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The Commentary

	 No	one	seems	to	take	a	stand	on	political	and	social	issues	anymore.	They	don’t	want	
to	make	waves	or	offend	anybody.	Maybe	they’re	afraid	of	being	bullied,	or	 in	the	case	
of	politicians,	 they’re	afraid	 that	speaking	out	on	an	 issue	may	alienate	some	voters.	 If	
they	do	take	a	stand,	as	soon	as	they	get	any	negative	feedback,	they’re	quick	to	reverse	
themselves	or	try	to	explain	that’s	not	what	they	really	meant.	That’s	not	what	America	is	
all	about.	Freedom	of	speech	doesn’t	do	any	good	if	we	never	exercise	it.	Here	are	just	a	
few	examples	of	people	in	our	own	state	who	caved	as	soon	as	they	faced	opposition:
	 In	2014,	the	Las	Vegas	Metro	Chamber	of	Commerce	commissioned	the	Tax	Founda-
tion	to	prepare	a	review	of	Nevada’s	tax	system	and	recommend	possible	improvements,	
but	the	Chamber	didn’t	take	any	stand	on	the	Foundation’s	recommendations.	Then	Gov-
ernor	Sandoval	came	up	with	a	proposal	to	fund	some	pet	education	projects	by	increas-
ing	the	business	license	fee,	which	eventually	became	Senate	Bill	252.	The	Chamber	still	
didn’t	take	a	position,	even	though	the	business	community	would	be	devastated	by	this	
bill,	and	even	though	 it	was	based	on	gross	business	revenues,	a	system	which	voters	
overwhelmingly	rejected	last	fall	in	Question	3.	
	 When	the	Tax	Foundation	issued	a	follow-up	report	in	March	pointing	out	all	the	flaws	
in	the	business	license	tax	proposal,	the	Governor	slammed	the	Chamber	and	caused	a	
media	uproar.	How	dare	they	oppose	his	tax	plan?	Chamber	management	could	have	de-
fended	the	report,	which	was	based	on	plenty	of	scholarly	research.	Instead	of	sticking	up	
for	its	fact-based	conclusions,	the	Chamber	completely	disavowed	the	report	and	actually	
apologized	to	the	Governor.	Where’s	their	backbone?	At	press	time,	as	the	legislative	ses-
sion	is	winding	down,	they	still	haven’t	taken	a	position	on	the	tax	issue.	If	not	the	business	
community,	who	do	they	represent?
	 Then	there’s	the	religious	freedom	legislation	that	was	proposed	in	the	Nevada	Leg-
islature	 this	 year,	 prohibiting	 government	 entities	 from	 forcing	 business	 owners	 to	 act	
in	ways	contrary	 to	 their	 religious	beliefs.	Among	other	 things,	 it	would	have	protected	
businesses	such	as	bakeries	and	florists	whose	owners	don’t	want	to	provide	services	for	
same-sex	weddings.	It	would	also	have	applied	to	medical	professionals	who	object	on	
religious	grounds	to	performing	abortions.	After	the	gay	community,	aided	and	abetted	by	
liberal	media,	raised	a	virtual	firestorm	about	similiar	legislation	in	Indiana	and	Arkansas,	
backers	of	the	Nevada	bills	(Senator	Joe	Hardy	and	Assemblymen	John	Ellison	and	Erven	
Nelson)	headed	for	the	hills.	So…did	they	really	believe	in	protecting	religious	freedom,	or	
were	they	only	concerned	about	protecting	votes?
	 The	people	we	call	heroes	today	are	the	ones	who	had	the	courage	to	speak	up,	no	
matter	what	it	cost	them.	The	signers	of	the	Declaration	of	Independence	pledged	“our	
lives,	our	 fortunes	and	our	sacred	honor”	 in	 the	fight	 to	establish	our	nation,	and	most	
of	 them	 lost	 everything	 they	had.	Nelson	Mandela	 fought	 against	 apartheid	and	spent	
27	years	in	prison	for	it.	Mahatma	Gandhi	was	repeatedly	jailed	fighting	for	Indian	inde-
pendence,	and	eventually	assassinated.	 In	1955,	a	bus	driver	 in	Montgomery,	Alabama	
told	four	African-Americans	to	give	up	their	seats	so	white	people	could	sit	down.	Three	
complied,	but	Rosa	Parks	didn’t.	Does	anyone	remember	who	the	other	three	were?	No.
	 People	should	be	willing	to	speak	up	about	their	beliefs	and	fight	for	them	if	necessary,	
even	if	they	face	opposition	or	bullying.	Use	social	media,	donate	funds,	lobby	politicians.	
Do	something,	don’t	just	sit	there!	As	Martin	Luther	King,	Jr.	said,	“Our	lives	begin	to	end	
the	day	we	become	silent	about	things	that	matter.”	

By Whose Authority?
For more information on my Commentary and to see some of my backup research, or if 
you wonder why I take the position I take, go to www.LyleBrennan.com.
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A	 high	 school	 graduate,	 entering	 the	work-
force	in	Southern	Nevada	directly	after	grad-

uation,	earns	on	average	$6,000	more	annu-

ally	than	a	non-graduate.	

	 At	a	very	basic	level,	that’s	the	effect	of	edu-

cation	on	the	economy.	Education	affects	more	

than	workforce,	more	 than	 the	economic	de-

velopment	that	comes	as	a	result	of	the	talents	

and	training	of	employees	and	more	than	the	

addition	 of	 discretionary	 income.	 Education	

has	a	profound	affect	on	individuals.	Students	

today	 are	 the	 adults	making	 their	 way	 in	 the	

world	tomorrow.	

	 On	the	other	side	of	the	coin,	the	student	

who	doesn’t	graduate	simply	contributes	to	

the	 reasons	 the	 next	 corporate	 headquar-

ters,	 new	 business	 or	 industry	 chooses	 to	

locate	in	another	state.	A	poor	K-12	educa-

tion	system	is	a	deterrent	when	businesses	

look	to	locate	or	expand	in	Nevada.

	 Unfortunately,	 Nevada	 consistently	 ranks	

49th	or	50th	in	the	U.S.	and	has	the	worst	high	

school	graduation	rates	in	the	country.	

Creating Quality Education 
	 Despite	 the	 state’s	 dismal	 rankings,	 efforts	

are	 underway	 and	 progress	 is	 being	made	 in	

various	K-12	ventures.	Across	 the	state,	edu-

cators	and	administrators	are	working	to	im-

prove	Nevada’s	education	system.	Between	

zoom	 schools,	 victory	 schools,	 Pledges	 of	

Achievement	and	acceleration	districts	it’s	a	

new	world	in	education	with	new	efforts	be-

ing	put	forth	to	improve	the	quality.	

	 “We’ve	 been	 focusing	 on	 our	 Pledge	 of	

Achievement,”	said	Pat	Skorkowsky,	superin-

tendent,	Clark	County	School	District	(CCSD).	

“Six	goals	that	focus	on	student	achievement	

as	well	as	ensuring	that	families	and	students	

are	engaged	in	the	educational	process.”

EDUCATION:
THE KEY
TO SUCCESS
By Jennifer Rachel Baumer

 IN   NEVADA
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   Cover Story EDUCATION OUTLOOK

	 The	 six	 goals	 include	 1)	 ensuring	 every	

third	grade	student	is	reading	at	grade	level	

by	school	year’s	end;	2)	decreasing	achieve-

ment	 gaps	 in	 performance	 between	 sub-

groups	of	students;	3)	increasing	the	gradu-

ation	rate;	4)	 increasing	family	and	commu-

nity	engagement	in	the	education	process;	5)	

working	to	ensure	student	safety	and	happi-

ness;	6)	and	increasing	advanced	placement	

(AP)	participation.	

	 Graduation	rates	are	used	as	a	yardstick	

to	 measure	 success	 in	 education.	 While	

Nevada’s	graduation	rates	remain	well	be-

low	 the	 national	 average,	 there	 are	 some	

bright	spots.	CCSD	has	seen	rates	rise	14	

percent	over	two	of	the	last	three	years	to	a	

graduation	rate	of	70.9	percent.

	 In	2014,	Washoe	County	School	District	

(WCSD)	graduated	a	record	number	of	stu-

dents	 and	had	 its	 highest	 graduation	 rate	

of	72	percent.	Traci	Davis,	WCSD	superin-

tendent,	is	predicting	that	number	will	con-

tinue	to	increase.

	 “We’re	 providing	 a	 variety	 of	 interven-

tions	 now,”	 said	 Davis.	 That	 means	 not	

waiting	until	senior	year	to	focus	on	a	stu-

dent	 who’s	 struggling.	 Rather	 than	 being	

reactive	 with	 seniors,	 WCSD	 is	 proactive	

with	freshmen,	and	all	through	a	student’s	

high	 school	 career	 the	 district	 interacts	

with	 families.	 Family	 information	 event	

nights	 bring	 parents	 up	 to	 speed	 on	 stu-

dent	 strengths	and	weaknesses	and	offer	

support	and	strategies.	The	Parent	Univer-

sity	 program	 educates	 parents	 on	 credit	

requirements	and	helps	parents	keep	their	

students	on	track	for	graduation.	

	 “We’re	 building	 a	 21st	 century	 school	

district,”	 said	 Davis.	 “We’re	 helping	 kids	

with	 readiness	and	personal	 and	civic	 re-

sponsibilities	 and	 it’s	 amazing	 to	 see	 the	

work	and	hear	the	kids	talk	about	the	work.”	

	 WCSD	teachers	aren’t	adverse	to	mak-

ing	 home	 visits	 in	 order	 to	 build	 relation-

ships	with	families	and	encourage	student	

success.	 “Engaging	 families	 is	 super	 im-

portant	 for	 the	 success	 of	 the	 student,”	

said	Davis.	

	 “We	 know	 that	 has	 an	 impact	 on	 our	

economy,	and	we	also	know	that	when	stu-

dents	move	to	that	higher	educational	level,	

that	the	level	of	jobs	they’re	able	to	access	

increases,	 which	 increases	 their	 earning	

potential,	 and	 in	 turn,	 then	 increases	 the	

overall	economic	development	of	our	coun-

ty	and	state,”	said	Skorkowsky.

Special Strengths 
	 It’s	 not	 just	 about	 graduation	 rates.	

Other	 benchmarks	 in	 K-12	 education	 in-

clude	the	number	of	students	participating	

in	AP	and	 in	 February	of	 this	 year,	CCSD	

Traci

Davis
Washoe County School District

http://www.mcwlaw.com
http://www.washoeschools.net/site/default.aspx?PageID=1
http://www.washoeschools.net/site/default.aspx?PageID=1
http://www.nevadabusiness.com/?p=26272&utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20May%202015
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was	awarded	the	College	Board	Advanced	

Placement	 District	 of	 the	 Year	 award	 for	

being	a	leader	of	large	districts	in	expand-

ing	access	to	AP	courses	while	simultane-

ously	improving	AP	exam	performance.	

	 A	 study	 by	 Buckley	 Education	 Group,	

commissioned	 by	 the	 Economic	 Devel-

opment	 Authority	 of	 Western	 Nevada	

(EDAWN)	and	dated	December	2013,	stud-

ied	WCSD	as	a	stand-alone	district,	com-

paring	county	education	to	state-level	edu-

cation	rankings.	WCSD	ranked	12th	in	the	

nation	for	the	number	of	students	taking	AP	

tests.	For	ACT’s	 test	 in	math	and	English,	

WCSD	ranked	18th	and	24th,	respectfully.	

	 WCSD	also	excels	at	college	readiness,	

ranking	15th	in	the	nation,	ahead	of	Califor-

nia	and	most	other	states.	CCSD	now	gives	

the	ACT	to	all	juniors	as	part	of	the	state’s	

initiative	 to	 determine	 college	 and	 career	

readiness.	

	 Three	College	of	Southern	Nevada	(CSN)	

High	 School	 campuses	 allow	 qualified	 ju-

niors	 and	 seniors	 to	 earn	 college	 credits	

before	 graduating	 high	 school	 and	 had	 a	

100	percent	graduation	 rate	 last	year,	 said	

Skorkowsky.	 Eighteen	 students	 graduated	

with	 their	 associate	degrees	weeks	before	

graduating	with	their	high	school	diplomas.

	 In	Washoe	County	the	Signature	Acad-

emies	 and	 Career	 &	 Technical	 Education	

Programs	 (CTE)	 offer	 rigorous	 and	 stimu-

lating	 curriculum	 in	 performing	 arts,	 pre-

engineering,	 sports	 medicine,	 agriculture,	

science,	 culinary	 arts	 and	 other	 subject	

matters.	

	 Another	niche	in	K-12	public	education,	

magnet	schools	are	schools	that	offer	se-

lect	instruction	on	specific	programs	while	

attracting	 a	 diverse	 student	 population	

from	across	a	district.	During	the	past	five	

years,	 CCSD	 magnet	 schools	 have	 been	

named	among	the	top	in	the	country.	“This	

year	we	had	17	schools	with	22	programs	

that	were	either	named	magnet	schools	of	

excellence	 or	 magnet	 schools	 of	 distinc-

tion,”	said	Skorkowsky.	The	graduation	rate	

is	93	percent.	

	 CCSD	 will	 expand	 the	 magnet	 pro-

gram	 in	 the	 2015-16	 school	 year,	 creat-

ing	 five	 select	 schools	 across	 the	 Valley	

offering	 career	 tech	 education	 certificate	

programs	so	students	have	the	chance	to	

graduate	with	certificates	and	walk	direct-

ly	into	careers.

	 A	 new	 CCSD	 “Franchise	 Model”	 pro-

gram	 launched	 with	 the	 hope	 of	 dupli-

cating	 successes	 found	 in	 high	 perform-

ing	 public	 schools.	 The	 franchise	 model	

takes	 a	 principal	 who	 has	 demonstrated	

academic	 growth	 and	 achievement	 at	

one	 school	 and	 has	 them	 supervise	 an	

additional	 school	 putting	 in	 place	 similar	

practices.	One	Southern	Nevada	elemen-

tary	school	in	the	program	grew	in	ratings	

from	two	out	of	five	stars	to	four	within	two	

years,	 and	 closed	 achievement	 gaps	be-

tween	students.	

http://www.americafirst.com
http://www.americafirst.com
http://www.buckleyedgroup.com/
http://edawn.org/
http://edawn.org/
http://edawn.org/
http://www.csn.edu/
http://ww2.k12.com/mod/home/
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Unique Weaknesses
	 One	of	the	biggest	challenges	facing	stu-

dents	in	Southern	Nevada	is	poverty,	a	major	

indicator	of	success	in	school.	Governor	San-

doval’s	zoom	schools	program	was	designed	

to	improve	academic	performance	of	schools	

with	a	high	number	of	students	learning	Eng-

lish.	The	victory	schools	program	focuses	on	

300	 students	 from	 schools	 where	 there’s	 a	

need	 to	 address	 early	 literacy.	According	 to	

Governor	 Sandoval’s	 State	 of	 the	 State	 ad-

dress,	 a	 student	who	 isn’t	 reading	 at	 grade	

level	by	third	grade	has	his	or	her	chances	of	

graduating	from	high	school	cut	in	half.	

	 “Charter	schools	are	public	schools	fund-

ed	with	 taxpayer	dollars,	but	 they	have	 their	

own	 governing	 bodies	 and	 director	 of	 op-

erations,”	 said	Davis.	WCSD	sponsors	eight	

charter	schools	and	CCSD	sponsors	seven.

	 Others	are	 funded	by	 the	state’s	Charter	

School	Association	of	Nevada	(CSAN).	Char-

ter	schools	go	through	a	rigorous	application	

process	with	Nevada	Department	of	Educa-

tion	 and	 are	 held	 to	 high	 standards	 of	 ac-

countability.	

	 Education	is	a	big	topic	before	the	Legis-

lature	this	session	and	one	issue	is	the	ques-

tion	of	underperforming	schools	in	the	state.	

Governor	Sandoval	has	proposed	an	Achieve-

ment	School	District	that	would	place	the	top	

78	underperforming	schools	statewide	under	

the	 supervision	 of	 charter	 school	 operators	

with	 good	 track	 records	 for	 turning	 around	

troubled	schools.	“It’s	an	attempt	to	turn	those	

schools	around	and	give	those	kids	that	have	

been	stuck	at	these	schools	the	chance	at	a	

quality	education,”	said	Lauren	Hulse,	execu-

tive	director,	CSAN.	The	bill	would	affect	el-

ementary	and	middle	schools	in	the	lowest	5	

percent	and	any	high	school	that	had	a	gradu-

ation	rate	of	less	than	60	percent.

	 Enrollment	 for	 existing	 charter	 schools	

continues	 to	 increase	 rapidly.	 During	 the	

2013-14	school	year,	Clark	County,	with	the	36	

percent	growth,	led	the	nation	in	percentage	

growth	of	charter	students,	said	Hulse.	Cur-

rently	 there	 are	 30,000	 students	 enrolled	 in	

charter	schools	in	Nevada,	and	CSAN	expects	

that,	with	six	new	campuses	opening	and	one	

new	school	opening	in	Las	Vegas,	enrollment	

will	increase	by	another	10,000	students	in	the	

next	school	year.

	 Charter	schools	can	choose	to	specialize,	

concentrating	 on	 specific	 subjects,	 forming	

as	a	dual	language	school	or	forming	around	

STEM	 components	 (science,	 technology,	

engineering	 and	math).	 STEM	 is	 the	 current	

focus	of	many	educators	and	economic	de-

velopment	 agencies	 alike	 as	 they	 push	 to	

educate	 tomorrow’s	workforce	 to	handle	 in-

dustries	they	hope	to	have	locate	in	the	state.	

Other	charter	schools	focus	on	college	prep,	
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What do you think 
education in Nevada 
will look like a year 
from now?

51%
No	change/
the	same.

39%
A	little	better.

5%
Much	worse.

5%
Much	better.

A MATTER OF OPINION: READER’S POLL

“It	is	possible	to	get	a	very	good	edu-

cation	 in	Southern	Nevada	 -	however,	

it	 takes	 a	 commitment	 from	 both	 the	

students	and	their	parents.	 	Creativity	

and	 commitment	 from	 teachers	 and	

administrators	 is	much	more	 valuable	

than	money.”	

Steve Schiller,
President, John A. Martin
& Associates of Nevada

“More	money	won’t	improve	education.		

It	will	 take	higher	standards	and	disci-

pline.		Our	children	need	to	know	what	

failing	is	all	about,	without	it	there	is	no	

advancement.”	

Teresa Schalk,
Owner, TDC Bookkeeping Services

http://www.nevadabusiness.com/?p=26272&utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20May%202015
http://www.nevadabusiness.com/?p=26272&utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20May%202015
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   Feature Story 

OWNERS	of	small	and	medium-sized	compa-

nies	in	Nevada	increasingly	seek	bank	loans	to	

finance	their	growth	 into	new	and	expanding	

markets	 as	 the	 state’s	 remarkable	 economic	

rebound	continues.

	 The	 good	 news:	 As	 the	 recession	 slips	

farther	into	the	past,	many	companies	are	be-

ginning	to	show	three,	four	or	five	years	of	the	

solid	financial	performance	that	bankers	want	

to	see	from	successful	loan	applicants.

	 However,	 not	 every	 company	 is	 ready	 for	

bank	financing.	Seven	of	 the	 state’s	 top	bank	

lenders	along	with	the	director	of	the	Small	Busi-

ness	 Administration	 (SBA)	 in	 Nevada	 recently	

shared	 their	 thoughts	on	 the	 lending	business	

(it’s	improving),	interest	rates	(still	attractively	low)	

and	the	steps	that	borrowers	can	take	to	make	

their	companies	attractive	to	a	loan	officer.

Is it easier for businesses 
in Nevada to gain access 
to bank loans than  it was 
a year ago?

THOMAS N. TRAFICANTI,	Executive	Vice	Presi-

dent	and	Chief	Credit	Officer,	Heritage	Bank	of	

Nevada:	 Absolutely.	 The	 improved	 economy	

and	 businesses’	 improved	 business	 balance	

sheets	makes	it	easier	than	it	was	a	year	ago.

ROBERT HOLGUIN,	District	Director,	U.S.	Small	

Business	 Administration,	 Nevada	 District:	

We’re	getting	a	lot	of	inquiries.	Our	loan	volume	

has	been	going	up	by	3-5	percent	a	year	for	the	

past	three	years.	The	size	of	the	loans	is	going	

up,	too.	We’ve	seen	more	activity	in	our	7a	loan	

program	(an	SBA-guaranteed	loan	for	working	

capital,	 purchase	 of	 a	 business	 or	 establish-

ment	of	a	business).	We’ve	seen	somewhat	less	

activity	in	our	504	program	(loan	guarantees	for	

purchases	of	real	estate	and	equipment),	prob-

ably	because	the	commercial	real	estate	mar-

ket	has	been	a	little	slower	to	recover.

CASSAUNDRA JOHNSON,	 Senior	 Vice	 Presi-

dent	 and	 Director	 of	 Sales,	 Nevada	 State	

Bank:	The	market	is	in	a	recovery	mode	after	

the	recent	economic	downturn.		The	financial	

climate	 has	 changed	with	 an	 upward	 trend	

over	the	past	year.		The	financial	statements	

of	clients	have	 improved,	 in	particular,	cash	

flow.	 	 Borrowers	 are	 becoming	more	 com-

fortable	with	expansion,	buying	new	equip-

ment	and	purchasing	real	estate.		The	bank	

anticipates	a	stable	and	positive	outlook	for	

the	remainder	of	2015.

The   
lending
window   
is  open. 

by John Seelmeyer

Financing
in Nevada

https://www.sba.gov/
https://www.sba.gov/
http://www.heritagebanknevada.com/
http://www.heritagebanknevada.com/
https://www.sba.gov/
https://www.sba.gov/
https://www.nsbank.com/
https://www.nsbank.com/
http://www.nevadabusiness.com/?p=26265&utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20May%202015
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MIKE MURDOCK,	 Senior	 Vice	 President	 and	

Commercial	Lending	Manager,	First	Indepen-

dent	 Bank:	We’ve	 been	 lending	 through	 the	

whole	‘Great	Recession.’	We’re	not	doing	any-

thing	different	than	what	we	were	doing	three,	

five,	even	seven	years	ago.	But	the	large	banks	

really	 retracted	 during	 the	 recession.	 Now	

they’re	back.	From	a	global	perspective,	there	

are	many	more	banks	lending.

ERICH BOLLINGER,	 Executive	 Vice	 President	

and	 Chief	 Banking	 Officer,	 Plaza	 Bank:	 In	

Nevada,	 there	 have	 been	 banks	 that	 have	

pulled	out	of	the	market.	Now	some	of	them	

are	returning.	My	criteria	for	lending,	however,	

have	been	virtually	the	same	for	the	past	three	

years.	My	appetite	has	not	changed.

CHAD OSORNO,	Nevada	Business	and	Gov-

ernment	Banking	Manager,	Wells	Fargo	&	

Co.:		It	is	probably	easier	today	for	some	of	

the	 new-stage	companies	because	of	 the	

recovering	economic	cycle.	But	if	you	have	

a	successful	business,	capital	always	has	

been	available.	It’s	almost	always	available	

for	 stable	 and	 growing	 companies.	 Wells	

Fargo	 recently	 set	 a	 goal	 of	 lending	 $100	

billion	to	small	business	owners	nationwide	

over	the	next	five	years.	Our	goal	is	to	get	

that	capital	out.		It’s	a	tremendous	commit-

ment	on	our	part.	

BRUCE FORD,	 Senior	 Vice	 President	 and	

Business	Banking	Regional	Manager,	City	

National	 Bank:	 Loans	 always	 have	 been	

available.	 It	 was	 a	 misconception	 that	

banks	didn’t	have	money	available.	Banks	

had	money	to	lend,	but	many	people	didn’t	

meet	 the	 banks’	 lending	 criteria.	Now	 the	

economy	 is	 improving,	 so	 more	 people	

meet	the	criteria.

What do rates
look like today?

OSORNO:	Rates	are	all	over	the	board,	but	the	

one	common	element	is	that	they	are	at	historic	

lows.	Short-term	variable	rates	remain	attractive,	

and	long-term	rates	are	still	attractive.	The	rates	

for	an	individual	borrower	all	depend	on	the	risk	

profile.	It	really	depends	on	the	company	and	the	

type	of	collateral	they	are	putting	on	the	books.

MURDOCK:	It’s	hard	to	quote	any	particular	

rate.	Every	deal	is	unique.		But	many	are	in	

the	high	4s	to	the	low	6s	today.

TRAFICANTI:	 For	 us,	 there’s	 a	 whole	 pricing	

matrix,	depending	on	 the	 term,	 the	credit	and	

Tom

Travicanti
Heritage Bank of Nevada

Robert

Holguin
U.S. Small Business 
Administration, Nevada District

http://www.alversontaylor.com
http://www.firstindependentnv.com/
http://www.firstindependentnv.com/
https://plazabank.com/
https://www.wellsfargo.com/
https://www.wellsfargo.com/
http://www.nevadabusiness.com/?p=26265&utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20May%202015
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a	positive	credit	history?	If	they	could	afford	

to	repay	a	 loan	 in	the	past	and	didn’t,	may-

be	 through	 a	 strategic	 foreclosure,	 that’s	 a	

strong	negative.

TRAFICANTI:	Credit	history	is	probably	the	big-

gest	barrier.	There’s	a	 lot	of	variation	among	

banks	 about	 the	 importance	 they	 place	 on	

short	 sales	 or	 bankruptcies	 in	 a	 borrower’s	

credit	history.	That	takes	time	to	rebuild.

HOLGUIN: The	 biggest	 barrier	 we	 see	 is	 the	

readiness	of	borrowers.	People	haven’t	done	

their	homework.	They	don’t	have	a	business	

plan.	We’ve	seen	that	the	likelihood	of	success	

goes	up	if	they	work	with	one	of	our	partners	

such	as	SCORE	or	the	Small	Business	Devel-

opment	Center.

What do you want to see 
from a loan applicant?

FORD:	We	want	 to	see	three	years	of	 tax	re-

turns,	both	for	the	borrower	and	the	business.	

of	 Nevada:	 Asset	 values	 are	 still	 depressed,	

and	we	struggle	with	the	value	of	the	collateral.	

Real	estate	values	have	come	back,	but	they	

are	just	starting	to	come	back.

BOLLINGER:	 Sustainable	 cash	 flow	 can	 be	 a	

barrier.	What	do	we	mean	by	“sustainable”?	In	

the	Nevada	market,	after	what	we	have	gone	

through,	we	need	 to	be	able	 to	 show	 that	 a	

business	 has	 gone	 through	 a	 challenge	 and	

is	on	the	right	track	for	a	period	of	time.	Plaza	

Bank	is	a	direct	SBA	lender,	so	I’m	sometimes	

able	to	use	credit	enhancements	via	the	SBA,	

but	sustainable	cash	flow	is	always	important.

FORD:	Does	the	borrower	have	the	ability	to	

repay	 the	 loan	and	does	 the	borrower	have	

the	risk.	For	an	A-credit,	extremely	well-secured,	

it	may	 be	 prime	 (3.25	 percent).	 For	 a	 smaller	

credit,	maybe	3	percentage	points	over	prime.

BOLLINGER:	We	 see	 a	 pretty	wide	 spectrum	

of	rates	out	there.	Some	of	it	depends	on	how	

hungry	a	bank	is	to	get	credit	on	its	books.

JOHNSON:	The	rate	environment	remains	very	

attractive,	 especially	 for	 good	 companies.	 If	

you’re	a	trophy	company,	every	bank	wants	to	

win	your	business.

FORD:	 Rates	 are	 very	 low.	We’re	 forecasting	

an	uptick	in	short-term	rates,	so	this	is	a	good	

time	to	get	a	loan.

What barriers do
business borrowers face 
these days?

MURDOCK:	It’s	simple.	The	biggest	barriers	are	

inadequate	cash	flow	or	inadequate	collateral.

HOWARD STEWART,	senior	vice	president,	Bank	
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“  City National always  
 takes care of us.”

We’re a third generation family-owned company with multiple 
locations. As CEO of Sierra Meat & Seafood, I look for a bank 
that takes an interest in us. City National has come up with ideas 
that we use every day, like payroll direct deposit, E-Deposit, and 
fraud protection. They handle my personal banking needs as well. 
Our relationship is built on trust.

City National is The way up® for me and my business.

Bud Flocchini
CEO, Sierra Meat & Seafood

Hear Bud’s complete story at 
Findyourwayup.com/BuildTrust

Experience the  
City National Difference.SM

Call (775) 461-2517 or visit cnb.com  
to find a business banker near you.
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Senior/Assisted Living
                            Dennis Gradillas, Las Ventanas • Denise Gray, Prestige Assisted Living at Henderson • Ramon Perez, City National Bank • Dana Daunter, Atria Sunlake

Ron Stewart, Inspirations Senior Living • Linn Thome, Merrill Gardens at Green Valley • Connie Brennan, Nevada Business Magazine
LEFT TO RIGHT
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WHAT TYPES 
OF STANDARDS 
ARE THERE FOR 
ASSISTED LIVING 
COMMUNITIES?
RAMON PEREZ:	After	 looking	 into	 it	 for	my	

94-year	 old	 grandmother,	 I	 find	 that	 there	

are	 no	 real	 national	 standards	 for	 both	

training	and	evaluating	some	of	these	com-

panies.	When	I	was	figuring	out	how	to	get	

some	 help	 for	my	 grandmother,	 I	 found	 it	

very	difficult.	Without	any	of	the	guidelines	

put	into	place,	it’s	hard	to	make	a	decision.

THOME:	Assisted	living	started	out	about	20	

years	ago	as	a	social	model	with	a	health	

services	 component.	 Over	 the	 past	 10	

years,	 I’ve	 seen	 significant	 change	 where	

now	we	have	a	much	larger	health	services	

component.	 Most	 assisted	 living	 compa-

nies	 in	 the	 past	 didn’t	 have	 nurses,	 now	

all	 the	 large	 providers	 do	 because	 of	 the	

higher	acuity	 levels.	Nevada	 is	 really	great	

because	we’re	one	of	the	few	states	that	ac-

tually	had	 regulations,	and	we’re	surveyed	

annually	by	Nevada’s	Bureau	of	Health	Care	

Quality	and	Compliance	(HCQC).

IS ASSISTED 
LIVING A TARGET 
FOR FRADULENT 
LAWSUITS?
GRADILLAS:	Litigation	scares	the	heck	out	

of	 me.	 There’s	 no	 real	 protection	 when	 it	

comes	 to	 the	 care	we	provide	 in	 assisted	

living	or	skilled	nursing.	The	sky	is	the	limit	

for	fraudulent	cases.

STEWART:	 Skilled	 nursing	 was	 targeted	

horribly	for	years.	They’re	trying	to	find	the	

next	 target	 and	 I	 think	 that’s	 assisted	 liv-

ing.	The	billboards	used	to	say,	“Has	your	

mom	been	hurt	in	skilled	nursing?	Has	she	

fallen?”	and	now	you’re	seeing,	“Has	your	

espite	staffing	challenges	and	

affordability	 concerns,	 Ne-

vada’s	 senior	 and	 assisted	

living	 communities	 pour	 their	

heart	 and	 soul	 into	 providing	 the	 best	

care	for	this	growing	population.	Recent-

ly,	 a	 group	 of	 senior	 and	 assisted	 living	

executives	met	at	the	Las	Vegas	offices	of	

City	National	Bank	to	discuss	the	trends	

and	challenges	facing	their	industry.

	 Connie	 Brennan,	 publisher	 and	 CEO	

of	Nevada Business Magazine,	served	as	

moderator	 for	 the	 event.	 These	monthly	

roundtables	are	designed	to	bring	togeth-

er	 leaders	 to	 discuss	 issues	 relevant	 to	

their	industries.	Following	is	a	condensed	

version	of	the	roundtable	discussion.

IS STAFFING
AN ISSUE?
DENISE GRAY:	One	of	our	biggest	needs	

is	staffing,	and	quality	staffing.

RON STEWART:	 It’s	 not	 just	 about	 find-

ing	 the	people	out	 there,	but	 it’s	 retaining	

those	 folks	 and	 make	 sure	 they	 continue	

to	remember	what	we	train	them	on.	We’re	

talking	about	transient	labor	because	we’re	

paying	 them	at	 that	kind	of	wage.	 It’s	dif-

ficult	for	us	to	motivate	and	keep	them	mo-

tivated	to	do	what	we	request	them	to	do.	
LINN THOME:	 No	 question	 about	 it,	 you	

have	to	have	it	in	your	heart.	If	you	don’t	

have	 that	 love	 for	 seniors,	 you	 won’t	

make	 it.	We’ve	 got	 people	who’ve	 been	

with	us	since	our	building	opened.	Typi-

cally	our	greatest	area	of	need	is	 in	din-

ing	 services;	 that’s	 where	 we	 see	 the	

greatest	turnover.	We	see	a	lot	of	compe-

tition	 from	the	hotels,	and	certainly	 they	

can	pay	more.	Folks	come	to	us	and	they	

have	 great	 backgrounds.	 We	 hire	 them	

and	 pay	 for	 their	 training,	 pay	 for	 their	

background	 checks	 and	 so	 forth,	 then	

one	or	 two	months	 later	 they’ve	 taken	a	

job	elsewhere	that	has	a	higher	salary	or	

tips.

DENNIS GRADILLAS:	 The	 team	members	

who	 have	 been	 there	 for	 a	 long	 time	

aren’t	 where	 the	 turnover	 is.	 They	 have	

the	heart	and	the	passion;	it’s	what	they	

want	 to	 do.	Where	 we	 see	 the	 turnover	

is	 in	 the	 other	 20	 percent	 where	 we’re	

constantly	turning	the	door	around.	With	

Certified	 Nursing	 Assistants	 (CNAs),	

there’s	high	turnover	and	that’s	just	com-

petition	in	the	marketplace.
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   Industry Focus
mom	been	hurt	 in	 skilled	nursing	and	as-

sisted	living?”	It’s	an	attorney	that	sees	an	

opportunity.

GRAY:	We	are	addressing	your	 loved	ones	

and	we	are	doing	what	we	can	to	provide	

care.	 I’m	 losing	sleep	over	 it.	Families	are	

suing	for	no	reason	because	we	have	eager	

attorneys.

DANA DAUNTER:	Which	will	drive	up	health-

care	costs.

STEWART:	 We’re	 a	 human	 company	 with	

human	jobs.	Humans	make	mistakes.

GRADILLAS:	Things	also	happen	for	no	rea-

son	at	all.	People	can	 just	be	walking	and	

fall	out	of	nowhere.	There’s	nothing	wrong	

with	 that,	 but	 then	 suddenly	 you’re	 faced	

with	litigation.

WHAT ADVICE CAN 
YOU GIVE FOR 
THOSE LOOKING AT 
ASSISTED LIVING?
THOME:	 It’s	 very	 important	 that	 families	

look	 around	 and	 visit	 the	 various	 proper-

ties.	By	doing	that,	they	get	a	chance	to	see	

if	 it’s	 clean,	 if	 the	 residents	 look	 happy,	 if	

the	 staff	 looks	 happy	 and	 if	 the	 residents	

are	 engaged	 and	 active.	 Those	 are	 the	

things	families	want	to	look	at.

PEREZ:	 I	made	a	list	of	questions	because	

no	one	was	helping	 to	educate	me.	There	

are	pretty	lawns	and	great	landscaping,	but	

what	 really	 are	 the	 levels	 of	 care?	 It	 took	

a	while	 for	someone	to	finally	educate	me	

that	they’re	just	helping	and	assisting	resi-

dents.	 There’s	 not	 necessarily	 nurses	 be-

cause	it’s	not	required.	They	may	have	that	

as	 a	part	 of	 the	 sales	pitch,	 but	 the	 state	

doesn’t	require	it.	They	may	require	some-

one	 to	 be	 on	 site,	 but	 they	may	 not	 even	

have	 to	be	awake.	Those	are	some	of	 the	

things	I	found	that	were	interesting.	

STEWART:	We	decided	to	rip	apart	our	web-

site.	 We	 had	 pictures	 but	 we	 were	 doing	

an	injustice	to	families	because	we	weren’t	

it’s	 a	 skilled	 nursing	 facility.	 It’s	 not.	 We	

don’t	 do	 a	good	enough	 job	of	 educating	

people	on	what	we	do.

GRAY:	Nevada	provides	a	 lot	more.	We	do	

have	 regulations	 and	 we	 do	 have	 some	

ratios	with	staffing.	We	don’t	hide	a	 lot	of	

things	and	that’s	nice.	Our	consumers	can	

look	online	on	several	sites.

GRADILLAS:	All	the	surveys	are	accessible	so	

you	can	see	the	fines	and	penalties	within	the	

state.	It’s	also	posted	within	each	building.	If	

you’re	looking	for	suggestions	and	you	want	

to	 get	 beyond	 the	 superficial	 landscaping,	

have	a	meal	or	two	with	other	residents.	You’ll	

get	a	sense	of	what	the	food	quality	is.	You’ll	

get	a	sense	of	what	the	table	talk	is,	which	will	

give	you	a	sense	of	 the	temperature	of	 that	

community.	Also,	 if	 you	ask	questions,	 you	

will	get	an	honest	answer.

DAUNTER:	As	a	director,	 it’s	important	that	

you	 really	 know	 your	 business	 and	 really	

know	 what	 you	 can	 and	 can’t	 do	 for	 an	

telling	them	what	we	were.	We’re	trying	to	

move	away	 from	being	a	pretty	picture	 to	

providing	actual	information.	When	families	

come	in,	their	eyes	are	wide	open	like	deer	

in	headlights	because	 they’re	still	 thinking	
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individual.	 It’s	 not	 if	 they’re	 appropriate	

for	 our	 community,	 it’s	 if	 our	 community	

is	appropriate	for	them.	I’d	 like	to	say	that	

my	staff	knows	they	need	to	function	with	

integrity.	You	have	to	learn	and	earn	trust.

	

IS THERE A 
DISCONNECT 
BETWEEN CONSUMER 
EXPECTATIONS AND 
REALITY?
DAUNTER:	 Here	 in	 Las	 Vegas,	 there’s	 not	

a	lot	of	family	involvement	–	if	there	is,	it’s	

over-the-phone	–	because	 there	are	not	a	

lot	 of	 families.	 It’s	 such	 a	 transient	 com-

munity.	The	kids	are	abroad	or	somewhere	

across	the	nation	so	there	are	not	as	many	

family	members	who	could	be	 invested	 in	

the	decision	making.

GRAY:	They	see	the	pretty	pictures	on	the	

website	 and	 the	 virtual	 tours,	 and	 they	

don’t	get	to	sit	down	for	a	meal	to	see	how	

it	truly	is.	A	lot	of	our	consumers	still	think	

of	assisted	living	as	sterile	nursing.

STEWART:	There	is	also	difficulty	distinguishing	

between	what	is	dementia	and	what	is	behav-

ior.	There’s	no	where	for	people	with	behavior	

issues	to	go	so	they’re	put	under	the	umbrella	of	

dementia,	and	that’s	not	the	right	answer.	They	

could	be	anywhere	from	35	to	83-years	old.

HOW ARE 
REIMBURSEMENTS 
HANDLED IN THE 
ASSISTED LIVING 
INDUSTRY?
GRADILLAS:	Within	 assisted	 living	 there	 are	

no	reimbursements.	You	either	privately	pay	

or	 you	 have	 long-term	 care	 insurance.	 You	

have	 to	 have	 the	money.	 For	 us,	 it’s	 about	

$5,000	 a	 month	 for	 assisted	 living	 so	 you	

have	 to	 look	at	 that	 as	out-of-pocket	costs	

just	 for	 room-and-board.	 Looking	 at	 skilled	

nursing,	if	some	of	the	changes	in	Medicare	

take	place	and	reimbursements	are	lowered,	

what	 kind	 of	 impact	 is	 that	 going	 to	 have?	

That	may	push	families	into	an	inappropriate	

setting	for	care.	Medicare	is	going	to	pay	for	

that	stay	 if	you’re	 in	skilled	nursing,	but	not	

in	assisted	living.There’s	going	to	be	a	trickle	

effect	on	the	way	care	is	provided	if	Medicare	

is	cut.

THOME:	 Through	 the	VA,	 there’s	also	a	pro-

gram	 called	 Aid-in-Attendance.	 It	 pays	 for	

close	to	$2,000	a	month	for	veterans,	and	the	

surviving	spouse	receives	$1,100	a	month,	 if	

they	meet	some	criteria.	The	caveat	is	that	the	

resident	would	have	to	be	getting	at	least	two	

activities	of	daily	 living	 in	order	 to	qualify	 for	

this	benefit,	but	it’s	a	nice	benefit.

   Industry Focus
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WHAT IS
LONG-TERM CARE 
INSURANCE?

GRADILLAS:	 Long-term	 care	 insurance	

is	for	those	who	can	afford	it.	There	are	

probably	less	than	more	who	can	afford	

it.	It’s	a	great	solution.	Benefits	are	start-

ing	to	shrink	drastically,	the	policies	are	

evolving	 quite	 a	 bit.	 The	 premiums	 are	

going	 up,	 the	 benefits	 are	 decreasing.	

My	 father-in-law	 just	 wrote	 a	 $80,000	

check	 to	 prepay	 his	 long-term	 care	 in-

surance	and	 it’s	 for	 five	years	 if	he	ever	

needs	 that	 benefit.	 If	 he	 never	 needs	 it	

and	doesn’t	access	the	benefit,	he	gets	

it	back.	

DAUNTER:	 You	 should	 get	 it	 when	 you’re	

around	53	years	old.	By	the	time	you’re	55	

years	old	you	should	really	have	it	in	place.

IS THIS INDUSTRY 
COMPETITIVE?
THOME:	 It	 is	 to	 some	 extent,	 but	most	 of	 us	

offer	a	different	model.	We	focus	on	a	higher-

functioning	senior,	whereas	you	have	some	of	

the	other	communities	who	need	more	or	are	

frailer.	There’s	a	niche	for	all	of	us.	As	we	see	

this	increase	of	seniors	coming	in,	it’s	going	to	

be	a	challenge	just	to	find	the	housing	for	them.	

GRAY:	We’re	all	in	it	because	of	our	heart;	we	

care.	 If	 I	 know	my	 residents	 are	more	 likely	

to	stay	at	home	and	I	see	someone	come	in	

that’s	more	active,	I	am	going	to	refer	them	to	

another	community.	I	want	what’s	best	for	the	

resident	and	so	whatever	community	that	is,	I	

want	to	share	that.	

STEWART:	 There’s	 a	 level	 of	 competition,	 but	

that’s	 just	 inherent	 in	 business.	 It’s	 friendly	

competition.	If	we	can’t	take	care	of	someone,	

it’s	our	job	to	help	them	find	a	resource	that	can.

GRADILLAS:	Our	philosophy	is	very	simple.	

It	 is	what	 is	 the	best	solution	 for	 the	 fam-

ily.	If	anything	the	competition	helps	us	get	

   Industry Focus
better.	If	there’s	competition,	we	get	better	

as	a	group.	

THOME:	There	are	certain	endorsements	that	

an	assisted	living	community	can	get.	For	ex-

ample,	you	can	get	an	Alzheimer’s	endorse-

ment,	mental	health	endorsements	or	chronic	

illness	endorsements.	They	require	additional	

training	for	your	staff	in	those	areas.	The	ma-

jority	of	assisted	living	facilities	provide	really	

good	 care.	 Every	 once	 in	 a	 while	 someone	

makes	 a	mistake,	 but	 by	 and	 large	 it’s	 very	

good	and	loving	care.	We	become	the	families	

whose	son	or	daughter	are	on	the	east	coast.	

Having	said	that,	there	are	the	occasional	ones	

that	aren’t	good	and	they’re	quickly	identified	

by	the	state.	The	state	is	proactive	in	terms	of	

monitoring	this.	

CONTINUES ON PAGE 49
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What role do relationships 
play in a company’s ability 
to win a loan? 

STEWART: The	approval	process	 is	based	on	

the	qualification	criteria.	But	we	take	the	rela-

tionship	 into	account	as	part	of	 that.	We	are	

a	relationship	bank.	We	are	not	 looking	for	a	

one-off	transaction.	

OSORNO:	 It’s	 paramount	 to	 establish	 a	 re-

lationship	 with	 an	 established	 institution.	

Maintain	 that	 relationship	 through	ups	and	

downs.	Tell	your	story	and	make	sure	your	

bank	is	your	partner	and	not	just	a	low-cost	

provider.

TRAFICANTI:	The	most	 important	attribute	al-

ways	is	cash	flow.	It’s	future	cash	flow	that	re-

pays	the	loan.

BOLLINGER:	 For	 me,	 it	 is	 simple:	 Who	 am	 I	

doing	business	with?	What’s	their	character?	

How	responsible	are	they?	But	most	important	

of	all	is	good	communication.	We	hope	this	is	

going	to	be	a	 long	relationship.	There	will	be	

ups	and	downs	along	the	way.	Good	commu-

nication	will	be	important.

OSORNO:	For	us,	the	single	most	important	at-

tribute	is	a	successful	history	in	the	business.	

That	tends	to	repeat	itself.	And	if	you	have	had	

a	successful	history	 in	one	 industry,	 it	would	

be	a	great	sign	if	you	plan	to	start	a	business	in	

another	industry.

MURDOCK:	We	want	to	see	consistency	in	the	

earnings,	the	longer	the	better.	Three	years	are	

ideal.	If	someone	has	five	years	of	history,	and	

there	was	a	one-year	bump,	that’s	okay.		But	

we	want	to	see	consistency.

JOHNSON:	Knowing	a	company	over	a	period	

of	years	is	very	important.	It’s	easy	to	lend	to	a	

company	when	times	are	going	well.	It’s	the	re-

lationship	that	will	carry	you	through	the	tough	

times.	You’re	in	partnership	together.

FORD:	It	certainly	helps.	All	things	begin	equal,	

if	you	are	a	client	of	the	bank,	it	bodes	well	for	

you.	 Knowing	 the	 banker	 is	 important.	 They	

can	provide	you	with	advice.

BOLLINGER:	Especially	for	a	community	bank,	

relationships	are	critical.	We	get	the	vast	major-

ity	of	our	business	through	referrals.	It’s	almost	

all	about	relationships	in	a	community	bank.

TRAFICANTI:	Relationships	play	a	bigger	role	when	

you	are	in	the	gray	area	of	qualifying.	If	we	have	

gotten	to	know	you	through	a	checking	deposit	or	

a	smaller	line	of	credit,	it	will	help	us	say	‘yes.’	

MURDOCK:		Borrowers	also	need	to	remember	

that	a	loan	has	to	stand	on	its	own.	We’re	not	

going	 to	give	 them	a	 loan	 just	because	 they	

have	a	deposit	with	us.	Banks	don’t	approve	

loans	that	way.	We	are	looking	for	cash	flow,	

collateral,	earnings	growth.

CONTINUED FROM PAGE 15
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company	grows,	it	needs	more	cash	flow	just	

to	sustain	its	growth.

OSORNO:	 The	 ability	 to	 service	 debt	 and	

What are the red flags 
that might arise when 
you’re considering a loan 
application?

MURDOCK:	Net	losses	for	the	company	or	a	

poor	personal	credit	history	are	serious	red	

flags.	Another	red	flag	for	us	is	that	the	ap-

plicant	is	a	startup.	Most	banks	don’t	lend	

to	startups.

TRAFICANTI:	We	look	closely	at	the	sustain-

ability	 of	 the	 applicant’s	 income,	 making	

sure	it’s	not	just	a	short-term	gain.	In	busi-

ness	 lending,	 there	are	multiple	 factors	 to	

consider,	and	they	can	outweigh	each	oth-

er.	You	may	have	a	number	of	issues,	both	

positive	and	negative,	and	they	will	balance	

each	other	out.

BOLLINGER:	 Vendor	 issues	 can	 be	 a	 red	

flag.	 A	 fast-growing	 company	 may	 be	

doing	well.	But	when	we	look	at	their	ac-

counts	receivable,	we	might	see	that	they	

are	 paying	 their	 bills	 over	 an	 extended	

period	 of	 time.	 That’s	 a	 stretch	 on	 their	

capital	and	shows	they	have	a	challenge	in	

meeting	their	obligations.

JOHNSON:	Bankruptcy	is	a	big	red	flag.	An-

other	 one	 is	 the	 borrower	 has	 no	 experi-

ence	in	the	business	field.	Other	red	flags	

are	 low	 liquidity,	 high	 leverage,	 or	 slow-

to-delinquent	financial	reporting.		If	a	cus-

tomer	 is	hesitant	to	give	us	 information	or	

omits	 full	disclosure	of	 information,	 this	 is	

cause	to	worry	about	the	financial	health	of	

the	company.

How important is a
borrower’s cash flow?
MURDOCK:	We	are	cash-flow	lenders	and	col-

lateral	lenders.	We	base	nearly	100	percent	of	

our	decisions	on	cash	flow.	If	we	need	to	look	

a	little	further,	we	sometimes	look	at	the	col-

lateral.	But	we	make	most	of	our	decisions	on	

cash	flow.

BOLLINGER:	 We	 always	 remember,	 too,	 that	

cash-flow	 needs	 change	 over	 time.	 As	 the	

the	strength	of	the	balance	sheet	are	very	

important.	 The	 companies	 that	 have	 sur-

vived	 have	 shown	 that	 they	 are	 resilient.	

Now	they	are	able	to	use	that	cash	flow	to	

finance	growth.

FORD: The	 two	most	 important	 things	 to	

me	are	cash	flow	and	credit	history.	If	cash	

flow	is	positive,	you	are	well	on	your	way	to	

getting	a	loan.
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According to a survey completed by 
Applied Analysis on behalf of Nevada 
State Bank, small business owners in 
Nevada show an increasing confidence 
in Nevada’s economy and have positive 
expectations for the state’s future. The 
survey of over 400 owners, operators and 
managers of Nevada small businesses 
indicated that almost two-thirds felt that 
Nevada’s economy is headed in the right 
direction. Further, only two out of every 
10 reported a decrease in profitability. 
Those surveyed indicated that their two 
biggest challenges were government 
regulations and hiring/retaining quality 
employees. In addition, 80 percent of 
those surveyed believe that it is difficult 
to get credit from a bank. The businesses 
surveyed generate annual revenues 
between $500,000 and $5.5 million.

IN BRIEF

STEWART: The	last	thing	anyone	here	wants	

to	have	happen	is	for	a	facility	to	go	bad.	

GRADILLAS:	It	hurts	everybody.

HOW WILL THE BABY 
BOOMERS AFFECT 
THE ASSISTED LIVING 
INDUSTRY?
DAUNTER:	There	are	approximately	70	mil-

lion	boomers.

THOME:	 It’s	 going	 to	 impact	 not	 only	 the	

state,	but	the	country	as	well.	Trying	to	ac-

commodate	 these	 people,	 particularly	 the	

ones	who	don’t	have	the	financial	resources	

to	pay	for	it,	unless	we	make	some	changes,	

there’s	going	to	be	a	real	challenge.

STEWART:	The	average	age	in	assisted	living	is	

about	83	years	old	in	our	buildings.	We	still	have	

some	time	to	figure	some	things	out	[before	the	

baby	boomers	need	our	services].	We’re	not	so	

far	behind	the	eight	ball	that	we	can’t	do	it.	

GRAY:	And	then	staff	it.

   Industry FocusSENIOR/ASSISTED LIVING
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The	 Legislative	Review	breakfast,	 one	 of	Nevada Business Magazine’s	

2015	Business	First	series,	will	bring	together	legislative	leaders	in	a	panel	

discussion	 with	 a	 question	 and	 answer	 session.	 Sponsored	 by	 Bank	

of	Nevada,	Holland	and	Hart	and	LP	 Insurance	Services,	 the	Business	

First	breakfast	series	brings	leaders	together	to	address	topics	decision-

makers	find	vital	to	running	their	companies.

The	Legislative	Review	will	 provide	an	update	of	what	 happened	 this	

session	in	Carson	City	and	how	businesses	will	be	impacted.	A	recap	of	

the	event	will	appear	in	the	August	issue	of	Nevada Business Magazine,	

but	in	order	to	have	your	questions	answered,	directly	from	the	source,	

you’ll	need	to	attend.

Don’t miss this opportunity.

Reserve your seat today. RSVPs close on July 7, 2015.

LEGISLATIVE
REVIEW

TUESDAY,
JULY 14TH

7:30 am - 9:30 am
Orleans Hotel & Casino

Cost $22 each
Cost includes: Breakfast, Seminar 

Event and a one-year subscription

to Nevada Business Magazine

($44 value).

BUSINESS
FIRST Breakfast

Series
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   Free Market WatchCOMMENTARY

n this world nothing can be said to be certain, except death 
and taxes.” — Benjamin Franklin

     Had Benjamin Franklin been living in 21st century 
Nevada, his famous quote might have read something like 

this: In Nevada, nothing seems certain, except death and tax 
increases.
 It appears that — regardless of who is elected, which 
party holds the majority, or how hard those in power have 
previously spoken out against tax hikes — demanding more 
money from people is the go-to solution for government’s and 
society’s problems. 
 Such is the case this year in Carson City, where Gover-
nor Brian Sandoval is trying to sell legislators on the larg-
est tax hike in Nevada history, just months after speaking 
out against the margin tax that voters overwhelmingly re-
jected in November. 
 Sandoval’s proposed budget would increase spending by 
$1.8 billion above current levels and raise taxes by $1.3 billion 
on the workers and employers of Nevada. 
 Despite having spent the better part of last year campaign-
ing against the gross-receipts-based margin tax that voters 
overwhelmingly rejected in November, Governor Sandoval is 
now trying to sell legislators on the largest tax hike in Nevada 
history — in the form of gross-receipts-based “license fee” 
taxes.
 Recently, the Nevada Policy Research Institute has pre-
sented a detailed alternative state budget — one that increas-
es spending without raising taxes.
 Named the Freedom Budget, the Institute’s alternative pro-
vides line-by-line recommendations for each of Nevada’s 441 
budget accounts for 2016 and 2017. By funding departments 
at levels the departments themselves requested, not more, by 
increasing spending more slowly than the governor has pro-
posed, and by eliminating ineffective and unconstitutional 
programs, Nevada can avoid the higher taxes that would hurt 
working families and struggling businesses. 
 Ironically, the plan is based on Governor Sandoval’s 2011 
recommendations, which were made at a time when he was 
against raising taxes. It proposes $6.4 billion in general fund 

“ spending — about $1 billion less than the governor’s budget 
recommends — and total spending of $22.2 billion, or $1.3 
billion less than the governor’s budget. 
 In addition to not raising new taxes, the Freedom Bud-
get would also allow taxes that lawmakers and the governor 
promised	were	temporary	to	finally	sunset.	
 The budget is driven by the idea that Nevada should in-
crease spending, but at a slower rate than Governor Sandoval 
currently proposes; use policy changes to make government 
more	efficient;	fund	agency	request	amounts;	and	be	limited	
to its core and Constitutional functions.
 Again, it uses the budget-drafting approach Governor 
Sandoval himself used in 2011 when he was holding to what 
he’d called one of his “steady convictions” — that “raising 
taxes is not the answer.” 
 Another major difference between the Sandoval and 
NPRI proposed budgets is that the latter funds depart-
ments at the levels their respective leaders have requested 
— not more. It seems counterintuitive to offer state agen-
cies more money than they’ve stated they need, then turn 
to taxpayers and tell them more money is needed to keep 
government running. But that’s exactly what is happening 
with the governor’s budget. 
 In fact, by simply funding agencies at their requested 
levels, the state can save taxpayers $38.4 million in general 
funds and $10.5 million in non-general funds over the next 
two years. 
 The Freedom Budget also aims to make government 
spending more accountable by allocating $10 million per 
year for performance audits, which would be overseen by 
the	Controller’s	Office.	 By	making	 government	 spending	
and results available to the people, agencies will be forced to 
reduce waste and improve service.
 Some joke that the only difference between death and 
taxes is that taxes get worse each time the Legislature meets. 
While that is often true, it doesn’t have to be the case this 
year in Nevada. 
 As the Freedom Budget makes clear, Nevada can do bet-
ter and it doesn’t need to raise taxes to do it. 

I

WITH	SOME	REVISION,	SANDOVAL’S	TAX	HIKES	NOT	NECESSARY

DEATH AND TAXES

Chantal Lovell is the deputy communications director of the Nevada Policy Research Institute.
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	 Each	 panelist	 has	 a	 unique	 and	 vital	

viewpoint	 for	business	owners	and	 repre-

sents	 an	 industry	 that	 should	 be	 involved	

in	any	buying	or	selling	 transaction.	Event	

attendees	were	provided	an	abundance	of	

information	 on	 best	 practices	 for	 buying	

and	selling	a	business.	

Early Bird … 
	 For	some	business	owners,	the	thought	

of	ever	selling	their	business	may	be	years	

down	the	road	and,	because	of	that,	those	

complicated	topic	with	a	myriad	

of	 details	 to	 consider,	 buying	

and	selling	a	business	will	af-

fect	nearly	all	business	own-

ers	at	some	point.	With	so	many	issues	to	

be	aware	of,	it’s	important	that	executives	

have	the	information	necessary	in	order	to	

successfully	navigate	the	process.	A	panel	

of	 experts	 recently	gathered	 for	 a	break-

fast	 seminar	 and	 responded	 to	 a	 host	 of	

questions	 related	 to	buying	and	selling	a	

business.	

	 The	panel	discussion,	held	 in	April,	was	

moderated	 by	 Connie	 Brennan,	 publisher	

and	CEO	of	Nevada	Business	Magazine.	The	

breakfast	was	hosted	by	the	magazine	along	

with	sponsors,	Holland	&	Hart,	LP	Insurance	

Services	 and	 Stewart	 Archibald	 &	 Barney.	

Panelists	included	Gian	Brown,	of	counsel	for	

Holland	&	Hart;	Leland	Pace,	a	senior	partner	

with	Stewart	Archibald	&	Barney;	Katrina	Lof-

tin-Winkel,	managing	 director	 at	BTI	Group	

Mergers	&	Acquisitions	and	Joe	Wyatt,	chief	

operating	officer	for	LP	Insurance	Services.	
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employees	be	informed	of	an	impending	sale?

	 “Not	until	the	very	end	[of	a	transaction]	if	

at	all	possible,”	said	Loftin	Winkel.	“Employ-

ees	 tend	 to	 get	 very	 nervous.	 I	 can	 tell	 you	

tons	of	horror	stories	of	people	that	said,	‘Oh	

no,	 they’re	 like	family	to	me.	 I’m	going	to	go	

ahead	and	let	them	know.’	Then	[the	employ-

ee]	started	looking	for	another	job.	They	start	

thinking	about	other	people	owning	the	busi-

ness	and	what	it’s	going	to	be	like	to	work	for	

that	person.	I	really	advise	people,	as	much	as	

you	think	they’re	like	family,	just	hold	off.	Don’t	

tell	them	until	the	deal	is	done.”

	 However,	when	waiting	until	the	last	min-

ute	isn’t	realistic,	Brown	recommends	having	

an	announcement	strategy	in	place.	

	 “Although	you	try	to	wait	until	 the	end	or	

the	best	 time,	 you	should	be	 thinking	about	

how	 to	 react	 if	 you	get	asked	or	 if	 they	find	

out,”	 said	 Brown.	 “I	 think	 about	 messaging	

strategies	and	how	to	make	sure	you	have	a	

consistent	core	message.	You	want	to	make	

sure	you’re	never	saying	something	at	odds	or	

inconsistent.	Everyone	is	going	to	be	compar-

ing	notes.	These	types	of	things	pop	up	be-

cause	people	are	scrambling	as	opposed	to	

being	thoughtful	about	a	process.”

Dream Team
	 While	deciding	and	planning	to	buy	or	sell	

a	business	is	certainly	the	first	step,	the	next	

step	should	be	putting	into	place	those	pro-

fessionals	 that	will	assist	 in	 the	process.	No	

business	 is	 an	 island	 and	 it’s	 important	 the	

team	that	will	assist	with	the	transition	is	op-

timum	for	that	particular	company.	So,	who	is	

on	that	team?

	 “Two	 teams,	 I	 think	we’re	 talking	about,”	

said	 Pace.	 “The	 first	 team	 should	 be	 your	

transition	team.	Business	owners	should	have	

an	advisory	board	for	their	succession,	people	

that	have	either	been	through	it	or	people	that	

have	knowledge	about	it.	And	then,	there’s	the	

group	that	you’re	going	to	consult	with	during	

the	transaction.	The	broker,	the	insurance	guy,	

the	CPA,	the	attorney.”

	 In	addition	to	those	four,	Wyatt	also	sug-

gest	 two	 other	 important	 transitional	 team	

owners	 may	 think	 they	 have	 time	 to	 wait,	

adopting	 an,	 “I’ll	 get	 to	 that	 later”	 attitude.	

However,	 the	 experts	 say	 that	 can	be	detri-

mental	for	a	company.

	 “Typically,	 the	start	of	a	process	 is	when	

an	executive	decides	they	want	to	go	out	and	

buy	another	company	or	the	company	owner	

decides	to	sell,”	explains	Brown.	“[However],	it	

should	start	far	earlier	than	that	when	folks	are	

thinking	about	how	they’re	growing	their	busi-

ness.	That	exit	strategy	isn’t	tomorrow	and	it	

isn’t	next	year,	it’s	really	10	years	from	now	or,	

at	a	minimum	five	years	out.”

	 Pace	 added	 that,	 “in	 order	 to	 maximize	

value	 and	make	 it	 as	 profitable	 and	 as	 suc-

cessful	as	possible,	it	takes	several	years.	You	

want	to	be	structured	in	a	way	that	is	going	to	

be	a	smooth	transition	for	employees,	the	pur-

chaser	and	yourself.	A	Price	Waterhouse	study	

done	four	or	five	years	ago	said	that	75	percent	

of	business	owners	who	sell	their	businesses,	

within	one	year,	are	very	unhappy	they	made	

that	decision.	You’ve	got	to	prepare.”

	 Loftin	 Winkel	 agreed	 explaining	 that,	 “it	

takes,	on	average,	eight	to	10	months	to	sell	a	

business	from	listing	to	close.	The	key	is	really,	

truly	to	plan.”	She	added	that	a	lot	of	 issues	

people	 encounter	 when	 looking	 to	 sell	 their	

business	has	to	do	with	planning.	If	business	

owners	 are	 dealing	with	 either	 an	 expected	

sale	or	an	unexpected	event	causes	the	sale,	

planning	is	an	important	part	of	dealing	with	

each	eventuality.

	 “If	you’re	a	business	owner,	even	if	you’re	

not	 thinking	 of	 selling,	 you	 should	 be	 plan-

ning,”	she	added.	

	 If	this	is	an	issue	that	all	business	owners	

will	 likely	face	at	some	point,	what	 leads	to	a	

business	decision	to	sell	a	company?

	 “More	than	half	of	the	businesses	are	go-

ing	to	be	transitioned	because	of	the	four	“D’s”	

-	 death,	 disability,	 divorce	 and	 disaster,”	 ex-

plained	Pace.	“Preparing	your	business	for	sale	

and	maximizing	value	cannot	start	too	soon.”

	 “The	other	thing	that	is	important	is	pick-

ing	that	future	partner,”	said	Wyatt.	“That	can	

take	quite	a	bit	of	time	as	well.”

Speak or
Hold Your Peace
	 When	going	through	a	sale	transition	there	

are	 several	 considerations	 that	must	be	ad-

dressed.	One	important	issue	for	many	sellers	

is	the	business’	employees.	With,	on	average,	

one-third	of	their	time	spent	at	work,	employ-

ees	become	invested	in	their	jobs.	The	work-

place	 is	 an	 important	 part	 of	 people’s	 lives.	

With	so	much	investment	on	both	sides	of	the	

employer-employee	relationship,	when	should	
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players	to	have	 in	place;	the	HR	representa-

tive	 to	handle	 the	employee	side	and	 the	 IT	

expert	 to	 handle	 the	 necessary	 technology	

transitions.	The	experts	also	suggest	that,	as	

planning	is	such	an	important	aspect	to	buy-

ing	or	selling	a	business,	those	professionals	

be	engaged	as	early	as	possible.

	 “You	want	to	get	them	on	board,”	said	Lof-

tin	Winkel.	“You	don’t	want	 to	 list	your	busi-

ness	and	then	all	of	sudden	tell	your	attorney	

and	your	accountant	you’re	going	to	sell.”

	 Pace	added	that,	“You	should	have	some-

one	who	is	familiar	with	the	process,	someone	

who	is	not	just	preparing	your	tax	return,	but	

has	been	down	that	road	once	or	twice	as	far	

as	selling	a	business.	Having	someone	who	

knows	business,	the	sale	side	of	it,	is	critical.	

There	are	some	specialized	things	that	need	

to	be	addressed.	Having	that	specialty	will	be	

a	valuable	tool.”

	 For	some,	engaging	a	slew	of	profession-

als	 brings	 with	 it	 the	 worry	 of	 fees	 and	 ex-

penses.	However,	Brown	says,	 there’s	more	

to	consider	 in	 regards	to	 the	transition	 team	

than	just	the	fees	that	go	along	with	them.

	 “One	 of	 the	 ways	 to	 engage	 is	 to	 start	

forming	relationships.	You	form	relationships	

with	the	folks	in	your	team	already,	your	CPA,	

attorney.	 But,	 also	 start	 getting	 from	 them,	

and	from	others,	 ideas	about	who	would	be	

the	right	types	of	professionals	to	be	involved	

in	terms	of	brokers	and	bankers	that	may	or	

may	not	be	appropriate	in	any	given	situation.	

There	 are	 plenty	 of	ways	 to	 start	 cultivating	

relationships	with	people	ahead	of	time.	The	

notion	of	 forming	 relationships	as	a	step	 to-

wards	engagement	 is	something	 that	 is	 free	

and	easy	to	do,”	he	said.

Sale Types
	 A	 business	 owner	 has	 started	 planning,	

began	 looking	 at	 their	 transitional	 team	and	

now	has	to	decide	what	type	of	sale	to	consid-

er.	The	two	primary	types	are	asset	purchase	

sales	and	stock	purchase	sales.

	 Wyatt	explained	that,	“if	it’s	an	asset	sale,	

the	buyer	is	buying	the	assets	of	the	company	

and	there	are	different	tax	treatments	for	that	

	 “Another	 consideration	 too,	 in	 addition	

to	tax,	 is	that	sometimes	there	 is	a	particu-

lar	set	of	licenses	that	a	company	may	have	

for	its	business	or	certain	types	of	contracts	

or	 related	 relationships	 that	are	held	by	 the	

legal	entity,”	explained	Brown.	“If	you’re	just	

buying	assets,	you	may	need	to	get	permis-

sion	 from	 the	 other	 party	 to	 transfer	 those	

licenses.”

	 Brown	also	suggested	that	employees	are	

an	important	consideration	when	it	comes	to	

determining	the	type	of	sale	of	a	business.	

	 He	said,	“When	you	do	an	asset	sale,	you	

can	have	tremendous	complications	with	re-

spect	to	employee	benefits	because,	concep-

tually,	 what’s	 happening	 is	 your	 employees	

are	working	with	the	seller	one	day,	are	literally	

terminated	and	hired	by	a	new	employer	the	

next	 day.	 There’s	 a	decent	 amount	 of	 com-

plexity	when	 you	 start	 selling	 assets	 as	op-

posed	to	just	buying	an	entity.”

	 One	type	of	sale	with	another,	separate	set	

of	 considerations	 is	 a	management	 buyout.	

These	types	of	sales	are	quite	different	from	

external	sales.

	 “A	 lot	 of	 businesses	 do	 an	 internal	 tran-

sition,”	 said	 Pace.	 “The	 internal	 transitions	

are	divided	into	two	pieces.	Either	they	are	a	

management	buyout	or,	sometimes,	it’s	a	true	

family	succession.”

	 Pace	 explained	 that	 both	 are	 similiar	 in	

structure,	but	are	often	handled	in	vastly	dif-

ferent	 ways.	 The	 special	 considerations	 for	

each	have	to	do	with	how	much	the	business	

will	sell	for,	the	types	of	tax	impacts	involved	

for	 both	 the	 buyer	 and	 seller	 as	well	 as	 the	

consideration	of	where	that	money	will	come	

from	or	 financing.	 	When	 it	 comes	 to	 these	

types	of	sales	preparation	is,	again,	key.

		 “The	biggest	mistake	I	see	is	not	preparing	

the	successor	generation,”	said	Pace.	

Dollars and Cents
	 While	many	 business	 owners,	 especially	

those	that	founded	their	companies,	consider	

their	 business	 to	 be	 priceless,	 that	 unfortu-

nately	isn’t	the	case.	So,	how	much	is	a	busi-

ness	worth?

versus	a	stock	sale.	There	 is	also	a	different	

liability	attached.	If	it’s	a	stock	sale,	you’re	ac-

tually	buying	that	entity	so	you	have	the	liability	

for	that	entity.”

	 To	simplify	a	somewhat	complex	issue,	in	

a	stock	sale,	a	buyer	assumes	 liabilities	and	

in	an	asset	sale,	just	the	asset	is	purchased.	

In	most	cases,	then,	a	buyer	would	prefer	an	

asset	sale	while	a	seller,	looking	to	transfer	li-

abilities,	would	prefer	a	stock	sale.	

	 “Depending	on	which	of	those	are	chosen,	

that’s	going	 to	affect	 the	price.	The	buyer	 is	

going	to	be	willing	to	pay	a	higher	price	for	an	

asset	purchase	and	a	lower	price	for	a	stock	

purchase	because	he’s	assuming	those	liabili-

ties,”	added	Wyatt.

	 Pace	 said	 that	 it	 also,	 “depends	 on	 the	

type	of	entity	being	sold.	If	you’re	selling	the	

stock	of	the	corporation,	the	buyer	has	to	as-

sume	all	of	the	internal	assets	at	the	same	ba-

sis	the	seller	held	them	at.	So,	if	you’re	selling	

stock,	the	buyer	gets	no	additional	deductions	

for	the	value	of	the	assets.	If	you	buy	the	as-

sets	and	the	assets	are	worth,	say,	a	million	

dollars,	 now	 you	 get	 to	 reset	 depreciation.	

You	can	re-depreciate	those	assets	and	that’s	

a	pretty	big	tax	write	off.	From	a	buyer’s	per-

spective,	 he	 wants	 that	 deduction.	 From	 a	

seller’s	perspective,	it’s	a	negative	tax	impact.	

That’s	why	the	seller	wants	to	sell	stock;	it’s	all	

long-term	capital	gain.”
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	 “Most	brokers	will	give	you	the	market	

value	of	your	business	at	no	charge,”	said	

Loftin	WInkel.	 “This	all	 sounds	expensive	

but	most	brokers	will	sit	down	and	tell	you	

the	market	value	at	any	time.”

	 Pace	 explains	 that	 a	 good	 rule	 of	

thumb	 is	 five	 times	 E.B.I.T.D.A.,	 which	

stands	for,	earnings	before	interest,	taxes,	

depreciation	and	amortization.	“If	you	can	

look	at	your	financial	statements	and	add	

back	depreciation,	interest	and	taxes,	you	

get	to	that	cash	flow	before	debt	service.	

If	you	multiply	that	times	five,	it’s	the	gen-

eral	rule	of	thumb.	It’s	not	applicable	to	all	

businesses	 but	 it’s	 standard	 across	 the	

board.”

	 Another	 consideration	 are	 business	

appraisals.	The	panel	suggested	those	be	

considered	on	a	case-by-case	basis.	

	 “They	are	pretty	expensive,”	said	Loftin	

Winkel	 of	 appraisals.	 “If	 you’re	 just	 look-

ing	for	the	market	value	of	your	business,	it	

	 “One	 deal	 killer	 for	 me	 is	 hiding	 dra-

ma,”	 added	Brown.	 “Every	 company	 has	

drama,	 there’s	 always	 an	 embarrassing	

moment	 or	 two.	 The	 easier	 deals	 to	 get	

done	are	the	ones	that	are	really	clear	and	

transparent.”

	 Another	issue	to	consider	is	the	length	

of	 the	 transaction	explains	Loftin	WInkel.	

“Buyers	get	buyer’s	remorse.	You	want	to	

keep	things	moving;	keep	the	transaction	

flowing	 as	 quickly	 and	 smoothly	 as	 pos-

sible.	Time	is	your	enemy.”

	 According	to	the	experts	the	most	suc-

cessful	 transactions	 are	 those	 in	 which	

both	parties	have	trust,	preparations	have	

been	done	 and	 the	 teams	 involved	 know	

the	nuts	and	bolts	of	the	deal.	

	 “It’s	a	relationship	type	of	transaction,”	

said	Wyatt.	“Seldom	do	you	have	a	buyer	

and	seller	who	don’t	like	each	other.	You’re	

looking	for	someone	that	you	can	trust	on	

both	sides	of	the	transaction.”

may	actually	be	different	than	what	you’re	

getting	on	an	appraisal.	You	want	to	make	

sure,	for	your	business,	you’re	at	the	right	

price.”	 She	 added	 that,	 for	 the	 buyer,	 an	

appraisal	can	help	make	a	business’	price	

more	palatable.

Curb Appeal
	 Planning,	 a	 consistent	 team,	 the	 sale	

types	and	pricing	models	are	all	worthless	

if	a	business	has	no	curb	appeal.	In	order	

to	make	a	business	desirable	for	a	buyer,	

many	 things	 should	 be	 considered	 from	

consistent	profits,	accurate	financials	and	

key	employees.

	 “The	people	component	is	something	

that	 is	very	 important,”	said	Wyatt.	 “The	

culture	of	a	business,	is	it	compatible?	If	

you’re	 acquiring	 employees,	 what	 types	

of	 benefits	 do	 they	 have	 and	 are	 they	

compatible?	 I	 think	 those	 are	 pretty	 im-

portant.”
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and	while	they’re	part	of	the	school	district,	

they	have	enough	autonomy	to	create	their	

own	 curriculum	 outside	 Common	 Core.	

However,	charters	are	still	required	to	take	

the	state	standardized	test	based	on	Com-

mon	Core	standards.	

Other Options 
	 Private	schools	also	have	the	autonomy	

to	determine	their	own	curriculum	and	mis-

sion	 but,	 unlike	 charter	 schools,	 they	 re-

ceive	no	funding	from	taxpayer	dollars.

	 Challenger	School	 in	Southern	Nevada	

is	a	private	non-profit	that	delivers	educa-

tion	based	on	the	belief	that	children	should	

pursue	 happiness	 as	 well	 as	 education.	

Students	start	early	with	a	strong	phonics	

program,	 and	 develop	 literary	 and	 math-

ematics	skills,	learn	geography	and	history,	

while	preparing	 for	 advanced	 studies	 and	

accelerated	learning.

	 One	 of	 the	 things	 that	 sets	 the	 school	

apart,	 said	 David	Walton,	 Nevada	 executive	

regional	 director,	 Challenger	 Schools,	 is	 the	

public	 speaking	 component.	 Challenger	 is	

structured	so	students	have	fun	while	becom-

ing	independent	thinkers,	and	while	technol-

ogy	is	utilized,	penmanship	is	also	taught.

	 Private	schools	like	Challenger	allow	par-

ents	more	right	to	choose	their	child’s	edu-

cation.	 For	 example,	 while	 public	 schools	

are	 looking	 ahead	 to	 potential	 workforce	

needs,	private	schools	are	teaching	a	broad-

er	curriculum.	“You	might	not	want	to	go	into	

a	STEM	career,”	said	Walton.	The	economy	

will	unfold	organically,	and	teaching	children	

to	grow	up	and	become	part	of	a	precon-

ceived	 workforce	 anticipates	 careers	 that	

may	no	longer	be	on	top.

	 Not	 every	 institution	 agrees.	 Like	 Chal-

lenger,	 Alexander	 Dawson	 Schools	 teach	

preschool	through	eigth	grade.	This	is	a	pri-

vate,	non-sectarian,	non-profit	school	whose	

stated	 mission	 is	 to	 challenge	 students	 to	

achieve	excellence	in	mind,	body	and	char-

acter	with	a	focus	on	STEM	education.	

	 “Kids	 learn	 best	 from	 doing,”	 said	 Dal	

Sohi,	 headmaster.	 “So	 we	 make	 sure	 to	

provide	 opportunities	 for	 kids	 to	 learn	

through	 doing,	 integrated	 with	 our	 STEM	

curriculum.”	The	school	offers	small	class-

es	taught	by	specialists	in	their	fields	within	

a	 gated	 school	 system	 to	 keep	 students	

feeling	safe.

	 The	 school	 also	 educates	 students	 to	

participate	in	the	global	economy.	“Kids	in	

Las	Vegas	are	not	 just	competing	against	

other	 kids	 from	Las	Vegas,	or	Nevada,	or	

the	 Southwest.	 They’re	 competing	 today	

with	kids	from	around	the	world,”	said	Sohi.	

	 Private	 schools	 may	 have	 advantages	

when	 approaching	 global	 education.	 Hen-

derson	 International	 School	 is	 part	 of	 the	

Meritas	 International	 Family	 of	 Schools.	 A	

private	college	prep	school,	Henderson	In-

ternational	 has	 seen	 steady	 enrollment	 in-

creases	over	the	last	two	years.	A	preschool	

through	 eighth	 grade	 program,	 the	 school	

has	100	percent	college	acceptance	and	at-

tendance	for	its	students,	who	go	on	to	high	

schools	outside	the	Meritas	network.

	 By	utilizing	its	network	of	schools,	Hen-

derson	 International	 allows	 students	 to	

meet	with	students	on	sister	campuses	to	

collaborate	 on	 global	 issues,	 using	 tech-

nology	 to	meet	 and	 share	 information	 on	

year-long	projects.	

	 “We	 need	 to	 develop	 in	 our	 youth	 a	

strong	work	ethic	and	the	kind	of	skills	that	

are	necessary	for	their	participation	in	the	

economy,”	said	Seth	Ahlborn,	headmaster.	

With	 the	 growing	 healthcare	 industry	 in	

Southern	Nevada	and	the	schools	of	medi-

cine	 in	 the	 Valley,	 Ahlborn	 said	 there’s	 a	

need	for	“kids	who	envision	themselves	in	

that	kind	of	a	role.	There’s	got	to	be	a	better	

rate	 than	 40	 percent	 of	 our	 public	 school	

kids	going	to	college.	We	really	need	to	see	

a	trajectory	for	those	kids	being	successful	

and	participating	as	citizens.”	

	 For	students	who	are	college-bound,	a	

college	prep	school	can	give	them	an	ad-

vantage	 getting	 there.	 “We	 can	 do	 things	

the	 public	 school	 system	 just	 can’t	 be-

cause	we’re	a	different	model,”	said	Jeremy	

Gregersen,	head	of	school,	The	Meadows	

School.	 “Whereas	 the	 public	 school	 sys-

tem	needs	to	educate	an	entire	populace,	

which	 is	 incredibly	 valuable	 in	 a	 society,	

we	are	in	a	position	where	we’re	educating	

strictly	college-bound	kids.”

	 Towards	that	end,	The	Meadows	School	

like	many	private	schools	offers	small	class	

sizes,	with	low	student	to	teacher	ratios,	and	

instructors	 who	 hold	 master’s	 degrees	 in	

their	disciplines.	“Just	the	level	of	instruction	

we’re	 able	 to	offer	 is	 higher	 than	what	 the	

massive	public	school	system	can	do.”

	 And,	said	Gregersen,	 it’s	expensive.	“If	

the	state	tried	to	implement	this	model	on	

a	 statewide	 basis,	 I	 don’t	 think	 we	 could	

afford	it.”	Which	is	why	20	percent	of	their	

students	 are	 on	 some	 form	 of	 financial	

aid.	The	school	has	given	out	$7	million	in	

scholarships	over	 the	past	five	years.	The	

Meadows	School	 is	an	 independent,	non-

religious	preschool	through	12th	grade	col-

lege	 prep	 school	 with	 an	 entrance	 exam	

and	stringent	academic	requirements.	

	 While	many	may	disagree	on	how	 to	 fix	

the	 issues,	no	one	disagrees	on	 the	 impor-

tance	 of	 improving	 K-12	 education	 in	 this	

state.	Nevada’s	future	depends	on	our	lead-

ership’s	ability	to	continue	making	progress	

in	education.	
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SAY WHAT

According to a recent Rasmussen 
Report survey, 29 percent of likely 
voters believe the United States and its 
allies are winning the War on Terror. 
Alternatively, 39 percent think the 
terrorists are winning the war. This is 
the highest level of pessimism since the 
September 11, 2001 terror attacks.
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   Expert AdviceGAMING

as Vegas is the world’s gaming trendsetter. Renovate, re-
vamp and start again has always been the city’s mantra. To-
day’s competitive market, however, gives a greater urgency 
to	what’s	trending.	Today’s	competition	is	fierce	and	global	

with numerous experts saying the U.S. gaming market is saturated 
with	little	room	for	growth.	While	statistics	confirm	greater	competi-
tion,	numbers	also	reflect	a	robust	U.S.	market.	
 Regardless if gaming has hit or neared its saturation point, com-
petition and vying for customers is at a peak with no end in sight. 
Knowing what’s trending to attract and develop customers is critical 
but should be approached with a balance of cautiousness, boldness and 
planning. Before tearing down walls and ripping up carpet, designing 
and building for any trend should take into account what generates 
the most revenue. For a gaming property, the casino is still king. It’s 
the engine that drives everything else. We always recommend starting 
with	 the	basics—the	profit	generators—and	 from	 there	 researching	
historical data of properties that have maintained their appeal. Con-
cepts	that	repeatedly	weather	trends	include	property	flow	and	people	
movement, accessibly and hassle free parking. For business properties, 
the	right	ratio	of	meeting	and	convention	space,	in	addition	to	flexible	
function areas, continue to enhance and drive business.
 “Back in 2004, with the opening of Red Rock Casino Resort & 
Spa and before the ‘technology revolution,’ our design incorporated 
indoor/outdoor space and day-to-night venue use throughout the prop-
erty.	The	functionality,	operations	and	profitability	of	these	multi-use	
spaces continues to be important today,” said Brad Friedmutter, CEO 
of Friedmutter Group.
 Unfortunately, not all trends are timeless. “What’s trending now” 
in Las Vegas revolves around catering to a younger more tech savvy 
crowd. Young people age 21 -35 exhibit the highest rate of casino visi-
tation. With this new demographic of customers comes a new set of 
taste requirements.
 Nationwide, 26 percent of casino visitors say they never or rarely 
gamble during their trips. The good news is the average trip expendi-
tures for food, shopping and shows have increased. People are gam-
bling	less	and	spending	more	on	fine	dining	and	other	activities.	This	
bodes well for non-casino businesses. Businesses have an unprece-
dented opportunity to attract visitors who are interested in more than 
just gambling. 
	 So	what	does	the	younger	crowd	want?	The	younger	casino	visi-
tor is seeking a total experience. They want a mix of non-gaming 

amenities,	such	as	fine	dining,	shopping,	live	entertainment,	spas,	
and pool areas. Interestingly, today’s casino goers reportedly have 
the highest levels of education among all casino goers, with 66 per-
cent having completed college. Numbers also indicate that casino 
visitors,	young	and	old,	are	more	affluent	and	better	educated	than	
at any other time.
	 Trends	 to	appeal	 to	 the	young	include	smaller	casino	floors	by	
designing casinos as structures within structures. Spaces are seg-
mented according to demographics and tastes. The result is a person-
alized, intimate gaming experience.
 Mobile devices are another game changer. “The number of 
gaming devices and the social aspects of gaming will continue to 
drive	 the	size	of	 the	casino	floor.	As	mobile	devices	continue	 to	
play an important role in the gaming experience, and more elec-
tronic table games replace traditional games, less physical space 
may	be	required	for	the	gaming	floor.	However,	the	social	aspects	
of	gaming	will	continue	to	drive	the	design,	and	the	size	of	the	floor	
will be driven by accommodating a greater number of people and 
players to create the excitement and energy within the property,” 
said Friedmutter.
 Technology is changing all of gaming’s touch points, including de-
sign	and	construction.	In	construction,	it	has	created	efficiencies	in	
both work force and costs. Design ideas include moving, erecting and 
taking down walls digitally to create new spaces. 
 Many of today’s hospitality and gaming guests are more in 
tune to the environment. If a property can incorporate sustain-
ability into design and construction, it can market its environmen-
tally proactive stance.
 Deciding what trends to follow can be expensive, especially 
considering the probability of their short life span. Before starting 
any	renovation,	begin	with	what	generates	the	most	profit	and	then	
design	and	build	for	as	much	flexibility	as	possible	to	incorporate	
future changes, known and unknown. To maximize cost savings, 
work with your design and your construction team in the concept 
phase of the project. When invited to the table early, the general 
contractor can ensure design concepts are in line with realistic ex-
pectations according to current market conditions, including costs 
and availability of materials. It’s also the phase where we can maxi-
mize the greatest potential to plan your property for future adapt-
ability and constructability to incorporate construction changes 
and whatever is trending next.

L

INCORPORATING	COST	EFFECTIVE	CHANGES

GAMING TRENDS:

Dick Rizzo is Vice Chairman of Tutor Perini Building Corp.
Brad Friedmutter, CEO of Friedmutter Group also contributed to this article.
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SLOW & STEADY

By Doresa Banning

NEVADA’S	LUXURY	HOME
MARKET	REGAINS	TRACTION

A	 newly	built,	 6,400-square	 foot,	 5-bed-
room,	5-bathroom	custom	home	in	Incline	

Village	with	Lake	Tahoe	views	sold	about	

seven	 months	 ago	 for	 $5.1	 million.	 The	

two-story	boasted	hickory	floors,	granite	

countertops	 and	 fireplace,	 knotty	 alder	

cabinets	 and	 doors,	 vaulted	 ceilings,	 a	

heated	driveway,	elevator,	first-floor	mas-

ter,	game	room,	wine	closet	and	deck	and	

more.	The	residence	fits	the	definition	of	a	

luxury	home.	

	 Some	 say	 luxury	 homes	 are	 those	

priced	at	$650,000	and	above	while	oth-

ers	say	 it’s	 those	at	$1	million	and	high-

er.	Coldwell	Banker	 considers	 the	 luxury	

home	price	point	to	be	$750,000	and	up.

	 Luxury,	 though,	 isn’t	based	on	price,	

said	 Dena	 Hospodka,	 managing	 broker	

of	Coldwell	Banker	Select	Real	Estate’s	

Mt.	 Rose/Galena	 luxury	 boutique	 of-

fice	 in	Reno	and	a	member	of	 the	3,120	

member	Reno/Sparks	Association	of	Re-

altors	(RSAR).	Such	a	home	must	be	up	

to	date	and	incorporate	fine	finishes	and	

high-end	appliances	and	amenities.	A	$3	

million	 dollar	 home	 that’s	 obsolete,	 for	

example,	wouldn’t	qualify	as	luxury.	Fur-

ther,	the	desired	look,	style	and	features	

for	 a	 high-end	 home	 can	 differ	 among	

individuals.

	 “I	 think	 you	 can	 have	 a	 luxury	 home	

in	 each	 of	 the	 price	 segments,	 including	

those	 homes	 under	 $1	million.	 It	 really	 is	

about	what	a	buyer	is	looking	for	and	what	

they	consider	luxury,”	said	Tracy	Saunders,	

the	president	of	the	Incline	Village	Board	of	

Realtors	(IVBOR)	and	a	real	estate	agent	at	

Chase	International	in	Incline	Village.

	 In	the	North	Lake	Tahoe	region,	some	

of	 what	 buyers	 want	 are	 views,	 open	

floor	 plans,	 en-suite	 bedrooms	 (each	

with	a	bath),	mud	and	wine	rooms,	three-

car	 garages	 and,	 for	 the	 aging	 popula-

tion,	 main-level	 master	 bedrooms	 and	

elevators.	

	 Other	 sought	 after	 features	 through-

out	 Nevada	 are	 energy	 efficiency,	 secu-

rity,	 privacy,	 smart-home	 capabilities,	

saltwater	pools,	steam	showers,	built-ins	

like	warmers	and	pizza	ovens	and	some-

times	 green	 construction.	 Also	 popular	

are	cozy,	functional	outdoor	living	spaces	

including	covered	patios,	fire	pits,	ample	

seating	 and	 nearly	 floor-to-ceiling	 triple	

slider	doors	that	open	into	the	backyard.		

	 “I	believe	 that	 these	home	buyers	are	

very	 discretionary.	 They’ve	 done	 their	

homework.	 They’re	 looking	 for	 an	 ex-

tremely	well-built	house.	They	won’t	settle	

for	 faux	 anything,”	 said	 Teri	 Scharosch,	

the	executive	director	of	the	Builders	As-

sociation	 of	 Northern	 Nevada	 (BANN),	

which	 advocates	 on	 behalf	 of	 its	 500	

building	industry	member	companies.

	 With	 interest	 rates	 so	 low,	 now	 is	 an	

ideal	 time	 to	 purchase	 a	 Nevada	 luxury	

home,	experts	said,	and	in	certain	cases,	

good	deals	can	be	made.	

   Building Nevada
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Northern Nevada
Incline Village and Crystal Bay Offerings	

	 This	 North	 Lake	 Tahoe	 locale	 offers	

some	of	 the	most	 luxurious	 homes	 in	 the	

Silver	State.	 They’re	 scattered	 throughout	

the	community	in	new,	remodel	and	resale	

forms,	Saunders	said.		

	 Entirely	new,	ground-up	construction	is	

taking	 place	 but	 it	 is	minimal.	 This	 is	 be-

cause	 few	 land	 parcels	 are	 available	 and	

only	10	annual	permits	 for	 this	use	are	al-

located	for	 the	portion	of	Lake	Tahoe	that	

falls	within	Washoe	County.	

	 Also,	because	of	land	constraints,	sub-

divisions	of	new	luxury	homes	are	rare.	The	

exception	is	Incline	Creek	Estates,	which	is	

situated	on	the	former	Sierra	Nevada	Col-

lege	campus	property.	In	this	newer	gated	

community	 of	 57,	 two-story,	 single-family	

homes	above	$1	million,	building	and	sales	

continue.	

	 Remodels	of	existing	homes	into	luxury	

versions	are	common.	This	is	where	a	small	

portion	 of	 the	 original	 home,	 the	 founda-

tion	for	instance,	is	maintained	so	the	new	

structure	 qualifies	 as	 a	 remodel,	 thereby	

eliminating	the	need	for	and	cost	of	an	al-

located	permit.	

	 Most	 of	 the	 area’s	 luxury	 homes	 are	

resale.	The	median	price	of	 resale	homes	

on	the	market	over	$1	million	is	about	$2.2	

million,	 according	 to	 IVBOR	 data.	 Prices,	

in	 general,	 are	 climbing	 back	 to	 pre-

recession	 numbers,	 Saunders	 said.	 Four	

of	 the	 five	 homes	 sold	 since	March	 2014	

on	 Lakeshore	 Boulevard,	 the	 road	 that	

snakes	along	the	lake,	went	for	more	than	

$3	million.	The	highest	priced	resale	home	

last	year	sold	for	$10.4	million.	

	 In	 the	 first	 quarter	 of	 2015,	 Incline	 Vil-

lage/Crystal	Bay’s	luxury	market	has	been	

slightly	 depressed.	 Nine	 $1	 million-plus	

homes	 sold	 then,	 compared	 to	 19	 in	 the	

same	period	in	2014.	

	 Regardless,	demand	for	these	residenc-

es	is	on	the	rise,	Saunders	said,	particularly	

with	new	companies	moving	into	Nevada.		

states,	Hospodka	said.	A	good	number	are	

executives	 whose	 companies	 are	 coming	

to	the	area.	

	 The	way	 the	 potential	 buyers	 are	mar-

keted	to	is	changing.	Whereas	before	pro-

fessional	photographs	and	a	virtual	tour	of	

the	 home	 were	 all	 that	 was	 done,	 today,	

Hospodka	said,	 her	 firm	 for	 instance,	has	

shifted	 to	creating	and	using	 lifestyle	 vid-

eos	as	well,	which	highlight	the	region	and	

all	it	offers,	from	schools	to	recreation.

	 “It’s	become	about	telling	the	story,”	she	

added.	 “Every	property	has	a	 story.	 Then	

there’s	our	own	story	here	in	Northern	Ne-

vada,	not	 to	mention	our	 tax	benefits	 that	

we	constantly	need	to	talk	about.”

	 In	terms	of	financing,	lending	has	loosened	

a	 little	 whereas	 in	 past	 years,	 transactions	

were	all	cash.	Yet,	 it	still	remains	difficult	for	

buyers	to	obtain	jumbo	loans	and	for	builders	

to	obtain	project	financing.	With	jumbo	loans	

today,	buyers	should	begin	the	financing	pro-

cess	much	earlier	than	in	the	past,	Saunders	

said,	long	before	property	searching.	Getting	

them	to	do	so	can	be	difficult.

	 Another	challenge	can	be	assigning	an	

appropriate	price	to	a	luxury	home	and	get-

ting	the	sellers	to	agree	to	it.	Pricing	can	be	

difficult	 because	 adequate	 comparables	

may	 not	 exist	 in	 the	 neighborhood,	 and	

sellers	may	believe	their	property	 is	worth	

more	than	it	truly	is.	

	 Agents	also	struggle	sometimes	 to	get	

sellers	to	understand	luxury	homes	should	

be	 ready,	with	 repairs	and	 inspections	al-

ready	done,	by	the	time	of	listing	and	take	

more	time	to	advertise	and	sell	than	homes	

in	other	segments,	Saunders	said.	The	av-

erage	time	on	the	market	for	homes	priced	

at	 $750,000	 was	 about	 seven	 months	 in	

early	April.	

	 As	for	the	next	few	years,	the	luxury	mar-

ket	 will	 continue	 to	 grow,	 Scharosch	 pre-

dicted,	 particularly	 with	 Tesla	 Motors	 Inc.	

and	other	firms	setting	up	shop	in	the	north.	

	 “There’s	 always	 that	magic	 spot	 in	 the	

market,”	Hospodka	said.	“I	think	we’re	just	

getting	into	that.”

Reno-Sparks and Beyond

	 In	 the	 rest	 of	 Northern	 Nevada,	 luxury	

homes	 prices	 are	 trending	 upward	 but	

aren’t	at	pre-recession	 levels	yet,	and	de-

mand	 remains	steady.	 Inventory,	however,	

remains	low,	Hospodka	said.	

	 Although	BANN	doesn’t	track	the	num-

ber	of	new	luxury	homes	built	per	year,	the	

2014	 number	 for	 Northern	 Nevada	 was	

fewer	 than	 100,	 Scharosch	 said.	 Most	 of	

this	 construction,	 primarily	 build-to-suit	

homes,	is	taking	place	in	the	south	subur-

ban	Reno	corridor	and	westward	in	master-

planned	 communities,	 such	 as	Montreux,	

Galena	Forest,	St.	James’s	Village,	Saddle-

horn	and	ArrowCreek.

	 Further	 south,	 some	 custom	 luxury	

homes	are	being	built	in	the	Sierra	Nevada	

foothills,	such	as	 in	the	Jobs	Peak	area	 in	

Minden.	 Others	 are	 being	 constructed	 in	

Somersett,	 a	 master-planned	 community	

in	northwest	Reno.	

	 Numerous	 luxury	 homes	 up	 for	 resale	

are	scattered	throughout	the	region.	In	the	

first	quarter	of	2015,	the	median	home	price	

of	those	was	between	$1	and	$1.9	million,	

RSAR	data	showed.

Market Trends and
Challenges 
	 Buyers	of	new	and	resale	luxury	homes	

in	Northern	Nevada	tend	to	be	from	out-of-

state,	 many	 from	 Southern	 and	 Northern	

California	but	also	Texas,	Arizona	and	other	

LUXURY HOMES   Building Nevada
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SAY WHAT

To celebrate Mother’s Day, Nevada 
Prepaid Tuition will be awarding the first 
baby born on May 10 in both Northern 
and Southern Nevada with a one-year 
paid college tuition.

Southern Nevada
	 Of	 the	 6,400	 new	 Southern	 Nevada	

homes	built	in	2014,	about	200	were	luxury	

in	the	price	range	of	$650,000	and	up,	said	

Nat	Hodgson,	CEO	and	executive	director	

of	the	Southern	Nevada	Home	Builders	As-

sociation,	 a	 360-member	 trade	 organiza-

tion	representing	the	residential	construc-

tion	industry.

	 These	 new	 residences	 comprise	 both	

custom	 but,	 predominantly,	 production	

homes,	which	are	 located	 throughout	Las	

Vegas	and	Henderson,	but	primarily	in	the	

Summerlin,	 Southern	 Highlands,	 Anthem	

and	Green	Valley	communities,	 said	Keith	

Lynam,	the	president	of	the	Greater	Las	Ve-

gas	Association	of	Realtors	(GLVAR)	and	an	

agent	 and	 sales	 associate	 at	Windermere	

Real	Estate	in	Las	Vegas.	

	 Custom	 homes	 are	 being	 erected	 on	

available	 lots,	 for	 instance,	 in	 The	Ridges	

in	Summerlin	and	both	Olympia	Ridge	and	

Augusta	Canyon	in	Southern	Highlands.

	 As	 for	 production	 luxury	 homes,	 Blue	

Heron	 boasts	 three	 such	 communities	 in	

Henderson:	Marquis	Seven	Hills,	Sky	Ter-

race	 and	 Horizon	 Lights.	 William	 Lyon	

Homes	 is	building	The	Premier	Collection	

at	 Sterling	 Ridge	 in	 Summerlin	 and	 Tus-

can	Cliffs	in	Southern	Highlands.	Pinnacle	

Homes	offers	luxury	homes	in	Sable	Creek	

in	Northwest	Last	Vegas.	

	 In	the	Greater	Las	Vegas	area,	whose	

jurisdiction	 encompasses	 Clark,	 Nye,	

Lincoln	 and	 White	 Pine	 counties,	 the	

median	 home	price	of	 a	 resale	 home	 in	

the	$1	million-plus	price	range	in	2015’s	

first	quarter	was	$1.4	million,	according	

to	GLVAR	data.

	 Last	year,	in	the	same	region,	234	resale	

$1	million-plus	homes	sold.	This	compares	

to	 259	 in	 2013	 and	 445	 in	 pre-recession	

2007.	Whereas	 last	year,	an	average	of	59	

luxury	homes	priced	$1	million	and	up	sold	

each	 quarter,	 in	 the	 first	 quarter	 of	 2015	

only	29	sold.

	 “We’re	lagging	behind.	Now,	buyers	are	

more	discernible.	There	 is	still	a	 reticence	

to	 jump	 in,”	Lynam	said,	adding	 that	after	

the	recession,	investors	and	buyers	who’d	

been	 sitting	on	 the	 sidelines	 rushed	back	

into	the	market.	

	 So	far	this	year,	no	offers	were	made	on	

16	percent	more	luxury	homes	for	sale	than	

last	 year,	 which	 suggests	 the	 properties	

may	be	overpriced,	Lynam	said.	

	 The	 reason	 likely	 isn’t	 the	 availability	

of	 high-rise	 residences.	 That	 sector,	 con-

struction	in	which	has	slowed	dramatically,	

doesn’t	 affect	 luxury	 home	 sales,	 Lynam	

said,	because	it	caters	to	a	different	type	of	

person.

	 “It’s	 either	 you	 want	 a	 single-family	

home	or	you	want	a	high	rise,”	he	added.

	 Some	buyers	of	new	and	 resale	 luxury	

homes	are	from	Nevada,	but	most	are	from	

outside	 the	 state,	 Lynam	 said.	 Many	 are	

from	California,	but	a	fair	amount,	too,	are	

international	buyers,	especially	from	Cana-

da	and	China.	

What’s to Come
	 Two	new	luxury	home	communities	are	

coming	 online	 in	 Southern	 Nevada.	 One	

is	 Sandstone	 Edge,	 on	 S.	 Buffalo	 Drive	

across	 from	 the	 All	 American	 Park	 (east	

of	Summerlin)	 in	Las	Vegas,	 in	which	D.R.	

Horton	 is	 building	 11	 modern,	 courtyard-

style	 Emerald	 Homes	 brand	 residences.	

They’ll	 feature	 roof-top	 decks,	 attached	

guestrooms,	glass	garage	doors,	stainless	

steel	appliances	and	more.	

	 Howard	 Hughes	 Corp.	 and	 Discovery	

Land	Co.	are	planning	the	other	one—270	

homes	on	550	acres	in	Summerlin	with	an	

18-hole	 Tom	 Fazio-designed	 golf	 course	

and	other	amenities.	Development	is	slated	

to	start	this	quarter.

	 Overall,	buyers	are	returning	to	the	lux-

ury	home	market,	Lynam	said,	despite	the	

slower	first	three	months	of	this	year.	

	 “I	 think	 it’s	 going	 to	 take	 some	 time,	

but	we’re	getting	there,”	he	added.	“When	

they’re	 ready	 to	 buy,	 they’re	 buying,	 and	

they’re	better	prepared	buyers.”

   Building Nevada

Keith

Lynam
Greater Las Vegas
Association of Realtors

Nat

Hodgson
Southern Nevada Home 
Builders Association
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Around the State

LandWell Company 
Donates 14-acres to 
Lake Mead Christian 
Academy
The LandWell Company, developer of the 
2,200 acre master planned community Ca-
dence, has donated 14-acres of the commu-
nity to the Lake Mead Christian Academy 
to accommodate the school’s expansion. The 
school, which was founded in 1989, begins 
construction immediately and is expected to 
open for the 2016 school year.

Roseman Purchases 
Former Nevada Cancer 
Institute Building
Roseman University of Health Sciences has 
acquired	the	flagship	building	of	the	former	
Nevada Cancer Institute in Summerlin from 
the University of California, San Diego. The 
building has been vacant since January of 
2013 and the school has plans to revitalize the 
property. The purchase expands Roseman’s 
Summerlin campus which includes the Ralph 
& Betty Englestad Cancer Research building 
across the street. The campus houses Rose-
man’s College of Medicine.

Project ReCharge 
Energizes Northern 
Nevada Students
A collaboration between the University 
of Nevada, Reno Raggio Research Center 
for STEM Education, the Washoe County 
School District and Envirolution, Project 
ReCharge brings energy education and 
monitoring to schools. The project is de-
signed to teach students about energy usage 
and conservation. Professional development 
workshops and research-based energy ef-
ficiency	 curriculum	will	 be	 added	 to	math	
and science classes. In addition, students and 
teachers will conduct energy audits and rec-
ommend ways to save money.

mailto:suppliesandservice@tangerineom.com
mailto:sales@tangerineom.com
http://www.tangerineom.com
http://www.equiinet.com
http://www.landwellco.com/
http://www.landwellco.com/
http://www.lmca.org/
http://www.lmca.org/
http://www.roseman.edu/
http://www.roseman.edu/
https://ucsd.edu/
http://www.unr.edu/raggio-center
http://www.unr.edu/raggio-center
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   Face to FaceAround the State

LETICIA MURPHY
Licensed Marriage and

Family Therapist
Murphy Counseling and Associates

KATIE COOMBS
Owner

Financial Advisor, LLC

LAS VEGASCARSON CITYRENO

HOW DID YOU FIRST GET INTO
YOUR PROFESSION?
My	brother,	Travis	Owen,	had	a	degree	

in	horticulture	and	 I	was	 interested	 in	

owning	a	business	with	a	lot	of	growth	

potential.		We	purchased	Reno	Green	

Landscaping	in	2004.	

WHEN YOU WERE A KID,
WHAT DID YOU WANT TO BE?
When	I	was	a	kid,	I	wanted	to	be	an	air-

line	pilot.		I	received	my	Private	Pilot’s	Li-

cense	in	1988.		I	decided	to	keep	flying	as	

a	hobby	instead	of	as	a	profession.

IF YOU COULD HAVE COINED A 
SINGLE PHRASE OF WISDOM,
WHAT WOULD IT BE?
You	 are	 successful	 not	 because	 of	 the	

projects	 you	 won,	 but	 because	 of	 the	

ones	you	didn’t.

WHAT IS THE BEST MOMENT
OF YOUR CAREER? 
The	best	moment	of	my	career	was	in	

the	 first	 year	 of	 owning	 Reno	 Green	

Landscaping,	 we	 were	 awarded	 a	

7-figure	 contract	 to	 install	 a	 large-

scale	landscape	project.

WHAT BUSINESS ADVICE WOULD 
YOU GIVE SOMEONE JUST
STARTING IN YOUR INDUSTRY?  
Treat	 your	 company	 as	 a	 business.		

You	 can	 help	 others	 and	 still	 get	

paid.	 Establish	 a	 business	 budget	

and	a	business	savings	account.

WHAT IS A LITTLE KNOWN
FACT ABOUT YOURSELF? 
At	times	I	can	be	silly	and	adventurous.		

A	good	example	was	when	my	daugh-

ter	called	me	up	and	said	lets	dress	up	

in	 costumes	 and	 try	 out	 for	 the	 Let’s	

Make	A	Deal	Show.		I	dressed	up	like	

a	baby	and	off	we	went.	 It	was	a	 fun	

experience	and	my	daughter	won	a	trip	

and	took	me.

WHAT DO YOU WISH YOU WOULD 
HAVE LEARNED AT THE BEGINNING 
OF YOUR CAREER?
You	 can’t	 help	 everybody.	 Some	

people	 are	 not	 really	 ready	 to	make	

changes	 at	 a	particular	 time	 in	 their	

lives.	 Some	 people	 are	 slow	 cooker	

when	 it	 comes	 to	 making	 changes	

and	others	are	microwave.		Neither	is	

right	or	wrong,	but	are	just	different.

HOW DID YOU FIRST GET INTO
YOUR PROFESSION?  
I	began	working	at	a	credit	union	in	col-

lege	supporting	a	financial	services	rep-

resentative.	I	was	drawn	to	the	process	

of	helping	people	with	all	aspects	of	their	

financial	picture.

IF YOU COULD BE ANY
FICTIONAL CHARACTER, WHO 
WOULD YOU BE AND WHY?
Rocky	 Balboa.	 I	 would	 want	 to	 inspire	

people	the	way	he	 inspired	me	growing	

up.	 There	 is	 nothing	 more	 motivating	

than	someone	who	can	get	up	after	be-

ing	knocked	down	over	and	over	again.

IF YOU COULD HAVE COINED
A SINGLE PHRASE OF WISDOM,
WHAT WOULD IT BE? 
If	you	serve	your	community,	you	will	show	

your	children	what	true	passion	looks	like.

WHAT DO YOU WISH YOU WOULD 
HAVE LEARNED AT THE BEGINNING 
OF YOUR CAREER?
That	it	is	okay	to	let	certain	clients	go.	

You	don’t	have	to	allow	negative	ener-

gy	in	your	office,	just	like	you	shouldn’t	

in	your	home.

MOVERS & SHAKERS

SCOTT OWEN
President

Reno Green Landscaping

http://www.renogreen.com/
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N

Sale, Industrial
ADDRESS	1600	&	1609	Stocker	St.,	89030
BUYER	Larry	Alfred	Britz
SELLER	Clark	County	Credit	Union
DETAILS	5,652	SF;	$520,000
APN	139-22-811-014
SELLER’S REP	Grant	Traub	and	Chris	
Connell,	CCIM	of	Colliers	International

Sale, Industrial
ADDRESS	2313	Mendenhall	Dr.,	89081
BUYER	Herrick	Family	LLC
SELLER	Sutta	&	Sutta	LLC
DETAILS	26,700	SF;	$1,991,000
APN	139-02-613-007
BUYER’S REP	Neil	Sorkin	&	Leo	
Biedermann	of	Cushman	&	Wakefield	
Commerce
SELLER’S REP	Mark	Kincaid	of	Forever	99	
Realty

Lease, Industrial
ADDRESS	4980	Statz	St.,	Ste	120,	89081
TENANT	Columbia	River	Logistics,	Inc.
LANDLORD	Golden	Triangle	Industrial	Park
DETAILS	32,722	SF;	$423,039	for	three	years
TENANT’S REP	Art	Farmanali,	SIOR	of	
Cushman	&	Wakefield	Commerce
LANDLORD’S REP	Donna	Alderson,	SIOR	
of	CBRE

NW

Sale, Land
ADDRESS	SW	Corner	of	Durango	Dr.	&	Deer	
Springs,	89149
BUYER	The	786	Children’s	Education	Trust
SELLER	James	R.	Marsh
DETAILS	1.89	acres;	$1,900,000
APN	125-20-301-027
BUYER’S REP	Abdus	Asif	of	Active	
Commercial
SELLER’S REP	David	Lipp,	CCIM	of	
Newmark	Grubb	Knight	Frank

S

Project, Other
ADDRESS	3786	S.	Las	Vegas	Blvd.,	89109
CONTRACTOR OF RECORD	DC	Building	
Group
DETAILS	DC	Building	Group	has	completed	
the	$4.76	million	remodel	of	M&M	World	Las	
Vegas	at	Showcase	Mall	on	the	Las	Vegas	
Strip.	The	31,056	SF	project	includes	a	new	

E

Project, Industrial
ADDRESS	4025	E.	Cheyenne	Ave.,	89115
CONTRACTOR OF RECORD	United	
Construction	Company
DETAILS	Construction	is	underway	on	
Dermody	Properties’	LogistiCenter	Cheyenne.	
The	381,804	SF	distribution	facility	will	feature	
a	32-foot	clear	height,	80	trailer	stalls	and	248	
parking	stalls.	The	project	is	expected	to	be	
complete	in	October	of	this	year.

H

Sale, Land
ADDRESS	E	Corner	of	Carnegie	St.	&	Kenneth	
Ave.,	89052
BUYER	Chabbad	of	Green	Valley
SELLER	5802	&	Acquisitions,	LLC
DETAILS	1.87	acres;	$690,000
APN	178-30-202-014
BUYER’S	REP	Michael	T.	Brazill	of	Sun	
Commercial	Real	Estate,	Inc.
SELLER’S	REP	Michael	Stuart	of	Colliers	
International

Sale, Office
ADDRESS	2900	W.	Horizon	Ridge	Pkwy,	Ste	
200,	89052
BUYER	Savant	Investment	Partners
SELLERS	Stepping	Stone	Ventures	LLC
DETAILS	6,331	SF;	$1,400,000
APN	177-25-411-020
SELLER’S	REP	Bob	Hawkins	&	Dan	Palmeri	of	
Cushman	&	Wakefield	Commerce

Lease, Retail
ADDRESS	617	Mall	Ring	Cir.,	Ste	120,	89014
TENANT	Wellness	Connection	of	Nevada	LLC
LANDLORD	Galleria	Pavilion	LLC
DETAILS	6,466	SF;	$839,588	for	five	years
TENANT’S REP	Kendall	Thacker	of	Encore	
Commercial	Inc.
LANDLORD’S REP	Eric	Berggren	of	Newmark	
Grubb	Knight	Frank

[BC]  BOULDER CITY  [E]  EAST  [H]  HENDERSON  [N]  NORTH  [NW]  NORTHWEST  [O]  OTHER  [S]  SOUTH  [SW]  SOUTHWEST  [WC]  WASHOE COUNTY

DEAL TRACKER

NASCAR	Display,	circular	light	openings	and	
an	M&M	Color	Wall.	FITCH	served	as	the	
architect	of	record.

Sale, Office
ADDRESS	3627	&	3620	Sunset	Rd.,	89120
BUYER	Whatcom	Investments	Inc.
SELLER	Sunset	Pecos	II	LLC
DETAILS	7,500	SF;	$690,000
APN	178-01-412-003
SELLER’S REP	Jason	T.	Lesley,	CCIM	
&	Bridget	Richards,	CCIM	of	Colliers	
International

Lease, Industrial
ADDRESS	3595	E.	Patrick	Ln.,	Ste	900,	
89120
TENANT	Pacific	Parts	Warehouse
LANDLORD	Distribution	and	Storage	of	
Auto	Parts
DETAILS	8,642	SF;	$310,636	for	63	months
TENANT’S REP	James	Griffis	of	MDL	Group
LANDLORD’S REP	Spencer	Pinter	of	
Colliers	International

SW

Project, Other
ADDRESS	7025	S.	Fort	Apache	Rd.,	89148
CONTRACTOR OF RECORD	Burke	
Construction	Group
DETAILS	Burke	Construction	Group	has	
begun	construction	on	The	Howard	Hughes	
Corporation’s	new	Summerlin	Aquatic	
Center.	The	25,000	SF	project	will	feature	a	
25-meter,	10-lane	swimming	pool,	as	well	
as	shallow	children’s	pools,	play	areas	and	
multi-purpose	rooms.	Erik	B.	Peterson,	
AIA	designed	the	$7,017,687	project.	
Construction	is	scheduled	for	completion	in	
December	2015.

Sale, Retail
ADDRESS	4840	S.	Fort	Apache	Rd.,	89147
BUYER	FAE	Holdings	458129R	LLC
SELLER	PWDAF	Fort	Apache	LLC
DETAILS	6,000	SF;	$980,000
APN	163-20-414-009
SELLER’S REP	Joe	Bonifatto	of	Colliers	
International

Summerlin	Aquatic	Center

http://unitedconstruction.com/
http://unitedconstruction.com/
http://www.dermody.com/
http://www.chabadofgreenvalley.org/
http://www.suncommercialre.com/
http://www.suncommercialre.com/
http://www.colliers.com/en-us
http://www.colliers.com/en-us
http://savantinvestments.com/
http://www.comre.com/
http://www.ngkf.com/
http://www.ngkf.com/
http://www.ngkf.com/
http://www.f99realty.com/Team/
http://www.f99realty.com/Team/
http://www.columbiariverlogistics.net/
http://www.cbre.com/EN/Pages/Home.aspx
http://activecommercial.vegas/
http://activecommercial.vegas/
http://buildwithdcbg.com/
http://buildwithdcbg.com/
http://www.mdlgroup.com/
http://www.burkecgi.com/
http://www.howardhughes.com/
http://www.howardhughes.com/
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   Red Report

Lease, Industrial
ADDRESS	7350	Dean	Martin	Dr.,	Ste	310,	
89139
TENANT	Lone	Mountain	Excavation
LANDLORD	KTR	Capital	Partners
DETAILS	9,870	SF;	$410,773	for	62	months
TENANT’S REP	Cathy	Jones,	CCIM	and	
Paul	Miachika	of	Sun	Commercial	Real	
Estate,	Inc.
LANDLORD’S REP	Jeremy	Green	of	CBRE

WC

Sale, Industrial
ADDRESS	531	Vista	Blvd.,	89434
BUYER	Peca	LLC
SELLER	Vista	business	Park	LLC
DETAILS	7,955	SF;	$573,510
APN	037-370-20

Sale, Industrial
ADDRESS	2775	Highway	40	W.,	89439
BUYER	Woodruff	Investments	LLC
SELLER	Sinclair	Investments	LLC
DETAILS	12,500	SF;	$1,085,000
APN	038-850-04

http://www.stabledevelopment.com
http://ktrcapital.com/
http://www.nevadabusiness.com/?p=26242&utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20May%202015
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SOUTHERN NEVADA NORTHERN NEVADA

	 After	a	great	year	for	the	industrial	mar-

ket	in	Northern	Nevada,	2015	started	slow-

ly.	Many	companies	 looking	to	relocate	or	

expand	 in	 the	 fourth	quarter	of	2014	have	

paused	 and	 are	 targeting	 the	 second	 to	

third	quarter	of	this	year.	Interest	remained	

strong	as	the	market	continues	to	ready	it-

self	for	the	demand	coming	in	2015.

	 Several	 large	 transactions	 were	 com-

pleted	in	the	first	quarter	including	Battery	

Systems,	Almo	Corp	and	Cascade	Design.		

Although	 activity	 was	 strong	 the	 vacancy	

rose	slightly	as	Zulily	vacated	its	former	fa-

cility	for	a	larger	one	and	Conco	finished	up	

its	 speculative	300,000	 square	 foot	build-

ing	in	the	Tahoe	Reno	Industrial	Center.

	 New	 development	 continues	 in	 the	

North	Valley	submarket	with	Panattoni	de-

veloping	770,000	square	feet	for	Petco	and	

Dermody	adding	400,000	square	feet	near	

the	newly	completed	Amazon	facility.		Ap-

proximately	 two	million	square	 feet	of	ad-

ditional	space		is	expected	to	be	added	to	

the	market.

	 Smaller	 transactions	 were	 active	 in	

the	 first	 quarter	 pushing	 rates	 up	 in	 the	

smaller	 industrial	 sector	 as	 well.	 Demand	

increased	 for	 small	 industrial	 space	 with	

yards	 as	 contractors	 are	 busy	 again	 with	

new	projects.

	 Overall	the	industrial	outlook	for	2015	is	

very	 positive.	 First	 quarter	 net	 absorption	

was	positive	and	the	trend	is	anticipated	to	

continue.

	 The	 overall	 vacancy	 rate	 for	 the	 Las	

Vegas	Valley	 industrial	market	 in	Q1,	2015	

was	6.9	percent,	a	drop	of	0.3	points,	from	

7.2	percent	 in	Q4,	2014.	The	first	quarter’s	

decline	equates	to	nine	straight	quarters	of	

declining	 industrial	 vacancies.	 The	 strong	

growth	in	the	demand	for	industrial	space,	

paired	with	 resurgent	construction,	 shows	

that	 the	 Valley’s	 industrial	 sector	 is	 once	

again	going	strong.

	 Completions	 were	 51,500	 square	 feet,	

in	 one	 project.	 The	 completed	 project	 is	

the	 MMC	 Contractors	 West	 Light	 Indus-

trial	 building	 in	 the	 southwest	 submarket.	

This	nudged	the	Valley’s	industrial-base	up	

to	 108.3	 million	 square	 feet.	 Net	 absorp-

tion	 remained	positive	 for	 the	quarter	with	

356,000	square	feet	of	space.	

	 Space	 under	 construction	 in	 the	 quar-

ter	grew	to	3.5	million	square	feet.	Thirteen	

projects	 comprised	 this	 space,	 including	

several	 large	 warehouse/distribution	 proj-

ects	 of	 more	 than	 400,000	 square	 feet:	

Pauls	Corporation	Industrial	Buildings	near	

Lone	Mountain	Road	in	the	northwest	sub-

market	 (443,000	 square	 feet),	 Las	 Vegas	

Corporate	Center	 #19	 in	North	 Las	 Vegas	

(464,200	 square	 feet),	 Jones	 Corporate	

Park	at	Sunset	and	Jones	in	the	southwest	

(416,000	square	 feet),	Blue	Diamond	Busi-

ness	Center	Buildings	#6	and	#10		(430,000	

and	495,000	square	feet,	respectively)	and	

Switch’s	Supernap	#9	on	Jones	Boulevard	

(575,000	square	feet).

   Commercial RE Report

INDUSTRIAL
SUMMARY
FIRST	QUARTER	2015

Southern Nevada analysis and statistics compiled by

RCG Economics, Northern Nevada analysis provided 

by Dickson Commercial Group, Q1 statistics were not 

available for Northern Nevada.

TOTAL MARKET

Total Square feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease sf/mo (nnn)

Under Construction

Planned

WAREHOUSE/DISTRIBUTION

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

INDUSTRIAL/LIGHT INDUSTIAL/MANUFACTURING

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

R&D/FLEX

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

NEXT MONTH: OFFICE
ABREVIATION KEY

MGFS:

SF/MO:

NNN:

Modified Gross Full-Service

Square Foot Per Month

Net Net Net

INDUSTRIAL
FIRST QUARTER

http://www.mmccontractors.com/
http://www.mmccontractors.com/
http://www.thepaulscorporation.com/
http://www.thepaulscorporation.com/
http://www.batterysystems.net/
http://www.batterysystems.net/
https://www.almo.com/
http://www.cascadedesigns.com/
http://www.tahoereno.com/
http://www.panattoni.com/
http://www.petco.com/
http://www.dermody.com/
http://Amazon.com
http://www.dicksonrealty.com/
http://www.nevadabusiness.com/?p=26238&utm_source=PDF&utm_medium=PDF&utm_campaign=PDF%20PDF%20May%202015


69MAY 2015   NEVADA BUSINESS MAGAZINE

he	“third”	estimate	 for	 fourth	quarter	
2014	shows	U.S.	real	gross	domestic	
product	 increasing	 at	 an	 annualized	
rate	of	2.2	percent.	Compared	to	the	
“second”	 estimate,	 personal	 con-

sumption	expenditures	increased	more,	but	were	
offset	by	 smaller	 changes	 in	private	 inventories.	
Nonresidential	fixed	investment,	residential	invest-
ment,	and	state	and	 local	government	spending	
also	made	positive	contributions.	Net	exports	and	
federal	government	spending	made	negative	con-
tributions.	U.S.	nonfarm	employment	experienced	
slightly	lower	gains	in	March,	adding	126,000	jobs	
over	February.	The	unemployment	rate	remained	
constant	at	5.5	percent.	Housing	starts	fell	year-
over-year,	and	housing	prices	experienced	a	slight	
decline.	 Consumer	 confidence	 rose	 while	 con-
sumer	sentiment	fell	for	the	most	recent	data.	In	
addition,	oil	prices	are	at	their	lowest	levels	since	
the	Great	Recession.	
	 The	Nevada	economy	evidenced	mixed	sig-
nals	with	the	most	recent	data.	Seasonally	adjust-
ed,	statewide	employment	decreased	by	500	jobs	
from	January	to	February,	but	it	was	up	3.1	percent	
year-over-year.	 The	 Nevada	 unemployment	 rate	
remained	 constant	 at	 7.1	 percent.	 Taxable	 sales	
continued	to	show	strong	year-over-year	growth,	
up	8.3	percent.	Total	air	passengers	were	down	
6.5	percent	 over	 the	 same	 time	period.	Gaming	
revenue	also	experienced	losses	for	the	month	and	
was	down	1.1	percent	from	February	2014.
	 For	 Clark	 County,	 seasonally	 adjusted	 em-
ployment	rose	from	January	to	February	by	3,000	
jobs	and	was	up	3.2	percent	year-over-year.	The	
Las	Vegas	unemployment	rate	remained	constant	
at	 7.0	 percent.	 Total	 passengers	 at	 McCarran	
Airport	were	 up	2.9	percent	 from	a	 year	 earlier.	
February	visitor	volume	was	up	0.7	percent	from	
a	year	ago.	Gaming	revenue	was	1.7	percent	lower	
than	 in	 February	 2014.	 Clark	 County’s	 taxable	
sales	 for	January	were	8.9	percent	above	those	
of	a	year	earlier.	Residential	construction	permits	
increased	from	January	to	February.	Commercial	
construction	permits	remained	at	a	low	level.
	 The	most	 recent	 data	 show	mostly	 positive	
signals	for	Washoe	County.	Seasonally	adjusted,	
Reno-Sparks’	 employment	 experienced	 an	 in-
crease	 from	 January	 to	 February	 of	 1,400	 jobs	
and	was	up	over	a	year	ago,	by	3.3	percent.	The	
seasonally	adjusted	Reno-Sparks	unemployment	
rate	 fell	 from	 6.6	 percent	 to	 6.5	 percent.	 Com-
pared	to	a	year	earlier,	January	visitor	volume	was	
up	10.9	percent.	Total	air	passengers	were	down	
4.6	percent	from	December	2013.	Gaming	reve-
nues	for	February	were	up	3.4	percent	from	a	year	
earlier.	 Residential	 construction	 increased	 from	
January	to	February,	while	commercial	construc-
tion	permits	remained	low.	
	 For	the	third	straight	quarter,	the	U.S.	econo-
my	experienced	growth—rebounding	from	a	weak	
first	quarter.	Consumer	spending	remains	strong,	
although	some	aspects	of	the	housing	market	are	
no	longer	improving.	

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

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

Ryan T. Kennelly
UNLV Center for Business

and Economic Research

GROWTH
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Employment

Unemployment Rate*

Taxable Sales

Gaming Revenue

Passengers

Gasoline Sales

Visitor Volume

Employment

Unemployment Rate*

Taxable Sales

Gaming Revenue

Residential Permits

Commercial Permits

Passeng..ers

Gasoline Sales

Visitor Volume

Employment **

Unemployment Rate*

Taxable Sales

Gaming Revenue

Residential Permits

Commercial Permits

Passengers

Gasoline Sales

Visitor Volume

Employment

Unemployment Rate

Consumer Price Index

Core CPI

Employment Cost Index

Productivity Index

Retail Sales Growth

Auto and Truck Sales

Housing Starts

Real GDP Growth***

U.S. Dollar
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S and P 500

Real Short-term Rates*

Treasury Yield Spread

Note: NSA = Not Seasonally Adjusted, SA = Seasonally Adjusted
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How will Senator Harry Reid’s
retirement affect Nevada?

“Senator Harry Reid’s 
retirement will have a 
profound effect on our 
state. It will take years 
to accumulate the power 
and prestige Senator 
Reid’s position brought 
to Nevada. He will be 
missed.”

“The state got a lot 
of recognition in 
Washington but what 
long-term projects did he 
bring to Nevada while in 
office?	Nevada	is	better	
off without him, we can 
do much better.”

“He is a huge supporter 
of our legal community 
and encouraged pro bono 
services.  Senator Reid 
personally thanked me 
for my services on one of 
my	first	pro	bono	cases	
involving a family from 
Searchlight.”

“Senator Harry Reid’s 
retirement should be good 
for this state. If nothing 
else, we’ll get a fresh 
perspective. He’s done 
some harm and he’s done 
some good, but my hope 
is that our future elected 
leaders do a better job for 
Nevada.”

“Senator Reid is a 
memorable icon in politics 
nationwide. His departure 
is an opportunity for new 
leadership to develop 
policies and laws that focus 
on economic development 
and work to strengthen our 
business community.”

Jeffrey Lowden | President,
Sky West Real Estate Services

Jennifer Braster | Managing Partner, 
Naylor & Braster, Attorneys at Law

Shelley Berkley | CEO & Senior Provost, 
Touro University Western Division

Lyle Brennan | Publisher,
Nevada Business Magazine

Jesse Ferrell | Founder, JessTalk 
Speaking, Training & Coaching Firm

Elizabeth Trosper | Principal,
Trosper Communications

“Senator Reid’s retirement 
reflects	the	loss	of	a	
tireless Nevada champion 
who served in the highest 
levels of senior leadership 
in the U.S. Senate. Love 
or hate him, Senator Reid 
never forgot where he 
came from.”

   Last Word
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