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would just turn around and purchase ad-
ditional supplies from the boycotted re-
gion to make up the difference. Accord-
ing to the EIA, “Due to the nature of the
world oil market, it is impossible to im-
pact the oil revenues flowing to a given
country or region with anything short of
a sanctions regime, wherein all coun-
tries pledge to avoid buying from a par-
ticular country.”

Another thing to consider is that
Venezuela isn’t the only anti-American
oil producer. Since most of the world’s
crude oil comes from the Middle East,
who knows how much oil money gets
funneled into support of Al Qaeda and
other terrorist groups? I don’t want to
support Chavez, but I don’t like the
idea of my gasoline money going to
Osama bin Laden either.  

So, what’s the answer? Reducing our
dependence on foreign oil makes more
sense now than ever. We need to
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Oil Independence
The Key to U.S. Survival
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havez was quoted re-
cently as saying,
“Enough of imperialist
aggression! Down with

the U.S. empire! We have to bury
imperialism in this century.” Chavez
has become the darling of American
leftists, who have visited him and
appeared on his nationally-broadcast
television show. Recent guests have
included Cindy Sheehan (the peace
activist who camped out near Pres.
Bush’s ranch) and Harry Belafonte,
who used his television interview to
call Bush “the greatest terrorist in
the world.”

The thought of my gasoline money
going to support this guy really made
me mad, and I figured a boycott
would take away the funds he needs
to spread his anti-American mes-
sages. That is, until I dug a little fur-
ther and found out some cold, hard
facts about the world oil market.

According to the United States Ener-
gy Information Administration (EIA),
in 2005, less than 40 percent of the
crude oil used by U.S. refineries to
make gasoline was produced here. The
other 60 percent was imported from
Middle Eastern countries, Venezuela
and other oil-producing countries
around the world.

According to the EIA Web site:
“Due to the global nature of the oil
market, boycotts by individual con-
sumers or even individual countries
cannot reduce the oil revenues of a
given oil-producing country. Because
the overall consumer demand for prod-
ucts made from oil (like gasoline and
diesel fuel) would be unchanged, the
oil would simply be purchased by
some other country.”

In other words, if we decide to boycott
a particular regime, we would increase
the amount we buy from other oil-pro-
ducing countries, but those countries

I got an email recently asking me to boycott Citco gasoline, because the company that pro-

duces it (Citgo) is wholly owned by the Venezuelan government. I thought at first it must

be one of those urban legends. How could an American gasoline company be owned by a

foreign country? However, I did some checking and found out that Citgo is indeed owned

by Venezuela, whose leader, Hugo Chavez, is one of Fidel Castro’s closest allies.

Continued on Page 8
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These four senior executives were chosen by
their peers as this year’s Most Respected
CEOs. Find out what makes them tick and
get their viewpoints on management in our
cover story.

Harvey Whittemore is developing a town-
sized master plan called Coyote Springs, one of
the many bedroom communities blossoming
all over Nevada.

The Nevada Development Authority celebrates
its 50th anniversary with this Special Report on
the organization and its accomplishments.

Nevada Business Journal's 2007 Editorial
Calendar (beginning after p. 30) contains
valuable information about our publication. In
addition to a calendar of the articles that will be
published in 2007, it contains advertising rates,
specifications and deadlines. The Editorial
Calendar may also be downloaded in pdf
format from our Web site, nbj.com. For
additional information about advertising in
NBJ, contact our Sales Department at 
(702)735-7003 ext. 6333.

September 2006 • Volume 21 • No. 9

http://www.NBJ.com


September 2006  7

B U I L D I N G  N E V A D A

4 Commentary
LYLE BRENNAN

Oil Independence
The Key to U.S. Survival

10 Business Up Front
Best of Both Worlds
Cutting Health Insurance Costs 
Productivity and Planning

30 Tech Page
MIKE MARRIOTT

Interfacing Multiple IT Systems
A Must for Smart Business Practices 

93 Nevada Briefs
• Henderson Executive Airport Expanded
• Venture Capital Conference to Convene
• Sierra Pacific Launches GRID
• Cox Announces New Headquarters
• Mineral County Receives Federal Funding

94 Face to Face
Erick C. Sanchez, General Design & Construction Co.
Don DelGiorno, KB Home Nevada Inc.

95 Speaking for Nevada
Five Nevada mayors predict future headlines

96 Inside Politics
MIKE SULLIVAN

Nevada Governor’s Race
A Look at the Players

97 Vital Signs
Las Vegas Recovery Center
Help for Those with Addictions 

100 People First
MARK KEAYS

Dealing with Difficult People -
Including Your Boss

102 Expert Advice
DOUGLAS BECKLEY

Customer Centering
The Key to Success

104 Money Management
NEVADA SOCIETY OF CPAS

Creating an Ethical Culture
A Must for Every Business 

105 Compassionate Capitalism
KATHLEEN FOLEY

HELP of Southern Nevada 
Assisting Nevadans in Need

106 Business Indicators
R. KEITH SCHWER

85 Wide Awake
Nevada’s Bedroom Communities
JESSICA SANTINA

92 Harsch Investment Properties
Bullish on Southern Nevada Market
KATHLEEN FOLEY

92 Commercial Real Estate 
Market Report
Second Quarter 2006 – Office Market

F E A T U R E S

91 Building Nevada News in Brief
• Montecito Breaks Ground for Retail Project

• Third Tower Planned for World Market Center

• Largest Multi-Family Deal Announced

• Contractors Board Offers Information

• New Mixed-Use Plan in Centennial Hills

12 Nevada’s Most Respected CEOs
This Year’s Fantastic Four
DORESA BANNING

21 Industry Focus: Bankers
Facing Challenges in a Dynamic Market

79 Nevada’s Energy Future
Earth, Wind, Water and Sun
DIANE GLAZMAN

C O N T E N T S
D E P A R T M E N T S

79



8 September 2006

change the way we produce the power
we use every day in our homes, busi-
nesses and vehicles. We need to pro-
vide incentives for new electricity gen-
eration by nuclear and clean-coal
plants, as well as solar and wind energy
and bio-fuels, such as those made from
corn. This issue of Nevada Business
Journal contains an article about alter-
native power sources being developed
in Nevada; investigating those ways of
producing power and weaning us off
foreign oil would be good for our state
as well as our country.

However, it will take years to convert
our systems over to these new technolo-
gies. In the meanwhile, it makes sense to
open up the Artic National Wildlife
Refuge (ANWR) to exploration for oil
and gas. Experts estimate the ANWR
coastal plain may contain between 6 bil-
lion and 16 billion barrels of recoverable
oil, which could supply us for another
30 to 50 years while we’re developing
alternative technologies. In the years
we’ve been extracting oil from Alaska,
the wildlife there has not been adversely
affected, and there is no shortage of ex-
perts in the wildlife ecology field to help
us devise a plan to drill for oil without
destroying the local habitat.

Even though boycotting Citgo may
not have the economic impact we
would like it to have, it still may be
worthwhile to do, because it will send a
political message that Americans are
disgusted with Chavez and his anti-
American policies. But the long-term
answer seems to be removing the eco-
nomic and political power Venezuela
and other oil-producing countries have
over us by asserting our economic in-
dependence from foreign oil. 

COMMENTS 
email: lyle@nbj.com

Continued From Page 4

Practitioner Faculty
The University of Phoenix, Las Vegas Campus is seeking qualified instructors for
its  Master of Business Management  and Master of Management Programs

You must possess the following qualifications: you have held a Masters or Doc-
torate degree from a regionally accredited institution for at least two years, and
you are employed in the area of concentration of your advanced degree (both
qualifications must be met). and be willing to be trained in problem-based
learning. If you do, please consider this opportunity.

To learn more about the benefits of teaching for the nationwide leader in in-
tense, accelerated undergraduate and graduate level programs for working
adults, e-mail your resume with cover letter today to:

Frances.toves@phoenix.edu
No Calls Please

http://www.desertrad.com
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Meeting both business and per-
sonal demands has long been
a juggling act for profession-

als. New surveys of employees and exec-
utives, however, show companies are re-
sponding. Fifty-three percent of workers
said their employers are very supportive
of their efforts to achieve work/life bal-
ance; 45 percent of executives echoed the
sentiment. Only 10 percent of employees
and 5 percent of managers said their com-
panies are unsupportive of work/life bal-
ance concerns.

The surveys were developed by Of-
ficeTeam, a staffing service specializing
in the placement of highly skilled admin-
istrative professionals. They were con-
ducted by an independent research firm
and include responses from 150 senior
executives at the nation’s 1,000 largest
companies, and 539 full- or part-time
workers 18 years of age or older and em-
ployed in office environments.

Executives and employees were asked,
“How supportive is your company of its
employees’ efforts to achieve work/life
balance?” Their responses:

“Companies today cannot afford to ig-
nore the issue of work/life balance,” said
Diane Domeyer, executive director of Of-
ficeTeam. “Providing employees the
flexibility to address personal commit-
ments, without compromising the needs
of the business, can make the difference
between a good working environment
and a great one.”

It’s no secret that rising healthcare
costs are handcuffing small-busi-
ness owners and their employees

in this country, forcing many to forego
health insurance coverage just to keep
their businesses viable. In 2005, pre-
miums for employer-sponsored health
insurance rose to an average of
$10,880 annually for family coverage
($907 per month) and $4,024 ($335
per month) for individual coverage,
according to the National Association
for the Self-Employed (NASE).
NASE wants micro-businesses – those
with 10 or fewer employees – to know
there are steps they can take to control
healthcare costs. Here are a few:
• Self-employed business owners
should consider a health reimburse-
ment arrangement (HRA). With an
HRA, medical expenses are fully de-
ductible if a spouse works part-time
or full-time in the business.  
• Look for valuable free or low-cost
programs at local pharmacies, gov-
ernment centers, etc. that can help cut
costs and avoid trips to the doctor.
• Get healthy: quit smoking, exercise
more and lose weight.
• Get informed: Check your health plan
to see what’s covered before getting
treatment. Know your health insurance
plan’s rules and then follow them. 

• Plan ahead: To avoid going to an
out-of-plan hospital and having to
pay emergency expenses, post your
plan’s approved area hospitals near
your telephone, along with any emer-
gency phone numbers. 
• Lower pharmacy costs by asking
your doctor to prescribe only drugs in
the bottom two, less expensive tiers
of the three-tiered co-pay system for
prescription drugs.
• Raise your deductible, co-pays or co-
insurance, but be careful not to put out-
of-pocket expenses beyond reach.

Proudfoot Consulting recently
released information from its
“2006 Productivity Report,” in

which top U.S. executives ranked is-
sues related to management as key
barriers to productivity in their orga-
nizations. An overwhelming 50 per-
cent of U.S. executives – significantly
more than the global average of exec-
utives surveyed – said the No. 1 barri-
er to productivity was inefficient
management planning of work and
organization structure. Forty-three
percent of U.S. executives surveyed
ranked poor leadership as the second
greatest barrier to productivity, in-
cluding failure to lead in making nec-
essary changes. Yet ironically, more
than one quarter of executives sur-
veyed have no targets established for
improving productivity in 2006. 

Other findings of the report include:
• 28.8 percent of company time in
America is unproductive. 
• The estimated cost of poor productiv-
ity in the U.S. is $598 billion. 
• U.S. companies lose the equivalent of
33.5 days per worker, per year, due to
losses in productivity. 

Best of Both Worlds

Productivity and Planning

Cutting Health Insurance Costs

BUSINESS UP FRONT

Employees Managers

Very supportive 53% 45%

Somewhat supportive 37% 50%

Somewhat unsupportive 5% 5%

Not supportive at all 5% 0%

100% 100%
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Rod Davis, CEO for St. Rose Dominican
Hospitals in Southern Nevada, is shown
with a device that allows physicians to
perform interventional procedures on
patients with brain aneurysms, tumors and
strokes without opening the skull. He was
one of four people chosen by their peers as
Nevada’s Most Respected CEOs.



September 2006  13

Chief executive officers hold their companies’ futures in their hands. 
Their decisions are crucial, their responsibilities immense. Many 
people count on them for their paychecks and job security. 

Successful CEOs possess foresight, vision and solid business 
acumen. They anticipate future possibilities, and prepare and plan

accordingly. They do not lose sight of the overall objective amid crises. They are able to
relate to employees and to the people with whom they conduct business. They set an
example with honesty and integrity. 

The job is far from easy. It often requires long hours, lots of travel and days full of
meetings. It’s rife with stress and challenges, from the general, such as economic ups and
downs, to the more specific, like government regulations. A huge challenge for all Nevada
companies has been the state’s surging population growth and its impact on the economy. 

In choosing the people to feature in our annual “Most Respected CEO’s” article, NBJ’s
editorial staff asked previous honorees to nominate peers deserving recognition. We also
contacted chambers of commerce, economic development agencies and prominent business
people across the state. While the four people chosen have personal stories as diverse as the
companies they run, a common denominator connects them: they all love their jobs. 

Rod A. Davis
St. Rose Dominican Hospitals

While attending college at Idaho
State University, Rod Davis took a
battery of tests designed to determine
the career best suited to his personali-
ty. The results were: veterinary medi-
cine or hospital administration.

“I blew the tests off,” he said. “I re-
ally didn’t want to be a veterinarian,
and I didn’t know anything about
hospital administration. I knew I
wanted to accomplish something sig-
nificant that would benefit people in a
meaningful way.”

Consequently, Davis majored in
business administration with an em-
phasis on information systems. Fol-
lowing college, he began installing
IBM computer systems in hospitals.
“I got to know what hospitals were all
about,” he said. “I started catching the
spirit of hospitals really helping peo-
ple. I started thinking this would be an
excellent career.”

Today, Davis, 58, oversees the oper-
ation and direction of three St. Rose
Dominican Hospitals in Southern
Nevada for Catholic Healthcare West,
a not-for-profit, religious-based and
non-tax-supported hospital system.
The original campus in downtown
Henderson, known as St. Rose de
Lima, was joined in 1999 by the St.
Rose Siena campus in Green Valley.
The organization’s newest hospital,
San Martín, is scheduled to open this
fall. A major healthcare employer in
Southern Nevada, St. Rose hospitals’
current payroll numbers more than
2,100 workers.

Cover Story: Nevada’s Most Respected CEOs

“Material possessions can’t be
taken past this life, but knowl-
edge, friendships and accom-

plishments can.”
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Davis is in his 15th year with St.
Rose (this compares to the 3.6-year
average tenure for a hospital CEO).
He attributes his longevity to three
factors: “First, I believe in and sup-
port the missions originally estab-
lished by the Adrian Dominican Sis-
ters,” he said. “In addition, I surround
myself with the best people possible
and give them the autonomy to do
their jobs well. The challenge of deal-
ing with rapid growth has also en-
gaged me.”

The hospital CEO is not afraid of
hard work and understands its value.
Growing up in the Idaho community
of Tyhee, Davis worked on his par-
ents’ ranch, where they grew potatoes,
sugar beets, wheat, barley and alfalfa,
and raised livestock. Along with typi-
cal farm chores, he moved sprinkler
pipe, broke and trained horses, and
roped calves and steers. “It taught me
character,” he said. “I grew up with a
real solid work ethic.”

As St. Rose’s CEO, he has stabi-
lized operations and overseen the cre-
ation of the Barbara Greenspun Wom-
ensCare Center of Excellence, the
launch of Henderson’s only open-
heart surgical and pediatric intensive
care center programs, and the devel-
opment of numerous community out-
reach programs. 

The job’s downside, he said, is the
time it steals from being with his fam-
ily. He currently works 50 hours to 55
hours a week, but earlier in his career
logged as many as 70 hours per week.
He makes it a point, however, to
schedule time daily with his wife,
Cathy, to exercise – running, swim-
ming and weight-training; the couple
also lunches together often and enjoys
at least one date a week. He also often
spends time with his three adult sons
– Shawn, Justin and Brett – and their
families (he has one grandchild and a
second on the way).

He and Cathy explore the country
on their Harley Davidson motorcy-
cles, averaging about 10,000 miles a
year. Their most interesting journey
was 4,800 miles through 13 states in
10 days. They also enjoy traveling the
world. Other hobbies include golf,
marksmanship and reading military
nonfiction and suspense novels. His
all-time favorite book is Band of
Brothers by Stephen Ambrose.

Life’s lessons are just as important to
Davis as quality time with family.
Davis’ key insights are, “What counts
is performance” and, “Material posses-
sions can’t be taken past this life, but
knowledge, friendships and accom-
plishments can.” He added, “I have al-
ways tried hard to achieve a high level
of performance in everything I do. I
also believe in gaining all the knowl-
edge I can, and establishing, valuing
and nurturing real friendships.”

Assessing how he’s lived his life
thus far, Davis has no regrets, declar-
ing, “There are always things we
might have done differently if we

could live our lives over again, but I
have been very fortunate and have
benefited from many blessings in my
family, career and friendship.”

Norman L. Dianda
Q&D Construction Inc.

“You do it right the first time or you
don’t do it at all.” Norm Dianda, 67,
president of Q&D Construction Inc.,
first heard these words as a child,
from his father. He remains mindful
of them today as he runs his Northern
Nevada general contracting firm.

“I feel I’m just an old country boy
who wants to do things right,” he
said. Dianda is in fact a native
Nevadan who graduated from Reno
High School and then served six
years as a machinist in the Nevada
Air National Guard. A year later, he
founded Q&D with Lawrence
Quadrio (the Q in Q&D). 

Over the years Dianda grew the
business into the 1,000-employee
company it is today, adding divisions
along the way.  One such division,
Artéfice by Dianda, a cabinet and
millwork company, drew upon Dian-
da’s early experience during high
school as an apprentice cabinetmaker
for Sargent Showcases and Fixture
Co., a cabinet manufacturing compa-
ny. Dianda still does woodwork today,
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but as a hobby, along with steelwork
and silversmithing. He crafts furni-
ture, lamps, bowls, picture frames –
whatever he’s in the mood to make. “I
still love to tinker with wood and
work with my hands,” he said. 

Another affiliate of Q&D is All-
Lite Aggregate, which supplies im-
portant infrastructure construction
material such as rock, sand and as-
phalt. Other divisions added to the
company over the years include gen-
eral engineering, special projects,
paving and concrete departments. 

Although he has enjoyed over-
whelming success, Dianda has faced
his share of adversity.  He recalls
confronting his most challenging trail
14 years after start-up during a period
of rapid growth when his long-time
partner, Quadrio, unexpectedly
passed away from a heart attack.
Adding to  the difficulty, his key su-
perintendent, who oversaw all pro-
jects, also suffered a heart attack
three weeks later (although he even-
tually recovered and returned to work
at Q&D). The sudden loss of two piv-
otal members of Q&D’s executive
staff created an enormous leadership
void that Dianda stepped in to fill.  “It
left me in a position to have to scram-
ble real fast and real hard,” Dianda
said. “All in all, I overcame it and got
through it.”

Dianda has run the company solo
ever since. He said his job entails
“putting out fires”, developing a great
work environment, and creating rela-
tionships with clients. “The vision for
my company is always this: Grow the
business to the market demand of my
customers. That’s how I built Q&D,”
he said.

He does, however, depend on a
competent staff, one on which he
knows he can rely. “The day-to-day
operations are all handled by my
management team,” he said. 

Dianda believes giving back to the
community is necessary. Over the
years he has served and continues to

serve on numerous committees and
boards. One project that was special
to Dianda was the relocation and
restoration of Huffaker Elementary
School, which he attended as a youth.
He also donates regularly to 10 non-
profit organizations. “This communi-
ty has been very good to me,” he said.
“I want to see that Reno stays Reno,
even though it’s growing.”

“The vision for my company 
is always this: 

Grow the business to the 
market demand of 

my customers. 
That’s how I built Q&D.”

http://www.nu.edu
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In his down time (Dianda regularly
puts in up to 60 hours a week), he
likes to hunt big game with his two
sons, Mike and Chris (they’ve been
doing it since the boys were 6), spend
time with his grandson, Joey, and
relax with his wife, Laura, at their
ranch in Honey Lake Valley.

If Dianda had the opportunity to live
his life over, he said, without question
he would run his own business again.
“I love it. I love what I do.”

“All in all, you find out that a
person you might have avoided
turns out to be the most inter-
esting person you’ve ever en-

countered, and with whom you
have much in common.”

Kirk V. Clausen
Wells Fargo Bank

If fate hadn’t intervened, Kirk
Clausen, 50, would be a pediatric den-
tist rather than the regional president of
Nevada for Wells Fargo Bank. He was
accepted into dentistry school but be-
cause it was full, was told his entry
would be delayed a semester or two.

He was advised to take some business
classes in the interim to prepare for
dental college. That’s what he did.
“The next thing I knew, I had graduat-
ed with a business degree,” he said.

Clausen had actually worked for
Norwest Bank (now Wells Fargo) in
Sioux City, Iowa – his birthplace and
childhood hometown – before and
during college. At age 14 or 15, he de-
livered calendars for the bank and did
whatever else he could (cleaning out
vaults, shoveling snow, even wiping
down urinals) to earn money. Then,
throughout college, he worked the
night shift as a teller (the bank was
open 24 hours). 

“By the time I graduated from col-
lege, I was managing all three teller
lines all three shifts,” he said. His boss
asked him to participate in the bank’s
management training program, and he
did. So began his bank management
career. Today, he’s responsible for
more than 11 Wells Fargo banks
across Nevada. 

“I think I’m the most fortunate
banker in our company,” he said. “I
couldn’t have asked for a better region.
Even though the Midwest is home, and
will always be home, I think Nevada is
an extraordinary place. I love our cus-
tomers and our team.”

He sometimes wonders what being
a pediatric dentist would have been
like, but doesn’t bemoan the career
he’s fulfilled. He does regret, howev-
er, the time the job took away from
his family – sons, Trent and Trevor,
and wife, Rhonda. “It does tug at me,”
he said. “I was chasing my career, try-
ing to figure it all out. I wish I had that
part to do over again. Yet, thank God
for Rhonda, because (the boys) turned
out well.”

Despite the demands on his time,
Clausen has served on numerous
community boards, including the
Economic Development Authority of
Western Nevada (EDAWN), the Clark
County Public Education Foundation

http://www.mrcgroup.com
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members,” he said. “I see their faces. I
wonder, for instance, how one might
be doing in a particular situation. I
wonder how I can help. I want to most
often go in and fix it, but I can’t. It’s
where I feel the most angst.”

Walter M. Higgins, III
Sierra Pacific Resources

Cover Story: Nevada’s Most Respected CEOs

“I absolutely, unequivocally
wake up every day, no matter
how tough things are, and I

look forward to going to work. I
just love what I do.”

and the Nevada Policy Research Insti-
tute. “Whatever I give back is not that
much,” he said. “I like being part of a
group of people collectively who can
make an impact. Truthfully, I’m just
honored to be involved with so many
of these organizations.”

If he could impart a brief life lesson
to his grandchildren when they come
along, it would be, “Never lie, and be
nice to and interested in everyone you
meet.” These words of advice handed
down from his father – the person he
most admires – have proven absolute-
ly true, he said. 

“Once in awhile, you run into a
quirker, but all in all, you find out that
a person you might have avoided turns
out to be the most interesting person
you’ve ever encountered, and with
whom you have much in common.”

Sometimes, he said, it feels as
though his employees are his children,
because he truly cares about them.
“After my head hits the pillow and I
close my eyes, I think about team

As CEO of Sierra Pacific Resources,
the parent company to both Nevada
Power Co. and Sierra Pacific Power
Co., Walt Higgins, 61, is working his
second major career. His first was as a
U.S. Naval officer. After obtaining a
nuclear science degree from the U.S.
Naval Academy, he served as a nuclear
submarine officer despite his earlier
aspirations to become a pilot and fly
fighter jets. He spent 90 days every six
months deployed to places such as
Spain, Scotland, the Caribbean and
southern United States.

Despite liking the work, Higgins
began to become disillusioned with
some aspects of the Navy. Those,
along with his marriage, led to his de-
cision to change careers. Higgins,
however, served as a Naval reservist
in the ensuing years, ultimately retir-
ing as a captain. His military service
totaled 29 years.

The transition from a military to a
civilian career was easy, likely because
his first job out of the service was
working for a Naval shipyard. While
holding that job, he made a key deci-
sion: to pursue employment with a
power company or an institution in the
nuclear industry. He landed a job at
Bechtel Corp., which was designing
and constructing nuclear power plants.

From there, he worked at the U.S.
Atomic Energy Commission, Port-
land General Electric and Louisville
Gas & Electric. He expected to re-
main in Louisville as the CEO for
Louisville Gas & Electric throughout

http://www.eqtitlenev.com
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Define CEO. The officer who over-
sees operations? A liaison be-
tween a company and its board?

The public face of an organization?
While accurate, these descriptions
miss a critical aspect of the job. As the
senior leader of an organization, the
CEO is a symbol of what the company
stands for – not just for its stakehold-
ers, but for every person who comes in
contact with the company. 

Many CEOs neglect the symbolic im-
pact of their role. They may even unwit-
tingly embody the stereotypical “corpo-
rate suit” that the C in their title stands
for. CEOs can strengthen their influence
by redefining that C in a more powerful
way. Here are some suggestions:
• Clarity – Everyone in an organization
follows the CEO’s lead. The CEO must
be crystal clear about his or her vision;
ambiguity confuses people and leads
to a lack of focus.

• Consistency – An unpredictable
leader gets unpredictable results. CEOs
must be vigilant about their expecta-
tions, staying consistent and on target
with their message. 
• Communication – Significant time
and talent is wasted trying to “figure
out” what a CEO wants. Continuous
communication with a clear, consis-
tent message streamlines organiza-
tional efforts. 
• Consideration – An organization isn’t
made up of systems and strategies; it’s
made up of people – who are affected
by every decision the CEO makes. Con-
sidering the impact of those decisions
on real people can lead to a more de-
voted workforce. 
• Community – The CEO is the symbol
of an organization for the people with-
in and outside the company. CEOs
can increase their effectiveness by
taking into account every person, in-

cluding shareholders, board mem-
bers, employees, vendors, contrac-
tors, suppliers, clients, community
members and more. 

Unfortunately, the word “corporate”
has taken on a stodgy reputation in an
age of change. CEOs can reinvigorate
their role by focusing more on their
leadership than on their position – that
is, by thinking not just about the things
they do, but the way they do them. In-
corporating the five C’s allows every
CEO to gain the additional employee re-
spect and commitment that help a
company excel. 

Joelle Jay, owner of Pillar Consulting,
is an executive coach, speaker and au-
thor who coaches business leaders and
executives.

Five C’s for CEOs

http://www.colonialbank.com
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the remainder of his career, but was
surprised when utility companies
began recruiting him. He subsequent-
ly accepted a job with Sierra Pacific
Power Co. in 1993. He then moved to
Atlanta to head a natural gas compa-
ny, only to return to Reno in 2000 as
CEO of Sierra Pacific Resources (in
the interim Sierra Pacific had merged
with Nevada Power).

“The whole idea (of returning) was
very intriguing to me,” he said. “It was
a tough choice.” It was not as difficult,
however, as what he’d face upon his re-
turn. Sierra Pacific was in a financial
crisis, consumer confidence was low
and political problems concerning
deregulation were about to erupt.
“From the fall of 2000 to the spring of
2004, we faced a continuous crisis of
one sort or another,” Higgins said. 

He pulled through by adhering to
the leadership style that had brought
him thus far. That meant recruiting
the best people to work for him, help-
ing employees to work as an integrat-
ed team, continuing to treat people re-
spectfully, and not letting the stresses
alter who he was. Most importantly,
he persevered and never quit. Higgins
credits his father for his work ethic,
discipline and values. He’s also grate-
ful to Key Stepp, a former boss, who
taught him about leadership and inter-
personal skills. 

Even throughout the dark days,
Higgins never stopped loving his job.
“I absolutely, unequivocally wake up
every day, no matter how tough things
are, and I look forward to going to
work. I just love what I do.”

Other passions, which he enjoys in
his limited free time, are golfing (his
favorite course is Pebble Beach’s Cy-
press Point Club), boating, skiing,
running and reading. His newest
hobby is visiting his four granddaugh-
ters. “The nicest times are when I am
with them,” he said.

Doresa Banning is a freelance writer
based in Northern Nevada.

http://www.fnbonline.com
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C
EOs of Nevada banks met recently
to discuss issues vital to their indus-
try, which included topics such as

staffing, competition, fraud and taxes.
Connie Brennan, publisher of Nevada
Business Journal, served as the modera-
tor for the event as part of Nevada Busi-
ness Journal’s monthly Industry Focus
series, which brings CEOs together to
discuss pertinent issues in their industry
or profession. Following is a condensed
version of the discussion.

How concerned are you about
competition from credit unions? 

Corey Johnson: We understand the
credit unions’ original genesis was to
provide services to borrowers with a
common bond, and also to provide ac-
cess to credit for those of modest

means. That was why they were grant-
ed a tax exemption. We’ve seen them
move past that charter, and now credit
unions are doing everything we’re
doing. This hurts us because they
don’t have to pay 34 percent in taxes.
The primary issue is they’re doing
loans that are competing with us, es-
pecially in commercial lending, and
they have an unfair advantage because
they don’t have to pay taxes, which
means we can’t compete on price. I
just got through with a meeting in
Washington D.C. about this issue. It
really is a national problem. I think
banks are making headway in Con-
gress and seeing some movement.
The other thing is that credit unions
don’t have to comply with the Commu-
nity Reinvestment Act (CRA), which
requires banks to make investments in

LEFT TO RIGHT:

Tyler Olson Regal Financial Bank

Peter Kingman Southwest USA Bank

Jackie DeLaney Sun West Bank

John Guedry Business Bank of Nevada

Kathy Maynor Nevada Commerce Bank

Corey Johnson Silver State Bank

Peter Atkinson Black Mountain Community Bank

Edward Jamison Community Bank of Nevada

Pat Moore Bank of The West

Phillip Burns Town and Country Bank
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local communities. Multibillion-dollar
credit unions are going into our mar-
kets doing SBA loans, commercial
lending, leasing, they’re doing bulk
management, they’re doing all the
things that a bank’s doing and yet not
paying the same price, either from a tax
standpoint or from the regulatory side. 
Edward Jamison: Their power base in
Washington used to be unstoppable,
but I think we’re making headway in
getting our story told in Washington.
People are starting to ask, “Why are
they doing this if their original purpose
was to provide credit for those of mod-
est means with a common bond?” Now
they really flaunt it, advertising, “If
you can breathe air, you could be a
member of a credit union.” Well, that’s
not the purpose of the common bond. I
think people are getting a little offend-
ed by that. There are some members of
the House who are very strongly op-
posed to expanding their powers.
Peter Kingman: Credit unions are
now starting to qualify their cus-
tomers. Instead of serving all who
come in the door, they’re going up the
demographic scale, and getting the
kind of people banks might be fo-
cused on. Consequently, it’s about the
level playing field. If the playing field
doesn’t give them an advantage, then
I think everybody in this room is
ready to compete.
Connie Brennan (Nevada Business
Journal): In responding to com-
plaints from banks, people from the
credit unions have said, “If banks
aren’t doing well, why don’t they
change their charters and become
credit unions?”
Jamison: That’s easy for them to say.
Likewise, if they want to be banks, let
them change their charters. If they want
to do what we do, then let them fulfill
the CRA requirements, the regulatory
requirements, the stockholder require-
ments – all of those things – and pay
taxes, too. Let them be real banks, not
banks with a credit union veneer.

http://www.4safenv.state.nv.us
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Peter Atkinson: Some of them have
tried. In Texas and Michigan, credit
unions wanted to switch from being
credit unions to being a mutual sav-
ings bank. Their own regulatory
agency did everything they could to
torpedo that effort, so they couldn’t
do it, but they recognized that they
wanted to do more banking busi-
ness and wanted to stop being cred-
it unions. 
John Guedry: It’s an easy comment to
make, because they know it won’t
happen. Shareholders in banks across
the country aren’t going to vote to
change their charter. 
Jackie DeLaney: I think we need to
point out that the banking industry
doesn’t have a problem with credit
unions being what credit unions
were intended to be. There are
small credit unions that really do
serve their membership charter, and
no one has an issue with that. If
they do what they were designed to
do, then the banking industry is fine
with that.
Guedry: We have received calls from
credit unions from out-of-state
wanting us to participate with them
on loans outside their market area.
That’s really rubbing it in. Naturally,
we said no.
Brennan: Are credit unions getting
more aggressive?  
DeLaney: Very much so.
Atkinson: Weren’t they also request-
ing to reduce the capital requirement,
which makes them a much higher risk
to insure?
DeLaney: Yes.
Jamison: They’re trying to pass leg-
islation to expand their powers even
more than they are today, which
would give them more ability to do
commercial lending and reduce
their capital requirements. You have
to understand that they insure them-
selves, really. When they start tak-
ing away loans from commercial
banks, we have an issue with that. 

How big an issue is employee 
recruitment and retention 

in your industry? 

Guedry: Huge.
DeLaney: It continues to be a problem
across the board. We’re finding it with
compliance people, with Spanish-
speaking people, even with tellers. We
recently ran an ad for tellers, and got
hardly any responses.
Brennan: Do you have a pool of

qualified people who just jump from
bank to bank?  
Tyler Olson: As we all draw from the ex-
isting pool, we’re all stealing from each
other. There’s a limited supply. Bringing
in new qualified people is a challenge in
the lending area. We’re also seeing it in
the front-line people, because they are
so important to our customers. 
Brennan: Are you training a lot? Are
you hiring kids out of college who
show potential? 

http://www.northernnevadabank.com
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Olson: We have an intern program in
place, from tellers all the way up. We
grow our own.
Brennan: Do you think it’s a national
issue, or is it more prevalent here in
Nevada?
Phillip Burns: It’s national. There are
banks in the Midwest that are experi-
encing some issues, but some of those
have been in the making for some time.
Regulators used to be a great resource
of employees for bankers, as they inter-

acted with regulators and made person-
al connections. However, there are a lot
fewer regulators now. Also, large banks
used to have very broad training pro-
grams, so you could go to them when
you needed somebody. It’s always bet-
ter to hire somebody with a broad area
of expertise, and they’re just not there.
Even the very large banks hire people
and send them down a career path
that’s very specific, and that’s the only
aspect of banking they ever get exposed

to. So, it’s a combination of things, and
the end result is that community banks
have a chronic shortage of qualified
employees.
Atkinson: Our bank is looking outside
Nevada in areas of the country that are
not as economically vibrant as Nevada.
But it’s an expensive gamble to bring
in loan officers you don’t know, who
don’t know the area and who don’t
bring in local business. Then you have
to pay to relocate them. Some of us
have done that, because it’s been so
tough to find people locally.
Brennan: Has it been your experience
that people will jump ship for a few
thousand dollars a year? 
Atkinson: No. Obviously, money is a
factor, but they’re also looking at op-
portunities. My bank is very small, and
there’s only so much room to advance.
Some of the larger banks have a much
broader base, and there are more op-
portunities to be promoted. Very rarely
does anybody make a lateral move
without additional funds, but that’s not
the only motivating factor.

Banks are currently paying 
a higher tax in Nevada than any

other industry. Is there hope 
on the horizon to get the 

bank tax repealed?

Jamison: Some candidates say they
will work towards parity. It’s hard to
justify that tax when the state has a
huge surplus of half-a-billion dollars.
Why segregate one industry for more
tax than others?
Guedry: Working to repeal this tax is
not just for the protection of our in-
dustry, but it’s for the protection of
the entire business community. We
don’t want to set a target on any one
industry, because the next time legis-
lators come up short, instead of trying
to manage a budget, they just look to-
ward that industry as a target. I think
for the health of the business econo-
my, we should be working to create
parity in the tax structure.

Industry Focus: Bankers

http://www.harschnevada.com
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Atkinson: I believe one of the senators
was quoted as saying, “Well, at least we
got the banks.” That certainly shows we
weren’t the only industry that was
being considered for extra taxes.
Guedry: Legislators have been
working with us to try and get this re-
versed, and I think they will continue
to do that, because they recognize that
it’s an unfair tax.

Wal-Mart, Home Depot and other
large corporations are trying 

to offer banking services at their
retail locations by forming 

“Industrial Loan Corporations
(ILCs).” How will this impact banks

and consumers?

DeLaney: It’s a special type of charter
that was actually established some
time ago, but not many people took ad-
vantage of it until they realized there
was an opportunity to create a different
sort of financial institution. My con-
cern is that they’ll compete for our

business without being held to the
same standard as banks. They’re not
regulated by a holding company, so
they can be owned by anyone. We
can’t. We have to be held by a compa-
ny that’s regulated by the Federal
Reserve. They can be owned by Wal-
Mart, Home Depot, or anybody else.
And then there’s the Community Rein-
vestment Act (CRA). The local ILC
bank is getting credit for contributions

the parent company is making in other
parts of the country. For example, the
national headquarters makes a $1 mil-
lion donation to some charity, and
they’re counting that in the CRA of
their bank in Nevada. They’re getting
these outstanding CRA ratings be-
cause of something that’s being done
by their corporate non-bank entity, and
that isn’t benefiting our communities
at all. The biggest issue for me is that
it’s a charter that’s going to allow them
to do things because of their corporate
structure that we would not be able to
do because of the regulations that
apply to us.
Brennan: Are consumers at risk from
these ILCs?
DeLaney: At the bank level, they have
the same FDIC insurance coverage
that we provide. For me, it’s more of
a competitive issue. If they want to
compete, they need to play ball the
way we play ball. 
Brennan: Is there legislation pending
to deal with this?

http://www.swbnevada.com
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DeLaney: At the federal level, they
are re-evaluating it right now to see if
they can close that gap, because there
is some mixing of the commercial
sector with financial services.

There have been two or three
mergers lately of bank 

corporations holding Nevada
banks. Do you think this is 

the start of another wave of
mergers and acquisitions?

Jamison: We hope there is a wave.
Mergers and acquisitions follow any
consolidation of the market. There are
fewer banks potentially to be merged.
Western Alliance took two out of the
market [Nevada First Bank and Bank
of Nevada]; we’ve taken two out of
the market. However, five new banks
are now being chartered. So, is there
going to be a wave?  I don’t know.
Johnson: When looking at mergers
and acquisitions, you need to consid-
er the size of the banks that are being
acquired. The high cost of govern-
ment regulations and compliance
makes it attractive for smaller banks
to sell out to a larger bank to help bear
that cost of compliance.
Brennan: I’ve talked to a number of
bankers who say when they form
banks, “I’m in this for the long haul.”
But you suspect that, in the back of
their mind, they’re planning to do a
four- or five-year deal and turn it
around, yet publicly they won’t admit
it. Is this market ripe for a lot more
banks coming on line that will even-
tually be bought out?  
Kingman: When we started our
bank five years ago, 10 banks start-
ed in that year. So five banks, if
that’s all that’s done this year, is re-
ally a fairly modest pace. What
we’re really talking about here is
economies of scale and market
share, and a bank can get to a cer-
tain size where it has a market mo-
mentum that can carry it to the next

level. Probably in this market, that’s
a $500 million bank, and at that
point, there’s a decision whether to
sell out or to hold course. That real-
ly is a decision made by the board
and shareholders of that bank. 

How big a concern is 
banking fraud? 

Johnson: It’s huge.
DeLaney: Fraud is a huge business,
and it’s ever-changing. There are new
technologies coming out to help us in
the long term. They can flag unusual
activity so we’re not accepting fraud-
ulent deposits and other transactions.
However, it involves a lot of extra
cost, time and energy to do that.
Guedry: You’re constantly having to
stay on top of Internet scams, and it’s
tough. You constantly have to be diligent.
Brennan: Do you think Nevada is
worse than other states because of the
gambling here and the transient na-
ture of our population?
Guedry: Yes.
Pat Moore: It’s the only market I’ve
ever been in where you might see a
backhoe carrying an ATM machine
down the road at 3:00 a.m. In our of-
fices we’ve had five or six remote
ATMs picked up by backhoes and
carted off. So it’s not even that so-
phisticated. In one case they brought
the backhoe back to the equipment
company they had stolen it from and
left it there after they got the ATM.
Brennan: Did you catch him?  
Moore: I don’t think so. We only
caught one out of the five. Robberies
are really a big problem, too.

What changes have you had to
make to accommodate federal 
security requirements enacted

after 9/11? Is compliance costly? 

Guedry: It’s very costly, because you
can’t do it manually, so you have
costs for computer systems and soft-

ware. In our small bank, we have one
person who spends half his time fo-
cused on reporting all the required
items of banking transactions.
Atkinson: There are potentially huge
penalties if we don’t do it right.
Brennan: So the bottom line is that
the burden is put on banks to monitor
suspicious activities, and there’s no
reimbursement.
DeLaney: Yes, and it’s very expen-
sive. There are also new regulations in
the works regarding disaster recovery
that were proposed after Hurricane
Katrina. 
Jamison: Part of that is having proce-
dures in place in case employees
can’t get to your location because of a
natural disaster. 
DeLaney: The government may talk
about regulatory relief, but for every-
thing they try to relieve, they create an-
other problem. So truthfully, I don’t see
it changing. I think if you’re going to be
in this business, you have to know it’s a
highly regulated industry and learn to
live with that. It’s going to continue.

What will be the biggest 
challenge for banks in the 

next five years?  

Guedry: I would say the biggest chal-
lenge is going to be hiring experi-
enced people.
Kingman: I agree with that. It’s about
people: getting the competency, get-
ting the experience and getting the
longevity in the marketplace, and
that’s where I think each one of us
competes very fiercely.
Guedry: Partially because that takes
time to develop. It’s not just some-
thing you can teach. It requires some
years of experience. It doesn’t happen
overnight, and the industry’s quick,
the market’s quick.
Kingman: There’s a very fierce com-
petition for deposits, and that goes up-
stream a little bit to the level of mar-
keting – coming up with new products
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that have appeal to the consumer and
making sure there is an economic jus-
tification for each one of our enter-
prises. Just to pay more money for de-
posits doesn’t really improve the
profit margin, and each one of us is
focused on our profit margins. Our
costs are going up, and they’re not
easily passed through.
Guedry: But would you agree that it’s
somewhat cyclical because we’re in a
rising interest rate environment and
people are looking for higher yields?  
Kingman: Sure it is, and it’s not hard to
make money when deposits were cost-
ing 1 percent, but when you get up to the
levels of today and if it goes beyond,
you’re talking about interest rates.
What’s going on now in the Middle East
will increase the cost to our federal gov-
ernment and what will that do to the
budget? What will a renewed pressure
on the deficit do to inflation? We may be
in a temporary hiatus for the moment on

interest rates, but I think the Fed has
learned to react quickly [to raise interest
rates] if inflation rears its head.
Brennan: What’s your take on where
the interest rates are going to be this
time next year?
Kingman: The scenario can go either
way, but I don’t think they’ll be down.
If government spending does acceler-
ate, they may go up. 
Atkinson: There have been articles in
banking magazines that the future for
us won’t be the same as the past. We’ve
always made money on the interest
margin. In the future, we have to look

more to fee income from other services
and other products. We can’t continue
forever trying to survive on the differ-
ence between what we pay on deposits
and what we charge on loans.  
Kathy Maynor: I recently read that
Wells Fargo now gets 50 percent of its
income from fees and services.
Brennan: But isn’t the market resis-
tant to those fees? Doesn’t everybody
want free checking and free every-
thing?
Atkinson: That’s true, but there are
other things, like online stock market
trades, wealth management, manag-
ing assets and pension funds. The cus-
tomer is used to paying those fees to
somebody, so we’re just competing
with a different group of folks.
Guedry: The entire financial services
sector is starting to cross-sell their ser-
vices, and ultimately I think we’ll see
the financial industry offering more ser-
vices, which is good for the customer.

http://www.bankofnevada.com


Atkinson: We’re adding what had not
historically been bank products to our
portfolio – things we can do for our
customers. We’ve known for years
that the more services you supply for
a customer, the less likely you are to
lose that customer.
Olson: The key is to expand the rela-
tionship, and if that relationship calls
for a new service and I can do it, I will. 
Burns: Some of it is customer-driven.
Studies have shown people don’t want

to go to nine different providers for fi-
nancial services. Banks have been the
provider of choice for consumers, and
it’s very natural that they want to be
able to get a whole realm of financial
services there. It’s good for bankers
and consumers.
Brennan: Doesn’t that bring up an-
other whole set of government regula-
tions?
Moore: If you’re going to offer in-
vestment products or insurance prod-

ucts, you come under those regulatory
concerns, and you have to respond to
that. CitiBank has just about every
service you can think of, so the large
banks are setting the tone, and we’re
competing. One-stop shopping has
been the direction of the industry.
Now you have CPAs who are offering
investment services. We’re all com-
peting for the same customer.

Once you build a relationship,
are clients loyal or do they just

bounce from bank to bank?  

Olson: Generally, they’re fairly loyal.
Moore: If you’re talking about the se-
nior citizen, the CD rate shopper,
there is absolutely no loyalty. They
have banks on speed dial, and they’re
going to call around until they get the
best deal they can get. (Laughter)
They’ll move $200,000 for .01 per-
cent. However, if you’re talking about
business clients, there’s a lot of loyal-
ty in those customers. It’s very com-
petitive. You really have to beg and
cajole and just keep showing up.
Guedry: Our customers are a cross-sec-
tion. You’re going to have some cus-
tomers who are rate-sensitive, and you’re
going to have some customers who are
relationship-oriented. Most banks would
like to have relationship customers be-
cause we work hard to develop that rela-
tionship and you don’t want to lose them,
but we also understand that there is a seg-
ment of the market that is rate-sensitive,
and we have gear products towards that
segment as well.
Kingman: The relationship is the
basis of the franchise value of each of
our banks. True core deposits are a
premium on acquisition. In an acqui-
sition, what the acquirer is looking for
is expanding its franchise value with
brand loyalty. So how do you build
brand loyalty that starts within a rela-
tionship? How do you grow a rela-
tionship to add value to that relation-
ship?  That’s the question each of us
labors under every day.

Industry Focus: Bankers
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ments of the business in order to ac-
curately monitor the customers and
keep track of valuable information
relating to them. 

Citing a gaming environment ex-
ample again, the reporting and analy-
sis of information in a casino is equal-
ly as important as the mere tracking
of gaming data. IT departments must
work to merge varying data tracked
by numerous software systems. 

A computer consultant with pro-
gram expertise can access applica-
tions and link them in one common
database through system interface, a
means of communication between
software packages and systems.
Companies such as IT Strategies re-
view and implement systems and
build interfaces and bridges so differ-
ent business departments can see
exact processes and numbers for
management reporting purposes.

The benefits of bringing in a qual-
ified information technology consul-
tant and establishing an IT structure
could directly affect the bottom line.
Without integration, businesses
could lose valuable information and
create inconveniences for cus-
tomers. Lack of systems integration
can defeat the purpose of their tech-
nology investment.

Mike Marriott is executive vice pres-
ident of IT Strategies International
Corp., a global computer consulting
firm headquartered in Las Vegas.

Interfacing Multiple IT Systems
A Must for Smart Business Practices

arge corporations, casinos
and other organizations
increasingly rely on com-
puter technology to oper-

ate their businesses, but many are not
taking the additional important step
of integrating separate databases.
While implementing new technology
is generally a net plus, businesses
need to take heed and make sure sep-
arate information technology systems
are able to communicate with one an-
other. To ensure a productive and ef-
ficient work environment, it is critical
that they consolidate various business
applications into one common data-
base, or at the very least provide
workable interface software between
various crucial systems.

While executives may purchase
premier software products, it’s im-
portant to be able to link the different
systems together. Many workplace
environments, including casinos,
often focus on what a particular ap-
plication can do for their business
without realizing the impact the pro-
gram can have if it can’t communi-
cate with existing systems.

As technology progresses, execu-
tives find that new products address
the need for information containment.
For example, in the highly competi-
tive gaming industry, casinos continu-
ally search for ways to manage more
data in the most cost-effective, secure
manner possible. As a result, gaming
companies may install several data

management products to process
transactions and track information.
Large casinos often rely on a multi-
tude of independent systems for vari-
ous technology functions, such as
separate tracking systems for slot ma-
chines, keno games, race and sports
book wagers, and dealer-to-player ra-
tios. Cooperative software systems
can be adapted to work together and
exchange information between pro-
grams. This, in turn, would save the
casino money and allow it to be more
efficient in dealing with customers.

In addition, top management faces
increased pressure for accurate ac-
counting practices. Because past ac-
counting scandals and stock market de-
bacles have demanded more scrutiny
on accurate accounting records, casi-
nos and other public companies rely
heavily upon software systems to pro-
vide detailed reports to meet the audit
and accounting requirements of the Se-
curities and Exchange Commission.

In all businesses, it’s important for
executives to create a technology
strategy that fully supports business
objectives. For example, if an organi-
zation’s goal is to increase its cus-
tomer base, then it would be a wise
move to monitor customers’ spending
habits. This could be accomplished
through technology and established
databases, which allow for the track-
ing of customers’ actions and behav-
iors. The technology needs to have a
common approach within all depart-

L
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T
he Union of Concerned Scien-
tists estimates that state require-
ments for renewable energy

usage, along with increased funding
and government incentives, will boost
renewable energy capacity in the U.S.
by nearly 30,000 megawatts (MW) by
2017. With nearly $30 billion in new
investments, this will provide enough
power for 19 million homes and re-
duce carbon emissions by an amount
equivalent to taking 11 million cars
off the road. 

The consensus of industry experts
and lawmakers is that renewable ener-
gy will cause a change in the way
America provides energy for its citi-
zens and industries – a revolution akin
to the way the transcontinental rail-
road created an explosion of produc-
tivity and technological innovation in
the 1800s. The United States, along
with Europe and Asia – driven by
their increasing energy needs, the in-
stability of oil supplies and the reality
of limited fossil fuel reserves – are ac-
tively pursuing renewable energy as a
way to ensure their energy futures. 

With one of the most aggressive
Renewables Portfolio Standards
(RPS) in the country and a history of
utilizing renewable energy for more
than 20 years, Nevada is positioning
itself to be at the forefront of this
rapidly emerging industry. 

Nevada’s national, state and local
government officials, utilities, regula-
tors, economic development agencies,
gaming and mining industries, and re-
newable energy developers are antici-
pating a revolution in the way this
country provides power to its citizens
and industries, and they want Nevada
to be the leader of an industry that
promises not only cheaper energy, but
high-paying jobs and a more diversi-
fied economy. 

Though the state’s first RPS was
developed in 1997, its renewable en-
ergy requirement was less than 1 per-
cent. In June 2001 – largely in re-
sponse to the California/Enron energy
crisis that left Nevadans energy-
strapped and paying higher prices –
the Legislature upped that require-
ment to 15 percent by 2015. 

What’s an RPS?
A Renewables Portfolio Standard en-

sures a minimum amount of renew-

able energy – expressed as a per-

centage of total energy – is included

in the portfolio of electricity re-

sources serving a state. Renewable

Energy Credits are central to the RPS.

A credit is a tradable certificate of

proof that one kilowatt-hour (kWh) of

electricity has been generated by a

renewable-fueled source. The RPS

requires all electricity generators to

demonstrate, through ownership of

credits, that they have supported an

amount of renewable energy genera-

tion equivalent to some percentage

of their total annual kWh sales. For

example, if the RPS is set at 5 per-

cent, and a generator sells 100,000

kWhs in a given year, the generator

would need to possess 5,000 credits

at the end of that year.

Nevada’s Energy Future
Earth, Wind, Water and Sun

Feature: Nevada’s Energy Future
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Renewable Energy Sources Pros and Cons
TYPE

Geothermal

Solar – PV

Solar – CPS

Wind

Biomass

WHAT IT IS

Pockets of water superheated by the
earth’s magma. Use the superheated
water to create steam to turn turbines
to generate energy.

Best known type of solar collection, uti-
lizing large panels of solar collectors.

Produce electric power by concentrat-
ing sunlight into high-temperature heat
using mirrors. Use the superheated
water to create steam to turn turbines
to generate energy.

Use the wind to turn blades on wind-
mills to generate electricity.

Biomass – the energy from burning or-
ganic materials – has been used since
the discovery of fire. Wood, wood waste
and residue, agricultural waste and
residue, and organic municipal waste
are primary source materials for ener-
gy; corn (for ethanol) and soybeans
(biodiesel) are used for biomass fuels.

PRO’S

• Available on demand. Only renewable
energy source that can be used as base-
load power.
• Nevada has some of the best geothermal
sites in the world, with approximately
1,400 MW available for development.
• Nevada has used geothermal for more
than 20 years and has world-class re-
search facilities.
• Can be used directly to provide heat.

• Nevada has some of the best solar re-
sources in the world.
• Available during high demand periods –
daytime hours.
• Can be used at the consumer level and
on small scale (such as powering street
signs).
• Silent and non-polluting.
• Can be installed anywhere.
• Nevada utilities have a rebate program
for PV installation on homes, businesses,
public buildings and schools that has re-
ceived national recognition as a “best
practice program” and is used by other
states to develop similar programs.

• Nevada has some of the best solar re-
sources in the world.
• Available during high demand periods –
daytime hours.
• Large-scale commercial application.
• Similar to conventional fossil fuel power
plants. Can utilize much of the same
equipment already in use to general power.
• Can be built near existing transmission
lines.

• Least expensive of all renewables, price
comparable to fossil fuels.
• Production tax credits available from the
federal government for wind installation.
• Tremendous interest national and inter-
nationally in wind projects, leading to ad-
vances in wind technology.
• Used extensively in Europe and Asia.

• Only renewable that creates harm if not
used because of consequences of wild-
fires, solid waste transportation and in-
creased use of landfills.
• Does not release “new” carbon dioxide
into the atmosphere.
• Primarily uses waste products, reducing
landfill use.

CON’S

• Site specific: is only available where
there is geothermal activity, and the
company must own the land in order to
drill.
• Sites must provide sufficient heat and
fluid to provide power.

• Costs approximately $3 million/ MW.
• Cost of energy is higher than other re-
newables. 20 – 25 cents/kilowatt hour.
• Only available when there is sunlight.
• Limited use on commercial scale.
Largest PV site in the world (in Ger-
many) produces 10 MW.

• High capital cost.
• Cost of energy, while lower than PV, is
still higher than cost of other renew-
ables and fossil fuels: 8 cents/ kilowatt
hour.
• Only available when there is sunlight.
During the summer, Nevada’s peak
usage extends into the evening and
must rely on conventional energy
sources to provide that power.

• Intermittent resource, not always
available during peak periods.
• Locations need wind to blow at suffi-
cient level 30 – 40% of the time.
• Lengthy period of study necessary to
ensure appropriate location.
• Permitting process through several
agencies (FAA and military) because of
radar interference.
• In Nevada, few existing transmission
lines in areas of best wind.

• Nevada rates only “fair” for biomass
as a renewable resource.
• Most of Nevada’s biomass resources
are under federal control through the
BLM and USDA Forestry Service.

Feature: Nevada’s Energy Future
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At the time, Nevada was a net im-
porter of energy, spending nearly $3
billion annually to provide enough
power for its citizens and industries.
During the 2001 legislative session,
the lawmakers also created the Neva-
da Renewable Energy and Energy
Conservation Task Force to coordi-
nate the activities of federal, state and
local agencies and officials involved
with renewable energy, conservation
and efficiency, and work with the
State Office of Energy to develop and
review the state’s comprehensive en-
ergy plan with regard to renewables.
In 2005, the Legislature again in-
creased the RPS, setting the mark at
20 percent by 2015 and added energy-
efficiency measures, along with ener-
gy derived from geothermal, solar,
wind and biomass. 

The RPS sets incremental bench-
marks that the utilities must meet or
face penalties imposed by the Public
Utilities Commission (PUC). The
RPS bumps requirements up by 3 per-
cent each year until the 20 percent is
reached in 2015. For calendar years
2005/2006, Nevada’s regulated utili-
ties must produce a minimum of 6
percent of their energy either from re-
newable sources or based on energy
efficiency measures. 

So far, the state’s regulated utility

companies – Nevada Power and Sierra
Pacific, held jointly as Sierra Pacific
Resources – have failed to meet the
RPS. According to Thomas Fair, Sierra
Pacific Resources executive for renew-
able energy, that failure is due in large
part to the severe financial difficulties
the utilities experienced after the Cali-
fornia energy crisis. Renewable energy
projects require long-term investments,
and the utilities’ rating was below in-
vestment grade. In addition, because
Nevada has only two main consumers
of energy, independent renewable ener-
gy developers could not get funding be-
cause the utilities could not enter into
the long-term power purchase agree-
ments necessary to prove the financial
viability of a project. 

The utilities also found, as with any
emerging technology, that not every-
one who brought projects to them
could actually deliver what they
promised. They saw contracts for sev-
eral renewable energy facilities go un-
completed. According to Fair, Sierra
Pacific Resources has refined its RFP
(request-for-proposal) process, ensur-
ing that more contracted projects will
result in more projects on the ground.
They have also instituted an accelerat-
ed procurement process to shorten the
time between the RFP and getting
signed contracts. 

As the utilities pull out of their fi-
nancial problems, they are redoubling
their efforts to meet the state stan-
dards. “We’re estimating we will be
spending more than $2 billion be-
tween now and 2015 for renewable
energy. That is a huge amount of
money and an awful lot of projects.
We have to be able to not just procure
from the marketplace, we have to go
out and promote development and un-
dertake development and co-develop
with other developers to make sure
the projects happen. We want good
projects to happen because we need
all that in order to meet the standard,”
Fair said.

So far, according to Don Soderberg,
chairman of the PUC, no fines or
penalties have been assessed in recog-
nition of the financial problems the
utilities face and because the renew-
able energy industry is still maturing.
“It’s one thing to set the goal, and it’s
another thing to get there,” he noted.
“It is clearly something that is in its
infancy. The technology has always
been there; there are always people
promoting various technologies, but
actually getting these things built and
producing kilowatts is something that
everyone is learning, and the learning
curve has been quite steep.”

It’s Not Just About Energy
In addition to meeting the state’s

energy needs, renewable energy is
being looked at by many people as a
way to diversify the state’s economy,
by not only attracting energy develop-
ers, but also companies that manufac-
ture and develop the components and
technology used in the production of
that energy. In the course of putting
together Target 2010, the Economic
Development Authority of Western
Nevada (EDAWN) conducted a pub-
lic survey and discovered that renew-
able energy is one of the most desir-
able industries to bring into the
region. According to Jason Geddes,
manager of government affairs for

Feature: Nevada’s Energy Future

This small wind turbine north of Reno produces power for the homeowner.
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EDAWN, the industry is attractive be-
cause it creates high-tech, high-pay-
ing jobs and is a “green” technology. 

And what makes Nevada attractive
to the industry? Nevada itself. Not
only does the state have an abundance
of natural resources, it also offers low
taxes, a good business regulatory en-
vironment and transportation net-
works for rail and air that make for
easy access to California and the
West Coast. The natural resources
and good business environment make
it possible for a company to put in
wind farms or power plants and be
close to production facilities with its
R&D and design departments. Neva-
da also has world-class renewable en-
ergy research facilities at UNR,
UNLV and the Desert Research Insti-
tute, a component of the University
of Nevada system.

One renewable energy company
that needs no additional proof of
Nevada’s potential is ORMAT Tech-
nologies. The company has been pro-
ducing power from Nevada’s geother-
mal resources since 1984 and
currently produces 200 MW of power
from its plants at Steamboat Springs,
Soda Lake and the Brady Geothermal
Project. Dan Schochet, vice president
of market development for ORMAT,
Inc., calls Nevada the most renew-
able-friendly state in the country, with
support coming from the legislative as
well as the regulatory levels.

The effort to make Nevada a hub for
renewable energy development is oc-
curring at the national level as well. In
July, Senator Harry Reid introduced a
bill to provide $90 million in zero-in-
terest bonds for schools in Nevada
and other western states to fund re-
newable energy projects. While help-
ing schools lessen the impact of ris-
ing energy costs, the bill is also
designed to spur the industry’s devel-
opment, making it rank with gaming
and mining as a significant contribu-
tor to the state’s economy. “It’s a con-
tinuation of my many years of work

in bringing federal money to the state
to promote renewable energy,” the
senator said. “I think there’s a lot
more we can do working together at
all levels to realize the tremendous
potential of our renewable energy re-
sources and to build a related new
and healthy world-class manufactur-
ing base right here in Nevada.”

Congresswoman Shelley Berkley is
also working within Congress to cre-
ate a national RPS, using Nevada as a

model. “The creation of a national re-
newable portfolio standard will en-
courage investment in energy from
solar, wind, geothermal and other
sources and will help provide a ready
market for these kilowatts,” she said,
adding that she has proposed legisla-
tion that would end subsidies to nu-
clear power plants and redirect those
federal dollars to the development of
alternative energies. “Tax incentives

Feature: Nevada’s Energy Future

Continued on Page 98

http://www.nevadapower.com


Harvey Whittemore is chairman of the Wingfield
Nevada Group, which is developing the 43,000-
acre community of Coyote Springs.
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WIDE AWAKE
N E V A D A ’ S  B E D R O O M  C O M M U N I T I E S

Building Nevada: Nevada’s Bedroom Communities

T
he alarm goes off at 5 a.m. It’s
awfully early, but you have to hit
the road by 6:30 a.m. if you’re

going to have any chance of making it
to work, in traffic, by 8 a.m. 

Sound familiar? If so, you’re one of
thousands in Nevada now commuting
an hour or more to urban areas from
one of the many flourishing bedroom
communities. The high cost of land and
housing in cities have driven many
Nevadans into these small residential
towns – that, and the desire to escape to
a more rural, quiet lifestyle. As a result,
Nevada’s sleepy bedroom communities
are all of a sudden wide awake.

Southern Nevada

Although Clark County is now, for
the first time in years, no longer the
fastest growing county in Nevada –
it’s fifth – its growth shows no signs
of stopping. More than 1.6 million
people now live in the Las Vegas
metro area, and that number is pro-
jected to reach 3.6 million by 2024.
The median Las Vegas housing price
is approximately $308,000. On a 30-

year fixed mortgage, that’s a monthly
payment of about $2,150, according
to the Nevada Appeal, meaning that
you’d have to make at least $70,000 a
year to afford a home in Las Vegas.
Between the high housing costs and
the crush of city life, bedroom com-
munities like Coyote Springs,
Mesquite, Pahrump and Mojave
County, Ariz. have become attractive
alternatives to Las Vegas, which is
why all of them are booming. 

Coyote Springs

Easily the most newsworthy bed-
room community in Southern Nevada
is Coyote Springs. When completed,
this 43,000-acre, 65-square-mile mas-
ter-planned development 60 miles
northeast of Las Vegas will be, in ef-
fect, a brand new town. It’s the brain-
child of Reno attorney-turned–develop-
er Harvey Whittemore, chairman of the
Wingfield Nevada Group, which ac-
quired the land in 1996 for $15 million.

Straddling the line between Clark
and Lincoln counties, Coyote Springs
is entitled for 159,000 units – 49,000

of which are in Clark County. Pardee
Homes has purchased and now con-
trols nearly 65,000 of those units.
Sales should begin at the end of 2007,
and homes should be delivered in Jan-
uary of 2008. 

Coyote Springs is much more than
just new homes. Currently,16 golf
courses are on the drawing board, in-
cluding a Jack Nicklaus-designed
course now under construction. Coy-
ote Springs will house the second
PGA Village in the country – a 22-
acre village that will include a wel-
come center, a PGA learning center,
an events center and a general store.
The 91,000-square-foot clubhouse
will be one of the largest in the world.
Additionally, Coyote Springs will fea-
ture a 13,000-acre nature preserve and
a $30 million community center and
accompanying lake. More than $250
million in infrastructure improve-
ments and community facilities will
be completed around September of
2007, including a school and medical
facilities. Furthermore, Whittemore
owns water rights in excess of 40,000
acre-feet.
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“Coyote Springs will start as a bed-
room community,” said Whittemore,
“but eventually the goal is to make it
self-sustaining.”

Will living in Coyote Springs be
worth the more than 50-minute drive
from downtown Las Vegas? With
housing prices projected to be 10 per-
cent to15 percent less than comparable
homes in the city, Whittemore thinks
so. “People still want to achieve the
American dream of owning a house,”
he said. “Some convert that into living
in condos and high-rise apartments,
which is about 10 percent to 15 percent
of the population. But the rest are still
searching for a place to raise a family
with all the amenities we have.”

Mesquite

According to Home Builders Re-
search, Inc., a Las Vegas-based resi-
dential research firm, approximately
1,000 homes per year are under con-
struction in Mesquite, about 85 miles
to the northeast of Las Vegas on Inter-
state 15. With a 90-minute commute
to Las Vegas, Mesquite seems too dis-
tant to be a bedroom community, but
based on its rate of development,
that’s not a problem.

When Allen Bell, Mesquite’s direc-
tor of engineering and economic de-
velopment, came to the area in 1994,
the population of this tiny town with
six golf courses – known primarily as
a retirement destination – was about
3,000. He estimates it now hovers
around 20,000. 

A total of about 14,000 new homes
are on the drawing board in Mesquite.
The first is a 2,014-acre Pulte Homes
community called Anthem Mesquite,
which will include as one of its fea-
tures a Del Webb active adult lifestyle
community, Sun City Mesquite, adja-
cent to an 18-hole golf course. 

In addition to 4,600 homes, Anthem
Mesquite will host four miles of trails,
a 33-acre regional park, recreational

facilities and limited commercial
space. The average home will be
about 1,500 square feet and cost
somewhere in the neighborhood of
$230,000 – somewhat less than com-
parable homes in Las Vegas. 

Adjacent to one of Mesquite’s top
golf courses, Wolf Creek, will be
HawkRidge Condominiums, a 152-
unit, five-phase development being
built by two Minnesota-based real es-
tate entrepreneurs. Comprised of two-
and three-bedroom luxury condos,
prices will start in the $170s. 

Additional projects include Canyon
Crest, a 330-acre, 999 residential-unit
development, and Mesquite Estates,
with 667 acres and 2,301 residential
units. In January, the 132-acre mixed-
use Barcelona project, containing resi-
dential units, a hotel/casino, retail and
professional offices, will get underway.
Bell estimates another 3,000 units for
mixed-use will be developed near the
Riverside exit, where the city has a con-
tract to sell 1,000 acres to a developer.
The city is also looking to acquire land
from the Bureau of Land Management
(BLM) in order to build affordable
housing and a regional park. Finally,
one of the biggest plans underway is the
new 7,500-foot-long general aviation
airport 12 miles west of the existing air-
port, which is currently situated incon-
veniently between two golf courses. 

Still, Allen Bell isn’t so sure
Mesquite is purely a bedroom com-
munity. “I think a majority of resi-

dents actually work here or are retired
and don’t work at all,” he said. “There
are about 1,700 business licenses in
Mesquite, and we get about 35 new
business licenses every month, not
counting renewals.”

Pahrump

Welcoming visitors to Pahrump
from the west is a sign that reads
“Welcome to the New Old West,”
which sums up, literally and figura-
tively, the crossroads where Pahrump
now finds itself. Almost perfectly
centered between Death Valley and
Sin City, Pahrump, in Nye County, is
home to approximately 35,000 resi-
dents. Pahrump, which 10 years ago
had a population of 15,000 and was
quite rural in nature (and the butt of
many jokes), is now poised for in-
credible growth.

Dave Richards, Pahrump town man-
ager, said the town has consistently av-
eraged about 4 percent growth for each
of the last four years, due mostly to the
disparity between housing prices there,
versus Las Vegas or California. “In
Pahrump, you can buy a three-bedroom,
two-bath, two-car-garage home on 1.5
acres for $300,000, which is relatively
cheap. So we have a lot of people who
sold property in Las Vegas, came here
with cash, bought a brand new house
and put money in the bank. It’s only an
hour’s drive, which compares favorably
to driving across the Las Vegas Valley
with the current traffic problems, and I
think we have a better quality of life.”

Those who have always enjoyed
Pahrump’s rural lifestyle may not love
this growth, but their escalating prop-
erty values might ease that pain. Since
January of 2004, property values have
doubled; Richards figures the average
home now runs somewhere between
$275,000 and $300,000. Research by
the Nevada Department of Trans-
portation (NDOT) indicates there are
10,000 daily one-way commutes to

It’s only an hour’s drive,
which compares favorably
to driving across the Las

Vegas Valley with the cur-
rent traffic problems, and I

think we have a better
quality of life.”
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Las Vegas from Pahrump each morn-
ing – that’s about 30 percent of the
town’s population. 

Richards attributes the growth to a
handful of developers who sparked
interest in Pahrump. Currently,
15,000 new homes are approved for
the southeast corner of town near U.S.
Highway 160, all of which will be
completed in the next 10 years, bring-
ing an estimated 45,000 new resi-
dents. Included in the four develop-
ments currently underway is the
6,200-home Gateway community, to
be developed by the Focus Property
Group, which will be breaking ground
in another two years.

Will Pahrump ever become a self-
sustaining metro area? Richards said
the town is doing what it can to grow
jobs, but he wouldn’t guess that
Pahrump would ever be truly urban-
ized, given the way the parcels of land
are distributed. “Most of our industry
is currently service-oriented,” said
Richards. “We have four small casi-
nos, and the school district is still the
largest employer. We need other jobs
that are high-paying and can support a
family. I think we’ve made some in-
roads to that effect at the town level,
and hopefully, we’ll have good news
to report in the next year.”

Mojave County, Arizona

The 3.5-mile Hoover Dam Bypass
project, which will quickly and easily
connect Clark County to U.S. High-
way 93 in Mojave County, Ariz., is
scheduled for completion in June
2008. When that happens, it will be-
come the gateway to a whole new se-
ries of bedroom communities. 

Rhodes Homes has five master-
planned communities in the works for
northwest Arizona, comprised of
131,000 homes on more than 20,000
acres. The first of these is the Village
at White Hills, located just 28 miles
south of the Hoover Dam and approx-

imately 55 miles from Las Vegas. This
20,000-home, 2,700-acre project is in-
tended to be a live–work area. Anoth-
er community is Golden Valley Ranch,
a 33,000-home golf-course communi-
ty with some commercial activity on
5,750 acres, just another 30 miles to
35 miles south in Kingman. 

A number of approvals have yet to
be worked out before development on
any of the five Rhodes Homes com-
munities begins. Skeptics say there’s
not enough infrastructure or water to
support the thousands of new residents
who will eventually live in Mojave
County. Time will tell whether this is
true, but with only an hour’s commute
time to Las Vegas, it should prove an
attractive housing option if these chal-
lenges can be overcome.

Northern Nevada

As Ron Weisinger, executive di-
rector of the Northern Nevada De-
velopment Authority (NNDA), ex-
plained, “Reno’s all out of land.”
Perhaps that’s partly why the medi-
an housing price in Washoe County
is around $330,000 – surpassing
that of Las Vegas. And in Douglas
County’s Minden-Gardnerville
area, about an hour south of Reno
on U.S. Highway 395, the median
home price soars to $415,000. It’s
no wonder Lyon County, sand-
wiched between Washoe and Dou-
glas, is the fastest-growing county
in Nevada for the fourth straight
year; according to CNN, it’s the
second fastest-growing county in
the U.S., with a 9.6 percent growth
rate. Here you’ll find the majority
of Northern Nevada’s most active
bedroom communities.

Fernley

Initially situated along a transconti-
nental railroad, Fernley suffered when
Interstate 80 was built, replacing

Highway 40 as the main thoroughfare
through downtown. Since then, the
town languished until recent years,
when industrial parks started to draw
attention to the city. According to es-
timates reported in the Reno Gazette-
Journal, more than six of every 10
new Lyon County residents between
July 2004 and July 2005 moved to
Fernley. That’s a yearly growth rate of
4.3 percent, which has held steady
since 1996.

“Fernley is, and isn’t, a bedroom
community,” said Weisinger. He
points to an example: Wade Develop-
ment’s 5,000-acre Crossroads Com-
merce Center in Fernley, whose ten-
ants include Amazon.com, Trex
Company, Inc. and Quebecor Printing.
Developments like this offer many op-
portunities to work, as well as live, in
Fernley. So far the Center has already
brought about 3,500 jobs to the area.

Crossroads Commerce Center is
part of Wade Development’s Sonterra
Master Plan, a large, mixed-use, mas-
ter-planned community of 6,200
homes and thousands of multi–family
housing units, ranging from starter
homes to luxury residences and ac-
tive–adult developments. Lakemont
Homes is developing the majority of
the houses, which are scheduled to be
built over the next 10 years to 15
years. The ultimate goal is to have res-
idents working where they live. Sacra-
mento-based builder R & K Homes is
also building 700 homes in Fernley.

To accommodate the population
growth in Fernley, NDOT is building
a traffic roundabout in town and
widening the U.S. Highway 50 alter-
nate. Washoe Medical Center decided
to more than double its 3,600-square-
foot Fernley facility; now encompass-
ing 7,500 square feet, the expanded
hospital opened in May. 

But even with such growth, the me-
dian housing price in Fernley is still
around $245,000 – a bargain in the
Northern Nevada market. 
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Dayton

Bedroom communities seem to be
popping up all along the U.S. 50 corridor
– including Dayton, which is also locat-
ed in Lyon County, and which serves as
a convenient home for those working in
land-locked Carson City or in Douglas
County, which has a conservative-
growth policy.

“Who would have thought Dayton

$275,000, which is a far cry from that of
Douglas County.

Most of Dayton’s tremendous growth
is due to the more than 1 million square
feet of retail and commercial space
scheduled to be built in the next four
years. Along with that will be another
Wade Development plan: Legado, a
3,000-acre, master-planned golf course
community on Highway 50. The new
Carson City Freeway, which will by-
pass downtown Carson City and link
U.S. 395 just north of town with U.S. 50
in the south, is scheduled for comple-
tion in 2010. After that, Dayton and
other areas along the U.S. 50 corridor
should boom. It’s projected that 15,000
cars daily will make the one-way com-
mute along this vital link to the Truckee
Meadows.

Fallon

Located 60 miles from Reno and 61
miles from Carson City, it may be
hard to believe that Fallon, in
Churchill County, is a bedroom com-
munity. But with a current city popu-
lation of about 9,000, and with just
under 1,000 lots now in the approval
or construction process, Fallon is set
for considerable growth, according to
City Engineer Larry White. Before
2005, White said the city was issuing
between 20 and 25 single-family
housing permits per year; in 2005, it
issued 96, and he expects that number
to be higher for 2006.

As Rick Gray, executive director
of the Fallon Convention and
Tourism Authority, explained, Fal-
lon’s tremendous growth isn’t en-
tirely because it’s a bedroom com-
munity for Reno, Sparks or Carson
City. Housing prices here are actual-
ly similar to those in Las Vegas.
However, Fallon is a retail and com-
mercial hub for many of the sur-
rounding rural communities,
including Hawthorne and Lovelock.
Although, as Ron Weisinger pointed

would have a Starbucks?” said
Weisinger of the coffee giant that
opened a Dayton location in July. It’s a
sign of remarkable growth in an area
that used to be known primarily as the
location of several brothels. Today
roughly 15,000 people call Dayton
home, a population that’s projected to
increase to 65,000 by 2012. Part of
Dayton’s appeal is its affordability – the
median cost of housing there is

Building Nevada: Nevada’s Bedroom Communities

is HAZARDOUS to your Wealth!!Leasing

Stop paying your landlord and start investing in your own company.  
Oquendo Business Park’s office condos provide instant equity 

and tax advantages … for less than what you’re paying your landlord.

Own your Own Office Condo
Oquendo Business Park

Call Lisa Hauger or Tim Behrendt for an Investor Package. 

702-388-1800

• From 1037 – 13432 sq. ft.
• Immediate Availability

• From $225 psf Gray Shell (Including HVAC & Slab)

• Great location at Oquendo & Decatur



http://www.nsbank.com
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we’re a township of 35,000-plus
because of Spring Creek.” The
nearby towns of Osino and Ryn-
don, to the northeast, are also bed-
room communities for Elko. But
with approximately 28,000 cars
heading south from Elko at the end
of each workday, it’s clear that
much of Elko’s commerce relies on
Spring Creek residents.

Development in the Elko area is
primarily commercial. The North-
eastern Nevada Regional Railport is
a 100-acre facility set to make Elko
a western transportation hub. An ad-
jacent industrial park could bring in
another 1,500 jobs. Residential de-
velopment has been slow, as the city
tries to annex large parcels of pri-
vately–owned land just on the out-
skirts of town. However, as jobs
continue to grow, those parcels
should be developed. 

“We’re having a housing short-
age,” said Barkdull, who pointed out
that the average housing price of
about $240,000 won’t last long. “Our
growth caught us off-guard. But
we’ve got investors and home-
builders looking here all the time,
and we don’t discourage that –
they’ll do well here.”

Waking Up in Nevada

For many who have spent years
in Nevada’s bedroom communities,
enjoying a rural lifestyle, such a
remarkable amount of growth and
development may cause a few
growing pains. But as Ron
Weisinger of NNDA pointed out,
“If you want to be out there by
yourself and away from everybody,
you have to go further out. There
are always people willing to sell
their property for a profit. That’s
just the American way.”

Jessica Santina is a freelance writer
based in Reno.

Building Nevada: Nevada’s Bedroom Communities

out, Churchill County’s philosophy
on growth mirrors that of Douglas
County – conservative and con-
trolled – Gray said the City of Fal-
lon is looking to bring more busi-
nesses to town to accommodate all
its residents. 

“Fallon has been trying to recruit
electricians and linemen for our elec-
trical utility, sewer, water and
garbage facilities,” said Gray. “We
need qualified help to maintain our
infrastructure.” Additionally, a new
business park was recently built on
the east end of town.

“We’d like to keep as many people
in town as possible, and both the city
and the county are looking to bring
small businesses here,” said White.
“We’d like to cut down on the traffic
leaving Fallon in the morning.”

Rural Nevada - Elko County

Even rural Elko has bedroom com-
munities – in particular, Spring
Creek, eight miles south of Elko,
home to one of the largest homeown-
ers’ associations in the U.S. Spring
Creek’s growth has mirrored that of
Elko, explained Elaine Barkdull, ex-
ecutive director of the Elko County
Economic Diversification Authority
(ECEDA). In the ’80s, when Elko’s
gold mining business really began
booming, Spring Creek was created
so workers could live close by and
still own acres of land. 

Amenities at Spring Creek include
an 18-hole golf course, an indoor/out-
door equestrian center, a campground,
a marina park with a 32-acre stocked
lake and a sports complex. And with
full fiber-optic capabilities and no
business license requirements, Spring
Creek encourages entrepreneurship,
which is why much of the growth in
Elko County is taking place there.

“If you look at figures for Elko,
you’ll see a population of only
18,000,” said Barkdull. “But really,

http://www.washoecounty.us
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ter, a home and hospitality furnish-
ing showroom and convention com-
plex. When fully built, at 12 million
square feet and eight buildings,
World Market Center will be the
largest trade show facility in the
world. The campus showcases furni-
ture, decorative accessories, lighting,
area rugs, home textiles and related
products, as well as a Design Center
open year-round to the trade. The
first building opened in 2005, the
second should be open next year, and
the third building is scheduled for
completion in May of 2008.

Largest Multi-Family Deal 
Announced

Orion Residential has purchased nine
Carefree Senior Living communities
in Southern Nevada for $243.5 mil-
lion, setting a record for the largest
multi-family real estate transaction in
the state. The deal included nine
apartment communities for adults 55
and older, totaling 2,219 units. A de-
velopment still under construction in
Summerlin and a project in Sacra-
mento were excluded from the trans-
action. The price per unit was
$109,734. Garry Cuff and Doug
Schuster of NAI Horizon represented
the buyer, a prominent national in-
vestment company based in Chicago.
The seller was Carefree Holdings, an
investment group formed in 1981.

New Mixed-Use Plan 
in Centennial Hills

Blue Marble Development has an-
nounced plans to build Paxton Walk, a
$2 million development consisting of
restaurants, storefronts and 782 condo-
miniums and townhomes on 31 acres at
the corner of Tenaya Way and Centen-
nial Parkway in northwest Las Vegas.
The Paxton Square Town Center will
feature 96,000 square feet of store-
fronts, restaurants and offices sur-
rounding a 27,000-square-foot court-
yard. Residential space will be

available above the storefronts and of-
fices. Amenities will include 11 court-
yards, three pools, fountains and gar-
dens, two clubhouses and two fitness
centers. The Townhomes at Paxton
Walk include 65 residences ranging
from 1,679 square feet to 1,712 square
feet. The Courtyards at Paxton Walk
will be four-story buildings consisting
of 374 condominiums ranging in size
from 726 square feet to 1,503 square
feet. Construction will begin in the
fourth quarter of 2006.

Montecito Breaks Ground 
for Retail Project

Montecito Companies recently an-
nounced the development of Cheyenne
Pointe, a $21 million, 93,000-square-
foot grocery-anchored retail center.
The project is located on a 9-acre site at
the southeast corner of Cheyenne Ave.
and Civic Center Dr. in North Las
Vegas. This is the first large-scale com-
mercial retail project within North Las
Vegas’ downtown redevelopment area
and the first redevelopment project east
of Interstate 15 in the Cheyenne Tech-
nology Corridor. A 30,000-square-foot
Mariana’s Supermarket will anchor the
center, which will include 13 addition-
al tenants, including Starbucks, Nevada
Federal Credit Union and T-Mobile.
Tenant space ranges in size from 1,200
square feet to 10,000 square feet. Mar-
iana’s Supermarket is scheduled to
open in the first quarter of 2007.

Contractors Board 
Offers Information

The Nevada State Contractors Board is
asking members of homeowners asso-
ciations to aid them in teaching home-
owners how to protect themselves
against unlicensed contractors. Repre-
sentatives of the Contractors Board are
available to attend meetings of home-
owners associations or other communi-
ty groups to conduct a one-hour talk on
the benefits of hiring licensed contrac-
tors for home repairs and remodeling.
It is against the law to conduct con-
tracting work in Nevada without a li-
cense. For more information, contact
Kenya McCampbell at 702-486-1136. 

Third Tower Planned for World
Market Center

The PENTA Building Group has
been awarded a $300 million con-
tract to construct the third building at
the World Market Center in down-
town Las Vegas. At 2 million square
feet and 15 stories, this tower will be
the largest at the World Market Cen-

B U I L D I N G  N E V A D A  B R I E F S
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In North Las Vegas, Harsch is building the

second phase of Cheyenne Commerce Center,

a three-phase project that contains 102,000

square feet of smaller-bay product.

The company’s long-term strategy for the

Las Vegas market is to maintain a strong

presence in industrial business parks, accord-

ing to Ramous. Nevertheless, it is venturing

into the office market, planning its first

ground-up mid-rise office project at Warm

Springs and U.S. 95. Ramous said Harsch has

no plans to enter the high-rise residential

market, but remarked, “Don’t rule us out –

we have the capability. Although high-rise

residential is not our core competency, for

some of our parcels, it may be a higher and

better use of the property.”

Since Harsh came to Southern Nevada 11

years ago, it has both developed and re-devel-

oped properties, including the Center at Spring

Mountain, a 375,000-square-foot retail and

business center that recently underwent a $10

million transformation. “The main component

of our growth in the next 24 to 36 months will

be development,” said Ramous. “But, we’re in

it for the long haul. Ten years from now there

will be plenty of opportunities to redevelop

our older properties.”

Jordan Schnitzer, president of the compa-

ny, calls Harsch a “regionally-driven organi-

zation,” adding, “We put tools in the hands of

each regional team so they can best serve our

tenants. You need both a strong central lead-

ership and also a good team in each region,

and communication between them is the key.

You never want to second-guess local knowl-

edge, but you also have to have the ability to

see the big picture for the entire company.”

Besides its Las Vegas office, Harsch also op-

erates in Seattle, Portland, Sacramento, San

Francisco and San Diego, and will open an

office in Phoenix soon.

Kathleen Foley is editor-in-chief of Nevada

Business Journal.

arsch Investment Properties, a

privately-held company based

in Portland, Ore., began devel-

oping commercial real estate

projects in Southern Nevada in 1995, and

now owns and manages 6.8 million square

feet in the Las Vegas Valley, mainly in indus-

trial business parks.

John Ramous, vice president of operations

for the company, heads up the Las Vegas of-

fice. He reported that the company currently

has 900,000 square feet either under construc-

tion or in the permitting process, and another

1 million square feet on the drawing board. 

Although rising prices for industrial land

have many developers worried about a

downturn in the market, Ramous said he

doesn’t foresee a slump in the immediate fu-

ture. “We are definitely bullish on the Las

Vegas market,” he stated. In fact, despite

high prices, Ramous said Harsch is continu-

ing to buy land in specific areas as part of its

long-term growth plan. 

Major projects currently under develop-

ment include Speedway Commerce Center,

Henderson Commerce Center and Cheyenne

Commerce Center. The Speedway facility,

with 1.4 million square feet of light industri-

al space on 93 acres, is 99 percent leased,

with the average tenant occupying just 7,500

square feet. “With smaller tenants, it’s some-

times hard to keep turnover low,” said Ra-

mous. “We’ve found that having on-site

managers keeps tenants happy.”

Harsch has developed a number of proper-

ties in Henderson over the past five years, in-

cluding the Henderson Commerce Center,

located just east of U.S. Highway 95 on

Warm Springs Road. Phase I contains

360,000 square feet of distribution space in

two tilt-up buildings. Phase II, scheduled for

completion in the third quarter of 2007, will

comprise five buildings with 245,000 square

feet of industrial space. Phases III and IV

may contain some flex office product.   

Southern Nevada statistics compiled by 
Applied Analysis.

Northern Nevada statistics compiled by 
Alliance Commercial Real Estate Brokerage.

ABBREVIATION KEY

MGFS: Modified Gross Full-Service 

SF/MO: Square Foot Per Month

NNN: Net Net Net

Total Market Las Vegas Reno

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease sf/mo (nnn)

Under Construction

Planned

CLASS A

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease sf/mo (nnn)

Under Construction

Planned

CLASS B

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease sf/mo (nnn)

Under Construction

Planned

CLASS C

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease sf/mo (nnn)

Under Construction

Planned

39,271,793

3,702,222

9.40%

1,151,761

669,382

$2.21 

4,270,688

5,619,899

7,038,539

345,917

4.90%

182,075

168,945

$2.57 

1,247,262

2,178,133

28,538,635

2,953,994

10.400%

969,686

531,079

$2.23 

3,023,426

3,441,766

3,694,619

402,311

10.90%

0

-30,642

$1.78 

0

0

8,113,706

852,990

11.7%

37,844

197,304

$1.36

60,000

76,000

4,122,740

395,544

10.2%

37,844

149,949

$1.83

na

na

2,268,318

303,886

17.2%

0

42,306

$1.49

na

na

1,722,648

153,560

9.4%

0

5,049

$1.19

na

na
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County, along with generating $20
million in private investment in the
community. The EDA grant has a 20
percent local match requirement;
more than $383,000 of that match
came from the state Community De-
velopment Block Grant program, a di-
vision of the Nevada Commission on
Economic Development. Additional
match funding will come from local
sources and in-kind investments.
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Henderson Executive Airport
Expanded

Clark & Sullivan Constructors recently
completed a $23 million expansion pro-
ject at the Henderson Executive Airport
for the Clark County Department of
Aviation. The general aviation facility
has a new stand-alone control tower and
a 24,000-square-foot terminal designed
to serve high-end customers. In addi-
tion, two parallel runways were built to
meet the needs of virtually all general
aviation aircraft; one of the new run-
ways is the longest general aviation run-
way in the Las Vegas Valley. Officials at
the Department of Aviation hope to
convince more general aviation planes
to use Henderson Executive Airport to
decrease traffic at McCarran Interna-
tional, which is nearing capacity.

Venture Capital Conference 
to Convene

Golden Capital Network, Nevada
Center for Entrepreneurship and Tech-
nology and the Sierra Angels will hold
the sixth annual Silver and Gold Ven-
ture Capital Conference on October 3
and 4 in Reno. The event provides an
opportunity for new companies to
demonstrate their capabilities before
50 leading investor groups and venture
capital funds. The conference also
provides an opportunity for investors
to learn about fundable entrepreneur-
ial endeavors in the region. For more
information visit www.goldencapi-
tal.net.

Sierra Pacific Launches GRID
Sierra Pacific Power recently rolled
out the Geographic Real Estate, Of-
fice and Industrial Database (GRID),
a comprehensive geographic informa-
tion system that includes all available
commercial and industrial property in
Northern Nevada. GRID looks at all
the property available in the northern
half of the state, regardless of city or
county, location, owner or broker. The

system is searchable by size, location
or type of property desired. Included
with the search are scaleable maps,
listings for land uses and nearby road-
ways, plus information about the sale,
lease and suitable uses for the proper-
ty. Each property listing contains a di-
rect link to the broker or developer in-
volved with the property for quick
reference and contact. Access to
GRID is at http://econdev.sierrapacif-
ic.com/sppc/

Cox Announces New 
Headquarters

Cox Communications-Las Vegas re-
cently announced that it will relocate
its regional headquarters in Southern
Nevada to an 187,000-square-foot fa-
cility at 1700 Vegas Drive formerly
used by the Veterans Administration.
The building and land cover 13 acres
in West Las Vegas. Renovation of the
building may take up to two years.
Upon completion, Cox will transfer
its workforce of nearly 900 employ-
ees from the current location at 121
Martin Luther King Blvd., as well as
from its Henderson-based Cox Busi-
ness Services division. Cox hopes its
move to West Las Vegas will help
contribute to the area’s revitalization. 

Mineral County Receives 
Federal Funding

Gov. Kenny Guinn recently an-
nounced the award of $3,040,000 in
funding for economic improvement
in Mineral Country though the U.S.
Department of Commerce’s Econom-
ic Development Administration
(EDA). The funding is designed to
upgrade water and sewer infrastruc-
ture so that a large tract of industrial
land adjacent to Hawthorne Army
Depot and the Mineral County Air-
port can be developed into an eco-
nomic center. It is estimated this will
create more than 650 jobs in Mineral

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

Control tower at Henderson 
Executive Airport 
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FACE TO FACE

President

General Design & Construction Co., Inc. 

Las Vegas

Type of business
Commercial general contracting, project
management, steel supply and fabrication

Biggest business challenge
Expanding and managing growth is always
a top priority, and a challenging but reward-
ing facet of the business. Finding quality
subcontractors and suppliers is also proving
to be challenging these days, since they are
in increasingly high demand with the con-
struction market booming and so many large
projects either underway or in the pipelines.

What do you like best about your job? 
I take pride in leading a company that pro-
vides a quality product and is devoted to
meeting our clients’ individual needs. See-
ing the excitement and satisfaction from a
client is one of the most rewarding and en-
joyable experiences anyone could ask for.
Also, building projects that become a sig-
nificant part of the Las Vegas community
is very rewarding. 

How do you spend your time 
when you’re not working? 
I enjoy spending time with my family and

friends, as well as getting involved in vari-
ous community groups and organizations. I
volunteer my time on the board of trustees
to the Shade Tree Shelter for women and
children. As a native Las Vegan and the
president of a local business, I make a point
to be involved and keep current in the local
political and business communities.  

What would you like your legacy to be? 
I hope to be remembered as a successful
and motivated business person, as well as a
leader in the Las Vegas community.  

Best Business Advice
Be honest with yourself, your company
and its employees. A business that is
strong and complete from within will be
best fit to serve its clients.Years in Nevada: 26 / Native                      

Years with Firm: 5

Erick C. Sanchez

President

KB Home Nevada Inc.

Las Vegas

Type of business
Homebuilder

Biggest Business Challenge: 
Last year, KB Home delivered almost
4,000 homes in Southern Nevada. That
means we built a home about every two
hours in 2005. Keeping up a pace like that
year after year is an enormous challenge,
and it’s a testament to the dedication and
motivation of the incredibly talented team
I’m honored to lead.

What do you like best about your job? 
Every day is different and my tasks con-
stantly change. In addition, I find a great
deal of personal satisfaction in watching our
team members grow professionally and
reach their career goals.

If you could start over and choose a differ-
ent profession, what would it be? 
I’d become a high school history or math
teacher and lacrosse coach. I spent a few

years coaching lacrosse at Centennial
High School, and it was one of the most
rewarding experiences of my life. The
kids taught me quite a bit about myself.

How do you spend your time when you’re
not working?  
I try to get outside as much as possible by
fly-fishing on one of the many scenic
rivers in Nevada or Utah, or hunting game
in Idaho or Wyoming.  

What’s the biggest change you’ve seen in the
Nevada housing market over the last few
years?
There has been a shift in the types of
homes being built today, with more at-
tached homes, townhouses and condos,
as well as mid-rise residential develop-
ments. I believe you’ll see more and
more innovative designs aimed at keep-
ing homeownership within reach of as
many families as possible.

Years in Nevada: 23

Years with Firm: 17

Don DelGiorno
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Michael Montandon, North Las Vegas
“The North Las Vegas commercial
market is booming. With the efforts
North Las Vegas has put into infra-
structure, transportation and quality
economic development, combined
with the burgeoning population, the
city has become a hotbed for com-
mercial development. As more resi-
dents seek to enhance their quality of
life by commuting less, business
owners want to locate their business-
es closer to their employees and cus-
tomers. The tight real estate market
brings creativity to the forefront, and
commercial and retail uses are being
incorporated into many residential
communities. The city continues to
focus resources on cleaner, safer
communities and a business friendly
environment. The combined effort is
causing businesses to say, ‘This is
the place to be.’”

S P E A K I N G  F O R  N E V A D A

We asked the mayors of the five largest cities in Nevada
to answer the following question: “If you were reading the
lead story in the local newspaper five years from now, what
would be the ‘hot news’ about your city?”

Nevada Mayors Speak Out
Predicting Their Cities' Future

obert Cashell, Reno 
“As Nevada continues to
lead the nation in popula-
tion growth for 25-plus

years, Reno has solidified its place as
the ‘Biggest and Best Little City in
the World’ and ranks among the na-
tion’s top-five most livable cities.
Reno’s leadership has remained com-
mitted to a true live/work community,
and downtown Reno has experienced
a revitalization that has not been seen
since the 1950s. Gone are the old
boarded-up motels, and in their place
have risen new luxury high-rises,
shopping boutiques and lively restau-
rants and lounges.  People from all
over now flock to downtown for its
vibrant arts and culture district, in-
cluding the nationally recognized
Truckee River Whitewater Park.”

Oscar Goodman, Las Vegas
“Even though he had already

served three terms, Mayor Oscar B.
Goodman is back in office after Las
Vegas residents overwhelmingly
voted him mayor for life. Good-
man, who also serves as general
manager of the professional sports
team the Las Vegas Oscars, attribut-
es some of his popularity to his re-
cent success in the draft. As gener-
al manager of the Oscars, Goodman
used the No. 1 draft pick to select a
local star who should propel the
Oscars to many championship sea-
sons in the future. Las Vegas fans
went wild when the choice was an-
nounced and showered the mayor
with hugs and kisses.”

James B. Gibson, Henderson
“Henderson has become a remark-

able city where people can really
live, work and enjoy raising their
families. With the city’s focus on
‘new urbanism’ and creating con-
nected, walk-able neighborhoods,
Henderson has become the premier
city in which to live, work and play
in the Southwest. People see an ex-
citing new look in Henderson’s
downtown and more mature areas to
draw them to the heart of the com-
munity. The city’s focus on respect-
ing and incorporating its desert her-
itage provides an even greater sense
of connectivity across the whole city.
Henderson will continue to flourish
as one of the fastest growing, best
managed communities in the nation.”

Geno Martini, Sparks
“The City of Sparks, now with

100,000 residents, tops Nevada’s cities
as the most innovative and progressive,
but remains a family-friendly place
known for its special events. The
Sparks Marina and the surrounding at-
tractions offer a recreational destina-
tion for visitors throughout the region.
Victorian Square, the state’s first rede-
velopment district, has been revitalized
and has become one of the most popu-
lar locales for dining, shopping and
living in the Truckee Meadows. The
design and construction of neighbor-
hoods in Sparks continue to offer resi-
dents an ambiance and setting un-
matched anywhere in Northern
Nevada. And satisfaction with city ser-
vices remains above 95 percent.”

R
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always gotten along with her fellow
Democrats in the Assembly. This was
never more apparent than in 2005, in
her rivalry with potential gubernatori-
al challenger and Assembly Speaker
Richard Perkins. She made sure a
couple of Perkins’ bills never found
their way out of the Senate.

Gibbons has flown mostly under
the radar during his political career.
After an uneventful stint in the Neva-
da Assembly (the Republicans were
in the minority during his tenure),
Gibbons successfully ran for Con-
gress. During his five terms in Wash-
ington, D.C., he made few headlines
and was never appointed as chairman
of any committee (although he was in
the running for Chair of the House
Committee on Intelligence, but lost it
to a more senior member).

During the 2006 primary campaign,
Gibbons initially refused to directly
debate his opponents and stayed away
from high-profile issues. When polls
showed the race tightening, however,
he did emerge with a strong television
buy and good performances at tele-
vised debates. Political strategists say
that, although the congressman has a
strong presence in front of the camera,
he’s prone to miscues that give his op-
ponents ammunition. The best way to
minimize that, obviously, is to not
make too many public appearances. 

Conversely, Titus is at her best in a
public forum. A wizard with quips
and rhetorical retorts, she never gets
tongue-tied and rarely strays off-mes-
sage. Although she earlier came off as
brash and over-confident, she has

toned down her act and now appears
much more thoughtful.

On the issues, both candidates are
about where you would expect – Titus
is pro-choice, has voted for a few tax
increases and is a strong proponent of
education reforms like all-day kinder-
garten and class-size reduction.

Gibbons is pro-life, although he does
believe in abortion in cases of rape, in-
cest or to save the life of the mother. His
tax-restraint initiative nearly doomed
any future tax increases in Nevada, and
he’s not a big fan of the Teacher’s Union
(one of Titus’ top support groups).

Early polls may show the race rela-
tively close, but conventional wisdom
gives Gibbons a strong edge for the
following reasons: Northern Nevada
is traditionally conservative. Even the
Democrats are a bit more restrained.
They will likely look for a more mod-
erate candidate, as they did with
George W. Bush…twice.

Even if Titus were to win Clark
County, it’s likely she won’t win it by
much. The voter rolls are close among
the parties, and she won’t get every
Democrat. She then must try to break
even in Northern and rural Nevada, a
tall order for a politician who has
been on record chastising Northern
Nevadans on tax issues.

Anything can happen in an election,
but mathematically, it’s going to be an
uphill battle for Senator Titus to be-
come Nevada’s first female governor.

Michael Sullivan is President of
Knight Consulting, a Las Vegas-based
government affairs firm.

t is hard to imagine two
more different people than
the candidates who will
contend for the Nevada

governor’s office this fall. From politi-
cal philosophy to life experience, De-
mocrat Dina Titus and Republican Jim
Gibbons have little in common.

Titus, who knocked off Henderson
Mayor Jim Gibson to gain the Democ-
ratic nomination in an extremely hard-
fought campaign, is a UNLV political
science professor and one of Nevada’s
toughest elected officials. She knows
the political game from the inside out
and has made a career of taking on
tough and often unpopular fights.

Gibbons, on the other hand, has
seized upon populist issues to ad-
vance in his political life. His Gib-
bons Tax Restraint initiative, which
required that no tax increases could
be passed by the Legislature without a
two-thirds vote, was wildly popular.
Even though it caused two special
sessions to gain consensus on a tax in-
crease during the 2003 Legislature, it
will most likely remain the law of the
land for decades to come.

Titus has been the Senate Minority
Leader for the past decade. As such,
she’s learned how to use every angle
to try to promote her political agenda.
While the Senate Democrats have
been vocal on numerous issues during
her tenure, they have been relegated
to being spoilers or having to pick off
renegade Republicans to get legisla-
tion through.

Titus is not afraid to tweak her Re-
publican colleagues and has also not

Nevada Governor’s Race
A Look at the Players

I N S I D E  P O L I T I C S
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clients to attend weekly group meet-
ings and continue in relapse-prevention
education at no additional charge. 

“Together we can achieve real recov-
ery results that will not only help
clients find freedom from active addic-
tion, but can show them how to rebuild
their lives, restore broken families, and
realize lost dreams,” said Pohl.  

September 2006 is the 17th annual
National Alcohol and Drug Addiction
Recovery Month, sponsored by the
Substance Abuse and Mental Health
Services Administration, part of the
U.S. Department of Health and
Human Services.

V I T A L  S I G N S

After an intense medical and psycho-
logical evaluation, clients enter the ap-
propriate inpatient program designed
specifically for that individual and his
or her family. The clinical director,
Frank Szabo, LADC, has over 30 years’
personal and professional experience in
recovery and addiction treatment. He
leads the treatment team in establishing
a targeted program that includes spe-
cialized counseling, education and re-
search-based best practices. “We help
people make the choice not to relapse,”
said Pohl. “We do not maintain any-
one’s recovery; they have to maintain
their own. We offer professional exper-
tise and support in solving problems.”
Outpatient therapy follows, available at
one of LVRC’s alternate locations.

LVRC also offers a comprehensive
program for those whose lives are so
compromised by pain that they have
been unable to manage without med-
ication. The clinic’s multi-disciplinary
approach includes detoxification fol-
lowed by residential treatment with
modalities such as physical therapy,
yoga, Chi Kung, chiropractic care,
acupuncture and massage. The goal is
to help patients discover alternative
ways to manage their pain without
medication.

Families are not forgotten. LVRC’s
resident therapist is dually licensed in
marriage/family therapy and drug/alco-
hol counseling. She assists families af-
fected by substance abuse, and pre-
pares them for the return of the client to
a healthy family environment. 

Transitioning from treatment to the
community can be difficult, noted Pohl,
who said the clinic’s staff offers sup-
port during this period. LVRC invites

ddiction is not a weak-
ness,” explained Mel Pohl,
M.D., medical director of
Las Vegas Recovery Cen-

ter (LVRC). “It’s not about willpower.
It’s a brain disease. The brain of an ad-
dict is hard-wired differently from non-
addicts; when addicts use a substance,
they are more likely to lose control and
have more dysfunction in their life. The
end result of addiction is damaged rela-
tionships, loss of self-respect and se-
vere medical complications.”

LVRC offers tools to help clients
learn how to live a drug-free life. This
private, 41-bed, medically-managed,
inpatient addiction-treatment facility
serves adults over the age of 18. It is
fully licensed by the state of Nevada
and accredited by JCAHO (Joint Com-
mission of the Accreditation of Health-
care Organizations).  Pohl is an addic-
tion specialist with more than 25 years’
experience in treating substance abuse.
He is a board-certified physician, a Fel-
low of American Family Practice and
an accomplished author and lecturer.

From CEO Stuart Smith to the front-
line counselors, 80 percent of LVRC
staff has had direct experience with the
disease of addiction. “We treat every-
one with dignity and respect, regardless
of age, type or complexity of their con-
dition”, said Pohl. 

Individualized treatment begins with
detoxification if needed, with round-the-
clock nursing care, physician supervi-
sion and appropriate medications to
minimize symptoms. LVRC is Nevada’s
only private, free-standing addiction-
treatment facility fully licensed by the
Drug Enforcement Administration and
equipped for methadone detoxification.

Las Vegas Recovery Center
Help for Those with Addictions

A

http://www.hutchlegal.com
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for the production of renewable ener-
gy will help level the playing field,
which is now tilted in favor of coal,
oil, gas and nuclear power,” she stated.

Tim Rubald, executive director of
the Nevada Commission on Economic
Development, said renewable energy is
a priority for the state agency because
of the tremendous advantages it pro-
vides, not only for the urban areas of
the state, but for the rural areas as well.
“It provides tremendous advantages as
far as providing a tax base. About 93
percent of the state’s landmass is con-
trolled by the federal government and

not taxable. Alternative energy pro-
vides a tremendous shot in the arm for
local governments because it adds sig-
nificantly to the tax base,” Rubald said,
adding that even with incentives and
tax abatements, renewable energy pro-
jects can provide much-needed eco-
nomic support for rural areas. 

The Rural Resource: Land
Many rural counties are looking at

renewable energy as a way to help
revive economies suffering from the
downturn in mining, while relying on
a traditional source of wealth, the
land. White Pine County has found
itself in a prime position to take ad-
vantage of the interest in renewable
energy with the proposed develop-
ment of the Frontier Line, a trans-
mission line that will run from Twin
Falls, Idaho to Las Vegas and provide
capacity for transmitting energy pro-
duced from wind. 

Karen Rajala, coordinator for the
White Pine County Economic Diver-
sification Council, said the county
learned a lot about working with ener-
gy companies from a failed develop-
ment project in the 1970s. That
knowledge provided the basis for the
county’s current efforts. Its major re-
newable resource is wind, and the
county is currently working on the
White Pine Energy Station proposed
by LS Power. The project has a 200
MW wind energy component located
in the Steptoe Valley in the Egan
Mountain range. 

Rajala said the development of re-
newable energy projects will con-
tribute in many ways to the economic
vitality of the region. Bringing in an-
cillary industrial development, such
as wind turbine manufacturing, would
not just create new jobs, but also fa-
cilitate the reinstatement of the re-
gion’s rail service. This should, in
turn, allow for more industrial
development. The tax benefit, Rajala
said, outweighs the impact it will
have on the county’s infrastructure
because the increased revenue will
allow the county to provide basic ser-
vices that it is currently struggling to
provide for its citizens.

Where We Are Now?
Historically, one of the barriers for

wide-spread adoption of renewable

Feature: Nevada’s Energy Future

Continued From Page 83

“We’re estimating we will be
spending more than $2 billion

between now and 2015 
for renewable energy”.

Geothermal energy, which draws on the tremendous heat 
within the earth, is plentiful in Northern Nevada.
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energy has been its cost. With the ex-
ception of wind-generated power, re-
newable energy has been more expen-
sive than either coal or natural gas. As
technology improves, this is rapidly
changing, and the price for renewable
energy is expected to drop. Both geo-
thermal and solar from large-scale
turbine plants cost approximately 8
cents per kilowatt hour in comparison
to 5.2 cents per kilowatt hour for coal
or natural gas. Many people acknowl-
edge that the cost for fossil fuels has
remained low because of subsidies
and, were those subsidies to be re-
moved, renewable energy would be
highly competitive with fossil fuels. 

The fact is, though, that renewable
energy is becoming a more and more
important resource for Nevada and
the country as a whole. Sierra Pacific
Resources currently generates almost
200 MW of power from renewable
sources statewide, with additional
plants in the works. The Solargenix
project, Nevada Solar One – which
broke ground earlier this year and
will be the largest solar site built in
over two decades worldwide – will
produce 64 MW of energy for Neva-
da Power (1 MW of power is enough
to provide electricity to 100 homes).
It is expected to begin producing
power early next year. The Depart-
ment of Energy estimates that Neva-
da, because of its suitable land and
solar resources, could produce more
than 600,000 MW of power using
solar technologies. 

Geothermal, with its long history in
the state, still has great deal of poten-
tial for energy production. The only
states that produce geothermal ener-
gy are Nevada, California, Utah and
Hawaii, and they currently produce
2,800 MW of power. “The amount of
geothermal in Nevada that can be de-
veloped in the next 10 years with ex-
isting technology at competitive
prices is another 1,400 MW, maybe
1,500 MW, which is roughly equal to

the total amount of power generated
and distributed by Sierra Pacific in
the northern part of the state,” Scho-
chet said. One of the major advan-
tages of geothermal energy is that it
is the only renewable source that can
be used as baseload energy, some-
thing of primary concern for the util-
ity companies. Baseload energy is
available when the utilities need it
and is not dependent upon certain
conditions, such as sunshine or wind,
to produce energy.

Wind energy has become a hot
topic around the country, with Texas
and Pennsylvania leading the charge.
As yet, Nevada has no wind projects
under construction, though there is a
great deal of interest in wind. Pow-
ered by Renewables (PBR) is current-
ly developing a 200 MW wind project
for the eastern part of the state. Ac-
cording to Tim Carlson, CEO of PBR,
they do not have a long-term purchase
agreement in place with Nevada
Power, but are hopeful the project will
go through. In addition, PBR is look-
ing at four additional sites along that
same wind corridor.

One of the primary limitations wind
energy has faced is getting energy
from where it is produced to the cus-
tomer. Nevada’s best wind resources
lie along the eastern part of the state,

a region that is sparsely populated and
has limited infrastructure for energy
transmission. In addition, the state is
divided along north/south lines with
no connection between Sierra Pacific
and Nevada Power. To combat this,
Sierra Pacific Resources is planning a
north/south intertie project to link the
two parts of the state, allowing trans-
mission from the north and east,
where energy sources are abundant,
to the south, where energy demand is
the highest. Dan Geary of the Re-
newables Task Force calls the pro-
posed Frontier Line a “man-made
Colorado River.”

In addition, the Frontier Line will
allow developers along the way to tie
into the transmission lines, giving
wind power access to the Nevada
market. This is an important step in
renewable energy development for the
rural areas, but it is still tied to fossil
fuel production. “One of the critical
factors we have found in linking the
traditional coal-fired plant with the
renewable is whether the coal-fired
plant is large enough to support the
development of the transmission ca-
pacity to get the energy out. The re-
newable projects may not be large
enough to support the transmission
lines needed to get the power to the
market,” Rajala said. 

Probably one of the most hopeful
signs for the renewable energy indus-
try is the interest of the gaming indus-
try. Nevada’s casinos have a vested in-
terest in supporting development of
renewable energy – they require ener-
gy and large amounts of it – to keep
the neon lights flashing and the visi-
tors cool. According to Mark Russell,
chairperson of the Nevada Task Force
and vice president and general coun-
sel for MGM Mirage, renewables are
the way of the future and will provide
financial benefits for all. 

Diane Glazman is a freelance writer
specializing in Nevada business.

Feature: Nevada’s Energy Future
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ach of us at one time or
another has had to work
with, or for, people we
had a hard time getting

along with. We’ve all had to learn to
deal with the challenges that type of
relationship brings. There are really
only a few ways to deal with these
people, and unfortunately, some of
them are negative or ineffective. 

You can ignore them, but that has
many downsides. You can end the re-
lationship or decide to leave, which
can mean quitting the organization.
There are, however, some other op-
tions. In most cases, they require you

to be ready to make changes in how
you relate and deal with people. 

One definition of insanity is doing
the same thing over and over again
and expecting a different outcome.
The same thing can be said about try-
ing to get people to change their be-
haviors. If you want people to
change the way they do things, you
have to change the manner in which
you interact with them. It may take a
few tries to find the behavior you
have to change in order to get the
needed change out of the individual,
but don’t give up.

I had an acquaintance who worked
for a manager who seemed unable to
make decisions. Proposals his subor-
dinates sent him never came back
and were never addressed. My ac-
quaintance found that emails sent
using the company intranet system
recorded when they were opened, so
he began to send his proposals as
emails. At the end of each one, he
would state that unless he heard oth-
erwise, he would proceed to imple-
ment what he had proposed. In five
years he got responses to only two of
his emails. His behavior change in
sending the emails caused his man-
ager to either respond or give tacit
approval to go ahead. 

Behavior with coworkers can also
be changed by modifying your own
behaviors. If people do something
that causes a problem and the typical
response is, “That’s just how they

are,” then a different set of behaviors
should be employed to encourage
change. This could be as simple as
defining the impact an individual’s
behavior may have, or explaining
why the behavior is unappreciated,
or choosing to not associate with the
person while at work unless ab-
solutely required. 

Anyone who has children knows
that telling a child repeatedly not to
do something is unlikely to cause any
real change. Breaking the cycle and
including positive or negative conse-
quences is the first step to changing
behavior. Recognize that changing an
individual’s long-term behavior pat-
terns isn’t easy, but change in most
cases won’t happen if steps aren’t
taken to trigger that change.

Getting people to change their be-
haviors can be frustrating and time-
consuming, and it takes a commitment
to finding the right behavioral changes
in yourself that cause the desired
change in the other person. One great
benefit of helping another person
change is that he or she often starts to
feel like things are going better, or that
people are starting to act friendlier. Of
course, they usually have no idea why
things have changed. 

Mark Keays is president of Desert
Management Services, a Las Vegas-
based management consulting firm,
and a faculty member of the Univer-
sity of Phoenix.
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uring my early days in
banking, I attended a re-
ception and was com-
plaining to a friend about

my workload. My whining was short
on substance and long on intensity. I
recall saying something like, “If it
weren’t for all those customer inter-
ruptions, I could really get some
work done!”

My comrade’s eyes drifted away
from me and over my shoulder. I
turned and looked straight into the eyes
of our bank’s CEO. As I looked for an
escape, he put his hand on my shoulder
and explained to me as a grandfather
would to a child, that those customers
are your work – they are the source of
your paycheck, and if they were not
here, you wouldn’t be either.

In business, from time to time we
all lose sight of that often-quoted
law: customers are not an interrup-
tion of work, but the purpose of it.
We all know this truth, but often we
are consumed with managing our
day-to-day workload. Getting refo-
cused on customers is a matter of ad-
justing our attitude.

Customers (with the possible ex-
ception of power company cus-
tomers) are not dependent on us. We
are dependent on them. They are
human beings with feelings and
emotions, and they are deserving of
the most courteous and attentive
treatment we can give. They are the
lifeblood of all businesses.

But how do we live this attitude?

How do we continually center our
business around customers, rather
than requiring them to work around
us?  Here are my recommendations:
1. Obtain Customer Feedback.
The first step in knowing where to
go is knowing where you are. It is
imperative that all businesses con-
struct and implement a customer
feedback program. There are a vari-
ety of interview forms, question-
naires and other methods available
to do this. Ensure that feedback on
customer satisfaction reflects a rep-
resentative cross section of cus-
tomers and that the sample size is
large enough to be valid. 
2. Evaluate Yourself. After feed-
back is gathered, bring your compa-
ny staff or team together and – with
brutal honesty – complete an evalu-
ation of how customer-focused you
are. Ask yourselves the tough ques-
tions. Is your culture totally com-
mitted to creating what a well-
known author calls “Raving Fans”?
Does this culture exist at all levels
(especially the lowest ones) of the
organization? As you go though this
process, utilize a self-test or ques-
tionnaire with a list of these kinds of
questions and score yourselves on
your answers. 
3. Identify Your Customer Orien-
tation: Belgard, Fisher and Rayner,
Inc., in their Customer Advocate
Workbook, identify four types of or-
ganizations based on their degree of
customer orientation. 

• Speculation Based: Very limited
knowledge of customer needs and
unresponsive to changes in customer
requirements.
• Information Based: Knowledge-
able about customers’ historical re-
quirements and low responsiveness
to changes in requirements.
• Service Based: Knowledgeable
about customer’s historical and pre-
sent needs and responsive to
changes in customer requirements.
• Desire Based: Highly knowl-
edgeable about current customer
needs and their desires for the fu-
ture. Utilizes knowledge of cus-
tomers to anticipate and prepare
for likely changes in customer re-
quirements; demonstrates extraor-
dinary responsiveness.
4. Develop an Improvement Ac-
tion Plan: The final step in this
process is to act on it. Use the
feedback information; discuss
your strengths, challenges and
areas to improve. Create a plan
that holds you and the company
accountable for implementing nec-
essary changes.

Once you have undergone this
process, not only will your customer
satisfaction numbers improve, but so
will the success and prosperity of
your organization.

Douglas Beckley is founder and pres-
ident of The Beckley Group, a Las
Vegas-based management consulting
and customized training company.
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M. J. Christensen Diamond Centers
has roots in the local Las Vegas
community that stretch back to

1939. In a city where businesses come and
go, this jeweler has flourished for almost
70 years by treating each customer as a
special guest and by placing emphasis on
educating people about diamonds and fine
jewelry, rather than just making a sale.

“Las Vegas is a city where jewelers
have not always been trusted and where
some of them treat customers as transac-
tions instead of people,” said Cliff Miller,
President and CEO of M.J. Christensen Dia-
mond Centers. “As a company, we place the
focus where it belongs: on the customer,
whom we consider a guest.” Miller said his
staff wants to deliver “HEARTS” to its guests,
with each letter representing a different
quality that makes the company special:

Heritage: Since 1939, M.J. Chris-
tensen has been a pillar of the communi-
ty, known for its trustworthy service, edu-
cational support and exclusive brands.

Education: “Our best guests are
knowledgeable guests,” said Miller. “We
differentiate ourselves by sharing our

considerable knowledge about jewelry at
every opportunity.”

Active community involvement: A
substantial percentage of the money that
comes in to M.J. Christensen goes right
back into the Las Vegas community, in at-
tention, time and philanthropy.

Relationships: Miller explained, “We
work to create relationships with our
guests when finding a home for a piece of
jewelry. We have then created an oppor-
tunity to serve them at all levels.”

Trust: “We are humbled by the idea
that we can’t buy trust with our guests;
we earn it as a result of our actions,”
said Miller.

Service: Whether offering a selec-
tion of jewels, or servicing and repairing
jewelry and watches, its service is com-
plete and top-drawer.

“For us, jewelry is the outward ex-
pression of emotional commitments,”
said Miller. “People need jewelry to com-
plement their lives, their relationships,
their souls. We believe that every piece of
jewelry has a story, and our talent is to
reveal that story to our guests.”

N E V A D A  B U S I N E S S  J O U R N A L  A D V E R T O R I A L

Beware of these danger signs, warns Cliff
Miller of M.J. Christensen Diamond Cen-
ters. These are 10 ways even good jewel-
ers can deny value to their customers:

1. Jeweler staffs stores with uneducated
employees, cheating the customer out of
an emotional benefit by providing a poor
atmosphere and sales presentation.

2. Jeweler sells a diamond on clarity and
color only, not disclosing cut, which can
affect the value of a diamond up to 50%.

3. Jeweler sells under-karated gold. It is
stamped 14K, but in realty is 12K.

4. Jeweler doesn't disclose laser drills,
fracture fills or heat treatment in diamonds.

5. Jeweler deceives customers by selling
credit terms rather than product.

6. Jeweler inflates original price of item
and promotes as sale, when actually cus-
tomer is really paying the original price.

7. Jeweler sells poorly manufactured
goods at designer-brand prices.

8. Jeweler pays too much for product at ven-
dor level; thus customer pays higher price.

9. Jeweler sells discount rather than quality.

10. Jeweler does their own diamond certi-
fication, not using an independent lab.

M.J. Christensen Diamond Centers
Four locations in the 

Las Vegas Valley

Boca Park
Galleria Mall

856 E. Sahara Ave.
Meadows Mall

www.mjchristensen.com

Continuing the Heritage. M.J. Christensen Diamond Centers is owned by three partners (left to right):
Ed Smith; Vern Christensen, the founder’s son; and Cliff Miller, who serves as President and CEO.

M.J. Christensen Diamond Centers
Delivering HEARTS to Southern Nevada
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Conflicts of interest is another area
in which a code of conduct can guide
employee actions. This section of the
code typically covers such topics as ac-
cepting gifts and gratuities, engaging
in outside employment, and the proper
disclosure of financial interests. Your
code should also address environmen-
tal practices, such as the company’s
commitment to the environment and to
employee health and safety.

Effective Ethics Training
Establishing a consistent ethics train-

ing program gives you the opportunity
to raise awareness, address employee
questions and concerns, and reinforce
the company’s requirement for ethical
behavior. For a code of conduct to be
successful, employees need to under-
stand it and know why it’s important.
The training should focus on the practi-
cal application of the elements in your
code of conduct. Your goal is to ensure
all employees are familiar with the
code and know how to apply it to their
day-to-day responsibilities.

Depending on the size of the com-
pany, you may need to conduct multi-
ple training sessions to ensure the
training meets the needs of people
holding different jobs in the company.
Since training of any kind should be
considered a process – and not a one-
time event – you need to conduct
ethics courses at regular intervals to
update information and reinforce de-
sired behaviors. A means to measure

employee compliance and account-
ability should also be developed. 

A Strategic Communications Plan
Like ethics training, communica-

tion needs to be ongoing. Design a
communications plan that consistent-
ly reinforces ethical behavior and re-
minds employees about the resources
available to them, and how to access
those resources. You should also peri-
odically communicate your compli-
ance and disciplinary processes.
Make it a point to publicize and re-
ward examples of ethical behavior.

An Ethics Hotline 
It’s helpful to have a hotline em-

ployees can call to ask questions
about ethical dilemmas they face, or
to report any suspected unethical be-
havior. Be sure that your processes
ensure confidentiality, and that you
regularly communicate the hotline’s
anonymity feature.

Commit To Continuous 
Improvement

Like any good program, your compa-
ny’s ethics program should strive for
continuous improvement. Be sure to
regularly evaluate its effectiveness, and
request suggestions from all employees
in adapting the program to the needs of
the company.

Contributed by the Nevada Society of
CPAs.

n today’s fast-paced,
competitive and demand-
ing business environ-
ment, employees in both

small and large businesses can find
themselves facing difficult ethical
dilemmas. For this reason, every
business – regardless of size – needs
to provide knowledge and resources
to help employees act ethically. 

According to the Nevada Society
of CPAs, there are several critical
ways to develop and sustain an ethi-
cal business environment. Perhaps
the most important is the realization
that “it all starts at the top.” Leading
by example, company management
sets the tone by committing to in-
tegrity and requiring ethical behavior
from all employees. Here are some
other ways to create an ethical cor-
porate environment:

A Comprehensive Code of Conduct
Every organization should have a

code of conduct (sometimes called a
code of ethics) that addresses a wide
range of topics. At the very least, it
should define corporate practices ad-
dressing diversity, harassment, the
use of corporate property, the fair
treatment of staff and the use of ille-
gal drugs and alcohol. A code of con-
duct should also cover information
pertaining to relationships with
clients and vendors, and deal with
topics such as privacy, confidentiality,
negotiations and procurement.

Creating an Ethical Culture
A Must for Every Business

M O N E Y  M A N A G E M E N T
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apply to sentenced offenders, non-sen-
tenced offenders, juveniles and adults
in lieu of court fines, fees or restitu-
tion, jail or probation. It can also be a
condition of probation. This program
oversees court-ordered community
service hours and reports back to the
courts, state parole and probation of-
fices. More than 100,000 community
service hours are performed through
the CAS Program each year. 

Homeless Services addresses the
needs of the homeless and chronically
homeless. Case managers offer inten-
sive case management and treatment,
and provide ongoing monitoring, sup-
port and follow-up to address medical,
mental-health and substance-abuse is-
sues. Within the intensive case man-
agement, clients receive housing, utili-
ty assistance, food and clothing. When
they are ready, they are referred to
HELP’s other services, such as the job
readiness workshop. The program has
served more than 200 clients thus far. 

The Weatherization program modi-
fies homes for seniors, persons with
disabilities or households with young
children to make these homes energy-
efficient and reduce utility bills.
HELP’s trained weatherization staff
conducts an assessment of the property
to determine needs. Services offered to
qualifying individuals include weather-
stripping, installation of solar screens,
repairing broken windows and testing
of gas appliances. HELP weatherizes
between 500 and 700 units a year.

Nevada 2-1-1 was launched in Feb-
ruary 2006. This three-digit, easy-to-

remember phone number provides in-
formation and referrals to health and
human services, and is available to all
citizens in the state of Nevada. HELP
is now averaging 3,000 calls a month;
however, as Nevada residents become
more familiar with this service, HELP
expects to see an increase in average
monthly calls. 

HELP’s Holiday programs pro-
vide Thanksgiving food baskets and
turkeys to more than 1,100 households
and toys to almost 12,000 needy chil-
dren each year. HELP offers an Adopt-
A-Family program which allows peo-
ple in the community to “adopt a
family” and buy toys and other items
for each member of the family.  

HELP is holding its seventh annual
Tea, Trends & Tranquility event on
Sept. 21 to raise funds for its pro-
grams. Held at the Four Seasons Hotel,
it will honor Nevada first ladies Dema
Guinn, Bonnie Bryan, Sandy Miller
and Kathryn List. Festivities will in-
clude a tea and fashion show. For more
information, call the phone number
listed below.

ELP of Southern Nevada
was established in 1970 to
provide information and
referrals to human and

health services available in Southern
Nevada. As the Las Vegas Valley has
grown, HELP of Southern Nevada has
expanded to provide direct services as
needed. Its direct services programs
now include: Emergency Resource
Services, Displaced Homemaker,
Community Alternative Sentencing,
Homeless Services, Weatherization
and Nevada 2-1-1. 

Emergency Resource Services
provides rental/utility assistance,
food, clothing, bus tokens and case
management to more than 12,700
clients each year, plus information and
referral to other services available in
the community. 

The Displaced Homemaker pro-
gram offers job-readiness workshops
that include résumé development, in-
terviewing techniques, self-esteem en-
hancement, and credit and budget
counseling. These workshops are open
to anyone who has recently lost his or
her primary source of income due to
job lay-off, divorce, death, disability or
underemployment. This program is
able to identify job opportunities for
over 750 clients. 

Court-ordered community service is
performed through HELP’s Commu-
nity Alternative Sentencing (CAS)
program, in which workers are inter-
viewed and assigned to non-profit and
governmental agencies to perform the
hours required by the court. CAS can

by Michelle Danks

HELP of Southern Nevada

1640 E. Flamingo Rd., Ste. 100

Las Vegas, NV 89119

702-369-4357

www.helpsonv.org
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HELP of Southern Nevada
Assisting Nevadans in Need
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rowth, both in the U.S. and
Nevada, seems to be decel-
erating. However, most im-
portantly, conditions remain
elevated. Jobs are abun-

dant, though average wages adjusted for
purchasing power have not improved. This
led more than half of respondents to a re-
cent national survey to report they are not
better off than previously. In addition, gaso-
line prices and global political events con-
tribute to pessimism.

Yet, amid these conditions, U.S. unem-
ployment stands at a favorable 4.6 percent.
With more “discouraged workers,” that is, a
lower percentage of the population in the
workforce than during the expansion of the
1990s, things have been better. Still, Neva-
da unemployment is not as serious a prob-
lem as it was locally in other times and as it
is currently elsewhere in the U.S.

Inflation, as measured by the most recent
consumer price index, is at 4.3 percent. Re-
moving oil and food from the calculations
yields an inflation measure of 2.6 percent, a
level deemed low enough to leave many di-
vided over the need for further interest rate in-
creases by the Fed to combat future inflation.

Nevada continues to experience strong
job growth at 5.0 percent, which exceeds
the U.S. rate of 1.4 percent, attesting to the
continued strong performance of the Silver
State’s economy. U.S. manufacturing con-
tinues to adjust to global competition, re-
sulting in fewer manufacturing jobs, al-
though there is strong job creation
throughout Nevada’s manufacturing sector.

The Nevada travel and tourism industry,
particularly along the Las Vegas Strip, con-
tinues to flourish and add capacity. The
abundance of foreign capital has fed con-
struction activity throughout the U.S., as
well as significant tourism construction in
the Silver State.

Construction jobs as a percent of total em-
ployment have reached new peaks. With
rates of growth in residential construction
slowing (permitting is down in Clark and
Washoe counties), while other construction
activity remains robust (commercial permit-
ting is up in both of Nevada’s urban centers),
the construction outlook remains bright.

R. Keith Schwer
UNLV Center for Business and Economic Research
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