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Put it in a safe place so you can
refer to it later.

On the day of the caucus, report to
the specified location and sign in.
You will help elect a chairperson
and secretary for your precinct, and
you may choose to run as a delegate
to your party’s county convention.
After those present vote for dele-
gates and alternates, one supporter
of each presidential candidate
speaks for a few minutes about the
candidate, and then all attendees
vote in a Presidential Preference
Poll. The results of these polls,
which are released to the media at
the end of the day, will play an im-
portant part in determining the rela-
tive strength of each candidate. 

At the caucus, you may also
bring up any issue you want includ-
ed in the party’s county platform,
so if you are passionate about any
political topic, this is your chance
to bring it before the party’s politi-
cal leadership. The entire caucus
takes less than an hour from begin-
ning to end.

C O M M E N T A R Y

Want Your Voice to Be Heard?
Attend Your Neighborhood Caucus

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

olitical caucuses held on
that day will give you a
chance (in fact, your
only chance) to voice

your opinion on the candidates in
the presidential primaries. Presiden-
tial candidates will not be on the bal-
lot in the August primary election. If
you don’t make your choice on Jan-
uary 19th, someone else will do it
for you, and you’ll be stuck with a
candidate you may not like.

When November 2008 rolls
around, we’ll have to pick our next
president from a very short list: one
candidate from the Republican
party, one from the Democrats, and
a small number of people from
minor political parties. Choices then
will be limited, but between now
and January 19th, we can still
choose from a wide-ranging group
of people with differing views.

Nevada recently moved the date
of its caucuses, making it one of the
early-voting states that help nation-
al political parties gauge grassroots
support for their field of candidates.
This has resulted in many more

Nevada appearances by presidential
hopefuls than in previous years. It
also provides all of us a chance to
hear their views, not only on nation-
al issues, but on subjects directly af-
fecting our state, such as Yucca
Mountain, Internet gambling, Lake
Tahoe preservation, and a host of
others. By the time January gets
here, we should all have a good idea
of which candidate best expresses
our views.   

How Do Caucuses Work?

The system of political caucuses
is designed to enable any registered
voter to express his or her opinion
in front of neighbors and friends at
a local school, library or other pub-
lic building. It’s American democ-
racy in action. Voters who are regis-
tered with either major political
party will receive postcards in late
December or early January inform-
ing them of the location of the local
caucus for that party. Don’t let this
important piece of information get
lost in the crush of holiday mail.

Where will you be on Saturday, January 19th, 2008? Now’s the time to mark
your calendar for an important event that will be taking place in communities
all over the state. 

Continued on Page 8
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Delegates elected at the precinct
caucuses meet in March at the coun-
ty conventions, and delegates from
the county conventions will go to
the state conventions in April. It is
the state conventions that choose the
delegates to attend the national con-
ventions in the fall, where the final
selection of presidential candidates
takes place.  

Digital cable subscribers can view
free five-minute videos (one for Re-
publicans and one for Democrats)
called Nevada Caucus ’08, which
explain the process in an easy-to-
understand format. Cox Communi-
cations customers can directly link
to the program by going to Channel
852. Charter Communications view-
ers can go to channel 999, select “I
Want More,” then enter the “Politi-
cal” category. You may also view
the videos on the Web at
www.nevadacaucus.tv.

What’s the Next Step?

First of all, make sure you’re reg-
istered with the political party of
your choice at least 30 days prior to
the caucus. You don’t need to go to
the Registrar of Voters – forms are
available at post offices, at DMV lo-
cations, at various social service
agencies and on college campuses.
Next, take some time to research the
views of each candidate to deter-
mine who best matches your view-
point on important subjects.

Most importantly, mark January
19th on your calendar and make
sure to attend your local caucus.
It’s your chance to help decide how
the country will be run for the next
four years. 

COMMENTS 
email: lyle@nbj.com

Continued From Page 4
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The local Boys Hope Girls Hope chapter 
provides a home for boys in the program.

any children in Southern
Nevada are in need of sta-
ble home environments
and high quality education.

Given the proper tools, many of these
children can get on the right track and
succeed. Boys Hope Girls Hope is a non-
profit, multi-denominational organization
that provides at-risk children with posi-
tive parenting, education and the support
they need to reach their full potential.
Since 1997, 22 young men have been in-
volved in the Las Vegas chapter.

The BHGH program is unique in the as-
pect that anyone can be recommended to
the program by whomever so chooses to
recommend them. The BHGH of Las Vegas
also is funded solely by contributors from
Southern Nevada. The application
process begins when a teacher notices
that a child has the potential to learn and
grow if they were pulled out of a negative
environment and placed into a positive
one. Children applying for the program
must be between the ages of 10 and 14
years old with the potential and drive to
exceed in a college preparatory program.
They must also be free from substance
abuse problems, have family support and
desire to be apart of the program. Once
accepted, children live in the Boys Hope
Girls Hope home through graduation from
high school and become scholars.

Currently, there is only a home for the
boys but plans are underway for the girls’
home to be built in the Valley. The boys’
home has a wonderful sense of comfort to
it. Custom built by Del Webb to suit the
needs of the organization, the boys’ home
has everything that the scholars need to
learn not only scholastic skills, but also

daily living skills. They are given a sched-
ule that they follow weekly, starting from
waking up in the morning and going to
school, all the way until the arrive home
and do their chores, study, and then go to
bed. As they grow older, the scholars are
taught to do laundry, become involved in
after school activities, clean up around the
house, and even work a job in the summer.

Education is a key focus for BHGH, but
the organization also wants the young
men and women to be able to function on
their own. There is a study room in the
house, so that they may have time to go
over school materials in peace and quiet.
There is also a family room, where they
can watch television and play video
games. The backyard is spacious and
even contains an area in which they can
play basketball. The home is designed to
look and function like a normal family
household, to give the scholars as much
of a family environment as possible.

The organization has live-in coun-
selors that are with the scholars on a
daily basis, to help them with anything

from schoolwork to personal problems.
These counselors are responsible for tak-
ing the children to and from school, as
well as extra-curricular activities. More
importantly, they are essential to the de-
velopment of the values and life skills
that these children will eventually obtain.
They are there every step of the way to
help them to succeed and thrive as much
as possible.

There have been many success stories
for the BHGH chapter in Las Vegas, and
they plan on having many more in the fu-
ture. The establishment and success of
the Boys Hope home has had an enor-
mous impact on many lives in the com-
munity, and BHGH hopes to have the
same success with the Girls Hope home.
Each scholar has a dream they wish to
achieve, and goals they want to fulfill, and
through this program they are able to do
so. Overall, BHGH of Las Vegas is trying to
take these young men and women out of
bad living and learning environments, and
place them in a positive one, while pro-
viding them with the tools and opportuni-
ties needed to move towards a hopeful,
brighter future.

F o r m o r e i n f o r m a t i o n , v i s i t
www.boyshopegirlshope.org or call 702-
839-9455.

M

Boys Hope Girls Hope…
Changing Lives, One Child at a Time

Sponsored by:
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Dan Goulet, president of 
United Way of Southern Nevada

nited Way of Southern
Nevada (UWSN) is seeking
a change. After conducting
the 2007 Southern Nevada

Community Assessment, a comprehen-
sive study of the community’s condition,
UWSN identified access to healthcare,
commitment to education and financial
stability partnership as the three main is-
sues that face the community.

UWSN has launched its community-
based agenda called Community Impact.
“The new vision is aimed at engaging and
activating the communities in Southern
Nevada to work together to make lasting
changes in community conditions,” said
Dan Goulet, president of UWSN. “In the
past, we have partnered with other agen-
cies to solve the problems, but today we
are partnering with community leaders
and organizations to achieve our goals.”

Since their local establishment in
1957, UWSN has been devoted to chang-
ing lives, and is celebrating its 50th An-
niversary this year. UWSN has been ac-
tively devoted in aiding communities in
getting back on their feet. Through the di-
rect service of partnering agencies, the
organization has helped feed the hungry,
employ the unemployed and provide care
to the sick. The organization is now tak-
ing on a whole new approach to helping
the Southern Nevada community.

UWSN recently held a community cam-
paign kickoff along with their 50th year
celebration. The celebration gave early
recognition to this year’s pacesetters,
who are companies that set a goal to in-
crease their giving by 20 percent of what
they donated last year. Because each

state has its own funding, even though it
is a nationwide organization, all the
money the association raises in Nevada,
stays in Nevada.

Although the organization is devoted
to change the issues that face Nevada
and hopes to raise enough money to
make those changes, it is not going to be
a quick fix, but rather one they hope will
last. The organization will focus on the
root of the problems rather than just the
surface. “Our intent is to raise $12 mil-
lion, which will be reinvested into long-
term solutions to the community’s three
biggest issues,” Goulet said. This money
will support lasting change by targeting
the core issues in the Community Impact
campaign. By taking a deeper look at the
issues at hand, UWSN is striving to make
a difference.

Part of what makes the organization so
successful is the strong volunteer commit-
ment they have had over the years. The
volunteers’ passion and dedication to aid
Southern Nevada reflects back to the com-
munities. “City National Bank is a huge
corporate sponsor that has supported not

only us, but other organizations in the
community, and businesses like them are
what makes us strong,” Goulet declared.
By witnessing not only the personal in-
vestment the volunteers are putting in,
but also the corporate backing and in-
vestment that goes into the program, it
helps to promote confidence throughout
the community that change is possible,
and help is on the way. “We are commu-
nity driven, and our job is a collaborative
one,” Goulet stated. “As to create a long
term change, our job is to bring all of the
resources together to make it happen.”

While change does not happen
overnight, Community Impact seeks to
move from beyond quick fixes, and devel-
op lasting solutions over time. By in-
putting time, money, dedication and pas-
sion into what they do, as well as by
getting the residents to take part, these
problems will become another chapter in
UWSN’s large book of accomplishments.
“By targeting these three critical needs,
we want to not only change the systems
but to improve them,” Goulet said. “How
can we make that happen? By bringing
everyone together, and community is
everyone.”

For more information on UWSN, please
call 702-892-2325.

U

United Way of Southern Nevada
Seeking a Change in the Community

Sponsored by:
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acey Kelley is nine years old
and in the fifth grade at Dean
Allen Elementary. She re-
cently completed her first

kids Triathlon but that wasn’t her hardest
challenge. At the age of three, Jacey was
diagnosed with Acute Lymphocyte
Leukemia (ALL). Jacey and her family have
received numerous services including di-
rect financial assistance from the Leukemia
& Lymphoma Society (LLS) Southern Neva-
da Chapter. Throughout her three years in
chemotherapy, this young girl kept a smile
on her face and didn’t stop fighting.

Leukemia is cancer of blood-forming
tissues such as bone marrow and is either
acute or chronic. Lymphoma is a general
term for a group of cancers that originate
in the lymphatic system. A diagnosis of
leukemia or lymphoma causes many chal-
lenges. The Leukemia and Lymphoma So-
ciety offers the most comprehensive array
of services to patients and families
touched by blood cancers.

The Leukemia & Lymphoma Society is a
national voluntary health agency dedicated
to curing blood cancers such as leukemia,
lymphoma, Hodgkin’s disease and myelo-
ma, as well as improving the quality of life
for patients and their families. Established
in 1949 as The de Villiers Foundation, the
organization changed its name from The

Leukemia Society of America to The
Leukemia & Lymphoma Society n 2000, to
better emphasize its commitment to fight-
ing all blood cancers. The Leukemia & Lym-
phoma Society supports the following major
programs: research, patient services, public
and professional education, advocacy and
community services. These programs cover
the full range of scientific studies from
basic laboratory science to clinical trials
while filling a void, creating synergy and en-
abling large scale funding for scientists.
• The Career Development Program:
Provides stipends to investigators of ex-
ceptional promise in early stages of their
careers so they can devote time to blood
cancer research.
• The Translational Research Program:
Encourages and supports outstanding in-
vestigative research that shows promise
of translating medical knowledge to new
treatments.
• The Specialized Center of Research
Program (SCOR): Encourages multidiscipli-
nary research by teams of investigators that
hasten the discovery of curative treatments.

The Southern Nevada Chapter opened in
2003 and provides services to the counties
of Clark, Esmeralda, Nye and Lincoln. The
chapter has more than 300 volunteers and
approximately 500 patients. The chapter’s
major annual fundraising events include
Team In Training, Light The Night Walk,
Pennies for Patients, and other special
events such as golf tournaments and galas.
The chapter also offers patient services
programs which are free of charge to pa-
tients, family and friends.
• Patient Aid: Covers treatment-related
expenses, including drugs, radiation thera-
py, transfusion, testing and transportation.

• Family Support Groups: Serves the
needs of patients, family and friends.
• First Connection: Allows newly diag-
nosed patients to share questions and con-
cerns through a peer-to-peer support group.
• Advocacy Network: Grassroots efforts
work to promote legislation at the federal
level and raise awareness among legisla-
tors to help fight the blood-related cancers.
• Patient Education: Provides patients
and family members with an in-house li-
brary of books and videos for patients to
reference. There are local educational
seminars and teleconferences for patients
and healthcare professionals that provide
continuing educational credits for nurses
and social workers.
• Links to Community Resources: Pro-
vides resources which address a variety of
needs patients are coping with.
•  Back to School Program: Facilitates a
successful return to school for children
suffering from the disease.

Jacey, who is now in remission, has
participated in many of the events men-
tioned above. She has helped her elemen-
tary school raise thousands of dollars for
the Pennies for Patients Campaign.

More than 823,000 Americans have
leukemia, Hodgkin or non-Hodgkin lym-
phoma or myeloma. Children are not ex-
empt. Leukemia causes more deaths
among children under the age of 20 than
any other cancer. Every five minutes,
someone new is diagnosed with blood
cancer and every 10 minutes, someone
dies. The need for a cure is critical.

For more information and to volunteer,
please visit the Leukemia & Lymphoma
Society’s Web site at www.lls.org or con-
tact Christina Goodman at 702-436-4220.

J

Leukemia & Lymphoma Society
Continuously Researching For a Cure

Sponsored by:

Jacey Kelley is currently in remission 
and helps raise money for LLS.
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hroughout its 21 year histo-
ry, the Southern Nevada
Chapter of the National As-
sociation of Industrial and

Office Properties (NAIOP) and its members
have donated their time and money to or-
ganizations that are dedicated to enhanc-
ing the quality of life for children and se-
niors throughout the Las Vegas Valley. In
2006, the chapter created its Community
Service Committee to qualify and oversee
such outreach. This committee was estab-
lished under the leadership of board liai-
son and past president Casey Jones. The
chapter attributes its most recent and ag-
gressive community outreach to Jones,
who passed away in December 2006.

In 2007, the chapter made a commit-
ment to enhance its community service
efforts by establishing a fund in remem-
brance of Jones and his dedication to
helping people in need. The chapter’s
leadership increased its commitment to
community service by increasing its con-
tribution to $30,000. The chapter also of-
ficially formed its NAIOP Casey Jones
Fund to serve as the backbone of the or-
ganization’s community service outreach.
The fund is managed by the Henderson
Community Foundation, a non-profit
foundation that accepts and manages
contributions for the chapter.

“Casey Jones inspired our organization
to make a difference in our community,”
said Tony Dazzio, chapter president. “We
are thrilled to finally have a way to com-
memorate his contribution. Each time the
chapter gives money, time and resources
to a non-profit organization, it will be
Casey’s name.”

The purpose of the NAIOP Casey Jones

Fund is to make a difference in the lives
of children and seniors. Unlike most, the
chapter seeks out non-profit organiza-
tions that are traditionally underserved in
the community and strives to assist them
so they are no longer in desperate finan-
cial need. In 2007, the chapter decided to
continue its relationship with Community
in Schools, an organization that supports
low-income children and families through
the school setting, and Helping Hands of
Vegas Valley, an organization that offers a
bag of free groceries once a week to low-
income seniors, as well as respite care
for hospice workers and transportation
for seniors who are unable to drive.

In 2007, NAIOP donated $10,000 as
well as furniture to Communities in
Schools for its Cynthia Cunningham Ele-
mentary School and Reynaldo Martinez
Elementary School Health Clinics. These
healthcare facilities were built for low-in-
come and homeless children attending
the school who may not otherwise have
access to important medical and dental
services. This program provides free
medical care to students. The Cunning-
ham Health Clinic is modeled after a pilot
program at Reynaldo Martinez Elemen-
tary School in North Las Vegas, which
aided more than 6,000 at-risk students in

its first year of operation. In addition,
NAIOP hosted a food drive for Martinez to
support the WeekEnd Hunger Program.

For Helping Hands of Vegas Valley, the
chapter most recently held a mid-year food
drive where more than $5,000 was raised
and 50 cases of food were collected.

“Helping Hands serves more than 25
seniors per week,” said Community Ser-
vice Committee Chair Barbara Demaree.
“We pass out paper bags with a list of food
items needed to members and encourage
them to fill the bags up. The reason we do
a food drive in the middle of the year is this
is about the time they start running out
from the Thanksgiving food drives.”

As a chapter with members who are
building and developing the city, it was
important to the chapter’s leadership to
push the organization to step up and give
back to the community it serves.

“Helping Hands and Communities In
Schools need support because they are
under funded,” said Demaree. “Every year,
I am simply overwhelmed with joy by the
generous contributions from our members.
Casey Jones was dedicated to helping peo-
ple in need and I truly believe our organiza-
tion is helping to carry out his legacy.”

For more information on the NAIOP
Casey Jones Fund, please contact Katrina
Ferry at 702-798-7194.

T

NAIOP Establishes Casey Jones Fund
Carrying Out a Legacy

Sponsored by:

“Casey Jones was dedicated to

helping people in need and I

truly believe our organization is

helping to carry out his legacy.”

Casey Jones, a longtime member of NAIOP,
inspired the organization to make a difference.
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fter only two years in opera-
tion, Nevada Cancer Institute
(NVCI) is already planning their
campus expansion and broke

ground for a second building in October.
The expansion will include a 101,000-

square-foot, three-story support services
building and parking garage on 3.25 adjacent
acres. Since opening in September 2005,
patient visits to NVCI have totaled 125,000,
well surpassing the predicted numbers ini-
tially set forth by the Institute.

“Nevada Cancer Institute could not have
made the great strides in cancer research,
care and education around the state that it
has in two short years without the over-
whelming support we have received from the
community,” said Heather Murren, NVCI co-
founder, chairman and chief executive officer.
“Our expansion allows us to continue pushing
the envelope in innovative oncology care and
research for the residents of Nevada.”

The new building, developed by American
Nevada Company, will house a number of
services and functions, including a 200-seat
conference center, offices, clinical trials
office, cancer registry, dry labs and a medical
education library.

“An expansion is needed to keep pace
with growth, both in terms of patients, sup-
port staff and medical staff,” said Sandra
Murdock, F.A.C.H.E., Dr. P.H., president and

chief operating officer. “We will continue to
grow as we work toward becoming a Nation-
al Cancer Institute-designated Comprehen-
sive Cancer Center and as Nevada Cancer In-
stitute becomes one of the premier clinical
and research cancer centers in the nation.” A
third building that will be devoted exclusively
to research activities also is in the preliminary
planning stages.

NVCI offers a number of programs including:
• Survivorship. Nevada Cancer Institute has
a Lance Armstrong Foundation Survivorship
Center that provides activities and resources
to help people during and after cancer treat-
ment. These activities reflect the needs of
survivors who are assessed (statewide) and
include support groups, educational sessions
and advocacy opportunities. From the
moment of diagnosis and well after treatment
is complete, NVCI provides practical informa-
tion and tools for cancer survivors, their
friends and their families.
• Navigation. Patient Navigators/Educators
at the Nevada Cancer Institute understand
that a cancer diagnosis is overwhelming and
frightening, whether it happens to a loved one
or yourself. Once a person is diagnosed with
cancer, the individual will experience an unfa-
miliar world with a language all of its own.
The Nevada Cancer Institute’s caring staff

strives to help create understanding through
thoughtful and tailored support and naviga-
tion to community resources, programs and
social services.
• Illuminations Boutique. Feeling good
about yourself and keeping your spirits high
go a long way in contributing to a positive ex-
perience during cancer treatment. Illumina-
tions is a quality of life service from NVCI,
benefiting cancer patients and cancer sur-
vivors, their friends and families.The boutique
staff offer numerous services including breast
form fitting with a certified mastectomy fitter,
post surgery product selection, private wig
selection and consultation services, and per-
sonal assistance with product recommenda-
tions by your physician.
• Bottles of Hope Clay Day. For cancer
patients and their families, hope now comes
in a bottle, thanks to the Las Vegas Polymer
Clay Guild. Chemotherapy bottles are trans-
formed into exquisite works of art by healing
hands focused on sharing their love and sup-
port. NVCI hosts the Bottles of Hope Clay Day
every third Saturday, from 11:00 a.m. to 3:00
p.m. This artful afternoon is open to everyone
and will be devoted to creating bottles of
hope exclusively for cancer patients with the
guidance from guild members.
• Support Activities. Numerous support
groups meet in both Northern and Southern
Nevada to fit patients’ needs. Groups can be
as specific as thyroid cancer to as general as
all cancer patients meeting to discuss, share
and know they are not in the fight alone.

NVCI is striving for a future without cancer
that is achieved through initiated and collab-
orative research in basic, clinical and popula-
tion science. For more information, please
visit www.nevadacancerinstitute.org or call
(702) 822-LIFE.
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Nevada Cancer Institute
Hope Grows in the Desert

Sponsored by:

“Our expansion allows us to

continue pushing the 

envelope in innovative 

oncology care and research

for the residents of Nevada.”

Board members and faculty attended the ground-
breaking for the expansion held in October.



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

ix years ago, a librarian for
at-risk children at a local el-
ementary school was weed-
ing through her school’s li-

brary, throwing away all the old, torn-up
books when she realized she had a new
mission. Many of her students walked
past the pile of books in the trash bin and
asked if they could take them home, in-
forming her that these books would be the
first ones they had ever owned. That li-
brarian, Laurie Porter Hartig, knew she
needed to find a way to get books into the
homes of these at-risk students.

Hartig read an article about an organi-
zation based out of Massachusetts with a
similar goal. She took that idea and made
it fit the Southern Nevada community.

Spread the Word Nevada: Kids to Kids
began on February 22, 2001 and has
since distributed 850,013 books and
served 79,387 children. It has adopted 15
schools and is currently serving 11,000
children every month.

Spread the Word Nevada is a non-prof-
it organization that focuses on giving new
and donated, gently-used books to at-risk
elementary students in order to provide
opportunities for improved literacy. The
organization does this by using three main
programs:
• Kids to Kids, their flagship program, pro-
vides books to at-risk students in order to
read, share with their families and start
their own libraries at home.
• Breakfast with Books occurs once a
month at each adopted school and offers
students and their families an opportunity
to have breakfast together, listen to a story,
gain literacy tips and enter a raffle for a
prize. Everyone who attends, child or adult,

is encouraged to take home a new book.
• Books & Buddies is their most recent
program, which focuses on partnering
community members with at-risk stu-
dents in a mentoring environment in order
to help with verbal, reading and compre-
hension skills.

Spread the Word Nevada adopts
schools based on need. If the school has a
high percentage of students who receive
free or reduced lunches, the school can be
considered for the non-profit's programs.
Once a school is “adopted,” Spread the
Word Nevada provides books to the school
every month, and the students get the
chance to hand-pick their new book.
However, in order for the organization to
adopt these schools, it must ask the
Southern Nevada community for support
and assistance.

The organization has many partner-
ships around the community which help
them serve at-risk schools and students.
Senior citizens at four different senior
centers across the Valley volunteer to
clean the donated books. Publishing hous-
es send the organization any overstock
they have. Many families around the com-
munity donate their used books. Goodwill
gives them any books they do not sell, and
Barnes and Noble has drop boxes for any-
one to donate to the organization. But
Spread the Word Nevada receives the

most books from book drives that affluent
schools participate in for their less fortu-
nate friends, which is where the name
Kids to Kids stems from.

The Venetian Hotel and Casino has
been another active supporter in the
community. Every year the hotel hosts a
fundraising gala for the organization.
The Venetian adopts  a school in the
community and Spread the Word Nevada
provides books to each student through-
out the year, in addition to it’s regular
partner schools.

Spread the Word Nevada is not slowing
down any time soon. Executive Director
Lisa Habighorst says there are numerous
schools in Clark County that need their help
and the organizations’ goal is to serve as
many as possible. “We want to cover all the
children in Nevada who can benefit from
our program,” Habighorst said.

The non-profit hopes to have 50 men-
tors in their new program, Books & Bud-
dies, by the end of the school year. They
want to be able to adopt more schools in
need around the community and they
hope the organization will one day spread
to Northern Nevada, and maybe even
other states around the country.

For more information on Spread the
Word Nevada Kids to Kids visit their Web
site at www.SpreadtheWordNevada.org.

S

Spread the Word Nevada: Kids to Kids
Providing Opportunities for Improved Literacy

Sponsored by:

"We want to cover all the 

children in Nevada who can 

benefit from our program."

Paul Culley Empowerment School
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Wellness Center is the HIV medical provider
and is located directly across the hall from
AFAN in order to provide a one-stop shop for
those with the virus. Clients can go directly
from receiving their medical appointments
at the Wellness Center to AFAN for social
service needs. The Southern Nevada Health
District’s counselors and staff works closely
with the organization to provide a continuum
of care for clients. AFAN provides an array of
services and support to its clients, including
but not limited to the following:
• Case Management: Provides tangible in-
formation about resources, opportunities
available and lends guidance and support
to clients. Case Managers develop client-
centered service plans to assist in moving
towards self-sufficiency
• Housing Program: Assesses immediate
and long-term housing needs related to
mental and overall health level, substance
abuse, family members and financial status.
• Transportation Program: Assists clients
with transportation – taxi, bus pass or van
– for medical and social service visits.
• Nutritional Services: Registered dieti-
cians who specialize in HIV nutrition pro-
vide information on caloric intake and vital
vitamins, which are essential to prolong-
ing life with the virus.
• Medication Adherence: A registered
nurse adherence counselor works with
clients to address and overcome barriers
to adherence.

It is vital to get the word out that
HIV/AIDS is widespread in the world, as
well as Southern Nevada. Education is
crucial to improving the quality of life and
preventing new infections.

For more information on AFAN, please
visit www.afanlv.org or call 382-2326.

he AIDS epidemic is far from
over. Not only is it a global
issue, but one of great im-
portance in Southern Nevada

as well. There is an estimated 8,000 indi-
viduals in Nevada with the HIV/AIDS virus
and over 5,000 people infected live in Clark
County. Aid for AIDS of Nevada (AFAN) was
founded in 1984 to serve the population af-
fected by HIV/AIDS in Southern Nevada by
providing support services and prevention
education programs, as well as community
outreach. Currently, more than 2,500 indi-
viduals in the Valley affected by the virus
are registered with the agency.

The epidemic is growing more and more
in women and children. It is estimated that
within the next 10 years, 45 million adults
and children will die of AIDS. These num-
bers are alarming and the key to prevention
is education. World AIDS Day takes place
each year on December 1. The event is ac-
knowledged globally – dedicated to recog-
nizing those who live with HIV/AIDS and re-
membering those all around the world that
have died from the virus.

Today, people with HIV are living longer
than before due to a more advanced soci-
ety. Women account for 120,000 to
160,000 of the 1 million Americans infected
with HIV/AIDS. Many of them do not know
they have the virus and are in their child-
bearing years. Women account for half of

all new HIV infections worldwide. The most
common way women contract the virus is
through sex. Twenty eight percent of the in-
fected people served by AFAN last year
were women, which is 3 percent higher
than the previous year. The number is also
rising among children. Many women who
are infected do not know they have the
virus and are passing it on to their children.
In the past 18 months, 29 local infants were
born to HIV-positive mothers.

AFAN works to stop the spread of new
infections through their outreach pro-
grams which target high-risk groups,
while partnering with other organizations
to reach all segments of the community.
Because the virus is higher among low in-
come individuals, most of which do not
have health insurance or can’t afford pre-
scriptions and medical attention needed,
it is important to bridge the gap between
social services and the medical industry.
Without medical help, people will live
shorter lives and without social services
many are without hope and guidance. It is
important to keep those infected with
HIV/AIDS in the hands of their primary
care physicians and out of urgent care,
and the organization is working toward
that goal with others in the community.

AFAN is currently working with Sierra
Health Services, University Medical Center
(UMC) and the Southern Nevada Health Dis-
trict to provide the proper services to the
HIV/AIDS population in the Valley. Sierra
Health Services provides the organization’s
clients with insurance for more affordable
treatment. Medication, which has advanced
and helped prolong the lives of many living
with the virus, can range in cost from
$25,000 to $50,000 each year. The UMC

T

Aid for AIDS of Nevada
Working Together to Bridge the Gap

Sponsored by:

The Olsen family has been supporting AFAN for 
over seven years. AIDS Walk Las Vegas 2007.
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the organization needs to raise an addi-
tional $8 million to meet our campaign
goal of $44 million to fully fund the con-
struction and program endowments.
Help Opportunity Village raise the roof
and open the doors to the future for
people with disabilities. The communi-
ty’s support will make a difference in
the lives of thousands.
• Take a tour of the West Oakey Campus
and see what Opportunity Village does to
support people with disabilities.
• Become a donor to the Capital Cam-
paign.
• Become an in-kind donor to the Capital
Campaign by donating furniture, furnish-
ings and equipment
• Attend Opportunity Village events: Visit
the Magical Forest from Nov. 22nd to Dec.
30th and join the Las Vegas Great Santa
Run on Dec. 1st and help set a world
Record.
• Contract with the Business Services di-
vision for shredding packaging and as-
sembly, custodial services and mailings.
• Donate to the Opportunity Village Thrift
Store.
• Donate your old car.

Please call Opportunity Village at 259-
3735 to find out more about how you
help.

pportunity Village has
served people with intellec-
tual disabilities and their
families for 53 years

through vocational training, employment,
day programs and other vital services.

Since opening its doors in 1954, tens
of thousands of people have been able to
learn the skills to find jobs, made life-long
friends and received the help they need to
lead rich, productive lives as wage earn-
ers and tax-payers.

Opportunity Village is 80 percent self-
funded through its contracts and services
that employ hundreds of people daily and
by the generous donations of cash, goods
and services from businesses, corpora-
tions and individuals.

Opportunity Village saves the state of
Nevada and its taxpayers more than $10
million a year by independently providing
services and programs to people with
disabilities and their families. It pays
more than $3 million annually in wages to
people many feel are unemployable.

The courageous people the organiza-
tion serves, who face untold struggles
every day, are just like you and me. All
they want is a hand up, not a hand out.
Their burning desire is to live, work and
play in our community like everyone else.

More than one-third of the people Op-
portunity Village serves became disabled
after birth through accident and illness.
People with intellectual disabilities are far
more likely to struggle with age-related
illnesses, cancer, heart and respiratory

problems and a whole host of other
health challenges.

In the United States alone, one child
in 120 is now diagnosed with some form
of autism. In Las Vegas, Opportunity Vil-
lage has the services and programs
young people with autism need to lead
full and productive lives. However, the
organization needs to grow to accom-
modate them.

Today, Opportunity Village serves 800
people every day, but the number of
people who need the programs it offers
grows every day. More than 200 people
are waiting for their chance to come to
Opportunity Village and an additional 70
to 80 people with intellectual disabilities
move to the Las Vegas area with their
families every month. A third campus is
being built to make way for the thou-
sands of people who will need services
in the future.

The new campus is located in south-
west Clark County, on 11 acres of do-
nated land. Construction has begun, but

O

Opportunity Village
Providing a Helping Hand

Sponsored by:

Opportunity Village staff celebrate the ground-
breaking of its newest building.

“Today, Opportunity Village

serves 800 people every day, 

but the number of people 

who need the programs

it offers grows every day.” 
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Sen. John Ensign recently intro-
duced a broad tax bill in the
U.S. Senate aimed at protect-

ing millions of middle-income
Americans, small business owners
and seniors from a tax increase. The
Alternative Minimum Tax (AMT)
Repeal and Tax Freedom Act would
fix a flawed tax policy, and encour-
age economic growth by permanent-
ly extending the tax cuts on capital
gains, dividends and marginal rates.
Originally intended to ensure that the
wealthy pay their fair share of taxes.
Because the AMT is not indexed for
inflation, middle-income Americans
will be forced to pay higher taxes if a
solution is not developed. Ensign’s
bill would prevent more than 23 mil-
lion taxpayers from being affected
by the AMT. The proposed bill will
permanently extend the tax cuts on
capital gains, dividends and marginal
rates would protect more than 90
million taxpayers, including small
business owners and seniors from
facing an increase.

As Congress scrambles to fix
the sub-prime crisis that
plunged mortgage lenders into

bankruptcy and homeowners into trou-
ble, a new report by the Competitive
Enterprise Institute explains why Con-
gress should not get involved. The re-
port comes in advance of a likely vote
in the House of Representatives on the
Mortgage Reform and Anti-Predatory
Lending Act of 2007 which would
mandate that lenders only offer loans
that the government determines have
the best terms and net tangible benefits
for borrowers. Many of the proposed
solutions would likely increase default
rates and make it more difficult for
some to afford homes.

Managers get a bad rap in
the workplace. Bosses are
characterized as the office

villains and are maligned for simply
existing. How then does a boss tran-
scend this collective disdain and ac-
tually become a supervisor whom
subordinates appreciate. Managers at
all levels should hone a style that
serves everyone’s best interests and
fosters a feeling of gratitude among
subordinates. John M. McKee, author
of “Career Wisdom” offers managers
the following advice: give credit
where it’s due; have an open door
policy; appreciate face value; be firm
but fair; and find and maintain an en-
tire life balance. 

Mortgage Sub-Prime Crisis 
Examined

Become a Boss Employees 
are Thankful For

BUSINESS UP FRONT
Ensign Introduces Bill Aimed 

at Tax Fairness

All leaders want to be part of a
top-performing company, as
do employees. Have you ever

wondered what makes a company a
top performer? OnPoint Consulting
conducted a research study on the
subject. Here are seven ways compa-
nies can get ahead of the pack:
• Get comfortable with managing
paradoxes. Leaders in top-performing
companies are better at finding the

right balance between what appears to
be mutually exclusive outcomes.
• Understand how to manage
change. Be forthright about the
change and its impact, and set realis-
tic objectives and milestones.
• Involve team members in decisions
that affect them. Participative lead-
ership matters.
• Lead by example. People don’t trust
or follow leaders who don’t live by the
same values they require of others.
• Strike a proper balance of central-
ized and decentralized responsibili-
ty. Ensure that people at all levels
have the freedom to take action to
achieve results.
• Excel at coordinating decisions
and actions across organizational
boundaries.
• Ensure that systems are aligned
with strategic initiatives.

Bottom line, being a top-perform-
ing company is a rigorous challenge.

Seven Ways Top-Performing 
Companies Get Ahead

http://www.LasVegasCommercialRE.com
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FACE TO FACE

Co-Founder and Co-Chief Executive Officer
Assist-2-Sell, Reno

Years in Nevada: 40

Years with Firm: 20 

Type of business:
Residential Real Estate Company

Biggest Business Challenge:     
Taking a new concept like “full-service dis-
count real estate” and launching it nation-
wide.

What do you like best about your job?    
Watching our franchise offices succeed
and seeing lives improve financially due to
hard work and dedication to the business.

If you could start over and choose a different
profession, what would it be?  
It would have to be something that al-
lowed me to work with people on solu-
tions to improve their lives.

How do you spend your time when you’re
not working? 
I like visiting my family in Montana and
spending long weekends at Lake Tahoe.

Little-known fact about yourself:
I love being a mom.

Best Business Advice: 
Dream big!  Don’t let anyone tell you
your idea is bad or won’t work.  If you
believe in it and it is good for people,
go for it.  Don’t get hung up on business
plans; be willing to change quickly.

How has the housing slump affected your
business?
The "housing slump" is not affecting all
markets equally. While most areas of the
country are experiencing a slowdown,
the areas most impacted are those that
experienced a huge run up in home val-
ues over a short period of time. In areas
where appreciation was more moderate,
the prices are holding or only dropping
slightly and buyer activity remains
good. While home sellers who need to
sell are disappointed because they can
no longer expect to sell for the inflated
prices of the past, they welcome the
savings on commission that we offer.

Mary LaMeres-Pomin

CEO

Lasvegasjobs.com, Las Vegas

Biggest business challenge:
Customer Service is my biggest challenge. I
feel a responsibility and aspire to provide a
level of service that creates a confidence and
dependability. I want to talk to as many of
my clients on a monthly basis so that any
challenges they have become my challenge to
solve and turn into productive tools.

What do you like best about your job?   
Knowing that what I do helps people take
the next step in their career and helps my
clients be more successful in their company.

How do you spend your time when 
you’re not working?
I have three grown children and I am a new
bride with a husband who is my best friend.   

Best Business Advice:
Always be honest and do what you say
you are going to do. Deliver a great 

product and service, and let your suc-
cess be measured by your happiness,
not your checkbook.

What would you like your legacy to be?
Great mom, great friend and a successful
businesswoman.

How does the business community's view
of an uneducated workforce make your job
more difficult?
There will always be a certain percent-
age of the available workforce that is
less educated. There are jobs available
for this group and I encourage my em-
ployers that have the entry level posi-
tions to recruit on our Web site and at
our job fairs. I suppose it doesn't make
my job more difficult, it just means that
we as a community need to be more
creative with recruiting and retaining
employees.

Years in Nevada: 13                                  

Years with Firm: 3 

Type of business:
Employment Advertising Web site

Dyann Rios Widman 



corporate giving agree: Nevada’s
rapid population growth works
against us when it comes to percep-
tion of corporate and individual giv-
ing in our state.

“In my opinion, our challenge is
two-fold,” said Rob McCoy, director
of public affairs, Embarq Corporation.
“In many cases, people who move to
Nevada to retire have already given
their time and their dollars to organiza-
tions in the cities and towns they’ve re-
located from. There is also a segment

Y
et Nevada typically ranks low on
lists of states in terms of corpo-
rate and individual giving, leav-

ing the impression that in Nevada, we
just don’t care.

That’s just not true. “Nevada sup-
posedly ranks at the bottom of chari-
table giving, not just corporate, but
overall in the state. I don’t buy it,”
said Kirk V. Clausen, regional presi-
dent, Wells Fargo Bank of Nevada.
“I’m around incredible people who
volunteer time and money and in-kind

donations all the time. I think if any-
thing gets in our way of being higher
on those lists, it’s the incredible
growth we have and the need to keep
up that is working against us. I’m an
eternal optimist, but I think, if some-
body could do the analysis and look
back in particular at the corporate
community and include individuals,
we could demonstrate that giving is
growing. Maybe not as fast as growth
in our community, but it’s growing.”

Other professionals working with

Philanthropy is alive and well in Nevada’s business community, with

corporate giving high on the list of priorities for many of the most successful

companies in the Silver State.

Philanthropy in the Silver State

Corporate Gengerosity
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of the population that relocates for one
reason only: to make money and leave
our community again. I really believe
we’re maturing as a community and as
a result, giving and volunteerism are
on the rise. But our needs are also
growing, and I don’t think contribu-
tions are rising quite as quickly as the
needs are rising. The tremendous
growth in the Las Vegas Valley in the
last 20 years has put a tremendous
strain on all resources.”

But just because our numbers are
low on national lists doesn’t mean
corporate giving isn’t flourishing.
Across the country, Americans gave
$295 billion in 2006, 76 percent do-
nated by individuals compared to 4.3
percent from corporate giving. 

Tracking efforts locally is more dif-
ficult. Most companies choose one of
two ways to give – by setting up a cor-
porate foundation to handle charitable
donations, or by making it part of the
marketing and PR costs, and includ-
ing it in the budget. 

For example, Wells Fargo budgets a
percentage of its revenue annually to
give back to the community. MGM
MIRAGE allows employees to have
charitable donations taken by payroll
deduction. Focus Property Group al-
lows employees hours during the week
to work on philanthropic projects. Al-
though statewide tracking of these
methods isn’t necessarily any easier,
they undoubtedly produce results.

Speaking of PR …

Amazingly enough, most business-
es choose not to capitalize directly on
their philanthropical good deeds. It
seems obvious that corporate philan-
thropy is good for business – there are
multiple public relations angles and
media coverage readily available be-
fore, during and after charitable
events. The day of fundraising events,
media coverage is bound to catch
sight of happy corporate employees
wearing brightly colored logo t-shirts

and volunteering their time. Never-
theless, most businesses aren’t moti-
vated by the publicity angle.

“We just don’t position ourselves
for notoriety. We advertise for that,”
said Clausen. “My belief is we invest
in our community so that we have a
stronger community. That’s good for
individuals and organizations and a
stronger community yields positive
results for the bank in terms of an in-
creased number of people who elect
to use its banking services.” In other
words, corporate giving creates basic
cause-and-effect results: do good for
the community and the community
does good in return. 

Other businesses let the non-profit
take the lead in media coverage of
fundraising events. “They’re better at
showcasing their opportunities,” said
McCoy. “That doesn’t mean that we
don’t work in concert with their PR
people – we do – but we like them to
take the lead so they get the most out of
the opportunity and tell the story best.”

Wells Fargo employees donate their time to answer phones for a local telethon.
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The benefits most businesses get
from giving are internal, rather than
external or PR-driven: Employee
longevity, loyalty and satisfaction all
rise when employees are made part of
the charitable giving program.

“Employees become more connect-
ed to each other,” said Stacey Wed-
ding, president, Southern Nevada
chapter Association of Fundraising
Professionals (AFP), principal, Pro-
fessionals in Philanthropy. “A prime
example is Focus Property Group.
Employees from all their different de-
partments who had never met [before
the charitable giving campaign was
set in place] now interact on a regular
basis because of the philanthropical
programs that are set-up. There’s a
community built within a corporation
when employees are involved. And I
think there’s tremendous employee
loyalty to an organization when
they’re involved in its charitable giv-
ing programs.”

Invoking Enthusiasm

Just how do these enterprising, com-
munity-spirited businesses involve
their employees?  In most cases, it
seems contagious. Once the program
is put in place, it’s made highly visible
within the company and people just
get onboard. It’s no secret that doing
good feels good, and when companies
make it easy for employees to give,
employees are quick to respond with
volunteerism and in-kind donations.

At Wells Fargo, individual team
members accrue points for their com-
munity service, with the top scorers
being recognized at a huge, annual
party. In fact, employees are so enthu-
siastic about the program that, by Oc-
tober of this year, team members had
already passed their 2006 giving goal
of time and money. 

In terms of community giving,
one company defines the idea two
different ways: that of giving back

to the community and the communi-
ty itself giving.

At Focus Property Group and its
partner in development management,
Landtek, philanthropy was already
part of the company culture due to
CEO John Ritter’s charitable trust, so
Focus put two ideas together.

The company split employees into
four teams to focus on projects re-
volving around foster children, make-
a-wish organizations and domestic vi-
olence issues. “It’s been a very good
blend for us, with very successful out-
comes,” said Vincent Zamora, vice
president, human resources. “We’ve
ingrained philanthropy into the cul-
ture [of the companies] and done
some very exciting things.”

One rather unique thing Focus has
accomplished is to involve residents

Cover Story: Corporate Generosity

Embarq employees donate their time for an annual KLUC toy drive 
to benefit children throughout the Valley.

in the communities the company
builds. Each master-planned commu-
nity embraces a different charitable
cause, allowing residents to become
involved in the community where
they live and the larger community
around them. So, Mountain’s Edge, a
3,500-acre community, hosts a Boy
Scout Explorer’s Post for high school
students. Providence, a 1,200-acre
community, focuses efforts on litera-
cy and collects books for children
throughout the Valley.

MGM MIRAGE works through a
corporate foundation giving project
that matches employee contributions.
Together with a work-based giving
campaign that allows employees to
give through payroll deductions,
MGM MIRAGE raised $6.2 million
last year for charitable organizations.
In addition, MGM MIRAGE under-
writes the administrative expenses of
the non-profit organizations benefit-
ting from the contributions so that the
largest percentage of each dollar possi-
ble goes to the non-profit’s programs,
not to the agency’s bottom line.

When looking at a proposal for as-
sistance from a non-profit, almost
every business takes the agency’s bot-
tom line into account. “We absolutely
do take that into consideration,

“Tax advantages go 

hand-in-hand with charitable

giving, but most companies

don’t even mention them.” 
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because to us, a good non-profit
should run as efficiently as any other
business,” said Merlinda Gallegos,
vice president, corporate philan-
thropy, MGM MIRAGE. “The bench-
mark we use is the United Way ac-
creditation – no more than 25 percent
should go to overhead and we prefer it
to be even less, from 15 percent to 20
percent. With our shareholder dollars,
to give them good return on their in-
vestment, most of that should be
going to the people in need.”

Who Benefits?

And just who are those people and
agencies receiving the generosity of
the Nevada business community?
MGM MIRAGE allows employees to
decide what agencies to work with,
presenting opportunities based on ge-
ographical availability, and focuses on
education-related issues along with
community development projects.

But just as many of the companies
giving back to the community aren’t
capitalizing on the marketing poten-
tial, but instead, are giving because
giving feels good, most of them keep a
strict eye on where the donated money
goes and who benefits from it. Since
they’re not in it for the glory, most
companies chose not to talk about ex-
actly who their dollars go to benefit.

Instead, they talked about the com-
munity as a whole – about bringing
the community together and about
what the non-profit organizations can
do with the money. There are thou-
sands of opportunities for corporate
giving – in Washoe County alone,
there are some 2,000 non-profit agen-
cies to choose from, according to Stu-
art Golder, president, Sierra Chapter
AFP. Companies looking for a cause
to celebrate and a charity to support
can check out the United Way Web
site for a list of non-profit agencies. 

Every company has its own focus. At
Wells Fargo, the focus tends to be

primarily centered around children.
“Educating them, keeping them healthy,
keeping them off drugs, in school, help-
ing them move on to higher education.
To a lesser extent, but not significantly,
we give to health and human services,
environmental concerns and arts and
culture,” said Clausen.

According to Wedding, it’s impor-
tant for companies to align their cor-
porate mission with their corporate
giving. This insures the missions of
the company and the organization
don’t conflict, but it also allows com-
panies to give in-kind, using employ-
ee strengths and skills to augment fi-
nancial giving with in-kind donations
of expertise. 

For The Howard Hughes Corpora-
tion, the parent company affiliate of
General Growth Properties, it meant
setting up a giving program that in-
corporates what they do. “When you
have philanthropic giving in a large
corporation, you need to have a strate-
gic giving program,” said Tom War-
den, vice president, community and
government relations. “You just can’t
consider all the requests you get, you
have to decide where you want to
make a difference.” Howard Hughes
Corp. chose to work with community
building projects and organizations
and focused on four areas: children’s
issues; environmental issues; educa-
tion; and cultural issues.

In Northern Nevada, IGT has made
philanthropy a part of its corporate
culture and aligns its mission with its
charitable work. A portion of its char-
itable work consists of in-kind contri-
butions to agencies that need comput-
er equipment and used gaming
machines. IGT also volunteers use of
its facility for fundraising events.
Once the Southern Nevada property is
functional, similar events will be pos-
sible there as well, according to Rick
Sorensen, public relations manager. 

When it’s time to determine what
IGT will support in an upcoming 

http://IrwinUnion.com


employees sitting on approximately
30 boards, commissions or commit-
tees in Southern Nevada,” said
McCoy. Embarq employees are en-
couraged to join in the community
giving with high-profile events
throughout the year that drive em-
ployee enthusiasm in the areas Em-
barq supports, which include educa-
tion, senior issues and, recently, the
environment. According to McCoy,
the company’s goal for 2008 is 100
percent involvement from Embarq’s
1,200 Nevada employees.

Everybody Wins

It’s not possible to fund every re-
quest from every non-profit. Even
when the requesting non-profit
agency’s mission is aligned with the
scope of the corporation doing the
giving, new requests are still likely to
encounter an uphill battle. For Wells
Fargo, “with new requests I would
have to say, if we can address three
out of 10 of them that’s a good strong
number,” said Clausen. In round fig-
ures, Warden estimates somewhere
between 15 percent and 25 percent
get funded by The Howard Hughes
Corporation. In a state with thousands
of non-profit agencies, those numbers
are pretty good. 

Tax advantages go hand-in-hand
with charitable giving, but most com-
panies don’t even mention them –
corporate giving falls into the operat-
ing budget. It becomes part of being a
good corporate citizen. The goal isn’t
to attain tax advantages or PR oppor-
tunities. “It’s the connection to the
community that takes place when cor-
porations get involved, and the per-
sonal satisfaction employees feel
when engaging in philanthropic activ-
ities,” said Golder. Simply put, “It
feels good to help.”

Jennifer Rachel Baumer is a freelance
writer based in Northern Nevada.
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fiscal year, a committee meets to
make decisions, choosing from
among IGT’s five major categories of
corporate giving: children and family;
civic; arts and multicultural issues;
health and wellness; and education.
However, frequently, new opportuni-
ties are considered. “We encourage
our employees to give their time to or-
ganizations in which they have a per-
sonal interest,” said Sorensen. “And
they’re usually not shy about telling
us what those are.”

“Corporate giving should be consid-
ered with the same amount of thought
and acumen as daily business opera-
tions,” said Wedding. “The message is
to do it the right way, with effort and
energy and thought behind it and it be-
comes a part of the company culture.”

Most companies involved in charita-
ble giving get a large number of appli-
cations from agencies in their commu-
nities looking for support. Many

applications are requests from agen-
cies the company has worked with on
an ongoing basis and most are re-
viewed and renewed. New applica-
tions need to meet company criteria
such as the length of time an organiza-
tion has been in existence, its mission
and the results it has attained so far.

“We have giving guidelines that all
non-profits must meet in order to re-
ceive consideration,” said Gina B.
Polovina, vice president, government
and community affairs, Boyd Gam-
ing Corporation. The company only
takes requests in writing, with a thor-
ough description of the project to be
funded. The agency needs to be a
501(c)3 non-profit, and the project
must fit within the scope of Boyd’s
philanthropic guidelines: communi-
ty, health and human services; cul-
ture; education; general gaming and
business associations.

“While the programs we fund may
vary from year to year, it’s important
that new projects requesting funding
do not replicate the services currently
being offered by another well-estab-
lished non-profit,” said Polovina.
“Addressing a need that has previous-
ly gone unrecognized is essential in a
state with non-profit agencies num-
bering in the thousands.”

Corporations can also contribute to
the community by encouraging em-
ployees to sit on an organization’s
boards of directors, helping to actual-
ly steer the non-profit agency doing
the good work. “We currently have

Howard Hughes Corporation helped 
provide cans of food to the FIT organization.
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Nevada’s Technology
Outlook

“Does every company today have
a technology component? Absolute-
ly, though some use it more than
others,” said Russ Ketchum, the cur-
rent president of the Technology
Business Alliance of Nevada
(TBAN). Ketchum is vice president
of technology for Allegiant Air, a
firm he describes as “a technology
company that flies airplanes.” Simi-
larly, Nevada’s large hospitality
firms might be called “tech compa-
nies that operate resorts” and many
other businesses might be consid-
ered tech companies as well, since
the growth of the tech sector, espe-
cially the Internet, means that many
brick-and-mortar companies now
use more technology than tech com-
panies did 20 years ago.

However, there is a small but grow-

ing sector in the Nevada economy that
deals specifically in technology is-
sues, from hardware and software
providers, to computer consulting,
telecommunications and biotech.
“Nevada’s image as a high-tech loca-
tion has improved in the last few
years because of success stories 
involving locally-grown companies,
s u c h a s z a p p o s . c o m ,
yellowpages.com, SRD and Petro-
glyph Games,” noted Mike Ballard,
chairman of Vegas Valley Angels
and CEO of 1Velocity, a telecommu-
nications provider. Experts give in-
sight into the Nevada tech scene, to
explain the advantages and disad-
vantages of operating a technology
firm in the Silver State, and to pre-
dict the future of technology busi-
nesses in Nevada.

What’s Hot in Tech Today?

Dave Archer, CEO of Nevada’s
Center for Entrepreneurship and
Technology (NCET), said several seg-
ments of Nevada’s tech market are en-
joying a surge in interest and invest-
ment. Companies involved in clean
fuel or alternative energy have been
enjoying a growth spurt, said Archer,
including solar power, biodiesel, ge-
othermal and related fields. Some of
the Nevada companies in this industry
segment include Biodiesel Solutions,
which manufactures equipment to
convert vegetable oil into clean-burn-
ing biodiesel, Ormat Technologies,
which supports the geothermal indus-
try in Northern Nevada, and Solar
One, which maintains 350 acres of
solar collectors in the Southern

The Future Looks Bright
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Nevada desert between Boulder City
and Searchlight. 

“Biotech will be the next big thing,
especially in Southern Nevada,” he
predicted. “With the success of the
Nevada Cancer Institute and the
planned Lou Ruvo Brain Institute, it
is poised to take off.” Las Vegas was
named an “Emerging Metropolitan
Area” for research, testing and med-
ical laboratories in a report issued ear-
lier this year by Battelle and the
Biotechnology Industry Organization.
As Genetic Engineering & Biotech-
nology News pointed out, “Today, op-
erating costs are the white hot issue in
the boardrooms of bioscience compa-
nies.” This bodes well for the Las
Vegas metropolitan area, which had
the lowest costs among the 34 cities
identified in the Battelle study. 

NeoStem, Inc. opened a collection
facility for adult stem cells this fall in
Las Vegas. The new facility will enable
individuals to “bank” their own stem
cells for future use in times of critical
medical need. CardioVascular
BioTechnologies, Inc., a biopharma-
ceutical company developing drugs to
be used in the treatment of cardiovas-
cular disease, recently moved to
Southern Nevada from California. One
of its products, designed to encourage
the growth of new blood vessels, is
currently undergoing Phase 2 trials. 

Tech experts predict that the hospi-
tality and convention industries, al-
ready major users of technology prod-
ucts and services, will develop even
more tech capacity in the coming
years. “It’s interesting to see how the
large gaming companies have em-
braced technology,” noted Michael
Beardslee, president and co-founder
of IT Strategies International, a global
computer consulting firm founded in
Las Vegas in 1996. “When our compa-
ny started out, their use of technology
was rudimentary. Nowadays, they are
using the most high-tech computer
systems and equipment in the world.”

Telecommunications is another
strong segment. KeyOn Communica-
tions, founded in Las Vegas in 2002,
now provides wireless broadband
across 11 states and recently complet-
ed its first initial public offering
(IPO). Protocol Communications, one
of the largest hosted VoIP companies
in America, is based in Southern
Nevada and doing business all over
the country. SkyWire Media, recently
named Tech Start-Up Company of the
Year by TBAN, enables businesses to
reach clients with text messages on
their mobile phones.

Why Nevada?

“Tech companies relocate to Neva-
da or choose to start up in Nevada for
the same reasons other kinds of com-
panies do: low tax rates, protection
for corporations and affordability,”

said David LaPlante, CEO of Twelve
Horses. “The cost of operating a busi-
ness in Nevada is much less than it is
on either coast, and that includes
things like lease rates for office space,
payroll costs and workers’ comp.”
Twelve Horses, an online marketing
software and services firm based in
Reno, was recently named the Tech
Company of the Year by TBAN.

“Nevada ‘gets’ startups and entre-
preneurs,” added NCET’s Archer.
“Economic development agencies,
licensing departments and tax peo-
ple are all here to help them. We
make it a very easy process to start a
business.”

Because technology, and especially
telecom, depends on uninterrupted
connectivity, it’s important to note that
Nevada is not subject to the natural
disasters that plague other areas, such
as earthquakes, hurricanes and

http://www.cpssecurity.com
mailto:sales@cpssecurity.com
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tornadoes. This makes it a good place
for secure data sites, such as Switch and
Dataside, both located in Las Vegas.

Ballard pointed out that intercon-
nectivity is an advantage, especially
in Southern Nevada, where he said the
hospitality and convention industries
push for higher connectivity. “Even
though we’re a town of about 2 mil-
lion, we’re developing a lot of infra-
structure,” he said. “The multination-
al companies that are showing their
wares here at our conventions are de-
manding world-class infrastructure.”

“From an infrastructure standpoint,
you can’t beat either Las Vegas or
Reno,” said Archer. “To a certain ex-
tent, we’re lucky that our cities are
relatively young and undeveloped. It’s
always easier to install new technolo-
gy than to try to update old technolo-
gy, especially when you’re talking
about digging up streets.”

Challenges to Be Overcome

Beardslee admitted that Nevada’s
tech infrastructure is better than it
was, but said there is still room for
improvement. “If one of the major
tech companies did consider building
a large facility here and called local
service providers about communica-
tions capabilities, they’re not as
strong as they would be in other major
cities,” he warned.

Montano pointed out that Nevada
lacks a major university research sys-
tem. “There is no Stanford or Harvard
here,” he said. “That makes it more
difficult to recruit people, because
many of them are used to being asso-
ciated with a major university.”

Another challenge for Nevada is
that the technology sector is relatively
new. “In California, so many people
had personal success in technology
that there’s a community of believers,”
said Montano. “In Las Vegas, tech an-
gels have an uphill battle. People who

http://falcpa.com
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have created wealth, made their
money in things other than technolo-
gy, and they may not be comfortable
investing in a tech startup. However,
things are starting to change a bit.”

Finding Tech Talent

Recruiting talent to staff tech firms
has been an ongoing problem for sev-
eral years, but one that seems to be
easing somewhat. Michael Legg,
president and co-founder of Petro-
glyph, a Las Vegas company that de-
signs computer games, employs 62
people, many of them recent college
graduates. “Las Vegas has become a
great town for the younger crowd,
with The Palms and the Hard Rock
and the popularity of poker,” he said.
“Housing costs used to be fantastic,
and even though they did jump up un-
reasonably a couple years ago, they
seem to be lower again.”

Although Archer called recruiting
only a minor challenge, he admitted,
“We don’t have a surplus of skilled,
trained professionals and we need to
do a better job of recruiting and retain-
ing experienced, qualified tech people.
A major initiative throughout the state,
especially in economic development
agencies and chambers of commerce,
is a focus on young professionals. It’s
important for the economic future of
Nevada that when people graduate
from college, they stay here. We have
to make this an environment where
they want to stay, where they feel in-
volved and welcomed.”

Montano said it’s easy to recruit
people in the biotech field to come to
Nevada. “Biotech is centered on the
two coasts, both of which are high-tax
and high-cost environments,” he
pointed out. “When I bring people
here from these areas, they get twice
the home for half the money, and get
20 percent more take-home pay be-
cause they’re in high tax brackets.

http://www.jmaarch.com
mailto:sales@verdecommunications.com
http://verdecommunications.com
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Once they get settled in here, nobody
could afford to steal them away.”

Nevada offers other intangibles that
make it easy to recruit young people,
such as outdoor recreation opportuni-
ties in Northern Nevada. However,
people looking for a mature cultural
and arts scene may be disappointed
when comparing Nevada to major
cities on either coast. “The quality of
our education system is a concern if
you look at the publicity about how our
schools rank compared to other states,”
said Legg. “However, I went through
public school here from kindergarten
through my graduation from UNLV
and I had a great experience.”

Funding Nevada’s Tech Companies

The importance of venture capital
to the tech sector is illustrated by the
fact that 10 of the 11 companies fund-
ed by the Vegas Valley Angels are
technology-related. Ballard, chairman
of the organization, said, “In the next
two years, six of our companies will
probably have very successful exits,
either by going public or by being
sold, and that will spawn more invest-
ment in other startup companies. In
addition, people will take the pro-
ceeds from these exits and invest
them in new businesses. Employees
who are displaced will go out and
start their own companies. It will have
a ripple effect.”

The lack of venture capital funds
was one of the challenges Archer
mentioned in developing a vibrant
technology sector. Nevada currently
has two angel groups, one south and
one north, and two annual venture
capital conferences: the Silver and
Gold Conference, held each fall in
Reno, and the Vegas Venture Forum,
held in Las Vegas in the spring. These
meetings bring in angel groups and
venture capital firms from throughout
the western region and allow NCET
and other sponsors to showcase Nevada

http://www.yesco.com
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companies to potential investors.
“The angel groups fill a certain need,
but we need the post-angel financing
mechanism, namely, venture capital
firms,” noted Ballard. “Three or four
different groups are in serious discus-
sions and have laid the groundwork
for 2008.”

Plans for the Future

The experts we surveyed are all
bullish on Nevada’s tech sector, and
predict continued growth in telecom-
munications and biotech, as well as
more spinoffs from the resort and
convention industries. Archer noted,
“Nevada’s colleges are introducing
new programs, such as computer
gaming and biotech, and historically
this has the effect of spinning off new
companies.” He added that the state’s
major economic development agen-
cies are targeting specific industries

for their efforts to bring in new com-
panies, and many of these are tech-re-
lated. If their efforts are successful, it
will lead to a critical mass of tech
companies, which will attract more
qualified people, additional tech com-
panies and also investors. 

Beardslee pointed out that if the
state can attract even one high-pro-
file technology firm, it might cause
a chain reaction similar to what
happened when CitiBank set up its
customer service center in South-
ern Nevada in 1987. “That was a
huge success story,” he recalled.
“Other credit facilities realized this
would be a great place to be, and it
started a whole new trend. We need
an accomplishment like that in the
tech area.”

“It is my belief that within 10 years
Las Vegas will be in the top 10 tech-
nology centers for biomedical in the
U.S.,” said Montano. “Whenever you

find a large retirement community,
you find people funding medical re-
search, and we believe Las Vegas will
become a premier retirement center
over the next 20 to 30 years. In addi-
tion, the biomedical field has the sup-
port of every level of government.”
Ballard agreed that biotech is poised
for a big growth spurt, and he expects
Nevada Cancer Institute and UNLV to
act as catalysts.

“I would love to see a much larger
mix of tech companies in Southern
Nevada,” said TBAN’s Ketchum.
“Tech companies currently comprise
between 7 percent and 10 percent of
the local economy; I would like them
to be closer to 25 percent in the next
five years. It’s very do-able. The more
we can diversify, the better off our
economy will be.”

Kathleen Foley is a freelance writer
based in Southern Nevada.
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FROM LEFT TO RIGHT:

Tony Mook, Cumorah Credit Union
Bruce Rodela, Frontier Financial Credit Union
Tim Brennan, Mountain America Credit Union

Sue Longson, Sonepco Federal Credit Union
Wayne Tew, Clark County Credit Union
J. Alan Pughes, Community One Federal Credit Union
Wally Murray, Greater Nevada Credit Union



34 December 2007

Industry Focus: Credit Unions

R
ecently, experts from the credit
union industry sat down at Cili
Restaurant in Las Vegas to dis-

cuss challenges facing Nevada, in-
cluding growth, taxes, competition
and staffing issues. Connie Brennan,
publisher of Nevada Business Jour-
nal, served as moderator for the event
that, as part of the NBJ’s monthly In-
dustry Focus series, brings industry
leaders together to discuss issues per-
tinent to their professions. Following
is a condensed version of the round-
table discussion.

Industry Challenges

Tony Mook: We have short-term and
long-term challenges. A short-term
issue is the current state of real estate
and what it means for consumers in
Nevada. Those who took advantage
of sub-prime loans are in precarious

conditions. As an industry, we need
to find ways to help those consumers
back on their feet, if necessary. From
a long-term perspective, I’m con-
cerned about the growth of the credit
union industry. We need to do a bet-
ter job educating consumers about
credit unions. 

Tim Brennan: Currently, one of the
biggest issues we are having is man-
aging growth. We continue to grow at
a pretty phenomenal pace. Our multi-
state groups have taken us outside of
our comfort zone in Utah, so dealing
with the different environments and
financial conditions in different mar-
kets has become a challenge for us.
Bruce Rodela: Credit union growth
has kind of stagnated over the last
couple of years. The biggest issue is
to make sure our members are well-
educated, which actually allows us
the opportunity to give members more
services than we’re now offering. 
Sue Longson: The major concern for
the credit union industry is member-
ship growth and share growth. It’s dif-
ficult with the number of financial ser-
vice providers in the marketplace now
to differentiate ourselves from the other
players. It’s not as easy as it once was
to get new members or retain them. 
Alan Pughes: The current real estate
market and the economical market
right here in Las Vegas is a real chal-
lenge for all financial institutions.
We’re not involved in any of the sub-
prime mortgages, but the fact that real
estate prices have dropped dramati-
cally and a lot of real estate people are
out of work, has impacted different
perspectives. The margins have been
squeezed these past couple years. 
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Wally Murray: As a market player
that’s focused primarily on con-
sumers, not solely but primarily, I be-
lieve our biggest challenge is to re-
main relevant as the demographics of
each of our marketplaces shifts. We
have to shift along with it in order to
remain relevant in the long-term to
the people that we’re supposed to
serve. The way in which we go about
doing it will dictate our future.
Wayne Tew: I agree that the pressing
issue is real estate, even though we
are not involved in traditional prod-
ucts that have been having problems.
We have home equity loans and back-
end loans, so we’re seeing some loss-
es there. I think the long-term trend
for the industry really becomes defin-
ing who we are in the crowded mar-
ketplace and developing efficiencies
so we can compete.  

Structure of Credit Unions

Rodela: Primarily, a credit union is
structured as a not-for-profit organi-
zation. By falling under Title 14 of
the U.S. Code, our focus is serving
those eligible to join by definition
within certain limitations. In other
words, credit unions can’t raise capi-
tal from outside markets in order to
withstand. Their capital basically
grows from accumulated retained
earnings from the inception of the or-
ganization. Now, bankers question
growth without an infusion of capi-
tal. You’re looking at several people
here that make organizations work
without capital infusions from the
outside markets which goes hand-in-
hand with the not-for-profit structure
of being a credit union.
Tew: I would say that I’m a credit
union because my whole existence is
to give back the best return for my
members. We’ve given back nearly
$40 million the last seven years after
we’ve closed our books, and we’re on

target to give about $5 million back at
the end of this year.
Pughes: It’s a cooperative organiza-
tion, so structure is different. Credit
unions only serve those people who
own the organization. Our focus is not
to create value for the stockbrokers.
Our purpose is to create value to give
back to the members, who own it.

That’s the difference in the structure.
We’re focused on the members.
Banks are focused in creating value in
their stock, as they should be.
Mook: We’re not the only type of co-
operatives. For example, there are
not-for-profit hospitals, rural electri-
cal cooperatives and telephone coop-
eratives. They don’t pay any taxes and

http://www.mcdonaldcarano.com
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are owned by the customers who use
them. As a credit union, we find that
our members’ needs have changed,
and we have grown at their request
to accommodate those needs. From
a cooperative standpoint, we’re no
different than any of these other
types of cooperatives active in the
United States.

Credit Unions Versus Banks

Tew: If a banker has the option to be a
subchapter S corporation as well, and
most of the new banks do fall in that
category, they’re not paying the taxes,
either. The principals are paying the
taxes, not the bank.
Mook: I guess you’re looking to com-
pare apples and oranges. We’re both
fruit and fulfill a similar need, but we
look and taste different. If you are
elected by the people you serve, com-
pared to a for-profit stock company
whose depositors really have no say
in the overall organization, there’s a
completely different motive for oper-
ation. Credit unions are not-for-profit
– not for charity – but for service.
Banks are for maximized profit. We
have different missions.
Rodela: We pay taxes too – payroll
taxes, property taxes, the full gambit
other than federal income tax. Our job
is much harder. It’s easy to raise fees
and interest rates to maximize profits.
It’s much harder to give back as much
as you can to the members and still
maintain a healthy institution. When

your focus is to give back, lower the
loan rate and lower fees on ancillary
services, it’s really difficult. It’s a
great problem to have, but every deci-
sion we make regarding how we treat
our members, we consider their inter-
ests first, rather than the bottom line.

How regulated are 
credit unions?

Mook: I think it is really a function of
who regulates you. Some credit unions
are federally chartered and federally
insured. Depending on the type of
charter we have, we have to go through
different types of groups to offer dif-
ferent types of products. In general,
however, if we’re going to offer a new
type of product or service, we need to
obtain regulatory permission either
from our state or federal regulator. 
Pughes: They actually did a good job
identifying different types of services
that are authorized for federal credit
unions. If you do come up with a
product, you have to apply and show
a business plan. The laws are very re-
strictive. Authorized products are
even regulated very closely.  
Rodela: They can even test members
to see if they really are qualified to be
a member.

Competition in the 
Marketplace

Rodela: There’s a great variety of re-
mote-accessed financial services

http://www.wt-us.com
http://www.weststar.org
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today that weren’t available before,
which fuels more competition in the
marketplace.
Tew: Specifically, there is State Farm,
ING Direct, Wal-Mart and ETrade.
People recognize there’s money to be
made in financial markets and it’s
very competitive for everybody in-
volved. Consumers are also more
aware of what’s available today.
Pughes: Look at the modes of access –
it’s much different today. Five years
ago, people weren’t accessing finan-
cial services from their computers
through the Internet. Today, there is a
complete shift in the way people con-
duct their financial transactions. That’s
why places like ING have done so
well, because now people are utilizing
the internet to buy CDs (certificates of
deposit). Because of this revolution in
accessibility, we no longer compete
solely from a local standpoint, but with
institutions across the country.
Murray: In addition to the non-tradi-
tional players that have entered the
marketplace, the traditional banks
have rediscovered the consumer. A
large part of that was a compliment to
us and others like us. It served the
consumer well, and some of those
banks looked at us saying that we are
doing a good thing. The bar is being
raised, and it’s up to us to work at
raising that bar, as well.
Murray: Bankers are paying more at-
tention to their consumers now, and it
has caused more competition for us.
Mook: Changing banking relation-
ships has become increasingly more
difficult due to Internet banking. If
you set up all of your payments to
come out of your account electroni-
cally, although somebody else like a
credit union may offer you a better in-
terest rate and better personal service,
detaching yourself from that product
that you have set up through your fi-
nancial institution becomes increas-
ingly difficult. Recruiting new ac-
counts becomes more difficult.

http://www.CapsourceNV.com
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affecting us, and we don’t anticipate it
will affect us as much as it will others.
It’s going to hit us on the home equi-
ty lines, which people will be unable
to repay as a result of foreclosures or

Tew: Competition is good because it
forces financial providers to reflect on
how they do business, and the con-
sumer will ultimately get a much bet-
ter deal. If we cannot do it internally,
they will go elsewhere. The challenge
will always be delivering a great
product with efficiency so we can be
players in the market.

Financial Health of Industry

Mook: We need to worry about the un-
intended implications of things like
the sub-prime loans. Luckily for my
credit union, which is very heavily in-
volved in the real estate market, we
haven’t had any foreclosures or loss-
es. Eventually, given the real estate
market we’re in, we will see some of
those implications. 
Brennan: Actually, we didn’t do any
of those sub-prime loans. We didn’t
take the chances that they did. It’s not

job losses. We offer a few programs to
help with that, too. A credit union will
even skip a payment or two to help
them out. We don’t anticipate it being
a big factor. 
Longson: It’s different in each partic-
ular credit union. Our credit union
membership, which the majority of
membership is Nevada Power em-
ployees, is doing quite fine. We’re a
very small financial institution, so
we have a limited range of products
that we can offer our members. We
have to turn down some of our mem-
bers because we don’t offer the types
of loans they want, and in those
cases, members must turn to another
financial institution. But the credit
union as a whole is in sound finan-
cial condition.
Rodela: Keep in mind credit unions
have all the natural insurance backing
from the federal government and pri-
vate insurers for their members, as

Industry Focus: Credit Unions
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does any other institution. But on top
of that, they also deposit 1 percent of
their insured deposits with their regu-
lator as a backup to assist with safety
and soundness. We do that voluntarily
from the standpoint of an industry  to
ensure the credit union movement.
Everybody does it.
Mook: The initial funding is volun-
tary, but once the government has
your money, they want to keep it.

Staffing Issues

Murray: It’s not just a matter of find-
ing people – it’s a matter of finding
the right people who believe in our
philosophy.
Mook: It’s difficult when we hire em-
ployees who have worked for banks
because they have to learn a complete-
ly new corporate philosophy. We must
get them to understand that we’re
doing what’s right for the member, our
customer, not necessarily what’s right
for an institution. So trying to make
sure that they understand that the sales
and quotas that they were once re-
quired to fill, isn’t the way we do busi-
ness. We do business based on what
our members need and want, and al-
though they have some basic under-
standing of products, they don’t have a
basic understanding of what we want
to provide our members.
Tew: We are dealing with another gen-
eration who is used to things our gen-
eration isn’t used too. People want to
have more flex time or daycare, what-
ever it may be, it’s part of our society
and we all have to deal with it.
Mook: There is more to it than salary
and benefits. There needs to be a cul-
tural fit. Employees need to feel ap-
preciated and need to be recognized
for their work. We try to provide a ca-
reer path for those employees who
show effort and want to succeed. We
make sure they understand we appre-
ciate them and that opportunities are
available to them, if they’d like to
stick around.

http://www.baileykennedy.com
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NEVADA’S OFFICE MARKET
STRONG  STATE  ECONOMY WEATHERS  DOWNTURN

N
evada’s strong job growth and
population boom have helped it
weather a national housing mar-

ket downturn and tightening credit
crunch. Although state unemployment
climbed to 5.1 percent in September –
its highest figure in nearly four years –
more than 11,000 private sector jobs
have also been created since 2006.

“While the pace of job creation is
well below recent norms, the private
sector – excluding the gaming and
construction industries – has pro-
duced jobs at a respectable 2.5 per-
cent annual rate in the past 12
months,” said Larry Mosley, director
of Nevada’s Department of Employ-
ment, Training and Rehabilitation.
“That rate compares favorably to the
state’s overall 1.3 percent job growth
during the same period.”

Southern Nevada, like other 
regions, isn’t immune to the residential

market fallout. The Las Vegas Valley’s
office vacancies climbed to 12.24 per-
cent in the third quarter or 2.2 percent
more than last year, reports Applied
Analysis, a Las Vegas-based econom-
ic research firm. The area’s rapid res-
idential expansion fueled office use
with homebuilders, contractors, title
companies and mortgage lenders. Its
decline has since caused a market-
wide softening with industry-related
firms now downsizing, subletting or
consolidating space. 

Market conditions aren’t likely to
ease anytime soon. A record 24,218
homes were listed for sale in Southern
Nevada at the end of third quarter, a
16.3 percent increase over the previ-
ous year, according to the Multiple
Listing Service (MLS). Yet, only
10,521 new homes sales were record-
ed through August, a 48.3 percent
drop from 2006, despite lowering

prices by 10.2 percent during the
same time frame, reports Home
Builders Research Inc., a Las Vegas-
based residential market research
firm. Foreclosures have skyrocketed
with one filing per every 185 Nevada
households in the third quarter, or
nearly triple the number of filings in
2006, reports RealtyTrac.

Despite this, the Las Vegas Valley
welcomed 3 million square feet of
new office space during the first nine
months of 2007, although only 2 mil-
lion square feet worth of net absorp-
tion for a 0.68-to-1 absorption-to-
completion ratio. The Las Vegas
Valley’s inventory grew to 44.1 mil-
lion square feet in the third quarter for
a 9.3 percent year-to-year increase.
But many of those projects were com-
menced 12 to 24 months ago, when
economic market conditions were
dramatically different. 

Building Nevada: Nevada's Office Market

Pavilion, a 154,000-square-foot, is situated on 
more than 6 acres in Las Vegas.
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“The modest market imbalance is a
function of a developer-friendly envi-
ronment in existence two years ago –
interest rates were low, land values
were rising, and relatively low office
vacancy rates prevailed,” said Brian
Gordon, principal of Applied Analy-
sis. “Additional increases in vacancies
are likely through next year, followed
by a stabilized supply-demand bal-
ance post-2008.”

Robust development activity saw 3
million square feet worth of office
space under construction in the third
quarter, with another 8.5 million
square feet planned for future devel-
opment. Asking rents still remain
steady, however, averaging $2.51 per-
square-foot in the third quarter for a
9.6 percent year-to-year increase, re-
ports Colliers International/Restrepo
Consulting Group. Location, product
type and amenities still dictate rental
rates, which vary dramatically among
submarkets and properties.

Class A space, for example, re-
mains a hot-seller, boasting the re-
gion’s lowest vacancy rates among all
office products, as well as its highest
asking rents. Crescent Real Estate Eq-
uities this year completed an 11-story,
280,000-square-foot Class A tower
inside Hughes Center at 3883 Hughes
Center Parkway. The property’s aking
rents are $3.85 per square foot, full-
service gross, which is 34.8 percent
above the Valley-wide median. Cres-
cent, a unit of Morgan Stanley, is now
planning a sequel with an adjacent
11-story, 250,000-square-foot build-
ing to break ground in 2008.

“Demand for Class A product is
still strong,” said Dean Kaufman, an
office associate with Colliers Interna-
tional. “Office users still want a high-
level of finishes in a master-planned
setting with plenty of amenities like
covered parking and availability to
restaurants.”

Other newly minted Class A facilities

http://www.4safenv.state.nv.us
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include Charleston Pavilion LLC’s
$35 million, 154,000-square-foot
Pavilion, which opened inside Sum-
merlin Centre, at 10801 W.
Charleston Boulevard in the third
quarter. Situated on 6.56 acres, the
six-story office building serves as
City National Bank’s corporate head-
quarters. It occupies 32,000 square
feet, including a 5,000-square-foot
bank branch and two lending centers
on the first floor. Other building ten-
ants include Fertitta Enterprises,
UBS, TD Ameritrade, Harris & Asso-
ciates and Hill International.

Marnell Properties completed the
five-story, 117,000-square-foot MCC-
5, at 6720 Via Austi Parkway, in May.
The Class A office building is situated
within the 36-acre, 350,000-square-
foot Marnell Corporate Center mas-
ter-planned development at Sunset
Road and Gillespie Street. The new
addition features a glass curtain-wall
façade with travertine marble floors
and custom lighting in common areas.
Asking rents are $3.00 to $3.25-per-
square-foot full-service-gross.

PLISE recently broke ground on a
$60 million, eight-story Class A of-
fice building inside its 25-acre Rain-
bow Sunset Pavilion at 6315 South
Rainbow Boulevard, just north of the

Beltway. The 225,921-square-foot
project is scheduled for completion in
the fourth quarter 2008. 

Unitrin is building the $35 million
Eastgate Plaza II at the northeast cor-
ner of Warm Springs Road and
Stephanie Street in Henderson. The
six-story, 140,000-square-foot Class-
A building is expected to open in the
second quarter of 2008. It will be
Henderson’s tallest office building
upon completion. 

“The Class A market remains popu-
lar with limited availability,” said
David Scherer, senior vice president
of Grubb & Ellis | Las Vegas Office
Division. “The Valley’s growth has fu-
eled demand for brokerage, banking
and professional services who are
seeking high-quality suburban space.”
Town Square, meanwhile, boasts
352,000 square feet of Class A office
space at the I-15/215 interchange. Co-
developed by Centra Properties and
Turnberry Associates, the 1.57 mil-
lion-square-foot complex consists of
nine office buildings, along with 150
stores, 12 restaurants and a 20-screen
multiplex. The $750 million, 117-acre
mixed-use development opened in
November 2007. A strong mix of
amenities prompted the Las Vegas
Chamber of Commerce to leave its

Building Nevada: Nevada's Office Market

The Molasky Corporate Center is a 852,000-square-foot Class A office tower 
located in downtown Las Vegas.

http://www.cockettandmyers.com
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longtime location inside Hughes Cen-
ter, and sign a 10-year, 25,000-square-
foot office lease at Town Square.

“This really puts the commerce in
the Chamber of Commerce,” said
Cara Roberts, a Chamber spokesper-
son. “We are going to be front and
center where business takes place.”

Another Class A office complex is
taking shape nearby at Sunset and

Pilot Roads. The $50 million,
180,000-square-foot Sunset Pilot
Plaza will consist of two, three-story
buildings with divisibility from 5,000
square feet. The 9-acre project is
being developed by Stoltz Manage-
ment Co. with New York-based in-
vestor GoldenTree InSite Partners.
The first building will open in the first
quarter of 2008, with asking rents

from $3.10 to $3.25 per square foot,
full-service.

“Sunset Pilot Plaza provides excel-
lent access to the Beltway and Strip,
McCarran International Airport and I-
15,” said Wes Jenson, senior vice
president of Stoltz’s Las Vegas office.
“Its central location will allow tenants
to draw from a broad labor pool
throughout the Valley, since it’s
equidistant between Green Valley and
Summerlin.”

But downtown still remains a popu-
lar address for many legal and profes-
sional firms, making this year’s debut
of Molasky Corporate Center II an ex-
citing one. The $107 million,
852,000-square-foot Class A office
tower at 100 City Parkway was devel-
oped by the Molasky Group of Com-
panies. The 17-story high-rise is an-
chored by Southern Nevada Water
Authority. In 2005, the agency signed
a 20-year, $63.3 million lease to

Building Nevada: Nevada's Office Market

The new office complex is part of The Arroyo – a 450-acre,
5 million-square-foot mixed-use development.

http://www.AmericanNevada.com
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occupy 129,000 square feet inside the
building with an option to buy. 

“Downtown Las Vegas redevelop-
ment is starting to gain momentum
with the proposed REI project that is to
be anchored by a sports stadium to the
north of West Charleston Boulevard,”
said Bruce Follmer, a senior office as-
sociate with CB Richard Ellis. “Other
projects in the downtown submarket
include: the IRS building on Ogden
Avenue; the Molasky Corporate Cen-
ter; the Las Vegas Premium Outlet
Center; Phase III of World Market, the
Jewelry Mart; and Union Park.”

Downtown Las Vegas had the low-
est vacancy rate of all submarkets in
the third quarter at 7.36 percent, re-
ports CB Richard Ellis. It additionally
boasts the nation’s fifth lowest down-
town office vacancy rate, trailing only
Charlotte, Boston, and Midtown
Manhattan and Downtown Manhat-
tan. Las Vegas’ strong national rating

is partly due to a lack of recent new
product. Downtown had only 1.76
million square feet of inventory in the
third quarter – the second lowest of all
Valley submarkets behind North Las
Vegas – with just 30,000 square feet
of new space under construction.

“The majority of vacancy in the
downtown submarket consists of ap-
proximately 91,000 square feet in the
Carson Building located at 302 Car-
son Avenue,” said Dave Dworkin, a
research analyst with Grubb & Ellis
Las Vegas. “This submarket, mostly
populated with attorneys, government
offices and court-related services, will
likely experience a larger diversifica-
tion of tenants to serve the wide array
of development projects planned in
the near future.”

Yet tenant standards for office
space continue to evolve, with users
requiring greater efficiency, flexibility
and technology integration. Items

Building Nevada: Nevada's Office Market

such as enhanced lighting, air quality
and redundant fiber are important to
industries like healthcare, computer
science, finance and management.
Many office users, as a result, are
looking at dressed-up, more afford-
able Class B properties that incorpo-
rate key building components.

“People are increasingly looking at
the bottom line,” said Soozi Jones
Walker, a corporate broker with Com-
mercial Executives. “It’s about get-
ting the most value for your buck,
which includes commute time. Em-
ployees don’t want to drive more than
10 or 15 minutes to get to work. It can
make recruitment very hard.”

Location and major freeway access,
as always, remains a critical concern
with many modern employers and
staff looking to work closer to home.
New development consequently is oc-
curring along places like the Las
Vegas Beltway, which serves as the

mailto:CWitters@LeeLasVegas.com
mailto:DFlynn@LeeLasVegas.com
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Valley’s transportation conduit be-
tween master-planned communities
like Summerlin and Green Valley.
Projects with visibility and quick ac-
cess to the Beltway have generated
the most demand with an average va-
cancy rate of 3 percent, says Colliers
International Las Vegas. 

EJM Development Co., for in-
stance, is building The Arroyo Corpo-
rate Center at Tenaya and Badura Av-
enues in the southwest Valley. The
new office complex is part of The Ar-
royo – a 450-acre, 5 million-square-
foot mixed-use development located
along both sides of the Beltway be-
tween Rainbow Boulevard and Buffa-
lo Drive. Situated on 10 acres, The
Arroyo Corporate Center will consist
of 12 buildings from two to six sto-
ries, totaling 1.25 million square feet.
The initial two buildings, which com-
bine for 125,000 square feet, will
open in the first quarter of 2008. The
center offers floor-to-ceiling glass
façades with mahogany and polished-
granite common areas, plus fiber-
optic wiring and covered parking.
Asking rents are $2.25 per square
foot, modified-gross. 

“The project attracts a lot of interest
due to its freeway access and equidis-
tant location between Summerlin and
Green Valley,” said Randy Broad-
head, a senior vice president with CB
Richard Ellis who is representing the
project. “It’s also situated within a
true master-planned development,
within walking distance of several
restaurants.”

Thomas & Mack Development
Group is building the Corporate Gate-
way across the street. The upscale
three-story office complex is located
along the southern Beltway between
Decatur and Jones Boulevards. It’s a
component of the 400-acre, 5.86-mil-
lion-square-foot Beltway Business
Park – a joint development with Ma-
jestic Realty Co. The 55-building of-
fice, retail, industrial mixed-use,

http://www.cbre.com/lasvegas
http://www.Parsonswalls.com


space. The $50 million project will
finish in the third quarter of 2009. 

Its neighbor, LaPour, is building a
$19 million, 70,000-square-foot of-
fice building nearby at the southwest
corner of Diablo Drive and the Belt-
way. The three-story LaPour Corpo-
rate Center will offer divisibility from
3,000 square feet to 60,000 square
feet, with 660 feet of Beltway
frontage and covered parking. Asking
rents are $2.60 per square foot modi-
fied-gross. The 40-foot-tall building
is scheduled to finish in the first quar-
ter of 2008. 

Nigro Development, meanwhile, is
building the $35 million, 15-acre
Desert Canyon Business Park Phase I
at the southwest corner of Russell
Road and the Beltway. The project
consists of eight office buildings to-
taling 170,000 square feet, and an-
chored by Cannery Casino Resorts.
Sales prices are $235 to 245 per
square foot, gray shell, while leases
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master-planned complex is expected
to reach build-out by 2012.

“The southwest submarket contin-
ues to lead office development in the
Las Vegas Valley, accounting for more
than 64 percent of new construction,”
said Taber Thill, vice president of
Colliers International Las Vegas Of-
fice Division. “Ideally located be-
tween two of the largest residential
master-plans in Southern Nevada

(Summerlin and Green Valley), the
southwest submarket will evolve into
one of the Valley’s core submarkets.”
GSG Development is seeing demand
at its southwest office complex locat-
ed at Hacienda Avenue and the Belt-
way. The firm broke ground on The
Park at Spanish Ridge, Phase II, in the
third quarter. Situated on 40 acres, the
16-building project will combine for
367,000 square feet worth of office

Building Nevada: Nevada's Office Market

Located in Las Vegas, the LaPour Corporate Center, a 70,000-square-foot office building,
is scheduled for completion in the first quarter of 2008.

http://www.kke.com


“We suspect that as the economy has
tightened, more firms have opted for the
more economical space in this submar-
ket,” said Tim Ruffin, managing partner
and senior vice president of Colliers In-
ternational Office Properties. “No mat-
ter how you cut it, this is a market that
definitely favors tenants.”

Tony Illia is a freelance writer based
in Southern Nevada.

run $2.25 per square foot, modified-
gross. Work is already underway for a
second 33-acre phase.

“The market is going through an ad-
justment period,” said John Restrepo,
2008 president of the National Associ-
ation of Industrial and Office Proper-
ties(NAIOP), Southern Nevada Chap-
ter and owner of Restrepo Consulting
Group. “The Valley’s economic funda-
mentals are strong, but the office mar-
ket is not where we would like it to be.
Because of this weakness, we expect
that a lot of the planned space will go
away. Ultimately, this will result in a
better balance between absorption and
completions.”

Northern Nevada may see a similar
adjustment period, as office leasing
activity slowed in the first half of
2007 causing vacancy rates to creep
up to 14.5 percent, reports Grubb &
Ellis | NCG’s office. Development is
also showing signs of a pullback with
some suburban Class A product on
hold, pending lease-up of already
completed buildings. Developers and
lenders alike are expressing concern
with the lack of tenant demand and
limited pricing power. 

The South Reno Corridor has been
hit hard by the housing construction
slowdown, prompting builders to put
space up for sublease, including: Cen-
tex, 14,000 square feet; Lennar,
14,470 square feet; and Pulte, 12,000
square feet. The sub-prime meltdown
that led to the closure of MLSG, put
25,000 square feet back on the market.
And there’s also the downsizing and
potential closing of the 17,000-square-
foot Covance Office and the 28,000-
square-foot Hartford Reno Office.
Meanwhile, the new 80,000-square-
foot Employers Insurance build-to-
suit office will result in the vacating of
76,000 square feet inside the Thomas
Creek office park. The South Reno
Corridor will see a total of 208,000
square feet of office space become
available, driving vacancies up 25 per-
cent by the first quarter in 2008.

Circumstances are expected to
dampen any South Reno speculative
construction for a couple of years. But
other areas have fared better with the
Meadowood submarket vacancy at
9.5 percent and the overall market at
14.3 percent, Colliers International’s
Reno Office reports. One bright spot
is the old Southwest submarket where
the vacancy rate fell from 18.7 per-
cent to only 10.3 percent. 

Building Nevada: Nevada's Office Market
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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

MEDICAL OFFICE

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease sf/mo (nnn)

Under Construction

Planned

37,065,353

4,028,190

10.90%

747,106

664,476

$2.52

2,328,223

4,129,769

4,383,819

346,561

7.9%

150,000

247,928

$2.83 

856,899

675,062

12,139,642

1,382,015

11.4%

222,284

104,279

$2.53

514,269

1,849,791

13,784,302

1,829,014

13.3%

165,121

143,672

$2.47 

360,089

868,310

6,757,590

470,600

7.0%

209,701

168,597

$2.46

596,966

736,606

10,105,660

1,404,570

13.90%

46,709

-153,075

$1.68

712,479

390,055

3,265,385

444,481

13.6%

46,709

-61,941

$1.99 

115,291

138,300

4,398,089

719,892

16.4%

0

-79,547

$1.46

75,188

134,755

1,121,516

165,515

14.8%

0

-11,587

$1.15 

0

0

1,320,670

74,682

5.7%

na

na

$1.53

522,000

117,000

Reno/Sparks Market
Due to the slowdown in housing

construction, as well as the sub-
prime melt down, a large amount of
recently vacated space was added to
the market in the third quarter. The
sub-lease list includes: Centex,
14,000 square feet; Lennar, 14,470
square feet; Pulte, 12,000 square
feet. The downsizing of the Covance
office added 17,000 square feet, and
the shutdown of the Hartford Reno
Office added 28,000 square feet
added to the vast amount of sublease
space in the South Reno Corridor. In
addition, MLSG shut down adding
25,000 square feet of direct vacant
space to the market. Lastly, a new
80,000 square foot build-to-suit for
Employers Insurance is underway
which, when vacated, will leave
76,000 square feet vacant in the
Thomas Creek office park.

In total, 107,000 square feet of
sublease space and 101,000 square
feet of direct vacant space will push
the sub-market vacancy rate toward
the 25 percent range at the end of
the first quarter 2008. It is apparent
that the market is in favor of the ten-
ants, who will have a good time
playing “Let’s Make a Deal.”

We suspect rents are down
about $0.10 to $0.15 per square
foot due to sublease competion.
Other submarkets have fared
much better with Meadowood at a
9.5 percent vacancy rate and the
Old Southwest vacancy rate drop-
ping from 18.7 percent to 10.3
percent. The fundamental reasons
companies and people move to
Northern Nevada, such as quality
of lift and low taxes, have not
changed. In the long run, we will
be a more diverse and healthy
economy because of it.

Southern Nevada statistics compiled by 
Colliers International and Restrepo Consulting

Northern Nevada statistics compiled by 
Colliers International Reno

ABBREVIATION KEY

MGFS: Modified Gross Full-Service 

SF/MO: Square Foot Per Month

NNN: Net Net Net

OFFICE– 3rd Quarter 2007

Next Month: RETAIL

Las Vegas Market
According to the Nevada Depart-

ment of Employment, Training and
Rehabilitation, 230,600 office-relat-
ed jobs were recorded in September
2007, an increase of 4,000, or 1.8
percent, from September 2006. 

The office market is showing
signs of transition. Rents have been
stable at $2.51 to $2.52 per square
foot for the past three quarters.  Net
absorption is down both from the
previous quarter and the previous
year.  While absorption to comple-
tions is down from a year ago, this
ratio has steadily increased over the
past three quarters. While asking
rents have remained flat for the past
three quarters, the Q3, 2007 rent of
$2.52 FSG represents a $.25 in-
crease over rents from a year ago.
All product types experienced posi-
tive changes in year over year rents. 

At 10.9 percent, the Valley’s
fourth quarter office vacancy rate
represented a 2.3 percentage point
increase. Class A vacancy increased
by 2.7 percentage points to 7.9per-
cent; Class B vacancy was up 3.2
percentage points to 11.4 percent;
and Class C reported a vacancy rate
of 13.3 percent, up by 2.7 percent-
age points over the previous year.
Absorption reached 664,476 square
feet, down from 861,600 square
feet in the second quarter. The
amount of office space in under-
construction and planned projects
in the third quarter amounted to
2,328,223 square feet and
4,129,769 square feet, respectively.
Residential market office space ten-
ants have represented a notable
share of tenants and recent reduc-
tions in these employment sectors
will send ripples throughout the rest
of the economy.

Office Market Summary
3rd Quarter 2007 

C O M M E R C I A L  R E  R E P O R T
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the course of the lease. Real estate
ownership provides tax benefits, eq-
uity and appreciation that are never
earned by being a landlord’s tenant.”
“Our design-build approach is cus-
tomized for each doctor,” said Young.
“Efficiency is priority – we want the
doctors to be able to spend their time
being doctors, not contractors. We
have refined the process so there are
minimal design and budget meetings.
Completion of the project is managed
by our team of healthcare design and
construction experts with experience
ranging from basic patient offices to
extensive outpatient surgery and
comprehensive cancer centers.”

Venture’s current office park loca-
tions and give buyers access to key
population centers around the Valley
and near some of Las Vegas’ largest
hospitals.     

Venture currently has four devel-
opments in the Las Vegas Valley.
Venture Professional Plaza Ft.
Apache is a 120,000-square-foot
medical professional development at
the intersection of Fort Apache and
Russell. Hualapai Pavilion Com-
mons is 62,000 square feet of med-
ical offices in the Summerlin area in-
cluding dentistry, optometry,
orthopedics and outpatient surgery.
Breaking ground this fall, Centennial
Hills Center is a 25-acre, 300,000-
square-foot, commercial mixed-use
project including 150,000 square feet
of medical office space in the North-
west, a half-mile from the new Cen-
tennial Hills Hospital. Venture
Carmichael Plaza is a 60,000-square-
foot building, on Horizon Ridge and
Carmichael Way in Henderson.

enture Corporation, a na-
tional developer of med-
ical and professional 
offices, has several pro-

grams designed exclusively for the
development and ownership of office
space throughout the Las Vegas Val-
ley. Ranging from a single physician
office to large multi-specialty med-
ical groups and professional offices,
Venture’s specialty programs give
medical practices and businesses af-
fordable ownership options. 

“The desire to own office space
versus leasing continues to be strong
in Las Vegas,” said Mike Young,
Venture’s Nevada Region CEO, “But
with the shift in the market and
growing interest rates, owning your
own space can seem overwhelming
and unfeasible for small, and even
large, businesses. Venture provides
ownership options that are specific to
the buyer and fit their needs both fi-
nancially and professionally.”

Venture’s no cash investment own-
ership option provides the advantages
of real estate ownership, including
equity-building and tax benefits that
are usually only available to land-
lords. Physicians, medical groups
and business owners can have owner-
ship in buildings that are designed
and constructed exclusively for them.
Not only does the program cover all
required capital, participants don’t
need to qualify or guarantee loans.

“Medical professionals spend the
majority of their career at the same
location,” said Young. “Landlords
make profits from the rental income
and a doctor renting space could pay
the landlord’s entire mortgage during

Venture Corporation
Affordable Office Ownership Opportunities

V
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http://www.armstrongteasdale.com
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pletion, in the third quarter of 2008,
the 16-story, steel-framed building
will measure 250 feet wide by 700
feet long. The entire project will con-
sist of 17,500 tons of steel.

Centennial West LLC Breaks
Ground in North Las Vegas

Larry Monkarsh, owner of Las
Vegas-based LM Construction Co.
and Gene Markarsh, co-owner of
EJM Development Co. have teamed
up to develop 40 acres in North Las
Vegas with their newly established
entity, Centennial West LLC. The
two buildings will be situated on
the 10 acres bordered by Centenni-
al Parkway and Mt. Hood Street.
Together, the buildings will offer a
combined total of more than
158,000 square feet of space and
are scheduled for completion by the
fall of 2008. Ten acres have been
purchased by Southwest Gas and
plans are being developed for the
remaining 20 acres.

TWC Construction to Build 
Next Phase of Henderson 

Commerce Center
TWC Construction announced it

has been awarded the contract to
build the next phase of the Hender-
son Commerce Center for Harsh In-
vestment Properties. The new pro-
ject consists of five single-story
concrete tilt-wall buildings, totaling
238,000 square feet. The office,
flex and manufacturing/distribution
facilities are situated on 17 acres at
the intersection of Warm Springs
and Eastgate Roads in Henderson.
The project is adjacent to the Hen-
derson Commerce Center Phase IV
and increases the total size to
600,000 square feet. The project is
slated for completion in the third
quarter of 2008.

New VenturePoint Speedway
Breaks Ground

TWC Construction has begun
work on the 160,000-square-foot
VenturePoint Speedway develop-
ment. VenturePoint is building the
$25 million project in the growing
Las Vegas Speedway area in North
Las Vegas. The project, which is
scheduled for completion in mid-
2008, consists of 16 concrete tilt-up
units ranging in size from 6,000
square feet to 32,000 square feet. It
is located at the corner of Tropical
Parkway and Mt. Hood Street. All
units will be turn-key, move-in-
ready, including office build-out with
mezzanine storage.

Dermody Properties Acquires
Land to Develop Industrial Park

Dermody Properties announced
the acquisition of land to develop
its new industrial park, Logisti-
Court at Silver Lake in Reno. The
land is located immediately west
of the Moya Boulevard/Lear
Boulevard intersection. When
built-out, the park will accommo-
date three distribution/warehouse
facilities totaling nearly 1.4 mil-
lion square feet. The first facility
will be a 545,550-square-foot
multi-tenant, cross-docked distrib-
ution center located on a 24-acre
site. It is scheduled for completion
in the summer of 2008.

PENTA Building Group Tops Off
World Market Center Building C

The PENTA Building Group an-
nounced the topping off of the steel
frame for the third building of the
World Market Center Las Vegas. Lo-
cated at 495 S. Grand Central Park-
way, the $550 million, 2.1 million
square-foot building has a contempo-
rary architectural design. Upon com-
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The Federal Estate Tax Rate Set to Spike

to 55 percent, with a $1 million ex-
emption. This will become a perma-
nent rate unless the law is changed.
Consider that there is no single in-
vestment a family business or farm
can make that will make up for the
55 percent of family property to be
confiscated by the Death Tax. For a
family, the Death Tax constitutes a
“taking” of property by the govern-
ment of unfair proportions – com-
bined with tragic timing. What’s at
stake in all of this?
• Half of a family’s net worth. In
2011, the Death Tax will settle at 55
percent of a family’s net worth, after
the first $1 million of exempted
property. 
• Life. As each of us lives our life,
we exchange our time and energy
and risk our capital for monetary
compensation. When the govern-
ment confiscates half of what’s left
over when we pass on, is it not con-
fiscating that portion of our life we
spent working?
• Family businesses and farms. By
confiscating half of a family’s capi-
tal every generation, the government
makes Nevada’s economy more de-
pendent on outsiders. Nevada’s
economy was built on a tradition of
family businesses, farms and ranch-
es. Visionary entrepreneurs built the
gaming industry — only recently
was it discovered by Wall Street.
• Property rights. If Uncle Sam (or
Uncle Harry) confiscates half of a
person’s property because his heart

stops beating, we must ask this ques-
tion: Are we property owners, or
merely tax-paying caretakers?
• Jobs. According to a study by the
eminent economists Gary and Al-
dona Robbins of the Heritage Foun-
dation, 237,000 jobs are lost each
year from the American economy
because of the Death Tax. To put
this in context, the first two years
without a Death Tax would bring
more new jobs into the American
economy than were lost to Hurri-
cane Katrina.

The House of Representatives
held an Oct. 10 procedural vote that
would have legislated permanent
Death Tax repeal. It failed on a 212-
196, party-line vote. Nevada Repub-
licans Dean Heller and Jon Porter
voted in favor of repeal, while De-
mocrat Shelley Berkley voted
against it. Early 2008 will bring a
“mark-up”— the creation of a new
Senate Death Tax bill.

Congress will be under a great
deal of pressure to do something,
lest America’s most hated tax go
from zero in 2010 to 55 percent in
2011. Family businesses and farms
believe strongly that the Death Tax
should be repealed permanently.
Death, after all, should not be a tax-
able event.

Dick Patten is president of the Amer-
ican Family Business Institute and a
policy fellow of the Nevada Policy
Research Institute.

he battle over the Federal
Estate Tax, also known
as the Death Tax, just
won’t go away. It’s like

the energizer bunny – it keeps going
and going.

It has been fought on the floors of
Congress seven times in the last 10
years. Temporary changes have been
made to the tax, yet the issue keeps
coming back to the center of nation-
al debate.

Public officials evoke enthusiastic
applause when they call to “kill the
Death Tax.” Current Republican
presidential candidates report that
“Death Penalty for the Death Tax” is
their best applause line. No surprise
there. Polling throughout the last
decade tells us that more than two-
thirds of the American people would
like the Death Tax repealed. 

Yet in a vote last year on whether
to repeal the tax, repeal was defeat-
ed narrowly in the U.S. Senate. Op-
position to repeal was led by then-
Senate Minority Leader Harry Reid.
From the Senate floor, Reid stated:
“The estate tax is not high on the
agenda of people in Nevada.”

The 2007-08 Death Tax rate is 45
percent, with a $2 million exemp-
tion. In 2009, the exemption will
rise to $3.5 million with a 45 percent
rate beyond that. Then for all of
2010, there will be no Death Tax
(making 2010 a good year to die).
But on Jan. 1, 2011, if no action is
taken, the Death Tax rate will jump

by Michelle Danks
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purpose of the Federal Immigration
Reform and Control Act (IRCA)?

One of the benefits provided under
the NIIA is the right to vocational re-
habilitation.  Vocational rehabilitation
benefits are designed to return an in-
jured worker to gainful employment
within the worker’s physical abilities
when the injured worker can no longer
work in his pre-injury position. How-
ever, the right to vocational rehabilita-
tion benefits in the case of an undocu-
mented worker clearly conflicts with
the IRCA which precludes employ-
ment of illegal aliens.

The Nevada Supreme Court was
presented with exactly this question in
Tarango vs. State Industrial Insurance
System.  In this case, Tarango, an un-
documented worker, was injured when
he fell from an eight-foot ladder while
putting up drywall. SIIS provided
medical and disability benefits. How-
ever, Tarango was unable to return to
his previous employment as a result of
permanent limitations caused by his
accident. Tarango then requested voca-
tional rehabilitation benefits which the
State Industrial Insurance System de-
nied when Tarango was unable to pro-
vide an Immigration and Naturaliza-
tion Form I-9. Tarango contested the
denial of benefits through the worker’s
compensation appeal process, and the
case was eventually presented to the
Nevada Supreme Court.

The Nevada Supreme Court ruled
that the IRCA preempts the NIIA
when the two laws conflict. Because
the purpose of vocational rehabilita-

tion benefits conflicts with the IRCA
provisions precluding employment of
undocumented workers, the court
ruled Tarango was not entitled to vo-
cational rehabilitation benefits.

A similar issue that has not been ad-
dressed by the Nevada Supreme Court
concerns an undocumented worker’s
right to temporary total disability bene-
fits. Under NRS 616C.475, an injured
worker is not entitled to temporary total
disability benefits when the employer
can provide light duty employment
within the injured worker’s temporary
restrictions. The employer cannot pro-
vide light duty employment and the in-
jured worker is entitled to temporary
total disability benefits. What happens
when the employer has light duty em-
ployment available but cannot offer it
because the injured worker is undocu-
mented?  Is the undocumented worker
entitled to temporary total disability
benefits? The rationale of Tarango and
other case law suggests that the undoc-
umented worker would not be entitled
to temporary total disability benefits
under these circumstances.

The current state of the law in
Nevada makes it clear that undocu-
mented workers are entitled to basic
worker’s compensation benefits.
However, where those rights conflict
with federal law such as the IRCA,
the full menu of benefits available to
injured workers will not be available
to undocumented injured workers.

Tim Rowe is a partner in the Reno 
office of McDonald Carano Wilson.

t should be no surprise to
anyone that high numbers of
undocumented workers are
often found in low paying,

labor intensive industries. Many of these
industries such as construction, agricul-
ture, food service and manufacturing
can involve high-risk positions with
high rates of industrial injuries. Given
the number of undocumented workers
in these industries, even the most con-
scientious of employers may at times be
faced with an industrial injury involving
an undocumented worker.

The assumption that because of their
illegal status, undocumented workers
would have no right to workers’ com-
pensation benefits under the Nevada’s
Industrial Insurance Act (NIAA) is
wrong. NRS 616A.105 specifically de-
fines employee and workman to in-
clude “every person in the service of
an employer under any appointment or
contract of hire or apprenticeship, ex-
pressed or implied, oral or written,
whether lawfully or unlawfully em-
ployed, and include but not exclusive-
ly: aliens and minors.” The right of un-
documented workers to receive most
benefits available under the NIIA has
been specifically recognized by the
Nevada Supreme Court. Undocument-
ed workers are entitled to basic com-
pensation benefits such as medical
treatment, temporary total disability
benefits while they are totally disabled
and permanent partial disability for
permanent impairment. What happens
when benefits available under the
NIIA conflict with the policy and

I

The Undocumented Worker’s Right
Workers’ Compensation in Nevada
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experienced at making SBA loans and
will handle the paperwork for you.
SBA loan programs are great for new
and existing businesses looking for
higher leverage transactions to meet
the needs of their growing business.
The increased leverage of an SBA loan
enables the business to save its cash for
growth or for reserves if times get
tight. As conventional lending stan-
dards become more rigid, an SBA loan
makes great business sense. 

Calvin Regan is the president of Silver
State Bank.

businesses submit projections with
cash flow that cannot support the com-
pany’s existing debt and the proposed
new loan. This situation will virtually
kill your loan request. As a rule of
thumb, net profit after tax plus depre-
ciation and amortization plus interest
expense should be able to cover the
principal and interest payments on all
of your existing debt and the principal
and interest payments on the new loan
you are requesting by at least 1.25
times. Another mistake often made
with projections is that the business
does not include the underlying as-
sumptions that were used to arrive at
the projected figures. The bank needs
to know what your assumptions are to
properly analyze the projected income
statement.

Ask your bank about a Small Busi-
ness Administration (SBA) loan if:
your loan request is projection based;
your business is short of the 1.25
times debt service coverage ratio; or
if you are looking for a higher lever-
age transaction.  

The SBA loan programs allow a
bank to take more risk because the
SBA guarantees a percentage of the
loan made to the business. This limits
the loss potential of the bank. 

If you choose to apply for an SBA
loan, make sure you apply at a bank
that is a Preferred Lender (PLP
lender). PLP lenders can process, ap-
prove, close and fund an SBA loan di-
rectly. There is slightly more paper-
work involved in an SBA loan.
However, if you apply with a PLP
lender, the bank will be very

ecent turmoil in the resi-
dential mortgage and
corporate finance mar-
kets combined with the

slowing economy, have caused
many banks to tighten their credit
approval standards. If you own a
business and need a loan, there are
several things you can do to im-
prove your chances of getting ap-
proval on a business loan. 

First, do not wait until the last
minute to go to a bank to apply for
the loan. No one likes to feel like
they are “under the gun” and many
loan officers will be more apt to turn
down a loan request if the timeframe
is too short to properly analyze the
loan request.   

Second, do not “shotgun” your ap-
plication to several banks at the same
time as all of the banks will be pulling
credit reports which may lower your
credit score. 

Third, provide a complete package
of financial information when you sub-
mit the loan application. A complete
package includes:
• Three years of business tax returns
(including all schedules), a current
(within 90 days) company prepared in-
terim income statement and balance
sheet with the comparable interim
statement from the previous year
• Two years of personal tax returns (in-
cluding all schedules)
• A current personal financial statement 

If your business is less that two
years old or your loan request is for a
major expansion, you will also need to
submit financial projections. Many

R

In Need of a Business Loan?
Improve Your Chances for Approval
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Hardscapes in Las Vegas, the local di-
vision of paving stone manufacturer
Bradstone. Through this acquisition,
Southwestern Pavers doubled its size
and secured its role as a pavestone sup-
plier, eliminating the conflict of inter-
est with contractors and installers.
Regal Hardscapes is the local installa-
tion division of Bradstone. Financial
details were undisclosed but the acqui-
sition of assets by Southwestern Pavers
includes utility vehicles such as dump
trucks, Bob-Cats, trailers and trucks.

Orgill/Singer & Associates
Launches Reno Office

The owners of Orgill/Singer & As-
sociates, David Dahan and Eric
Springall, announced the insurance
firm is expanding its services to
Northern Nevada with the opening
of a new branch office in Reno. The
office will be located at 5595 Kiet-
zke Lane, Suite 115. Broker John
Maksimik and Account Executive
Linda Auer will oversee daily opera-
tions at the new branch. Current
Northern Nevada clients include
Sunbelt communications, Sun West
Bank, Bank West and Templeton
Development. 

Cenicola-Helvin Enterprises 
Acquires Web Hosting and 

Software Assets
Cenicola-Helvin Enterprises, an In-

ternet information resource company
in Las Vegas, has acquired Web host-
ing and billing software assets from
Florida-based Lpanel.net Corp.,
which consists of Web hosting cus-
tomers of the Data Cities brand. The
deal also includes the software source
code and customers of the Lpanel
Web hosting, billing and automation
software suite, as well as related in-
tellectual property including domain
names. Cenicola-Helvin plans to

integrate the acquired assets into its
existing e-business offerings. The
company will operate Data Cities as a
standalone Web site brand within the
Cenicola-Helvin Enterprises network
of Web sites. 

Nevada Ranks No. 2 in 
Study for Entrepreneurship

Nevada ranked No. 2 in the Small
Business & Entrepreneurship Coun-
cil’s 12th annual ranking of states in
the Small Business Survival Index
2007. The index is designed to help
political leaders and policymakers
understand whether their state truly
has an environment that helps entre-
preneurship and small business
growth. The report provides an unbi-
ased acknowledgement of Nevada’s
business-friendly environment and is
used as a tool in recruiting business
to the state. Nevada has ranked No. 2
for the past four years and continues
to rank above other western states.

Third Quarter New Home Sales
Increases in Northern Nevada
The Builders Association of North-

ern Nevada announced that new
home sales in Northern Nevada con-
tinue to remain higher than 2006.
Third quarter 2007 sales are up
around 10 percent from third quarter
of last year. In late 2006, builders
began publishing huge incentives es-
sentially creating an incentive war
with each other to compete for buy-
ers. Now builders in Northern Nevada
are no longer publishing the same
level of incentives. The trend has
turned to working with serious buyers
on an individual basis rather than mass
marketing price cuts or incentives. Ex-
perts believe low unemployment and
higher paying jobs for skilled workers
will help continue to bring new home
buyers into the area.

TelePacific Expands Service 
TelePacific Communications, a busi-

ness telecommunications network solu-
tions company, started offering its ser-
vices to small and medium-sized
companies in Reno. The expansion
means the company will now provide
service to every metropolitan area in
Nevada and California. This expansion
will allow the company to offer a variety
of telecommunications services, includ-
ing local and long-distance voice, VoIP,
Internet, private networking and data
transport services, as well as bundled
voice and Internet solutions. 

Southwestern Pavers Acquires
Regal Hardscapes

Southwestern Pavers, Inc. recently
announced the acquisition of Regal
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Pay Now or Pay Later

ow much turnover is too
much? Depending on an
organization’s location
and industry, the employ-

ee turnover rate can be anywhere
from 5 percent to more than 100
percent. Most organizations conduct
formal exit interviews and usually
learn that employees leave for high-
er pay. Determining why employees
started looking for another job in
the first place is critical. People
leave organizations for numerous
reasons – read on  and you may
learn why people are leaving your
organization.

Research shows that people don’t
leave organizations, they leave peo-
ple. Poor or ineffective leadership
is one of the top reasons businesses
experience high turnover. Far too
often, employees earn promotions
because they did an excellent job in
a lower level position. The reality is
that the knowledge, skills and abil-
ities for one job are only one part of
those needed to be successful in a
higher level position. When a com-
pany encounters excessive employ-
ee turnover, it must look for trends
and take steps to correct the prob-
lem. One organization found that
25 percent of its turnover was in
one department and under the same
supervisor. 

Organizational culture issues are
a huge factor in turnover. It is esti-
mated that as much as 80 percent of
the turnover occurring among first-

year employees is due to a “bad fit”
in the organization. Employees ei-
ther don’t fit the culture of the or-
ganization or can’t adapt to the op-
erating style. Companies must learn
to hire workers who are well-
matched to the corporate philoso-
phy and culture.

Inadequate compensation and ben-
efits should not be discounted. Peo-
ple will often work in organizations
for less pay if they like the organiza-
tion, its people, enjoy their jobs and
feel connected. The bottom line,
however, is that at some point, eco-
nomic survival may drive employees
to leave. The answer is to make sure
that workers are competitively com-
pensated, taking into account the
company’s industry, the geographic
location where it operates, as well as
the job description and skill level of
each individual employee.

Many organizations fail to grasp
the cost of turnover – identifying
those costs can motivate leadership
to implement changes. It costs be-
tween 25 percent to 30 percent of an
employee’s salary and benefits pack-
age to hire a replacement. This cost
takes into account the time and ex-
pense of the hiring process, training
the new employee and lost produc-
tivity.  Do the numbers, the answer
can be staggering. If an organization
has 5,000 employees and routinely
loses 40 percent of them due to
turnover, the average cost per indi-
vidual is $4,000. In other words,

employee turnover negatively im-
pacts this company’s annual bottom
line by $8 million. As competition
increases for market share, the most
profitable businesses will be looking
internally to cut costs, and improve
their ability to attract, hire and retain
the best people.  

Mark Keays is president of Desert
Management Services, a Las Vegas-
based management consulting firm.

H

Turnover

P E O P L E  F I R S T



58 December 2007

able to trust the institution storing
one’s money is very important to the
Asian community. First Asian Bank
strives to operate as a cultural bridge,
serving to connect the many diverse
nationalities represented throughout
its client base. With organizers and
founders who have strong ties to the
Las Vegas area, primarily with the
growing Asian-American population,
First Asian successfully fills a previ-
ously underserved financial niche in
Southern Nevada. 

Prior to moving to Las Vegas, Chu
served as president and CEO of Unit-
ed Pacific Bank, a state-chartered,
FDIC-insured financial institution
serving small business communities
throughout the Los Angeles area.
Upon accepting the position as First
Asian Bank’s CEO, Chu relocated to
Southern Nevada and quickly mas-
tered the community’s unique market
demands. “This city has a lot of op-
portunity for growth as an internation-
al place of business,” Chu said. 

Although, First Asian was the ini-
tial, it is no longer the only bank to
cater to the Valley’s Asian business
community. However, its status as the
only locally-owned and operated
Asian bank allows First Asian to re-
main versatile when responding to
the distinctive needs of its clientele.
The bank will continue to work hard
to earn its clients’ trust and create a
service-oriented environment to ful-
fill their financial needs.

April McCoy is associate editor of
Nevada Business Journal.

he town once known only
for its mobster connections
and rat pack performances
is rapidly evolving into a

city of diversity sustaining a wealth of
different cultures. First Asian Bank,
locally owned and operated, opened
its first location in July 2007, follow-
ing with a second location in Septem-
ber. With Southern Nevada’s vastly
growing Asian population of 250,000,
opening a bank that accommodated
the Asian business community was
vital for its continuing growth. 

First Asian serves a broad spectrum
of retail and commercial clients, as
well as small to mid-sized profession-
al businesses including medical and
dental. The bank’s total assets are $30
million, with a goal of reaching $80
million to $100 million in assets before
opening a third location. “Our strategy
to open two locations within the first
year was planned from the beginning,”
said William Chu, CEO of First Asian
Bank. The first location, on Jones
Boulevard, is close to the Valley’s
“Chinatown” or “Asian business dis-
trict,” as Chu refers to it. However, it
was important that the second branch
to be located in the heart of the Asian
business district in order to attract re-
tail clientele, according to Chu. Serv-
ing both locations, the bank’s 19 em-
ployees speak a total of seven different
languages. The front office employees
– those dealing with clients – primari-
ly speak Asian dialects because many
of the bank’s clients don’t speak Eng-
lish, while the back office – adminis-
tration – is more diverse. 

First Asian Bank will continue to
expand the languages spoken at its
branches, and currently, the bank is
seeking Japanese speaking staff. First
Asian works with the University of
Nevada, Las Vegas School of Busi-
ness to provide internships and re-
cruit international students fro em-
ployment – hoping to increase the
number of languages currently spo-
ken by its customer service represen-
tatives.  “We are fortunate that UNLV
has a large international student base
we can tap into,” said Chu. With the
influx of international students,
tourists and business, the bank is ex-
cited for the future, and ready for the
expansion of the international busi-
ness marketplace in the city.  

Although the bank caters to the
needs of the Asian-American commu-
nity, its services aren’t restricted sole-
ly to this market segment. “We are not
exclusive to the Asian community,”
said Chu. “We serve a diverse client
base.” Understanding the language,
rules and regulations, as well as being

T

First Asian Bank
Betting on the Asian Business District
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being voted out of office, the incum-
bent theoretically would put the pub-
lic’s business aside and line their own
pockets, or that of fat-cat lobbyists.

At least that was the theory. In real-
ity, however, even before term limits
went into effect, the public started
voting crooked incumbents out of of-
fice. Even though they had in some
cases 10 times the campaign war
chest of their lowly opponents, multi-
term elected leaders started losing at
an alarming rate.

The 1999 Nevada Legislature will
be an interesting case study in just
how term limits will affect our state’s
future. For numerous elected offi-
cials, including Assembly Speaker
Barbara Buckley, it will be their last
session due to the constitutional
change. Will these legislators be less
likely to listen to voter’s concerns be-
cause they have absolutely nothing to
lose (unless they have aspirations for
another political office)? Sure, it’s
only for one session, but much can
happen in that time frame.

In addition, will our state face a
dearth of talented elected leaders?
It’s already an amazingly difficult
proposition to find a candidate who
wants to go to Carson City every
other year. If good, quality leaders
are forced to get out of politics be-
cause of term limits, what will we be
left with?

There has been talk of trying to
overturn term limits on a technicality.
In order to change our state constitu-
tion, a referendum must pass with

exactly the same language on two
consecutive ballots.  

There’s no chance the voters will
ever change their mind and repeal
term limits. There is a chance, that
the courts might reverse the decision.
Voters and politicians alike will be
watching very closely over the next
two years.

Michael Sullivan is president of
Knight Consulting, a local govern-
ment affairs firm.

n the early 1990s, the
same wave that swept the
Democrats from office
and ushered in Newt Gin-

grich and the Republicans also
brought us a host of reform initiatives
intent on restoring the public’s faith
in government. 

In Nevada, they came in the form
of two questions that would change
our state’s constitution. The first lim-
ited campaign contributions from
donors to a maximum of $5,000 for
the primary election and $5,000 for
the general election. Before this
question passed, individuals and cor-
porations could give up to $20,000 to
a candidate and were under no prima-
ry or general restrictions.

The second question was limiting
elected official’s terms. The mood of
the country was very much against
incumbency, and even though this
question did nothing to limit the
terms of federal office holders – it
gave them some way to complain
against politicians in general.

Both referendums passed over-
whelmingly twice, making them the
law of the land. The term limits provi-
sion gave state and local office holders
a maximum of 12 years, which gener-
ally started with the 1998 election. 

The basic idea behind term limits
was to stop elected officials from
keeping control of government. In-
cumbents are extremely powerful,
and can raise enough money that they
almost never have to worry about los-
ing an election. Without the fear of

by Michelle Danks
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The Clock is Ticking
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Will Term Limits Be Overturned?
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center, could have a chilling effect on
the economy of the state. 

Annual losses to the economy
could reach $39 billion or more in the
event of a nuclear waste accident,
according to the state’s studies. Even
without an accident, research sug-
gests that the Nevada economy stands
to lose upwards of $5.5 billion annu-
ally from the stigmatizing effects of
the repository and high-level nuclear
waste shipments.

State and Clark County researchers
found that the value of property, espe-
cially along potential nuclear waste
shipping routes, stands to be dramati-
cally affected should the Yucca
Mountain project go forward. If a
major accident involving radiological
contamination were to occur, property
value losses would be devastating. A
severe truck accident in Las Vegas
could contaminate up to 4.3 square
miles and cost more than $1.7 billion
to clean up. A severe rail accident
involving the release of radioactive
material could contaminate up to 40

square miles and result in over $15
billion in clean-up costs.

The direct costs of preparing for
and dealing with the project and the
nuclear waste shipping campaign that
would accompany it would be stag-
gering for state agencies and Nevada's
general fund. Estimates for start-up
costs and just the first year of opera-
tions exceed $657 million. The total
costs to agencies over the 40-year life
of the Yucca Mountain shipping cam-
paign would be in the range of sever-
al billion dollars.

Local government public safety
agencies would bear the brunt of fiscal
impacts. In Clark County alone, the
county’s Nuclear Waste Division esti-
mates the costs of preparing for and
dealing with waste shipments have
been estimated at more than $3 billion.

Any negative statewide economic
impacts associated with or caused by
the repository or repository-related
nuclear waste transportation would
have a disproportionate impact on
Native American communities. Such
communities are, for the most part,
already severely economically disad-
vantaged, and the negative impacts of
the Yucca Mountain project would
further exacerbate these conditions.

The proposed Yucca Mountain
nuclear waste repository project
poses major risks for the state of
Nevada, as well as for the country as
a whole. It is time for the federal
government to move towards finding
real and workable solutions to the
nuclear waste problem.

he Yucca Mountain pro-
gram presents the state of
Nevada with the prospect
of incurring risks and im-

pacts unprecedented in U.S. history.
The project has the potential to wreak
economic, social and environmental
havoc on Nevada. 

Given the Nevada economy’s
unique reliance on the ability to at-
tract millions of tourists and visitors
annually, the most serious economic
risk for the state stemming from the
Yucca Mountain project is the poten-
tial for significant losses to visitor-
based revenues. Dozens of studies
carried out by the state spanning two
decades show that populations impor-
tant to Nevada’s economic well-being
(tourists, businesses, event planners,
convention goers, etc.) are highly sen-
sitive to radioactive risks associated
with a nuclear waste repository and
waste transportation. The studies con-
clude that the attractiveness of the
state as a place to visit, move to, or in-
vest in would be threatened. 

The Las Vegas metropolitan area
alone could receive more than 2,700
truck shipments and approximately
900 to 5,000 rail shipments of highly
radioactive waste over the life of the
project, depending on how waste
shipments are routed by the railroads. 
A radioactive waste accident in or
near Las Vegas would inevitably pro-
duce significant visitor losses. Even
without such an accident, the mere
presence of a repository, less than 90
miles from the state’s major economic

T

How Will the Yucca Mountain Project
Impact Nevada?
Yucca Mountain Poses Unacceptable Risks 

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

Robert R. Loux, executive director,
Nevada Agency for Nuclear Projects

“It is time for the federal

government to move 

towards finding real and

workable solutions to the

nuclear waste problem.”



December 2007 61

make out-of-pocket payments he may
not have counted on. If the borrow-
er’s net worth came from equity in
real estate, then that net worth and
ability to tap into it is probably di-
minished (at best) in a declining mar-
ket. Income from sources other than
real estate provides diversity that
helps mitigate the effects of capital
interruptions in volatile times.

Steve Byrne is president and Jan
Glaser is vice president of finance for
CapSource

trying to catch a falling sword. What the
lender meant, of course, is that even if
one lends to today’s reality, tomorrow
maybe even worse. Market trends must
be taken into account – not just where
the values are today – but where they
may be tomorrow. It is of course diffi-
cult to predict the future, but a cautious
lender would, at the very least, research
and recognize current trends.

The recent change in values is not
universal. Single-family homes are
suffering declines in values due to
inflated prices fueled by a combina-
tion of the “investor herd” and lax
lending standards. This story is well
known and supplies the fodder for
today’s doom-and-gloom headlines.
Asset classes other than single-fam-
ily homes are a different story. In-
dustrial and retail properties appear
to still be in strong demand. Office
properties seem overbuilt, yet some
areas are stronger than others. It is
important then to recognize that
there is not one real estate market,
but many. Good underwriting recog-
nizes this fact and accounts for
trends and realities as they apply to
each sector and region. 

When interruptions occur in capital
supply, the sponsorship behind a loan
becomes increasingly important.
Capital flow from banks and other in-
stitutions is becoming evermore un-
reliable. This means that the exit
strategy contemplated at the time a
loan was funded may be delayed or
abandoned. In such a case, the guar-
antor and/or sponsor of a loan will
have to “step up to the plate” and

ith today’s headlines
warning of a deepening
real estate crisis and in-
vestors increasingly con-

cerned about receiving their interest
payments, one wonders how to justify
funding new loans in a negative real
estate environment.

A downturn in the market is a dou-
ble-edged sword: for loans underwrit-
ten before the downturn, the risk has
increased, while new loans – written
to current realities – offer new oppor-
tunities. The challenge for lenders
today is to recognize evolving real es-
tate values and apply those new facts
in structuring a common sense ap-
proach to hard money lending. 

Four fundamental shifts in the mar-
ketplace that must be recognized:

1. Real estate values have been
repriced.

2. Real estate values are continuing
to be repriced.

3. Various real estate markets are
influenced by different realities.

4. The sponsorship of a project car-
ries greater importance and more re-
sponsibility.

Homes are worth less than they
were one and two years ago. Loans
underwritten today should not be
based on appraisals or purchase prices
that are not current – certainly within
the last 60 days. Moreover, a prudent
lender would want to update any ap-
praisal with the most recent compara-
ble sales possible prior to funding –
just to see the most recent trends.  

An investor recently complained to
me that lending in today’s market is like

W

Underwriting Real Estate Loans 
in Today’s Market

M O N E Y  M A N A G E M E N T

A Double-Edged Sword

http://hutchlegal.com
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he U.S. and Nevada

economies continue ad-

justing to housing prob-

lems. Nationally, housing

starts are off 30.8 percent September

2007 from the same month a year earli-

er. Reno shows a similar sharp drop with

permitting down 40.1 percent. Las

Vegas, on the other hand, shows a jump

in permitting. This is an unsustainable

increase as the abundant supply of un-

occupied units will take some time to fill.

Against the headwinds of housing re-

balancing other sectors show a mixed

picture. Nationally, consumer spending,

accounting for more than 70 percent of

total spending, is up 5 percent over the

past year. Big ticket items, autos and

housing, show declines. Business prof-

its have remained strong, resulting in a

run up in stock prices; the S and P 500

is 3.6 percent over the past months and

14.3 percent over the past year.

In Nevada, most recent indicators

show declines and modest improve-

ment. Visitor volume in the Silver State

is off modestly, down at an annual rate

of 0.8 percent. State-level gaming rev-

enue and taxable sales are off 2.6 and

4.4 percent from year ago levels. Still,

jobs growth is up over the past year by

1.3, 1.4, and 1.3 percent for Nevada,

Las Vegas, and Reno respectively.

Though the risks of recession are

higher than they have been for some

time and the unknown fallout from fur-

ther housing market problems remain,

the Silver State continues attracting new

investments; a vote of confidence in the

state’s future economic prospects.

R. Keith Schwer
UNLV Center for Business and 
Economic Research
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