMC’s	

success.	I	love	the	history	that	we	have;	87	

years	of	caring	 for	 the	community.	As	 the	

city	grows,	so	does	the	hospital.”

	 A	big	part	of	that	history	is	the	people	

that	make	up	 the	hospital.	UMC	employ-

ees	 are	 loyal.	 The	 average	 staff	member	

has	been	with	the	hospital	for	10	years	or	

more	and	the	organization	strives	to	grow	

employees	 internally	 and	 promote	 from	

within.	To	further	their	growth,	UMC	offers	

employees	continuing	medical	education,	

tuition	 reimbursement	 and	 works	 to	 cre-

ate	rewarding	career	pathways	within	 the	

hospital.	 UMC	 also	 sponsors	 a	 Leader-

ship	Boot	Camp	to	provide	education	and	

mentorship	to	help	move	people	up	in	the	

organization.	

	 “We	spend	more	waking	hours	together	

than	we	do	our	own	families,”	VanHouwel-

ing	explained.	“The	workplace	is	an	impor-

tant	part	of	our	 employee’s	 lives	and	 that	

work/life	balance	is	as	well.	We	really	value	

our	 team	 players	 and	 our	 employees	 are	

loyal	to	UMC	because	we	value	them.”

	 In	addition	to	the	educational	opportu-

nities	 provided	 by	 UMC,	 the	 organization	

places	 an	 emphasis	 on	 employee	 well-

ness.	 “As	 healthcare	workers	we	 need	 to	

make	sure	we	are	taking	care	of	ourselves	

as	 well,”	 said	 VanHouweling.	 The	 hospi-

tal	has	robust	wellness	and	health	benefit	

packages	available	to	employees	including	

classes,	 support	 groups,	 counseling	 and	

free	lab	testing.

	 “I’m	 very	 proud	 of	 the	 team	 here	 and	

what	we	do,”	said	VanHouweling.	“They’re	

making	a	difference	every	day,	one	patient	

at	a	time.	It’s	a	very	special	place	here.”

	 A	waste	management	company	in	South-

ern	Nevada,	Western	Elite	handles	construc-

tion	 demolition	 waste	 and	 recycling.	 Com-

pany	leadership	values	each	of	their	255	em-

ployees	and	works	to	find	ways	to	grow	them	

individually	and	within	the	organization.

	 “We	have	attracted	good	help	because	

we	 treat	 people	 like	 we	 would	 like	 to	 be	

treated,	 the	 golden	 rule,”	 explained	 Scott	

Seastrand,	 vice	 president	 and	 one	 of	 the	

founding	 members	 of	 the	 organization.	

“Our	 culture	 is	 very	 open	 and	 accepting	

of	families	and	I	believe	that	translates	into	

every	 person	 feeling	 comfortable,	 happy	

and	enjoying	the	work	they	do	and	partici-

pating	as	a	team.”

Western Elite
Mentoring Growth
—Las Vegas

UMC
A History of Caring
—Las Vegas

IN BRIEF

Southwest Gas Corporation has become 
a member of the Gold Shovel Standard 
(GSS). The non-profit GSS works to improve 
workforce and public safety by focusing on 
metrics and increasing the use of technology 
and safety management systems.
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mercial	type	of	lending,”	said	Lund.	“There	

are	regulatory	restrictions	on	not	necessar-

ily	the	amount	of	a	loan	we	can	do	but	the	

percentage	of	our	lending	portfolio.”

	 There	are	similar	limits	on	lines	of	credit,	

which	are	generally	geared	toward	commu-

nity	businesses.	“We	wouldn’t	be	able	to	do	

a	 line	of	 credit	 for	 a	 huge	company,”	 said	

Hunting.	“It’s	 limited	to	$100,000,	 if	 it’s	an	

unsecured	line	of	credit.	If	it’s	secured,	we	

can	do	all	sorts	of	things,	but	that’s	a	limita-

tion	a	large	bank	wouldn’t	have.”

	 Which	doesn’t	mean	credit	unions	don’t	

offer	lines	of	credit	or	commercial	business	

loans	(usually	called	member	loans).	Credit	

unions	 are	 the	 largest	 state	 chartered	 fi-

nancial	 institutions	 in	 Nevada	 in	 part	 be-

cause	many	 community	 banks	merged	 or	

disappeared	during	the	recession.	Typically	

credit	 unions	 focus	 loan	 activity	 on	 local	

business.	 “There’s	a	void	 left	after	 the	 re-

cession	 in	 community	 banking,	 and	 some	

Regulatory	and	financial	 ratings	 for	2018	

show	Nevada	credit	unions	are	very	com-

parable	to	Nevada’s	community	banks.

	 “They’re	all	operating	in	a	safe	and	sound,	

satisfactory	condition,	and	they	are	subject	to	

similar	evaluations	as	banks,”	said	Burns.

Limitations
	 There	are	things	credit	unions	can’t	do	that	

banks	can,	and	there	are	things	they	just	can’t	

do	 as	 much	 of.	 For	 example,	 credit	 unions	

have	a	cap	on	the	amount	of	their	portfolio	that	

can	be	used	for	commercial	loans.

	 “A	credit	union	can	 lend	only	a	certain	

percentage	of	our	 loan	portfolio	 in	a	com-

which	means	everybody	that	deposits	into	

it	shares	 the	profits,	usually	 through	 lower	

interest	 rates,	 lower	 fees,	 usually	 a	 little	

higher	interest	earnings	on	interest	earning	

accounts,	 and	 because	 they’re	 member-

owned,	 everybody	 in	 the	 credit	 union	 is	 a	

shareholder,”	Burns	said.

	 That	benefit	can	actually	create	exposure.	

“When	 a	 bank	 fails,	 the	 shareholders	 get	

wiped	out	but	the	depositors	are	protected,”	

said	Burns.	“In	a	credit	union,	the	depositors	

are	 the	 shareholders,	 so	 everything	 above	

the	 $250,000	 they	get	wiped	out	 on,	 that’s	

what	usually	happens.	We’ve	prevented	any	

of	that	happening	in	the	financial	crisis,”	he	

added,	but	it’s	something	to	be	aware	of.

	 That	said,	NCUA	is	a	federal	organiza-

tion	and,	like	FDIC,	backed	by	the	full	faith	

and	credit	of	the	U.S.	government.	Private	

company	 ASI	 insures	 to	 the	 same	 level.	

   Feature Story

Nina

Hallock
Great Basin Federal
Credit Union
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credit	 unions	 have	 stepped	 up	 to	 fill	 that	

void	for	the	small	and	medium	sized	busi-

nesses	that	are	key	to	the	economies	in	the	

area,”	said	Hunting.

	 “[Credit	 unions]	 are	 large	 and	able	 to	

do	 commercial	 lending,”	 Kershaw	 said.	

Clark	County	Credit	Union	has	done	com-

mercial	 loans	 ranging	 from	 $50,000	 to	

several	million.

	 Sierra	 Pacific	 FCU	 has	 originated	 a	

number	 of	 SBA	 504	 loans,	 specifically	

meant	 for	businesses	 to	purchase	build-

ings	 or	 machinery	 or	 for	 construction.	

They	are	seeking	certification	for	SBA	7A	

loans,	 which	 are	 general	 purpose	 busi-

ness	loans,	and	just	became	eligible	with	

the	state	to	do	USDA	loans.	“We’ve	done	

everything	from	hotel	loans	to	warehous-

es	 to	 office	buildings	 and	doctor’s	 offic-

es,”	said	Hunting.

	 Not	all	credit	unions	operate	the	same	

way.	 GBFCU	 doesn’t	 do	 construction	

loans,	 and	 is	 very	 limited	on	what	 it	 can	

do	for	startups.

	 “It’s	best	to	say	you	have	to	have	been	in	

operation	at	least	two	years,”	said	Hallock.	

“But	there	are	times	I	can	work	with	people	

if	they’re	close	to	that	and	get	them	to	the	

point	where	I	know	they’re	ready	for	a	loan.”

	 AFCU,	on	 the	other	 hand,	works	with	

brand	 new	 businesses.	 “We	 sit	 down,	

give	advice,	tell	them	what	we	have	to	of-

fer,”	said	Lund.	“It’s	often	scary	for	some-

one	 getting	 started	 in	 a	 new	 business.	

Sometimes	 it	 feels	 overwhelming	 and	

we’re	 there	 to	help	 the	process	and	pro-

vide	some	guidance	and	suggestions.”	

The Regulatory
Environment
	 The	NFID	 is	 the	state-level	 regulatory	

agency	 for	 credit	 unions	 in	Nevada,	 and	

oversees	 credit	 unions	 in	 essentially	 the	

same	way	banks	are	regulated.

	 “We’ve	 adopted	 the	 Unified	 Financial	

Institutions	 Rating	 System,	 which	 ap-

plies	to	all	banks	and	credit	unions,”	said	

Burns.	 “Through	 the	 Federal	 Financial	
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Institutions	 Council	 all	 federal	 and	 state	

banks	and	[other	financial	institutions]	use	

the	same	rating	system.”

	 That	system	is	called	CAMELS,	which	

stands	 for	 Capital	 Adequacy,	 Assets,	

Management	 Capability,	 Earnings,	 Li-

quidity,	 and	 Sensitivity,	 the	 last	 pertain-

ing	to	market	risk,	especially	interest	rate	

risk.	 “We	apply	 the	same	 thing	and	hold	

our	 state	 chartered	 credit	 unions	 to	 the	

same	regulatory	standards	as	the	federal	

credit	unions,”	said	Burns.	

	 In	 terms	 of	 new	 regulations,	 S.2155	

passed	in	the	spring,	offering	some	regu-

latory	relief.

	 “Credit	 unions	 have	 been	 a	 little	 re-

stricted	 because	 our	 business	 lending	

has	been	 limited	 in	what	counts	as	busi-

ness	lending	for	us,”	said	Kershaw.	Along	

with	lending	caps,	there	were	restrictions	

about	family	units	that	weren’t	owner-oc-

cupied,	 so	 a	 house	 purchased	 as	 an	 in-

vestment	and	rented	out	counted	against	

the	credit	union’s	lending	cap.	

	 “That	was	removed	and	it	gives	us	more	

flexibility	in	being	able	to	lend	to	businesses	

because	 it	gave	us	more	cap,	essentially,”	

said	Kershaw.

	 In	some	cases,	credit	unions	are	work-

ing	 with	 lawmakers	 to	 bring	 about	 new	

regulations,	 like	 finding	ways	 to	mitigate	

fraud	when	 retailers	 and	other	 organiza-

tions	 that	 don’t	 have	 strict	 policies	 and	

privacies	 in	place	are	hacked.	GBFCU	 is	

working	with	state	legislators	to	put	safe-

guards	in	place	that	require	any	business	

that	accepts	cards	as	a	form	of	payment	

to	adhere	 to	certain	privacy	 laws	 to	help	

prevent	 hacking	 and	 ensure	 privacy	 for	

banking	customers.

	 “There’s	a	place	 for	both	credit	unions	

and	 banks	 in	 our	 financial	 industry,”	 said	

Burns.	 “It’s	 something	 that’s	 very	 essen-

tial	 and	 gives	 the	 public	 a	 choice.	 Most	

people	don’t	recognize	the	differences	be-

tween	a	bank	and	a	credit	union	because	

they	 operate	 very	 similarly.	 Banks	 are,	 for	

the	most	part,	 very	 transparent	 to	 the	av-
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Northern Nevada’s Nevada Builders 
Alliance has become the first trade 
association in Nevada to offer a 
health plan specifically designed for 
its over 800 members.

Choosing a banking partner for your business is about more than just 
an interest rate. It’s about building a reliable resource for 

support and innovation. We work with you to serve your needs — 
from securing loans, to maximizing efficiency, to managing daily transactions.

Clark County Credit Union account holders shared a 
$3 million dollar bonus dividend this year.*

Open an account today, be a member/owner!
(702) 228-2228 • OpenCCCU.com

*Not-For-Profit. CCCU shares excess earnings with member/owners in the form of better rates, more free services, and bonus dividends.  
Bonus dividends, declared by the board of directors, total $59 million since 2001 although there is no annual guarantee.
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erage	 customer	 as	 far	 as	 their	 strengths,	

[and	 credit	 unions]	 right	 now,	 their	 safety	

and	soundness	is	just	as	stable	as	it	is	for	

banks.	 I	 don’t	 see	 that	 anybody	 has	 any-

thing	to	worry	about	in	that	regard.	It’s	just	

that	banks	are	more	business	oriented	and	

credit	 unions	 more	 consumer	 oriented,	

though	credit	unions	are	expanding	into	the	

commercial	role.”
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NEVADA'S 
RETAIL 

INDUSTRY
By Doresa Banning

GOING	STRONG,	EVOLVING

conducted	by	 national,	 regional	 and	 local	

retailers	 that	 are	 entering	 and	 expanding	

in	 the	 market.	 Lots	 of	 new	 construction,	

924,104	square	feet	worth	as	of	June	30th,	

is	 underway	 throughout	 the	 Valley,	 ac-

cording	to	the	commercial	real	estate	firm	

CBRE’s	 “Las	Vegas	Review,	Q2	2018”	 re-

port,	which	contains	the	most	recent	data	

available.	The	8.3	percent	vacancy	rate	at	

second	quarter’s	end	has	decreased	since,	

Strickland	said.	The	steadily	increasing	av-

erage	lease	rate	was	$1.52	per	square	foot	

on	last	report.

	 Of	 significant	 note,	Strickland	 said,	 the	

retail	 market	 continues	 to	 transform	 as	

many	retailers	strive	to	give	customers	what	

they	want	and	ultimately,	stay	relevant	and	

 Building Nevada

DURING	 the	 recession,	 brokers	 across	

the	board	did	what	 they	could	 to	stay	busy,	

from	 cold	 calls	 to	 out-of-the-box	 solutions.	

Nevada’s	 retail	 market	 was	 no	 different.	

Christina	Strickland,	a	CBRE	Las	Vegas	senior	

associate	who	specializes	in	retail,	no	longer	

has	to	make	cold	calls	 to	drum	up	business	

like	she	did	during	the	recession.	Now,	she’s	

receiving	calls,	in	abundance,	she	said.	

	 “It’s	nice	to	be	this	busy,	where	you	al-

most	have	too	much	to	do,”	she	added.	

Retail Bustles in
Southern Nevada
	 The	 retail	 segment	 of	 the	 Las	 Vegas	

commercial	real	estate	market	 is	“strong,”	

Strickland	 said.	 Transactions	 are	 being	

viable.	This	has	 translated	 into	a	move	 to-

ward	more	entertainment,	food	and	experi-

ences	and	away	 from	soft	goods,	such	as	

apparel,	and	sporting	goods.	

	 This	 shift	 is	 evident	 in	many	new	and	

redeveloped	shopping	centers,	where	the	

tenant	mix	is	more	diversified,	with	restau-

rants,	maybe	a	fitness	or	other	experiential	

facility	 smattered	 among	 the	 soft	 goods	

versus	an	all	soft	goods	format.	

	 In	 new	 centers,	 rather	 than	 	 a	 large	

anchor	surrounded	by	ample	shop	space,	

the	 updated	 model	 has	 an	 anchor	 in	 a	

smaller	 than	 traditional	 box,	 perhaps	 a	

junior	 anchor	 or	 two	 and	 several	 pads.	

In	 general,	 most	 retailers	 are	 opting	 for	

smaller	physical	footprints.
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	 Filling	 spaces	 left	 by	 large	 retail-

ers	 isn’t	 a	 problem	 but	 looks	 different	

today.	 Rather	 than	 other	 large	 retailers	

moving	 in,	 often	 other	 entity	 types	 do,	

and	sometimes	two	or	three	of	them.	In	

Boulevard	Mall’s	former	Dillard’s	space,	

for	example,	a	call	center	occupied	 the	

top	 floor	 while	 John’s	 Incredible	 Pizza	

and	 Goodwill	 Industries	 took	 the	 lower	

level.

	 Driving	 these	 trends	 are	 retailers’	 ef-

forts	to	compete	with	ecommerce	and	mil-

lennials’	influence.	Brick-and-mortar	retail	

is	 here	 to	 stay,	 Strickland	 said.	 In	 fact,	

some	 ecommerce	 retailers	 are	 adding	 a	

physical	 component	 to	 their	 enterprises,	

like	Amazon	opening	bookstores	and	pur-

chasing	Whole	Foods.

	 Retailers	are	employing	various	strate-

gies	to	draw	visitors	to	their	brick-and-mor-

tar	 locations,	 such	 as	 offering	 entertain-

ment,	 digital	 interactions	 or	 other	 entice-

ments	such	as	dressing	room	mirrors	that	

facilitate	selfies-taking	or	letting	customers	

try	products	in	the	store.	Some	food	stores	

are	 adding	 departmental	 concepts,	 like	

Smiths	 with	 its	 artisan-	 and	 cheesemon-

ger-staffed	specialty	cheese	shops.

		 The	challenge	and	opportunity	for	re-

tailers	 now	 is	 to	make	 the	 customer	 ex-

perience,	 in	 the	store	and	online,	attrac-

tive	 and	as	 seamless	 and	convenient	 as	

possible,	said	Bryan	Wachter,	senior	vice	

president,	Retail	 Association	 of	Nevada,	

the	 2,100-member	 trade	 organization	

for	 sellers	 of	 goods	and	 services.	Some	

are	 providing	 click-and-brick,	 a	melding	

to	 provide	 the	 best	 of	 both,	 by	 offering,	

for	 instance,	 online	 sales	 with	 in-store	

pickup	 or	 an	 in-store	 kiosk	 for	 ordering	

products	online.	

	 “Firms	 that	can	do	 that	and	capitalize	

on	 that	 I	 think	we’re	going	 to	see	around	

for	a	very	long	time,”	Wachter	added.

	 Retail	also	 is	seeing	a	preponderance	

of	 family	 entertainment-type	 businesses	

popping	 up,	 such	 as	 trampoline	 centers,	

laser	 tag	 places,	 indoor	 miniature	 golf	

courses,	escape	rooms	and	the	like.	Once	

relegated	 to	 industrial	 flex-type	 space,	

they’re	now,	more	and	more,	moving	 into	

retail	spaces,	oftentimes	filling	vacant	big	

boxes,	and	landlords	are	increasingly	will-

ing	to	accept	them	as	tenants.	

	 The	 shift	 away	 from	 traditional	 retail	

uses	and	the	traditional	retail	center	mix	is	

“one	of	 the	primary	challenges”	 for	 land-

lords	and	tenants	as	it	requires	a	“change	

in	 mindset,”	 Strickland	 said.	 It	 also	 re-

quires,	 in	many	cases,	 that	 leases	be	 re-

vised,	as	many	still	reflect	the	ideas	of	yes-

RETAIL Building Nevada

Kelly

Bland
NAI Alliance
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teryear,	prohibiting	or	limiting	certain	retail	

uses	in	a	center,	for	instance.

Northern Nevada
Momentum
	 The	retail	market	 in	Northern	Nevada	is	

trending	similarly	to	its	southern	counterpart	

for	the	most	part.	One	exception	is	that	Re-

no-Sparks	has	a	minimal	amount	of	under-

construction	retail.	

	 “We	 are	 recovering	 and	 picking	 up	

speed,”	 said	Kelly	Bland,	 senior	 vice	presi-

dent	specializing	in	retail	properties,	NAI	Alli-

ance,	a	commercial	real	estate	firm	in	Reno.

	 The	region’s	economic	 fundamentals	 in	

the	region	have	been	working	in	retail’s	fa-

vor,	including	solid	job	creation,	an	uptick	in	

business	activity,	a	hot	multifamily	residen-

tial	market,	a	strong	office	sector	and	more	

people	moving	into	the	area.	

	 “We’re	hitting	on	all	cylinders,”	Bland	said.

	 The	overall	vacancy	in	Reno-Sparks,	as	

of	 the	 end	 of	 2018’s	 second	 quarter,	 was	

12.45	percent,	which	is	5	percentage	points	

lower	than	it	was	five	years	ago,	data	from	

NAI	Alliance’s	“Reno/Sparks,	Nevada	2Q18	

Retail	Market	Report”	showed.	 In	 the	 third	

quarter’s	numbers,	that	rate	should	be	low-

er,	Bland	said.	

	 The	most	dramatic	change	 in	 retail	has	

been	 among	 the	 line	 shops,	 spaces	 sized	

under	 20,000	 square	 feet,	 filled	 by	 local,	

regional	 and	 national	 mom-and-pop	 type	

tenants.	 The	 vacancy	 rate	 among	 those	

dropped	nearly	by	half	as	of	June	30,	2018,	

to	about	12	percent	 from	about	23.42	per-

cent	in	2013.		

	 The	 anchor,	 or	 20,000-square-foot-

plus	 in	 size,	market	had	a	12.75	percent	

vacancy	 rate	 at	 mid-year.	 Though	 that	

rate	 hasn’t	 changed	 much,	 significant	

churning	has	taken	place	in	the	segment,	

with	tenants	closing,	downsizing—a	new-

ish	 trend—or	 relocating.	 	 Kmart,	 Sears,	

Toys	 ‘R’	 Us,	 Babies	 ‘R’	 Us	 and	 several	

Scolari’s	 grocery	 stores	 closed.	 Ross	

moved	into	a	smaller	space.	Reno’s	Mar-

shall’s	relocated	to	Sparks.	Grocery	Out-

let,	 Sprouts	 and	 Harbor	 Freight	 added	

stores,	 and	 Las	 Vegas-based	 Lee’s	 Li-

quor	entered	the	market.

	 Like	 in	Nevada’s	southern	 region,	more	

and	 more	 entertainment-type	 enterprises	

are	 popping	 up	 and	 helping	 fill	 big	 box	

space.	 For	 instance,	 in	 Reno,	 Round1,	 an	

arcade,	 bowling	 and	 entertainment	 venue	

is	taking	over	some	of	Sears’	former	space.	

Urban	 Air	 Trampoline	 and	 Adventure	 Park	

has	moved	into	a	former	Office	Depot	space.

	 The	challenge	for	brick-and-mortar	retail-

ers	today,	Brand	said,	is	“just	staying	relevant	

to	the	customer,”	who	wants	options,	conve-

nience	 and	 experiences,	 and	 that	 involves	

competing	with	 e-tailers.	Many	 are	making	

distinct	 efforts	 in	 that	 regard,	 such	 as	pro-

viding	 click-and-brick	 opportunities.	 Other	

efforts	 are	 offering	 in-store	 sales	 or	 social	

gatherings	 such	 as	 customer	 appreciation	

events,	and	using	social	media	to	spread	the	

word	and	draw	people	in.	Some	places,	like	

Golf	Headquarters,	Bland	said,	 are	offering	

a	 level	 of	 customer	 service	 that’s	 unattain-

able	online,	sometimes	in	the	form	of	on-site,	

knowledgeable	and	helpful	salespeople.

Evolving
Shopping Center
	 Four-year-old	Downtown	Summerlin,	the	

100-acre,	120-tenant	mall	in	Las	Vegas,	ex-

emplifies	many	of	 these	 trends.	 The	prop-

erty’s	executives	purposely	aim	to	incorpo-

rate	a	mix	of	tenants	to	include	not	just	retail	

but,	also,	dining,	entertainment,	health	and	

wellness,	 and	other	components,	 said	An-

thony	Rossi,	general	manager,	The	Howard	

Hughes	Corp.’s	Downtown	Summerlin.	The	

goal,	of	course,	is	to	induce	people	to	visit	

the	mall	more	often.

	 For	instance,	Downtown	Summerlin	wel-

comed	Five	Star	Sitters	 last	month,	 to	pro-

vide	child	care	services	to	mall	patrons,	Ros-

si	said.	TruFusion	Summerlin:	Yoga,	Pilates,	

Barre,	Cycle	and	More,	the	Dance	Dynamics	

school,	the	climbable	Luckey	Climber	sculp-

ture	and	Fitness	On	The	Lawn	program	are	

a	sampling	of	 the	health/wellness	offerings.	

The	mall’s	numerous	events	and	other	draws	

are	its	Holiday	Parade,	Rock	Rink	(ice	skat-

ing),	Halloween	Treat	Street,	Festival	of	Arts,	

Summer	Concert	Series	and	more.

	 “We	 can’t	 stress	 enough	 about	 how	

important	 we	 feel	 the	 extracurriculars	 are,	

which	help	 set	 us	 apart	 and	make	us	 that	

real	community	destination,”	Rossi	said.	

	 The	 mall’s	 success	 also	 requires	 con-

tinually	 evaluating	 the	 national	 and	 local	

market	 changes	 and	 adapting	 the	 tenant	

list	 accordingly,	 Rossi	 said.	 For	 instance,	

the	 corporation	 added	 Brooks	 Brothers	

and	Madewell	in	October.	When	Sports	Au-

thority	and	Golfsmith	closed	their	stores,	 it	

leased	 the	 spaces	 to	Bed,	Bath	&	Beyond	

and	the	PGA	Tour	Superstore,	respectively.

	 “We’re	 always	 focused	 on	 what’s	 next	

and	how	to	improve	the	lineup	as	leases	ex-

pire,”	Rossi	added.	

	 Another	 strategy	 is	 continuing	 to	 find	

ways	to	upgrade	its	offerings.	For	example,	
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A Statewide Perspective
	 The	 retail	 industry	 in	 Nevada	 as	 a	 whole	

is	 “energetic,”	 said	 the	 Retail	 Association’s	

Wachter.	Retail	employment,	with	available	jobs	

likely	 outnumbering	 applicants	 today.	 Same	

store	sales	are	increasing	among	major	brands,	

which	suggests	they’re	reinventing	themselves	

and	funneling	money	back	into	their	retail	loca-

tions.	The	amount	of	 time	vacant	 spaces	are	

remaining	on	the	market	is	shrinking.	

	 A	 significant	 trend,	 and	 one	 Wachter	

believes	will	continue,	 is	many	companies	

are	 investing	 more	 in	 their	 employees,	

whether	by	providing	additional	training	or	

paying	for	them	to	take	college	courses	or	

raising	the	minimum	wage,	Wachter	said.	

	 The	 2019	 Nevada	 Legislature	 likely	 will	

see	 a	 bevy	 of	 retail	 employment	 issues,	

Wachter	 said,	 including	 right	 to	 work,	 pre-

dictive	 scheduling,	 paid	 sick	 leave,	 mini-

mum	wage,	taxes,	improving	unemployment	

among	16	 to	21	year	olds,	as	Nevada	 laws	

need	to	catch	up	to	the	changes	the	industry	

has	undergone	over	the	past	decades.	

	 Effective	as	of	the	first	of	October,	Nevada	

began	 requiring	 remote	 sellers	 to	 register	

and	collect	 sales	 tax.	They	are	out-of-state	

vendors	that	lack	a	physical	presence	in	Ne-

vada	and	that,	in	the	previous	or	current	cal-

endar	year,	sold	more	than	$100,000	in	sales	

to	Nevada,	or	conducted	200-plus	separate	

transactions	 for	 delivery	 into	 Nevada.	 Ac-

cording	to	the	state	taxation	department,	this	

new	mandate	 could	 generate	 an	 estimated	

$17	to	$29	million	for	The	Silver	State.

	 As	for	how	Nevada’s	retail	industry	will	fare	

over	the	next	three	years,	Wachter	said,	“It	is	

going	to	continue	to	keep	improving.”

RETAIL Building Nevada
this	 year	 a	 local	 group	 will	 organize	 and	

host	 the	 mall’s	 holiday	 parade	 instead	 of	

the	ex-Nevada	organization	that	did	it	in	the	

past.	

	 “We’re	 always	 challenging	 ourselves,”	

Rossi	said.	“We’re	 looking	at	 it	all	over	the	

next	year	and	next	three	years.”	

Looking Backward
and Forward
	 The	shift	in	the	retail	market	toward	the	

positive	came	about	five	years	ago,	Strick-

land	 said,	when	 it	 began	 recovering	 from	

the	recession	and	bits	of	growth	were	tak-

ing	place.	The	vacancy	rate	at	that	time	was	

about	3	percentage	points	higher	than	the	

recent,	mid-2018	figure.

	 “It’s	just	continued	to	improve	from	that	

point,”	Strickland	said.	

	 She	predicted	that	Southern	Nevada	re-

tail	will	remain	strong	and	grow,	particularly	

in	light	of	the	array	of	commercial	construc-

tion	 underway,	 the	 active	 housing	market	

and	dropping	unemployment	rate.	

	 “I	think	most	everyone		involved	in	retail	

is	optimistic,”	she	added,	“but	it’s	more	of	

a	cautious	optimism.”

	 The	 retail	 market	 likely	 will	 continue	

moving	 in	the	same	direction	for	Northern	

Nevada,	Bland	said,	with	vacancy	rates	de-

clining.	As	that	happens,	lease	rates	should	

rise	 high	 enough	 to	 justify	 new	 construc-

tion.	

	 “Everything’s	 going	 very	 well	 in	 the	

Reno	market,	 so	 it’s	 going	 to	 continue	 to	

shine	 on	 the	 retail	 sector,”	 Bland	 added.	

“It’ll	continue	to	improve.”

Anthony

Rossi
Downtown Summerlin

SAY WHAT

According to a recent WalletHub survey, Las 
Vegas has ranked seventh out of 180 for top 
foodie cities in America. In a similar survey 
conducted by WalletHub, Las Vegas ranked 
in tenth place out of 100 for the top cities for 
vegans and vegetarians.

http://www.lasvegastoner.com
http://www.lasvegastoner.com
https://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_term=PDF%20PDF%20November%202018&utm_content=PDF%20PDF%20November%202018
https://www.nevadabusiness.com/2018/11/nevadas-retail-industry-going-strong-evolving/?utm_source=PDF&utm_medium=PDF&utm_term=PDF%20PDF%20November%202018&utm_content=PDF%20PDF%20November%202018


41NOVEMBER 2018   NEVADA BUSINESS MAGAZINE

The Chamber Health Plan is back!

Why choose the Las Vegas Metro Chamber Health Plan?

For more details, visit  
LVChamber.com or call 702.641.5822.

Anthem Blue Cross and Blue Shield is the trade name of Rocky Mountain Hospital and Medical Service, Inc. HMO products underwritten by HMO Colorado, Inc., dba HMO Nevada. 
Independent licensees of the Blue Cross and Blue Shield Association. ANTHEM is a registered trademark of Anthem Insurance Companies, Inc. The Blue Cross and Blue Shield names 
and symbols are registered marks of the Blue Cross and Blue Shield Association.

*Guaranty available to member employers with 50 or fewer employees and subject to terms of the agreement between Anthem and the Las Vegas Metro Chamber.

NEED AFFORDABLE 
HEALTH INSURANCE? 

• Exclusive benefits and pricing for 
Chamber members with guaranteed 
rate through 2020* with Anthem

• A variety of plans to choose from, 
including Anthem’s most popular 
PPO Choice plan

• Employer can choose up to four 
different benefit plans 
 

• Access to Anthem’s powerful 
networks throughout Nevada 

• 24/7 live video visits with doctors 
included on most plans at $0 copay

• Opportunities to reduce costs by 
using site of service benefits which 
are included in most plans (for 
example, $0 copay for lab visits) 
 

• $5,000 in employee life insurance 
included in all medical plans

• Vision and life benefits offered at 
$5/month

• Sole proprietors and small to large 
businesses eligible to participate

• Optional dental, additional life and 
disability coverage available

http://www.lvchamber.com
http://www.lvchamber.com
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[BC] BOULDER CITY [E] EAST [H] HENDERSON [N] NORTH [NW] NORTHWEST [O] OTHER [S] SOUTH [SW] SOUTHWEST [WC] WASHOE COUNTY

BC

Sale, Retail
ADDRESS	1410	Boulder	City	Pkwy.,	89005
BUYER	1410	Boulder	City	Highway
SELLER	AP	Holdings	&	Thespy	
DETAILS	2,640	SF,	$750,000
APN	186-08-310-003
SELLER	REP	Cathy	Jones	and	Paul	
Miachika	of	Sun	Commercial	Real	Estate,	Inc.

E

Sale, Office
ADDRESS	229	S.	Las	Vegas	Blvd.,	89101
BUYER	Green	Unicorn	
SELLER	Nemo,	Inc.	
DETAILS	8,250	SF,	$1,225,000
APN	139-34-611-048
SELLER REP	Taber	Thill,	SIOR	and	Patti	
Dillon	of	Colliers	International

Sale, Retail
ADDRESS	4531	N.	Las	Vegas	Blvd.,	89115
BUYER	Richard	Klein
SELLER	SKL
DETAILS	3,884	SF,	$350,000
APN	140-04-601-004
BUYER REP	Las	Vegas	Origin
SELLER REP	Cathy	Jones	and	Paul	
Miachika	of	Sun	Commercial	Real	Estate,	Inc.

Sale, Industrial 
ADDRESS	5520	Stephanie	St.,	89122
BUYER	Polar	Shades,	Inc.
SELLER	NGP	Stephanie	
DETAILS	36,019	SF,	$4.4	million
APN	161-27-410-006
SELLER REP	Dean	Willmore,	SIOR	of	
Colliers	International	

INDUSTRIAL
SUMMARY
THIRD	QUARTER	2018

NORTHERN NEVADA By	CBRE	Reno

SOUTHERN NEVADA

	 The	Las	Vegas	industrial	market	continued	to	show	lower	vacancies,	positive	net	

absorption	and	an	increase	in	construction	activity	in	the	third	quarter	of	2018.		Strong	

leasing	activity	and	new,	pre-leased,	construction	caused	the	overall	market	vacancy	

rate	to	decrease	to	a	record	low	of	2.7	percent.		

	 Demand	continued	to	outpace	new	supply,	driven	largely	by	e-commerce,	trade	and	

transportation	and	manufacturing	related	companies.	This	has	caused	net	absorption,	for	

the	third	quarter,	to	be	a	robust	1.3	million	square	feet	making	it	the	24th	consecutive	quar-

ter	with	positive	net	absorption.	New	construction	remained	strong	with	899,919	square	

feet	of	space	delivered	during	the	quarter.	Of	the	2.8	million	square	feet	of	new	construc-

tion,	year-to-date,	2.1	million	square	feet	was	in	the	North	Las	Vegas	submarket.	There	is	

another	7.5	million	square	feet	in	the	under	construction	or	planning	stages.		

	 Companies	specializing	in	the	last	leg	of	the	supply	chain,	commonly	referred	to	as	

“last	mile”,	have	also	been	active	in	Southern	Nevada.		This	trend	is	evident	in	the	uptick	in	

net	absorption	in	midbay	properties	and	has	pushed	the	vacancy	rate	to	a	low	1.8	percent.	

Developers	have	responded	to	the	increase	in	demand	for	smaller	distribution	spaces	

by	adding	more	than	300,000	square	feet	of	new	midbay	space	this	year,	with	another	

184,350	square	feet	expected	to	be	completed	in	the	next	couple	of	quarters.

By	CBRE	Las	Vegas

	 The	Northern	Nevada	industrial	market	ended	Q3	2018	much	as	it	began	–	a	com-

petitive,	demand-heavy	market	with	active	pre-leasing	and	rising	base	rents.	As	a	result,	

the	quarter	recorded	2.1	million	square	feet	of	net	absorption	and	2.4	million	square	feet	

of	gross	absorption.	While	the	market	 is	attractive	to	occupiers	of	varying	sizes	and	

needs,	the	most	active	users	are	those	requiring	100,000	square	feet	or	less.	During	Q3,	

62	of	64	total	transactions	matched	this	profile.

	 Demand	is	showing	no	signs	of	slowing	down	across	the	region,	the	vacancy	rate	is	

among	the	nation’s	lowest	and	industrial	construction	activity	across	Northern	Nevada	

is	healthy.	In	addition,	a	number	of	planned	projects	are	expected	to	move	into	the	active	

development	phase	towards	the	end	of	Q1	2019.	In	particular,	manufacturing	demand	

appears	to	be	growing.	While	these	occupiers	have	traditionally	been	users	of	second	

generation	space,	these	companies	are	increasingly	looking	at	build-to-suit	opportuni-

ties	because	of	limited	existing	supply.

	 The	industrial	market	in	Northern	Nevada	continues	to	demonstrate	strong	perfor-

mance.	Since	this	time	last	year,	quarterly	net	absorption	has	averaged	in	excess	of	1	

million	square	feet.	With	this	level	of	demand	and	a	declining	trend	in	both	vacancy	and	

availability	rates,	strong	fundamentals	are	expected	moving	forward.
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 Red Report

Lease, Industrial
ADDRESS	2695	N.	Lamb	Blvd	89115
LANDLORD	Colfin	2015-5	Industrial	Owner
TENANT	Pacific	Paper	Tube,	Inc.
DETAILS	56,847	SF,	$2,299,905
LANDLORD	REP	CBRE
TENANT	REP	Larkin	Industrial	Group,	NAI	
Vegas

H

Sale , Office
ADDRESS	1510-1516	W.	Warm	Springs	Rd.,	
89014
BUYER	Lass	1510	
SELLER	Warm	Springs	&	Stephanie	Office
DETAILS	13,131	SF,	$5.2	million
APN	178-04-814-013
SELLER	REP	Dustin	R.	Alvino	and	Ryan	
McCullough	of	Marcus	&	Millichap

Sale, Office
ADDRESS	2904	W.	Horizon	Ridge	Pkwy.,	
89052
BUYER		Sayal	Holdings	
SELLER	Red	Rock	Executive	Suites
DETAILS	4,222	SF,	$863,000

APN	177-25-411-021
BUYER	REP	Sun	Commercial	Real	Estate
SELLER	REP	RE/MAX	Advantage

Sale, Multifamily
ADDRESS	Merlayne	Villas	Apartments	-	
409-417	E.	Merlayne	Dr.,	89011
BUYER	E4	Merlayne	
SELLER	HKAS,	ltd.	
DETAILS	32	Units,	$87,500	per	unit
APN	178-01-604-009	et	al
SELLER	REP	Northcap	Multifamily

Lease, Industrial 
ADDRESS	7585	Commercial	Way.,	89011
TENANT	California	Cabinets	Distributor,	Inc.
LANDLORD	HIP	Valley	Freeway	and	
Eridanus	Valley	Freeway
DETAILS	6,496	SF,	$282,876
TENANT	REP	Larkin	Industrial	Group,	NAI	
Vegas	

N

Sale, Land
ADDRESS	Valley	Dr.	&	W.	Cheyenne	Ave.,	
89032

BUYER	Matter	Real	Estate	Group
SELLER	Qualcomm	Incorporated
DETAILS	32.75	acres,	$7,132,950
APN	139-07-801-015
BUYER	REP	Dan	Doherty,	SIOR	and	Paul	
Sweetland,	SIOR	of	Colliers	International

Lease, Industrial
ADDRESS	4050	Corporate	Center	Dr.,	89030
TENANT	XPO	Last	Mile	Inc.	
LANDLORD	Prologis
DETAILS	35,360	SF,	$1,245,220	for	62	months
LANDLORD	REP	Zac	Zaher	of	CBRE

O

Project
ADDRESS	I-11	Bypass,	Phase	1
CONTRACTOR OR RECORD	Fisher	
Industries
DETAILS	C	and	S	Company,	a	certified	
construction	subcontractor	that	specializes	
in	underground	utility	work,	recently	
completed	their	work	on	phase	one	of	the	
I-11	bypass.	Work	began	in	October	2016.	
When	all	phases	are	complete,	Interstate	11	
will	connect	Las	Vegas	to	Phoenix.	
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COMMERCIAL RECAP

S

Sale, Office
ADDRESS	325	E.	Warm	Springs	Rd.,	89119
BUYER	325	SW	
SELLER	GCCFC	2005-GGC	Warm	Springs	
Office
DETAILS	70,000	SF,	$8.7	million
APN	177-09-514-003
SELLER	REP	Taber	Thill,	SIOR	&	Patti	Dillon,	
SIOR	of	Colliers	International	

Sale, Industrial
ADDRESS	3643	E.	Post	Rd.,	89120
BUYER	McBeath	Holdings
SELLER	NGP	Stephanie
DETAILS	21,114	SF,	$2,705,000
APN	161-31-411-012
SELLER	REP	Dean	Willmore,	SIOR	of	
Colliers	International

Sale, Land
ADDRESS	Cameron	St.	and	Pamalyn	Ave.,	
89118
BUYER	Cameron	Partners
SELLER	Pamalyn	Avenue	Trust
DETAILS	1.59	acres,	$200,000
APN	177-06-201-024
SELLER	REP	Vince	Schettler,	Colliers	
International

SW

Sale, Retail
ADDRESS	3815-3835	Blue	Diamond	Rd.
BUYER	Green	Circle	Foundation	
SELLER	BV	Mud	
DETAILS	24,447	SF,	$9.1	million
APN	177-18-511-002
BUYER	REP	Dan	Gluhiach	of	Colliers	
International

Sale, Industrial
ADDRESS	4175	W.	Tompkins	Ave.	89103
BUYER	Sherman	Holdings	
SELLER	Linda	R.	Davis
DETAILS	5,500	SF,	$1,065,000
APN	162-19-801-009
SELLER	REP	Dean	Willmore,	SIOR	and	Mike	
Willmore	of	Colliers	International

Sale, Multifamily
ADDRESS	Tara	Vista	Apartments	–	3883	-	
3979	Tara	Ave.,	89102
BUYER	Westland	Tara	Vista	
SELLER	Tara	Vista	
DETAILS	56	Units,	$76,910	per	unit
APN		162-07-623-014
BUYER	REP	Northcap	Multifamily

WC

Sale, Office
ADDRESS	5423	Reno	Corporate	Dr	89511
BUYER	CCS	Rep
SELLER	RPC	Business	Park
DETAILS	17,248	SF;	$4,966,059
APN	164-471-02

Sale, Office
ADDRESS	10463	Double	Blvd	89521
BUYER	Northern	Nevada	Medical	&	Surgical	
Properties
SELLER	Due	Fratelli
DETAILS	7,900	SF;	$2.1	million
APN	160-852-03

Sale, Office
ADDRESS	10785	Double	R	Blvd	89521
BUYER	Larry	T	&	Carol	A	Cain	Family	Trust	
SELLER	Grizelj	Properties	
DETAILS	8,682	SF;	$2.4	million
APN	160-900-56

Sale, Office
ADDRESS	2450	Wrondel	Way	89502
BUYER	RFG-Gardenia	
SELLER	JMC	Holdings
DETAILS	8,800	SF;	$595,000
APN	015-263-15

Sale, Office
ADDRESS	5560	Longley	Ln	89511
BUYER	Powell	Family	2011	Trust
SELLER	Longley	Lane	Investors
DETAILS	15,316	SF;	$4	million
APN	164-440-20

Sale, Retail
ADDRESS	5000	Smithridge	Dr.	89502
BUYER	Tru	Trust	2016
SELLER	Giraffe	Properties	
DETAILS	43,131	SF;	$3,254,738
APN	025-022-02

Sale, Retail 
ADDRESS	4798	Coughlin	Pkwy	89519
BUYER	SO-Caughlin	Ranch	
SELLER	MLCFC	2006-4	–	4788	Caughlin	
Pkwy	
DETAILS	5,944	SF;	$18	million
APN	041-243-11

Sale, Retail
ADDRESS	5115	Mae	Anne	Ave	89523
BUYER	Chollar	Holdings	
SELLER	LMMR
DETAILS	5,308	SF;	$3.2	million
APN	039-051-10

Sale, Industrial 
ADDRESS	1040	and	1060	Freeport	Blvd	
89431
BUYER	MHC	31	Sparks	NV
SELLER	American	Self	Storage	Sparks
DETAILS	14,880,	15,840	SF;	$3,430,000
APN	034-094-08,	034-094-14

Sale, Industrial 
ADDRESS	4869	Kietzke	Ln.	89509
BUYER	Silver	state	2831	
SELLER	Giraffe	Properties	
DETAILS	30,876	SF;	$2,535,714
APN	024-055-41

Sale, Other (Motel)
ADDRESS	339	W	1st	St	89503
BUYER	Spring	Pines	
SELLER	Villas	on	the	River
DETAILS	24,797	SF;	$3.75	million
APN	011-025-07

4798	Coughlin	Pkwy
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he	“third”	estimate	of	U.S.	real	gross	
domestic	product	(GDP)	for	the	sec-
ond	quarter	of	2018	increased	at	an	
annual	 rate	 of	 4.2	 percent,	 which	
remained	 unchanged	 from	 the	

“second”	estimate.	The	overall	picture	of	GDP	
growth	did	not	change	based	on	more	complete	
data	except	that	lower-than-expected	private	in-
ventory	investment	was	offset	by	small	upward	
movements	from	most	other	GDP	components.	
Overall,	real	GDP	growth	for	the	second	quarter	
largely	benefited	from	strong	gains	in	consumer	
spending	and	net	exports.	The	unemployment	
rate	 dropped	 to	 3.7	 percent,	 the	 lowest	 level	
since	1969.	The	 recent	strong	performance	of	
various	economic	indicators	will	cause	the	Fed-
eral	Reserve	to	raise	the	interest	rate	in	Decem-
ber	to	prevent	overheating	of	the	economy.	The	
uncertainty	about	a	potential	 tariff	war	despite	
the	 recent	 NAFTA	 agreement,	 however,	 may	
provide	a	significant	headwind.	
	 The	 Nevada	 economy	 showed	 positive	
economic	 activity	based	on	 the	most	 recent	
data.	Seasonally	adjusted	statewide	employ-
ment	gained	1,200	jobs	in	August.		The	unem-
ployment	rate	ticked	down	to	4.5	percent,	the	
lowest	 level	 since	 the	 Great	 Recession.	 Au-
gust	gaming	revenue	declined	by	7.7	percent	
year-over-year,	due	to	a	significant	 loss	from	
the	Las	Vegas	Strip.	July	taxable	sales,	how-
ever,	 increased	 strongly	 by	 7.5	 percent	 from	
a	 year	 ago,	 while	 gasoline	 sales	 (in	 gallon)	
climbed	slightly	by	0.5	percent	over	the	same	
period.	 	 Finally,	 total	 air	 passengers	 experi-
enced	a	year-over-year	gain	of	1.4	percent.
	 Clark	 County	 exhibited	 mixed	 signals	 in	
its	 economic	 activity.	 Seasonally	 adjusted	
employment	lost	500	jobs	from	July	to	August	
after	a	large	gain	in	the	prior	month.	Total	Mc-
Carran	 Airport	 passengers	 rose	 by	 1.4	 per-
cent	year-over-year.	July	taxable	sales	posted	
a	strong	year-over-year	growth	of	8.8	percent,	
but	gasoline	sales	fell	by	0.3	percent	from	last	
year.	Residential	housing	permits/units	in	Au-
gust	continued	yearly	losses	for	the	third	con-
secutive	month,	down	by	33.4	percent	com-
pared	to	a	year	ago.	
	 Washoe	County	also	posted	generally	mixed	
economic	signals.	The	Reno-Sparks	seasonally	
adjusted	employment	added	700	jobs	from	July	
to	 August,	 up	 by	 3.9	 percent	 year-over-year.	
July	taxable	sales	for	Washoe	and	Storey	Coun-
ties	 gained	 1.2	 percent	 from	 last	 year	 despite	
a	weaker	performance	 in	Storey	County.	Total	
airport	passengers	exceeded	the	level	from	last	
year	by	2.4	percent.	Residential	housing	permits	
in	 June	 showed	 a	 year-over-year	 loss	 of	 16.3	
percent	mainly	due	 to	 the	 reduced	number	of	
new	residential	permits/units	in	Sparks.

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

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

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

Stephen M. Miller, Director

Jinju Lee, Economic Analyst

UNLV Center for Business
and Economic Research
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DATA

Employment

Unemployment Rate*

Taxable Sales

Gaming Revenue

Passengers

Gasoline Sales

Employment

Unemployment Rate*

Taxable Sales

Gaming Revenue

Residential Permits

Commercial Permits

Passengers

Gasoline Sales

Visitor Volume

Employment **

Unemployment Rate*

Taxable Sales

Gaming Revenue

Residential Permits

Commercial Permits

Passengers

Gasoline Sales

Visitor Volume

Employment

Unemployment Rate

Consumer Price Index

Core CPI

Employment Cost Index

Productivity Index

Retail Sales Growth

Auto and Truck Sales

Housing Starts

Real GDP Growth***

U.S. Dollar

Trade Balance

S and P 500

Real Short-term Rates*

Treasury Yield Spread

Note: NSA = Not Seasonally Adjusted, SA = Seasonally Adjusted
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“I am thankful for my family, 
friends and business partners who 
push me to succeed as well as the 
Las Vegas community for their 
never ending support.”

Raja Majid
Owner | Shiraz

“My faith, my family and 
my vocation. I feel so 
blessed to have a job and 
serve a community that 
supports, challenges, and 
nurtures all three.”

Matthew Schambari
President | Bishop Manogue
Catholic High School

“I lost my dad two months ago 
and it has been the hardest thing I 
have ever had to deal with besides 
losing my two brothers. My dad 
was my hero. So, I am most 
thankful for God, He blessed me 
far beyond what I could have ever 
hoped for in a father. [My Dad] 
taught me so much in my life, I 
appreciate every lesson.”

Kathy Watkins
Owner | Sutton Watkins Advertising
& Marketing, Inc.

How did you 
meet your 
significant
other?

What are
you most 
thankful for?

“I am thankful for my 
family’s love that allows me 
to fully give myself to my 
profession.  I am equally 
grateful to my employees, 
who respect and care for each 
other as a work family.”

Dr. Jason O. Jaeger
Director and Owner
Advanced Spine and Posture
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When it comes to the success of your business, 

Nevada State Bank really gets to work. We’re 

here with remote banking solutions, convenient 

locations, and relationship managers who take 

the time to get to know you and your objectives. 

Because when you’re in business for yourself, 

it helps to have a bank that’s in the business of 

helping you.

It matters who you grow your business with.

IT MATTERS WHO YOU BANK WITH.

®

CONTACT US TODAY
nsbank.com/business
866.728.0461

A division of Zions Bancorporation, N.A. Member FDIC

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



