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The Commentary

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.

The Second Amendment is a 
RIGHT … not a privilege.
 Most American’s support stricter gun controls. So I write this at the risk of being thrown 
into Hillary’s “Basket of Deplorables” and knowing my e-mail account will be bombarded 
with letters from folks livid that I could be so ignorant as to oppose stricter gun controls. 
But, I’m okay with both.
 Next month, Nevadans will be asked to vote on Question 1, which would add a restric-
tion to the sale or transfer of firearms. If passed, the law will require transfers, with few 
exceptions including those to immediate family, be done through a licensed gun dealer 
who runs a background check. The dealer may charge a “reasonable fee” for the service. 
Failure to go through a licensed dealer may result in a $2,000 fine, and otherwise law-
abiding citizens could end up going to prison for up to a year. 
 There are a number of reasons I oppose this bill. First of all, I believe its a preamble to a 
gun registry....which is a preamble to confiscation. If you think I’m smoking dope (which, by 
the way is another issue we’ll be voting on), do a quick study on how the American Indian 
lost their weapons, their freedom and their land. It was done one calculated step at a time.
 Most people don’t realize the Federal Gun Owners Protection Act of 1986 makes it illegal 
for the national government, or any state, to keep any sort of database or registry that ties 
firearms directly to their owner. But, just because it’s illegal doesn’t mean the government 
won’t break the law. The ATF keeps at least five databases on specific firearms and owners. 
 Imposing new laws will never cause criminals to follow the law. In fact, this law would 
instead make criminals out of law-abiding citizens. And, those intent on doing evil will con-
tinue to obtain firearms through the black market, straw purchasers and theft. Regardless 
of background checks, insane people will still be able to get guns. James Holmes, the 
Aurora shooter, was judged sane under Colorado law, was under psychiatric treatment 
and legally purchased the weapons used in the shootings. According to the National Rifle 
Association, many law enforcement officials, who are on the front lines when it comes to 
dealing with gun control, oppose Question 1.
 Aside from the fact the law won’t keep guns out of the wrong hands, what about the 
cost? Do a quick case study on our neighbors to the north and their expensive exercise in 
gun registration. Canada introduced gun registration in 1993 with an estimated annual tab 
of $2 million. In 2002, an audit by the country’s Department of Justice estimated the costs 
would be more than a billion by 2004, while revenue from license fees would be about $140 
million for the same period. Add to that estimates that 70 percent of guns in the country 
were never registered and the program was abandoned in 2012. Can we not learn from the 
mistakes of others?
 If you’re a regular reader of the magazine, you may recall my commentary back in May 
of this year whereby I detailed our state’s recent history with gun laws. While that commen-
tary did mention our governor vetoing the proposal in 2013, I neglected to thank him for his 
leadership. So thank you Governor Sandoval for your reasonable approach to gun control.
 Call to Action: We seem to have a basic misunderstanding in this country regarding 
First Amendment Rights. Gun ownership is not a privilege ....it is our constitutional right. 
And the government needs to stop infringing on that right by imposing more restrictions on 
gun ownership. I urge you to go to the polls in November and vote NO on Question 1.

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

Vote NO on Question 1
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Cindy Kiser 
Murphy

Carolynn
Towbin

Debbie
Roxarzade

Marily
Mora

Not Pictured:
Helen

Lidholm

FEMALE   executives and business owners hold influential positions throughout the state and continue to break 

through the glass ceiling with their drive and determination no matter the obstacles before them. Representing a 

variety of industries from gaming and technology to government and health sciences, the following women truly 

epitomize what it means to be a successful female executives and are this year’s Women to Watch.

In the following pages these impressive women share professional advice, their challenges, achievements and 

insights. It is evident that passion, drive and a refusal to give up are shared qualities in each of the 2016 Women 

to Watch. Congratulations to each of them for inspiring other women to succeed in Nevada and for their personal 

and professional successes.
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Vice President & COO
Quertle, Henderson

Head of Neuropsychology Program
Cleveland Clinic Lou Ruvo Center
for Brain Health, Las Vegas

Dr. Sarah
Banks

Vicki
Burnett

How did you first get into your profession? 
Brains are fascinating, and as an undergraduate I volunteered 

at a brain trauma rehabilitation hospital. Seeing how brain in-

juries impact function and personality and how far things can 

recover was really remarkable. I was hooked.

What female role model has made
an impact on your life?
Dr. Brenda Milner, who was the grandmother of 

my field, immigrated to Canada from London in the 

middle of the war. She’s tough, incredibly smart 

and drinks a lot of wine! My mother taught 

me to be patient, nurturing and respect-

ful. She’s both an educator and a great 

parental role model.

What is the toughest lesson 
you’ve learned as a
professional woman?  
That many have the view that, “it was tough 

for me so it’ll be tough for you”. This isn’t help-

ful. We should be leaving a legacy of betterment.

What are you most proud of
having accomplished?  
I built up the Neuropsychology program at the 

Cleveland Clinic Lou Ruvo Center for Brain Health 

from scratch. It’s now sizeable and very productive. 

I’m most proud of the fact that my group here is re-

ally functional. We like each other, work is fun and we 

get stuff done. I’ve been able to surround myself with 

people who are like-minded, compassionate, driven 

and empathetic. Really, what could be better? 

What is your personal motto?
Treat others as you would like to be treated. 

What advice would you give a young
woman entering the business world?
Find something you love and start from the bottom up,  

only hire people you like and involve your team in your hires.

How did you first get into your profession? 
I have always loved learning, asking how things work. I was a big 

“why” kid, I am sure to the annoyance of people around me. Then 

in ninth grade, I discovered that in science class, not only was I 

allowed to ask “why” and “how,” but encouraged to do so! I knew 

then that I would be a scientist when I grew up. Moving toward 

the computer realm of scientific information and the artificial intelli-

gence work I am involved with now was an understand-

able progression over the years.

What is the toughest lesson you’ve 
learned as a professional woman?
I learned that, in addition to what you know, it re-

ally does matter who you know, so network-

ing is critical. Not being overly extroverted, 

I remember standing outside the door at 

an important meeting with another female 

colleague practicing our introductions 

and hand-shaking. 

What is the next item on your 
“bucket list”?
I want to write a book combining my 

love of science and my love of dogs. 

Also, I want to travel to all seven conti-

nents and learn a new language.

What is your personal motto?
There is no task so small that you shouldn’t 

give it your all. I have been called a perfec-

tionist, and it is indeed hard to claim some-

thing I do is “finished,” but I believe in doing 

my best no matter what the task.

What advice would you give a young 
woman entering the business world?
Learn everything you can, talk to everyone you 

can and then just go for it. If you have the pas-

sion and the know-how, you need to take a 

chance and give it a try. There are a lot of 

people who are happy to help you!

 Cover Story
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 Cover Story WOMEN TO WATCH

City Manager & Executive Director
City of Las Vegas & Las Vegas
Redevelopment Agency

President & Co-Founder
Roseman University of Health Sciences, 
Las Vegas

Dr. Renee
Coffman

Betsy
Fretwell

How did you first get into your profession?
I was the kid who helped all the other kids with their homework in 

high school and who sort of ran the study sessions in college. I 

knew that I had a knack for teaching and enjoyed helping others 

understand complex concepts.

What do you love about your industry?
Healthcare education is so rewarding on so many 

levels. Our students are entering into professions 

that are needed and ones that will provide a 

good living for them and their families after 

they graduate. 

What is the toughest lesson 
you’ve learned as a
professional woman?
Although it’s important to 

treat people with kindness, 

sometimes you have to worry 

less about being “nice” or hurt-

ing someone’s feelings. Intellectually, you 

know that sometimes you just have to “rip 

the bandage off”, but emotionally, you can carry 

the pain you caused someone else with you. You 

have to learn to let that go and be confident that 

although painful, sometimes not being “nice” is 

necessary.

What are you most proud of having
accomplished?
Taking the risk to start a university from the ground up 

and having seen it be successful and grow and con-

tinue to thrive.

What advice would you give a young woman 
entering the business world?
Don’t think of yourself as a woman in a man’s world. 

Think of yourself as an individual with a skill set that is 

valuable to those you work for and always challenge 

yourself to develop new skills and abilities that will en-

hance your versatility.

How did you first get into your profession?
I had a unique opportunity as a high school senior on Government 

Day to play the role of the city manager (a position I drew from a hat). 

I found the job intriguing and challenging even as a teenager. Later in 

college as I was deciding what field of study to pursue, I began pub-

lic administration courses and loved it. I made it my pro-

fessional goal to become a city or county manager. 

What is the toughest lesson you’ve 
learned as a professional woman?
Aggressively pursuing your dreams can come 

with consequences. First, don’t wait for op-

portunities to come your way just because 

you work hard/smart, have potential and 

are motivated. You have to seek out and 

even create the opportunities. Second, 

being straightforward and confident about 

your dreams and aspirations can be unex-

pected and unsettling for some, but don’t let 

that get you down. Finally, with any setback, 

you have to try again and again. 

If you could meet any woman in 
the world who would it be?
Clara Barton. She is credited for starting 

the American Red Cross and had an incred-

ible life journey consistently shattering glass 

ceilings only to have them covered back over. 

I can’t imagine what she must have endured in 

the mid-1800’s, but her legacy speaks for itself.

What advice would you give a young 
woman entering the business world?
Follow your passion. Take advantage of opportu-

nities as they become available and have a clear 

plan with a goal you can aspire toward. Make sure 

you prepare, but don’t underestimate your ability 

to do the job. Many women say to themselves, “I 

am not experienced enough” or “I am not ready.” 

Suspend those initial thoughts and allow yourself 

to imagine holding that position. 

http://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_content=PDF%20PDF%20October%202016
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 Cover Story

CEO & Chairwoman of the Board
Saint Mary’s Regional Medical Center
and Medical Group, Reno

President & COO
New York – New York
Hotel and Casino, Las Vegas

Cindy Kiser 
Murphey

Helen
Lidholm

How did you first get into your profession?
I started working in the food service industry while in high school 

and worked in that environment throughout my college years. It 

was always very evident to me that I needed to pursue a career 

that would expose me to a business atmosphere where I could 

have influence in building a people-oriented culture. I 

wanted to be part of a team that would support an or-

ganization that held these same values. 

What do you love about your industry?
Our industry, by nature, is fun and entertaining. I love 

the energy in hospitality and the diversity within our 

company.

What is the toughest lesson you’ve 
learned as a professional woman?
The importance of setting priorities based on what 

is most valuable to your life. It’s very difficult at times 

to juggle your professional priorities with your family 

and personal life. My principle role is being present 

for my family and building a strong foundation for 

them. It is to nurture them and help them build a 

path for their success in life. 

What is your personal motto?
Focus on the positive, redirect your efforts to what 

is most important and where you can provide the 

greatest impact!

What advice would you give a young 
woman entering the business world?
Be strong and persistent in achieving your career 

goals. Be ever-enthusiastic, energetic and positive with-

out ever wavering. Be a positive wizard to others. Find solid 

mentors you admire that share your ideals. Volunteer to help 

and support in all aspects of business, gain knowledge and 

build relationships. Be true to who you are and be a positive 

influence in all that you do. Always be patient and open to 

opportunities that are around you. Life will sometimes grant 

you with other career paths not expected which may end up 

being your true calling. Make a difference!

How did you first get into your profession? 
I became a registered nurse in Sweden and worked in many dif-

ferent healthcare settings, including trauma. An early mentor 

steered me to executive healthcare leadership that eventually 

took me to the United States in 1990.

What do you love
about your industry?
I love that healthcare is about people 

and that we continue to make differ-

ences in people’s lives. On days when 

I get too far away from the excellent 

care that is provided here at Saint 

Mary’s, I stop and remind myself that 

healthcare is about saving lives. 

What is the toughest lesson 
you’ve learned as a
professional woman?
We have to work smarter to fit into a world that can still be a “suits 

and cigar” club.

What is the next item on your “bucket list”?
Paul McCartney live!  I already got the tickets.

If you could meet any woman in
the world, who would it be?  
I would love to meet Helen Keller whose life, challenges and 

successes have always been fascinating to me. I can both 

see and hear...so how hard can it be? Other women on my list 

would be Harriett Tubman, Indira Gandhi, Margaret Thatcher, 

Astrid Lindgren and JK Rowling.

What is your personal motto?  
Maintain integrity so you are able to look yourself in the mirror at 

the end of every day with no regrets.

What advice would you give a young woman
entering the business world?  
Keep your eyes open for opportunities. Don’t be afraid to try 

something new.

http://www.nevadabusiness.com/2016/10/beautiful-minds-2016-women-to-watch/?utm_source=PDF&utm_medium=PDF&utm_content=PDF%20PDF%20October%202016
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WOMEN TO WATCH

Executive Vice President
& Corporate Banking Manager
Nevada State Bank, Las Vegas

President & CEO
Reno-Tahoe Airport Authority, Reno

Marily
Mora

Shannon
Petersen

What do you love about your industry?
I have always been intrigued by the role that the aviation industry 

plays in the world economy and by connecting people for leisure 

or business across the globe. Airports are an essential service for 

people and no day is the same in the aviation industry.

What female role model(s) have made
an impact on your life?
I am very fortunate to have followed an excellent mentor in 

my role. Krys Bart was CEO of the Airport Authority for 15 

years and I worked under her as COO for many years. There 

is also a great network of women CEOs and COOs of 

airports who have regular conference calls on indus-

try topics and meet annually. I am also grateful to 

my mother who was a school teacher and a sin-

gle parent. From early on, I was taught the value 

of education and the importance of being able 

to support oneself.

What is the toughest lesson you’ve 
learned as a professional woman?
Early in my career, it was easy to blame my gen-

der on not achieving a goal I had set. I changed 

my mindset to work hard at doing my best and 

accepting enrichment opportunities that did not 

always come with more pay. 

What are you most proud of
having accomplished?
As the mother of two young women, I am proud 

to have instilled in them the drive and persistence 

to follow their career dreams. 

If you could meet any woman in
the world who would it be?
I would like to meet Michelle Obama. First of all, I get the im-

pression she would be easy to talk to. She is an excellent 

role model. She has championed healthy lifestyles, 

military families and education. I would be curious 

about her observations of the last eight years and 

what is next for her.

What do you love about your industry?
[I love the] diversity, complexity and range of services offered. I en-

joy the very unique ability to alter and adapt to provide solutions for 

our clients. I get the opportunity to meet great, hardworking people 

and learn about their businesses and their successes, as 

well as the challenges they face daily. I love my job!

What female role model has made
an impact on your life?
The question is easy to answer when it comes to per-

sonal impact. It is my mother – a successful execu-

tive in her own right, an amazing mom and a 

friend. She has been my number one sup-

porter from the day I was born.

What do you view as the next
step in your career?
My long-term professional development goals 

are focused on solidifying my leadership skills to 

become a more effective leader of the bank and 

increase my involvement in the community.

What is the toughest lesson 
you’ve learned as a
professional woman?
The tough lesson is making sure I remain 

confident in my role with my opinions and 

recommendations. 

If you could meet any woman in 
the world who would it be?
Sheryl Sandberg, COO of Facebook and founder of 

Leanin.org, is incredibly talented, smart, seems down 

to earth and gives great advice through her Lean In 

movement. 

What advice would you give a young 
woman entering the business world?
Earn your way to the top by outworking others. Hard 

work and confidence pays off.  Trust yourself, your 

abilities and your opinions.
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Chairman & Dealer Principal
Towbin Automotive Group, Las Vegas

Founder
Rachel’s Kitchen, Las Vegas

Debbie
Roxarzade

Carolynn
Towbin

How did you first get into your profession?
I love to cook, and always wanted my own business. I grew up 

in the Los Angeles area and, once I was old enough, I had the 

opportunity to open a small coffee shop. It was hard work, but I 

enjoyed the challenge. Within a couple years I was thirsty for the 

next step in my career so I opened a lunch café. I truly learned the 

restaurant business “on the job” and the knowledge helped 

me keep evolving and changing with the times. 

What do you view as the next
step in your career?  
With the support of the entire team and future investors 

and franchise owners, I can see Rachel’s Kitchen 

Fresh Casual eateries across the Southwest 

and maybe even across America. Wouldn’t 

it be fun to take a business from the 

ground up, mix in more and more 

amazing team members and create 

a wonderful blend of wholesome 

destinations for delicious food 

across the country?

What is the toughest lesson 
you’ve learned as a
professional woman? 
Without a doubt, I have to admit the toughest part of 

my life as a business woman and restaurant founder is 

making sure my family is number one. Some days it may 

not feel that way, maybe the job will take most of my at-

tention, but overall I strive to make sure my two amazing 

children and wonderful husband always know, without a 

doubt, they are my rock and they have my heart.

What is your personal motto?  
Actions speak louder than words.

What advice would you give a young
woman entering the business world?
My advice is to be ethical and treat people as you 

would want to be treated. Too many people get caught 

up in bad businesses practices.

How did you first get into your profession?
We moved to Las Vegas in 1989. I had been a realtor in Princeton, 

NJ and my husband was in the car business. After he was awarded 

the Infiniti franchise here, he invited me to be his partner. I accepted 

and became a dealer myself in 1998.

What do you love about your industry?
First of all, I love cars, I love people and I love working. 

The fact that there are so many facets to our business 

intrigues me. On any given day I am dealing with fran-

chise issues, HR issues, marketing, building, banking 

etc.! I am never bored and I love interacting with so 

many types of people. 

What female role models have 
made an impact on your life?
My mother and grandmother were the 

most impactful women in my life. 

My mom was a great wife and 

mother, but always had her own 

successful businesses back when 

that was not the norm. She showed 

me I could do anything I wanted in life. I 

was actually a little shocked when I went 

out into the business world and realized 

women were not always treated equally 

and with respect. My dad treated my mom 

as equal in every way and he didn’t have to tell us 

we could do anything, we knew it. 

What is the toughest lesson you’ve 
learned as a professional woman?
I would have to say one of the toughest lessons in 

business from a female perspective has been that 

people often mistake my kindness for weakness or if I 

get tough I might be called the “b” word or aggressive, 

but when a man is tough it’s seen as assertive. It’s really 

interesting. If you are consistent and fair in your deal-

ings with others and you know your stuff, it becomes an 

equalizer. Respect has to be earned, but it’s that way in 

anything in life. 
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FROM
PRODUCTIVITY

TO PLAY
The Latest and Greatest Gadgets,

Gear and Entertainment

By Jennifer Rachel Baumer
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THE Dick Tracy comic strip launched in Octo-

ber 1931, featuring a tough, thorough detec-

tive who used what was then imaginary tech-

nology like his two-way wrist radio.

 Eighty-five years later school children wear 

GPS watches and their parents are using their 

own wrist watches for so much more than 

simply telling time.

What’s New?
As technology catches up with fantasy, the 

latest and greatest gadgets, cellphones, 

rides and technology seem to fit naturally 

into a never-ending quest to power pro-

ductivity, improve health, answer the need 

for speed, save time, stay safe, live healthy 

lives and have fun doing it.

 A majority of the “must have” gadgets are 

centered around improving already busy lives. 

Fortunately for everyone, there are plenty of 

new products to make life easier, safer and 

less stressful.

 “Technology is embedded into our every 

day experiences at a much faster rate than 

ever before,” said Krista Bourne, president, Ve-

rizon South Central Market. “We become reli-

ant on the latest and greatest as soon as it hits 

the market. With so many options available, it’s 

easy to find something that fits your lifestyle.”

Better Time Management
 The busier we are, the more we feel the 

need for tools and tricks that boost productiv-

ity and aid organization – and there are lots of 

options.

 The Apple Watch was the center of atten-

tion when it was released in April 2015. Now 

smart watches accompany smart phones, 

from Samsung to Moto. The age old wrist 

watch was declining in popularity as new 

generations looked to their phones to tell the 

time. However, with the advent of connected 

watches, the wrist accessory has made a 

comeback now that it allows wearers to track 

appointments, send and receive emails and 

text messages, consult their calendars and 

pay for lunch. The fashion component – size, 

color, style – isn’t lost on users, nor is the abil-

ity for parents of young children to track their 

offspring with the kid’s GizmoPal watch, com-

plete with GPS and limited calling ability.

 Fitbit and other fitness bands have also 

soared in popularity and now offer watch op-

tions. Different bands have different functions, 

including GPS, step, mile and heart rate track-

ing, as well as tracking sleep habits. 

 Sleep tracking functions allow users to 

track when they’re getting their best sleep. For 

Jaimesen Mapes, director of marketing, Town 

Square, that allows him to work in the evening, 

Krista

Bourne
Verizon Wireless

Book Your Next Corporate Meeting 
at the Peppermill

Private Line

The Peppermill Reno specializes in pairing ideal meeting 
venues with impeccable service. Explore the possibilities 
for your business gatherings with our 106,000 square
feet of meeting space including our stunning 2- story, 
4,500-square -foot executive boardroom located on the 
17th f loor. Whether you are planning a small meeting, a 
company retreat or a convention attended by thousands, 
the Peppermill will impressively satisfy and make your 

experience unforgettable.

To reserve please contact:

Brian Brisbois  Private Line Coordinator
775.689.7163  bbrisbois@PeppermillReno.com

Morgan Lenzora  Corporate Sales Manager
775.689.7291  mlenzora@PeppermillReno.com
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A high-tech driving range in Southern Nevada, Topgolf provides a broad range of entertainment and 

team building events for business executives looking to expand beyond the golf course.

aware that his best sleep is after midnight, so 

he can be productive at night without sacrific-

ing rest.

 “There’s a lot more technology out there, 

more than ever before, that allows you to 

spend more time doing what you want to do 

as opposed to what you have to do,” said 

Mapes. 

 By way of example, Mapes uses the Apple 

Pen Tool to edit creative content, get proofs 

from advertising, make corrections, changes 

and additions directly to documents.

 “To me, that’s awesome. Not only better 

for the environment because I don’t have to 

print anything, but it frees up time I can use to 

do other things,” said Mapes.

 When time is of the essence, many execu-

tives have oft wished for the ability to be in two 

places simultaneously. Well, now they can. 

Apple’s Double 2 Telepresence Robot looks a 

bit like someone integrated Apple’s FaceTime 

with a Segway. 

 “Imagine a business executive using that 

if they’re doing a lot of overseas stuff or long 

distance conferences, or having fun with their 

teams. It’s a way to have a presence at all 

meetings where they need to be,” said Greg 

Eroe, general manager, The Summit Reno.

 One time-saving trend that may be unique 

to Town Square is a salon for male groom-

ing that offers a subscription service. For $49 

a month, men can get as many haircuts and 

trims as they want, along with manicures and 

pedicures. No need to make an appointment 

that just has to be rescheduled if something 

comes up.  Creative solutions such as these 

are part and parcel to the changing times and, 

while the concepts are sometimes simple, 

the execution is revolutionary. In many cases, 

consumers have proven to be willing to pay 

slightly higher fees for the convenience these 

new services can offer.  

Futuristic Home
Security 
 Technological “must haves” include in-

novations that can keep even the busiest 

life running on time, with organization and 

safety. New technology in smart homes, 

for example, can free people up to do 

more of what they want to do, rather than 

what they have to do, while providing the 

freedom to leave home knowing every-

thing is safe and secure. 

 For those who want to monitor school 

age children who are home alone, there 

are programs that connect with smart 

phones and allow users to view the 

house inside and out: check on the dog 

in the yard, the kids in the house and 

track deliveries coming to the front door. 

Trusted service providers can be given 

a temporary security code to enter and 

perform work, without the home owner 

needing to change all the security codes 

afterwards.

 Smart homes aren’t one size fits all. 

Technology now allows connectivity be-

tween devices so a smart phone can con-

nect with a camera security system and 

features that control lighting, thermostats, 

door locks, window treatments.

http://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_content=PDF%20PDF%20October%202016


19OCTOBER 2016   NEVADA BUSINESS MAGAZINE

   Feature Story

Active Outside
of the Office
 In terms of items flying off the shelves of 

shops inside Town Square, there’s a trend to-

ward fast fashion: people buying what they’ll 

wear to go out that night, and buying based on 

fit and feel rather than fashion and label.

 Another type of fast fashion seen at The 

Summit is a line of menswear button down 

shirts and dress slacks created from fabrics 

that allow them to double as yoga clothes. 

Imagine going to a business meeting in dress 

slacks and heading out immediately after to 

yoga class.

 For those heading out to ski, mountain 

bike or run, who want to record their athletic 

endeavors, the DJI Phantom 4 camera drone 

will record it all. Throw the drone up into the air 

and it will follow, creating a video – your own 

personal paparazzi that you can easily switch 

on or off.

 Other personal fitness items range from 

wireless blood pressure scanners to fitness 

apps, each designed to help users live health-

ier lives.

 KitchenAid is coming out with a line of 

blenders that rival the Vitamix for the health-

conscious who want to mix healthy smooth-

ies. For those heading out into nature, Orvis 

has come out with the Helios 2, a feather light 

fly fishing rod with the strength of an I-beam, a 

steel beam used in civil engineering and con-

struction for their strength and stability.

 The Suunto Ambit GPS watches, another 

iteration of the fitness watch, include two 

models, one for tracking speed, pace, dis-

tance and elevation gain for runners, and an-

other for sports like kayaking, mountain and 

road biking.

What About
the Flying Cars?
  When drones aren’t being flung into the air 

to follow athletics or busy delivering packages 

for Amazon, they may someday, in the not too 

distant future, be carrying humans.

 This past January, at the Consumer Elec-

tronics Show in Las Vegas, a Chinese com-

pany called Ehang presented 184, a drone 

equipped with a pod capable of carrying a 

human. So far the range isn’t great – battery 

life lasts about 10 miles or 23 minutes – but 

the cool factor arises from the ability to use a 

smart phone and an app to program an au-

tonomous aerial vehicle to transport a human.

 Tom Wilczek, Nevada Governor’s Office of 

Economic Development (GOED) industry spe-

cialist in aerospace and defense, spoke with 

the Ehang COO about eventually flying the 

184 in the United States – and testing in Ne-

vada. Ehang and GOED were able to execute 

an agreement in principle to work together 

through the Federal Aviation Administration’s 

(FAA) testing and licensing requirements.

 “The key parameter of the 184 is that you 

don’t have to be a pilot,” said Wilczek. Step 

into the comfortable, padded interior, plug in 

your iPad and the app comes up. GPS knows 
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where you are – you provide your destination. 

“You don’t have to pilot [the drone].”

 Which is both good and bad in the FAA’s 

view. All of the technology already exists to 

operate the 184. It’s the licensing and regula-

tory concerns that will take time as the FAA 

looks at completely new modes of transporta-

tion. Human pilots have to be certified. Certifi-

cation for technology is at least already being 

considered via the small unmanned aerial ve-

hicles already testing in Nevada.

Flying on Land
 So when can the general public take a 

ride in a drone? Not quite yet; the FAA still 

needs to test, license and regulate. But there 

are different ways of flying. Like keeping a ve-

hicle on the ground, and going fast.

 New luxury cars are creating turbo en-

gines that are more powerful, fuel efficient 

and have lower carbon emissions that are 

environmentally friendly, said Carolynn 

Towbin, chairman/dealer principal, Towbin 

Automotive.

 They’ve also got improved driver han-

dling with updated electronics for traction, 

braking and anti-slip control.

 “And we’re talking about that because 

when mentioning features with high per-

formance cars like Ferrari, what people are 

most interested in is increasing horsepow-

er and under three second zero to 60 ac-

celeration,” said Towbin. “These are people 

really interested in the performance of the 

car. They want to go 400 miles per hour.”

 So how does a driver stay safe in a high 

performance car capable of doing 200 

miles per hour plus? Technology helps. All 

models of Ferrari come with Apple CarPlay, 

which connects the iPhone’s functions with 

the car’s built-in display to provide func-

tionality without significant distraction. 

 Ferrari is also integrating racing tech-

nology with street performance to produce 

a combination of electronic traction, han-

dling, braking and safety features among 

the most advanced in the industry. That’s 

a good thing, considering the newest Fer-

rari model, the GTC4Lusso which features 

four-wheel drive, four-wheel steering and 

the capability of going 218 miles per hour.

 Don’t feel like doing the driving? Au-

tonomous vehicles are being tested in Ne-

vada and a newcomer to the scene, Fara-

day Future, broke ground on its Southern 

Nevada plant in April. A spokesperson 

for the company said principals see an 

incredible opportunity to deliver a new 

age of mobility driven solely by electric 

vehicles, with autonomous functionality, 

seamless connectivity and electric range 

being the key features driving demand for 

such vehicles.

 Faraday Future vehicles will be autono-

mous ready, electric vehicles with extreme 

technology capable of such things as alert-
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ing the driver before a trip to traffic issues 

and alternative routes, and determining 

preferences within the vehicle based on use.

Make Time for Fun
 Aside from the productivity enhance-

ments of technology wearables, the safety 

features provided by smart homes and the 

exciting changes to transportation, enter-

tainment options are also getting an up-

grade. While movies and shows aren’t dis-

appearing anytime soon, new options for 

downtime are opening all the time.

 One of the newer offerings is Top Shot Las 

Vegas, a non-lethal simulated shooting experi-

ence for locals, tourists, executives and families 

– pretty much everybody. The facility is unique 

in that it’s more than a classic gun range, and 

users learn about gun safety and handle ac-

tual guns and assault rifles with specially made 

non-lethal rounds making the experience safe 

for even those new to weapon handling. 

 Top Shot provides corporate team 

building opportunities and offers every-

thing from simulated shooting with zom-

bies to training for law enforcement.

 Parent company Ultimate Training Muni-

tions or UTM, originally produced non-lethal 

ammunition for military training use, the most 

realistic training possible without live ammo. 

Military and law enforcement can use the 

technology to learn how to clear a room, 

go through a shoot out, address an active 

shooter or a robbery scenario, with a gun that 

operates like live fire with shell ejection, recoil 

and simulated noise. The projectile is safe – a 

laser – and results register on a screen.

 “We’ve found some of the major secu-

rity people in Las Vegas come down and 

want to try it out,” said Fergus Connon, 

director, Top Shot Las Vegas. “They plan 

to use the facilities to train their personnel 

because it’s the closest reality can get to 

the real situation.” 

 Another, possibly less intense range ex-

perience, depending on who you go with, is 

the newly open facility, Topgolf.

 “Topgolf is a driving range mixed with 

an elevated entertainment experience,” 

said Gilbert Medina, A/V manager. Where 

typical driving ranges are all about hitting 

a ball into the outfield, Topgolf features 

specific games and microchip-equipped 

golf balls that track how close players 

come to specific targets. In the signature 

game, players score by hitting micro-

chipped balls into any target, and there’s 

more than one way to play. Team building 

and corporate events can reserve meeting 

rooms and golf bays.

 From fun to functionality today’s toys 

and technologies may be gadgets, cars or 

apps, but they share a sense of longing for 

“seamless connectivity” between health 

and fitness, safety and speed, productivity 

and fun and busy work and home lives.

You won’t find 
a bored room 

anywhere.
With both indoor and outdoor meeting spaces, 

say goodbye to stuffy work meetings. The 

Springs Preserve offers numerous unique, fully 

equipped venue options across a lush 180-acre 

campus. Add a little life to your next meeting. 

Conveniently located near downtown 
Las Vegas at U.S. 95 & Valley View Blvd.  

702.822.8779  |  springspreserve.org
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Nathan Adelson Hospice
Acquires Solari Hospice Care
The largest non-profit hospice in Nevada, Nathan Adelson Hos-
pice, has finalized the acquisition of Las Vegas Solari Hospice 
Care, an end-of-life healthcare organization previously owned 
by HealthCare Partners Nevada, LLC. The acquisition is the 
result of a long-standing relationship between HealthCare Part-
ners and Nathan Adelson. Carole Fisher, president and CEO 
of the hospice indicated a hope to continue exploring strategic 
relationships and partners that ensure sustainability.

Cleveland Clinic Partners
with UNLV for New Program
The Cleveland Clinic Lou Ruvo Center for Brain Health has part-
nered with the University of Nevada, Las Vegas (UNLV) to offer 
the first Master of Healthcare Interior Design Program in North 
America. The post-professional program is part of the School of 
Architecture and provides students with a cross-disciplinary and 
research-driven education that focuses on the design of healthcare 
environments for those living with neurodegenerative diseases.

Mining Industry Analysis Indicates 
Significant Increase in Production
According to a report conducted by Applied Analysis, Nevada’s 
mining industry has posted significant increases in the production 
of gold and copper over the past 12 months. In fact, the increase 
has been the fastest recorded in recent history. Additional results of 
the analysis included information on the economic input of mining. 
For example, the industry supports over 28,000 jobs in Nevada and 
the state’s 119 active mine operators paid nearly $92 million last 
year through the state’s net proceeds of minerals tax.

Attorney General Launches
“AG for a Day” Tour
Nevada Attorney General Adam Laxalt has launched an “AG 
for a Day” tour in an effort to take state government directly 
to the people of Nevada’s communities. Laxalt, along with 
members of his staff, will present on topics including open 
government, trends in consumer fraud, taxation and local 
government finance among others. The tour runs until mid-
October across the state and began in Fallon last month.
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irst, the good news: Nevada’s economy is on the 
rebound. Now the daunting news: After a gut 
wrenching recession, the marketplace is more 
competitive than ever and the difference be-

tween success and failure is razor thin.
 But research suggests there is hope in the form of a 
strong information technology (IT) industry.
 Rising wages, job creation and record retail sales are 
all signs of a recovering economy. Nevada is seeing new 
business from tech giants like Tesla, eBay and Faraday 
as well as continued growth from Switch and continued 
investment in the gaming/tourism sector.
 All that is exciting, high-visibility stuff, and a great 
testament to how far the state has come. But perhaps the 
most critical differentiator for Nevada’s future will be the 
quality and quantity of its IT investments. Not just bring-
ing new tech the region, but leveraging this growth cycle 
to strengthen IT in the state’s established enterprises.
 That seems unsexy and utilitarian, but if the Harvard 
Business Review is right, it’s what we need to focus on. 
Their 2008 article, “Investing in the IT That Makes a 
Competitive Difference,” points to a link between tech-
nology and competition, and claims that IT is “accelerat-
ing competition … in the broader U.S. economy … not 
because more products are becoming digital, but because 
more processes are.”
 In other words, large enterprises now succeed or fail 
based on their ability to innovate better processes, and 
propagate those processes using information systems like 
enterprise resource management (ERP), customer rela-
tionship management (CRM) and enterprise content man-
agement (ECM).
 Those information systems first became practical in 

the mid-90s, and in the decade that followed, the U.S. 
saw annual productivity growth for companies double. 
 Then the nation was hit by a recession, and investment 
in IT grew stagnant. Locally, companies’ IT budgets 
were slashed as they struggled to keep the business run-
ning, manage current systems and protect the IT estate 
with cyber security improvements.
 However, with a renewed prosperity, it’s time again to see 
IT as the differentiator and driver of change that it could be. 
(And must be, if we’re going to remain competitive.)
 Many Nevada enterprises are off to a great start. 
Consider MGM, who, “after extensive review and 
analysis,” have re-engineered their parking process to 
include guidance systems and integration with mobile 
technology. Ditto the City of Henderson, with their elec-
tronic signature process that “reduces turnaround time 
for processing contracts and other documents, thereby 
improving government efficiencies” according to CIO 
Laura Fucci.
 Make no mistake: “the firm with the best processes 
will win in most or all markets,” according to Harvard 
Business Review. Solid enterprise IT is the best way to 
propagate processes, and thanks to data analytics, can 
help company executives improve processes, too.
 None of this is easy. Enterprise IT is difficult to im-
plement and manage and requires constant vigilance to 
maintain security and adherence to PCI Security Stan-
dards, SOX (Sarbanes-Oxley) compliance and other stan-
dards. But the organizations that do it well reap outsize 
rewards. 
 It’s worth the investment – in time, talent, and resourc-
es – and it’s one of the best ways Nevada can sustain eco-
nomic growth in the future.

F

INVEST IN IT.

WANT TO SUSTAIN
ECONOMIC GROWTH?

Debbie Banko is CEO of Link Technologies.

INFORMATION TECHNOLOGY
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 Welcome to Nevada

CAEK, Inc.
This female-founded software company 
provides regulatory compliance and in-
formation security solutions for the medi-
cal industry and has recently moved its 
headquarters from Fayetteville, AR to 
Reno. The company expects its staff to 
grow to more than 150 employees as it 
adds software engineers, security analysts 
and sales professionals. The founder also 
expressed a commitment to mentoring 
young women pursuing careers in tech-
nology in the region.

McCarran International 
Child Development Center
A new childcare services provider has 
leased a stand alone office facility located 
adjacent to McCarran Airport in Las Ve-
gas. Scheduled to open this fall, the center 
will provide childcare to children ages six 
weeks to 12 years offering classes and ac-
tivities such as art, music, reading, science, 
gymnastics and languages. Fully licensed 
by the State of Nevada and Clark County, 
the center plans to hire 30 to 50 employees 
in the next few months.

UberEATS
Uber officially launched UberEATS, a ser-
vice that delivers food directly to custom-
ers from local restaurants in Las Vegas. 
The service is available 24 hours a day, 
seven days a week through a mobile appli-
cation, similar to the original ride-sharing 
app, allowing restaurants in the region to 
connect with a broader customer base. Al-
though UberEATS is new to Southern Ne-
vada, the company has already launched 
this service in cities such as Los Angeles, 
New York, Chicago and San Francisco.

http://www.roseman.edu
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GOVERNMENT INTERVENTION NEEDS TO STOP

THE IMMORAL CRUSADE FOR MORE

 Free Market Watch

t seems that whenever someone attacks the core principles of 
free-market capitalism, they do so with a self-righteous attitude 
of moral supremacy. 
    After all, the push for redistributing wealth, regulating busi-

nesses and expanding government always seems to be “for the 
greater good,” so it’s easy to see why big government advocates are 
so smitten with themselves. 
 As such, these same activists continually portray free-market 
capitalism as inherently immoral. 
 Unfortunately, this false narrative has yielded significant divi-
dends for advocates of big government. 
 The last several years have seen an unrelenting push for more 
and more government control over the growing sectors of our econ-
omy. Both nationally and locally, every year seems to bring more 
regulations, higher taxes and intensified government oversight. 
 According to the big-government talking heads, all this market-
place intervention is necessary because the free-market system, if 
left to its own devices, is patently “unfair.” Politicians clamoring for 
more tax dollars, and bureaucrats grasping for more control, argue 
that the economy is unruly, vicious and in desperate need of gov-
ernment’s heavy-handed guidance. 
 This argument seemed to gain even more credibility over the 
summer when it was revealed that a pharmaceutical company was 
gouging customers for a lifesaving product. 
 When it came to light that the pharmaceutical company Mylan 
was charging a whopping $600 for an EpiPen that delivered a mere 
$10 worth of life-saving epinephrine, there was natural outrage 
from the public — outrage that was quickly utilized by those who 
wish to discredit free-market systems.  
 Claiming “corporate greed” had driven the cost of the EpiPen 
to such heights, politicians and “social justice” advocates insisted 
government had a moral imperative to begin placing price caps, 
regulations and restrictions on the industry. 
 After all, for many Americans $600 is simply too expensive — 
even for something as precious as a life-saving medical device. 
 But, before taking up torches and pitchforks, perhaps it would be 
good to consider what caused the conditions that allowed Mylan’s 
absurd price hike.
 After all, as the Nobel Laureate Milton Friedman once said, 
“many people want the government to protect the consumer. A 
much more urgent problem is to protect the consumer from the 
government.”

 The truth is, it’s hard to blame free-market capitalism for Mylan’s 
price gouging, when there really isn’t a whole lot of free-market capi-
talism left in the healthcare industry to begin with. Far from being a 
case of free-markets-run-wild, the EpiPen scandal was a direct result 
of the kind of “benevolent” government regulations that are ostensi-
bly designed to protect the public from corporate greed. 
 What has gone largely underreported is that many low-cost com-
petitors to Mylan’s Epipens have been blocked from entering the mar-
ket by the bureaucratic red tape of the Food and Drug Administration. 
 In short, all that self-righteous regulation designed to protect 
consumers from evil corporate interests actually served to enable a 
government-protected monopolist prey upon some of the most vul-
nerable consumers in America. 
 Not exactly a job well done by the federal government. More-
over, the EpiPen scandal is not exactly an isolated incident: 

• The Federal Reserve, Congress’s Smoot-Hawley Tariff, and the 
New Deal’s attacks on private industry all contributed signifi-
cantly to the start, intensity and duration of the Great Depression. 

• The Federal Reserve, Congress and federal housing finance agen-
cies played major roles in causing the housing crash of 2008. 

• The Affordable Care Act has produced extensive consolidation 
and rising prices within the healthcare industry. 

 The list could go on for pages, but one thing is clear: Increasingly, 
government “solutions” tend to compound preexisting problems. 
 Far from serving the “greater good,” these regulations serve only 
government-protected monopolies, crony-political relationships and 
barriers to market entry. When discussing issues as important as life-
saving medical equipment or entry-level job creation, this obsessive 
crusade to empower government hardly deserves any sort of praise. 
 At the heart of the argument against free-market capitalism there 
is a suspicion of businesses and individuals. Every business owner, 
large and small, is seen by critics of free-market systems as a  poten-
tial Mylan executive — ready to plunder their way to higher profits. 
 So where then is this same level of skepticism for government? 
Empowering naturally corruptible politicians and bureaucrats with 
control over the lives of so many individuals is hardly moral or 
righteous. In fact, as the EpiPen scandal demonstrates, for far too 
many Americans it is downright dangerous. 
 The self-praising defenders of big government are so busy 
patting themselves on the back for their intentions, they seem to 
have forgotten that, in the real world, results are what actually 
matter.

I
Michael Schaus is communications director for the Nevada Policy Research Institute.

COMMENTARY
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“  City National gives 
us the advantage.”
City National allows us to streamline our financial 
operations and be very competitive. I run checks 
through the scanner they provided for immediate  
processing. And our accounting system is linked to 
our bank statements, with online access 24 hours a 
day. It really alleviates anxiety about staying on top  
of deadlines. 

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

Linda Burdick
Secretary/Treasurer, Burdick Excavating Co.

Hear Linda’s complete story at  
Findyourwayup.com/AdvantageNB

Find your way up.SM

Call (775) 461-2517 or visit cnb.com  
to find a business banker near you.

Winner of six 2015 Greenwich Excellence Awards 

for Small Business and Middle Market Banking

City National Business Banking CNB MEMBER FDIC
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tive this year as it was a couple years ago, 

in part, because we still see fewer loan re-

quests than we did during the peak time. 

There are a lot of businesses that are still out 

of the market in terms of borrowing. Either 

they don’t have the demands so they don’t 

have the need to increase inventory or op-

erating capital or they’re just a little gun shy 

and afraid to take on too much debt.

REED RADOSEVICH: Bankers need to be 

more than just a commodity providing a 

loan. They need to be advice-driven and 

help clients in thinking about how to grow 

their company, how to transition to different 

stages, how to sell the business, all sorts of 

things they probably didn’t think about. All 

those types of things that in the past you 

could just fit in a box to qualify for a loan. 

Now it’s providing a little help as they think 

about how to run their business today and 

the next step tomorrow.

HOW HAVE 
REGULATIONS 
IMPACTED THIS 
INDUSTRY?
PHYLLIS GURGEVICH: On a state level, we’re 

still looking at the inequity of an HOA (home-

owner’s association) being able to foreclose 

[on homes] and extinguish [mortgages]. SB 

306 is a great fix. We need a little more time 

to really know how it’s working, but there is 

potential there. We’re seeing other states 

eliminate extinguishment entirely and we’re 

looking at that as an example Nevada might 

want to follow. That’s the largest state issue 

right now. Most of the regulatory changes are 

federal.

GUEDRY: The cost of [Dodd-Frank] is cer-

tainly an impact. The way that we deal with 

our customers is completely different to-

day. It used to be the risk that you were un-

derwriting was credit risk and that’s where 

you spent most of your time. Now there’s 

operational risk on accounts that some-

times take us a long time to underwrite. Not 

loans. It’s been pretty strong. On the con-

sumer side, it’s interesting. If you look at the 

pull-through rate in applications versus our 

mortgage business, Vegas stands out. It’s 

a little lower. We scratch our head a little bit 

whether that’s legacy issues with some of the 

backgrounds of borrowers.

T. RYAN SULLIVAN: We’re seeing a huge in-

crease in the pipeline in loan demand. Maybe 

that’s just because 100 percent of what we 

do is small business. We just surpassed $120 

million in our loan portfolio and we have about 

a third of that currently sitting on our pipeline. 

There’s multiple reasons for that. There’s a 

reduced number of community banks that 

are left to service some of those needs. Also, 

borrowers now have a couple years of really 

good cash flow that they’re able to bring to 

the bank that shows that they qualify.

JOHN GUEDRY: I would agree with most of 

that. We’re seeing a much better balance 

sheet on the part of our borrowers. They’ve 

sat on the sidelines and built some equity in 

their companies. The cash flow, depending 

on the industry, has been a little bit more er-

ratic where you’ll see one really strong year 

and then they’ll have an off year. It creates 

some challenges with underwriting. From a 

competitive standpoint, it’s just as competi-

 Industry Focus

s the Silver State continues to 

bounce back from the recent re-

cession, Nevada banking con-

tinues to experience ups and 

downs throughout the recovery. Potential 

rising interest rates, regulatory changes and 

staffing issues remain a challenge to the in-

dustry. However, loan demand is up and 

bankers have expressed an optimism going 

forward. Banking executives recently met at 

the Las Vegas offices of City National Bank to 

discuss the health of their industry.

 Connie Brennan, CEO and publisher of 

Nevada Business Magazine, serves as mod-

erator for the event. These monthly meetings 

are designed to bring leaders together to dis-

cuss issues relevant to their industries. Fol-

lowing is a condensed version of the round-

table discussion.

IS LOAN DEMAND 
STRONG?
BRUCE FORD: We’re seeing higher demand 

in Nevada. The businesses that survived and 

outlived their competitors are much stronger 

now. That’s been a positive.

AL WELCH: On the corporate side, we’re see-

ing double digit growth across the west on 

A
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 Industry Focus
only do you have to know your customer, 

but you have to know every intricate piece 

of business that they’re doing because 

we’ve become the police force of the fed-

eral government and monetary system and 

have been in that role for a long time. It’s 

becoming increasingly more challenging 

for us.

SULLIVAN: All this is translated into a 

dramatic reduction in returns for banks. 

If you look pre-recession, since we’re in 

such a pervasive low interest rate envi-

ronment, community banks used to be 

able to manage to about 5 percent in in-

terest margin. We’re about 3.6 or 3.7 [per-

cent] now. Overhead costs are increased 

because it’s just more expensive to meet 

all of the regulatory burden. The regula-

tors are having you put more and more 

capital aside so you can’t leverage your 

balance sheet as much and that’s one of 

the reasons that you’re not seeing the for-

mation of new banks. What’s the upside? 

The returns aren’t what they used to be 

plus I have to deal with all this potential 

regulatory liability.

WHAT’S GOING 
TO HAPPEN WITH 
INTEREST RATES?
FORD: For long-term rates, the US is still a 

safe haven. We saw that obviously after the 

“Brexit” vote. With long-term rates, we look 

at 10-year treasury and it came way down. 

If you talk to our economist, obviously we’re 

expecting some gradual increase and there’s 

probably some truth to that, but if you look 

at long-term rates, we’re still the safest place 

to put your money. They stay low for longer.

KIRK CLAUSEN: There’s an inflation concern 

there, too. That’s what’s kind of interesting;  

all the conversation about a quarter of a per-

cent. A quarter of a percent increase doesn’t 

do that much for any of us. You need a per-

cent to make substantial change. The one 

thing it does do is, if you do a quarter percent 

now and do it in a pattern of once a quarter or 

http://www.hollandhart.com/nevada-population-health-2016
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of the technology is, we can take it now from 

the highest employee to the lowest employee 

within a company, because we can use online 

platforms. Whether you’re the CEO or the low-

est paid person, you’re worried about educa-

tion costs, healthcare, retirement, how to build 

a plan, how to put it in place? Now, via tech-

nology, we can deliver that in an efficient man-

ner where you could never deliver that before.

SULLIVAN: Essentially, from the technology 

standpoint, we have to invest a lot of money 

as an industry to keep up with what technol-

ogy advances are to make sure they’re safe. 

What we find is the weakness is not inside 

the bank, the weakness is outside the bank. 

It’s consumers. It’s business owners. Their 

accounts and information is getting hacked. 

How do we educate them to make sure they 

understand, first of all, what we’re doing as 

a bank to keep their information safe and to 

help them keep their information safe?

something along those lines, it starts moving 

us towards a more normalized rate.

GUEDRY: There’s an expectation that if and 

when rates do start to rise, there’s going to 

be other options to put your money elsewhere 

with decent yields and we’re going to see 

all this flush deposit money go out the door 

quickly. Now we, lacking sufficient liquidity 

again, will fund loan growth in the market. I 

hate to be the pessimist, but that’s something 

that we have to be concerned about or at least 

be prepared for if we see rapid rising rates.

JAMES YORK:  The normal [in banking] is not 

enough deposits to fund your loans. This 

is a real anomaly that we’re in right now. 

We’ve never had excess deposits. We’re 

paying nothing on an interest rate and our 

loan to deposit ratios have been down to 

the 60s and 70s. Thank goodness we’re 

climbing up a little bit towards the 80s. 

We have an excess of deposits and that 

can and will change because the normal is 

just the opposite. It’s like everything is in a 

reverse parallel universe. I wish the larger 

banks had less liquidity because then they 

wouldn’t be so hungry for the small loans. 

They dig down into the million dollar market 

they never used to compete on.

HOW IS TECHNOLOGY 
CHANGING BANKING?
WELCH: Currently we’ve got about 33 million 

customers or active users either online or mo-

bile. Mobile alone is 20 million. And is growing 

by 7,000 a day. That’s on the cliff of about 2.5 

million with some upward trajectory to that. I 

certainly want to have access to my account 

and pay bills and deposit, but then it goes to 

linking to your Merrill Lynch account, profit 

sharing account and 401K plan. All that needs 

to be put together in a platform. The beauty 

BANKERS Industry Focus
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YORK: We’re hoping that the impact [of chip 

technology] is positive in that it reduces fraud. 

I think it’s too early to tell, but I know a year ago 

we had the big Home Depot and Target breach 

and a lot of customers were impacted with the 

debit card. With the chip, using the pin and chip 

together like they should, will likely reduce fraud 

and put more of that burden on the merchants. I 

think it’s starting to do that. We haven’t seen any 

huge losses this year like we had the prior year.

WHAT DO YOU LOOK 
FOR IN THE NEXT 
GENERATION OF 
BANKERS?
JOHN KLEY: I’m not looking for an experi-

enced banker per se. I’m looking for the right 

personality. I’m looking for the right interest 

and the right drive. I figure we can teach them 

the rest of what we need them to know. From 

that crowd, then we create a succession plan 

and work through who’s on first, who’s on 

second, for positioning and see if it all works 

out, which is about the best you can do.

FORD: Our biggest challenge is finding high 

quality employees. If you think about our 

city 25 years ago, they had great training 

programs. It’s a lot more difficult to find well-

trained employees.

YORK: We need to start teaching and training 

as an industry. I went through the old man-

agement training program with First Inter-

state Bank. They just don’t exist today. We 

as an industry, as Nevada bankers, talked 

about reviving some of this and actually had 

some pretty productive meetings with a few 

of the banks in this room and the University 

of Nevada, Las Vegas (UNLV) professor on 

finance. We talked about creating a more for-

mal bank curriculum. I think we need to co-

operate as an industry to do this because we 

don’t have time to create our own individual 

training program like we did in the old days 

when there was just a couple of banks.

RADOSEVICH: Part of the problem is, in the 

expense-controlled environment, there’s re-

ally very little formalized training programs at 

the larger institutions anymore. It’s all on the 

job training. These are skills that need to have 

a lot of classroom work and study cases .

GUEDRY: Because of the changes the in-

dustry has gone through in the last 20 or 30 

years, there’s a lot more specialty in our in-

dustry. Somebody comes up through com-

pliance or they come up through IT or lending 

or operations and they don’t tend to get the 

same broad level of experience in multiple ar-

eas of the bank. It’s a little harder to find that 

senior leadership level person because they 

spent 20 years developing expertise in one 

area and they need to have more experience 

across the board.

Proud Title Sponsor of

 Industry Focus
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CLAUSEN: I’ve had the opportunity to 

work in several other markets over the 

years. This market is truly unique. It may 

have been the recession that brought us 

together, but even before that, going back 

to 2003, there’s just something unique 

about banking in Nevada. We do com-

pete over customers, but we do it profes-

sionally. I have never seen my industry as 

engaged in the community in all the ways 

they are in Nevada anywhere else.

YORK: As a testament to what we’re say-

ing here about collaboration, just go 

back to a few years ago when we were 

all hurting and focused on our own busi-

ness. Nevada Bankers Association just 

about fell apart. We circled the wagons 

and got a few of us together and brought 

Phyllis on. As she went around to all the 

banks, every one of them, from large to 

small, came back to the table and said 

they want to support Nevada Bankers. 

It’s amazing to me, just in a couple years, 

how the association has got itself back 

into shape again.

HOW ARE YOU 
WORKING TO 
PROMOTE BANKING? 
GURGEVICH: I see [training] as being a 

part of advocating and promoting the 

industry. We mentioned our relationship 

with UNLV and we’re really fortunate to 

have established that. We’re looking to 

build and strengthen the connection be-

tween bankers in our community and the 

university. We’ve got it started here with 

the committee and UNLV. We’d like to 

replicate it at the University of Nevada, 

Reno. We’ll be training young bankers. 

There’s a lot of bankers that mentioned 

they use interns. We want to really for-

malize that process and that relationship 

with the universities. We also want to 

make sure that finance majors are aware 

and interested and excited about a career 

path in banking. 

married later, having kids later, so there’s this 

misconception that maybe they’re just lazy or 

late to the game. That’s not what it is. Their 

financial reality is different.

IS THIS INDUSTRY 
MORE COLLABORATE 
OR COMPETITIVE?
GUEDRY: I think it’s both. Obviously, any 

time you’re in business you’re competing 

with those that are in your industry. I think 

because of the nature of our industry being 

very community focused, the mindset and 

culture of the banking community to service 

the communities beyond just providing loans 

and taking in deposits, we are very collabora-

tive as an industry.

KLEY: The recession that we had here was 

a great collaborative event. It pulled more 

banks together than push them apart. That 

was like hell on earth and we all experienced 

it. It was universal. There were a lot of times 

I didn’t feel quite so alone because I knew 

somebody else was going through it too. On 

the same token, I want every deal and I want 

to win every time. That’s human nature. I don’t 

think we could do it any other way. We have a 

big community and we’ve got to serve it.

 Industry Focus

HOW DOES THE 
NEW GENERATION 
OF BANKERS 
DIFFER FROM PAST 
GENERATIONS?
KLEY: They want to balance their lives. Our 

generation has a tendency to work ourselves 

to death and be happy to do that. With all 

things being equal, they want a balance in their 

lives and that’s what they keep going to. We 

keep asking the wrong question a lot of times 

with millennials about money. Do you want 

more money? They don’t want more money, 

they want more path. They want more future. 

They want to know where it’s going. They want 

clarity. We’re not giving them that clarity if we 

don’t start to say that we know what you want 

and this is how we get you there.

CLAUSEN: That’s absolutely true. [Millennials] 

are some of the most energetic and brightest 

folks that come in. They are asking exactly 

what you’re saying. “If I come in, in this role 

and I want to be in your role, what does it look 

like to get there?” The energy in our company 

focused on helping folks develop has in-

creased 100 fold just in the last five years. At 

Wells Fargo, it varies a little bit on the role you 

come in, but you have an essential learning 

path that’s been determined ahead of time. 

For a personal banker, it may be 10 or 12 

different classes. For a teller, it’s four to six. 

Embedded in there is an actual session on 

this is what we do, this is why we do it for the 

customer and this is how we survive or how 

we make money. 

SULLIVAN: It’s extremely important from 

an employee standpoint, but it’s equally as 

important from a consumer and customer 

standpoint. Over the next 20 years, we’re go-

ing to be going through the biggest wealth 

shift to millennials in the history of this coun-

try. There is a large amount of misconcep-

tions. For example, the average millennial 

coming out of school has an average student 

debt load in excess of $30,000. Now a lot of 

people are seeing that millennials are getting 

BANKERS
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MOVERS & SHAKERS

Face
to Face

CEO
Pacific States Communications (30 years in NV)

MICHAEL
W. BUIS
Type of Business: Telecommunication Sales and Service | Hails from: Plainfield, Indiana
26 years with company in Nevada | Based in: Reno

“Do what is right.”

How did you first get
into your profession? 
After graduating from Purdue with my 
Masters in Engineering, I went west to 
Las Vegas. I practiced engineering for 
about a year and a half. I hated writing 
reports I knew no one would read. I 
made a career change and went into 
sales, where I could really help clients 
with custom solutions.

What is your pet peeve? 
I believe very much in accountability 
and taking ownership in your role- 
both good and bad. I would say my 
pet peeve would be when people 
immediately direct blame to someone 
else rather than acknowledge their part.

What do you want your legacy to be?
I was a servant to God, my family, 
employees, clients and community.

When you were a kid,
what did you want to be?
I wanted to be a residential developer 
or contractor. I liked construction 
and the accomplishment that comes 
with providing a total residential 
environment and home for a family.

What business advice would you 
give someone just starting in 
your industry? 
First, I would make sure you have the 
desire to do everything you can for your 
clients. What we do is vital to business 
owners and we need to do whatever it 
takes to live up to expectations.

What is a little known
fact about yourself?
I love to snowboard. People look at me 
surprised when I mention it.  I guess 
they assume I would be skiing.  

If you could have coined
a single phrase of wisdom,
what would it be?
“Pause, breath, respond, don’t react.”

What is your motto?
Do what is right. Find a win-win solution 
no matter the cost.

What is your favorite thing
about living in Nevada?
I love the seasons and all of the things to 
do. Snowboarding, snowshoeing, road 
cycling, hiking, etc. I also love the events 
we have here. I have been proud to be 
a part of the Reno Rodeo and the Great 
Reno Balloon Race for many years. It 
has been wonderful to see and be a part 
of the evolution of our region’s family 
friendly events.
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LEAN 
CONSTRUCTION

By Doresa Banning

SLOW-GROWING NEVADA TREND

Defining Change
 Lean is an approach to construction in 

general that involves applying lean manufac-

turing principles and practices to a process 

to manage and improve it with minimum cost 

and maximum value. 

 “A lot of people think that it means do more 

with less. That’s really not what it is,” said Jim 

Cavaness, contract executive of engineering 

and design, Southland Industries, a design-

build mechanical contractor with a Las Vegas 

office. Cavaness is also co-chair of the Lean 

Construction Institute’s (LCI) Las Vegas Com-

munity of Practice. LCI’s purpose is to edu-

cate, train and change people’s mindset on 

how to work in the construction market.

 Based on consistent collaboration and 

communication, lean construction involves 

implementing processes with discipline so 

work is more streamlined and organized.

 “It is continuously working to find better 

and more efficient ways to do everything we 

do. It’s a common sense approach,” said 

John Cannito, chief operating officer, The 

Penta Building Group, a general contracting 

firm that works in various commercial mar-

ket segments and has Las Vegas and Reno 

offices. 

 Owners, architects, designers, engineers, 

general contractors, builders, subcontrac-

tors, suppliers and end users all can employ 

lean, either individually or in concert. 

 For example, Gallagher Plumbing Inc. 

incorporates some lean practices into all of 

its projects regardless of whether the owner 

and general contractor want it, said Tim Gal-

lagher, vice president and co-owner with 

brothers Patrick and Jeff Gallagher. The Las 

Vegas company provides plumbing for new 

commercial, light commercial and medical 

construction.

 However, the ideal situation is where all 

parties involved in a project employ lean to-

gether, from conception through occupancy 

and maintenance, to collaboratively maximize 

everyone’s talents and knowledge — an ap-

proach called integrated project delivery. 

UHS uses IPD on all of its Nevada projects.

 “IPD is a design-build project on steroids 

where we have [multiple] signers to the con-

tract that are all accountable to each other, 

everybody has an equal say and all are part 

 Building Nevada

ON Nevada Day at the end fo this month, 

Valley Health System will open Hender-

son Hospital, its sixth hospital in Southern 

Nevada. VHS’ parent company Universal 

Health Services Inc. began the 170-bed, 

247,000-square-foot facility project in May 

2014. At that time, the corporation and the 

group of design and construction service 

providers chosen for the endeavor set the 

primary goals of a July 2016 construction 

finish date, an October 28, 2016 opening 

and a $100 million construction cost. They 

will meet each of those goals, largely be-

cause the entire team collectively employed 

lean construction practices and the related 

integrated product delivery model, a newer 

trend in Nevada that’s gaining ground here, 

albeit slowly.

 “It’s a whole different world. We think that 

it’s the best delivery model out in the market 

now,” said Tim Ott, assistant director of proj-

ect management, UHS, a lean construction 

trailblazer in The Silver State for the past eight 

years. 

 “We are one of the few owners who are 

really out there on the cutting edge, trying to 

change the industry,” he added. “We’re push-

ing integrated product delivery (IPD) on all of 

our projects as well as getting other owners to 

embrace it.”

Tim

Ott
Universal Health Services Inc., 
parent of Valley Health System
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of a giant team doing certain aspects of it,” 

said Bret Loughridge, vice president of oper-

ations, SR Construction, a Las Vegas-based 

design-build general contractor that is part of 

the lean team for the new Henderson Hospi-

tal. Loughridge also co-chairs LCI’s Las Ve-

gas branch.

 The aims of lean and IPD in construction 

are to increase value for the owner, reduce 

waste, optimize project results and maximize 

efficiency. 

 Lean construction has its own language 

to create a commonality and understand-

ing among practitioners. For instance, “pull 

planning” is defining, sequencing and setting 

deadlines for all of the tasks a project requires, 

working backward from the overall project tar-

get completion date, or the milestone. 

Origins, Purpose
 Lean construction emerged to counteract 

customer and supply chain dissatisfaction 

with the building industry. It evolved from the 

lean manufacturing processes and practices 

of the Toyota Production System. The per-

centage of time that the building industry 

achieves conditions of satisfaction — what 

the customer wants, when and for what price 

— needs improvement, according to the LCI.

 “On the first day [of the project], we have 

what we call a ‘bootcamp’ where you talk 

about the genesis of where this came from, 

how it applied to manufacturing and how 

you take those concepts and apply them to 

the construction business. It’s extremely im-

portant to start in the beginning,” said Steve 

Brooke, regional manager of Ledcor, a na-

tional construction company with locations in 

both Las Vegas and Reno.

 Nationally, 70 percent of construction 

projects are delivered late and over budget. 

“We want to be more efficient with that,” 

Cavaness said. 

 Additionally, the organization wants to 

make the industry safer. As it is, about 800 

deaths and thousands of injuries occur in the 

industry annually, LCI data shows.

How it Works
 In the case of the Henderson Hospital, 

the project owner, UHS, first built its team 

of about 10 construction-related companies 

through consensus, hiring one partner at a 

time, Ott said. 

 “[This approach] gets buy-in from all 

of the partners. Everybody has a say in 

how the team is formed and who’s on it,” 

Ott said, noting the traditional approach 

typically would’ve been to issue a re-

quest for proposals and hire the lowest 

bidders. 

 All team members, which included South-

land Industries, SR Construction and Penta, 

signed one contract. 

 They also got VHS’ five other hospitals 

to assign a representative from each depart-

ment — for end-user input — to assist in de-

sign process of the new hospital.

Jim

Cavaness
Southland Industries and
Lean Construction Institute

Henderson Hospital, which was built using lean construction methods, is a 170-bed, 247,000 

square foot project. The hospital will open at the end of this month, on-time and on-budget.
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 Second, the team designed and planned 

the project, a phase that took a year and a half.

 Using Styrofoam panels, the team built 

mockups of numerous hospital spaces, such 

as the emergency room and the intensive 

care unit, so the representatives could experi-

ence them and provide feedback on what did 

and didn’t work before the areas were drawn 

officially into the plans. 

 With all team members’ costs exposed 

and the owner’s input on what it wanted to 

pay, they arrived at a cost target. 

 “One of the biggest issues in our industry 

is the owner never really understands, in the 

traditional model, when the project will actu-

ally be done and how much it is going to cost 

them in the end,” Ott said. 

 With IPD, everyone is guaranteed their 

cost and a gross margin. If the project’s over-

all costs wind up being lower than anticipat-

ed, all team members share in the extra profit, 

and vice versa. 

 “The subcontractors and general con-

tractors want to achieve [the decided upon 

cost] for the owner. Also, the enhanced profit 

that’s there makes them say, ‘Let’s help each 

other,’” Cavaness said. “We may even find 

money in the budget that the owner now can 

do cooler things with the project and do them 

on the front end instead of back end. That’s 

not regularly in construction.”

 Together, the Henderson Hospital team 

employed the commitment-based last plan-

ner system to plan and schedule the entire 

project, from the high-level milestones down 

to daily work activity. Team members aren’t 

told what they have to do and how much time 

 Building Nevada
they have to do it. Instead, they inform the 

team what tasks and time the job require. 

 Third, the construction work began. 

During that period, the team met weekly in 

what’s called the “big room” to regroup, as-

sess progress, answer requests for informa-

tion and problem solve, all collaboratively. 

One practice it employed was choosing by 

advantages, in which the team, when neces-

sary, collectively selects from a list of options 

based on the benefits. 

 “[With the meetings], it’s more enjoyable 

just working with the other trades. You get to 

know them much more,” Gallagher said.

 The team also did numerous retrospec-

tives, stopping at certain points in the project 

or when a breakdown occurred to reflect on 

what had happened, why and how they could 

prevent it in the future. One lesson learned, 

Ott said, was that UHS could have better de-

scribed to the new partners the expectations 

and the setting of goals and objectives when 

Tim

Gallagher
Gallagher Plumbing Inc.

http://www.nvccf.org
http://www.nvccf.org
http://www.thecaringplacenv.org
http://www.orioncancerfoundation.org
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they onboarded them, or introduced them to 

the project, and vice versa, as lean construc-

tion is new to many people.

 This team approach is contrary to tradi-

tional construction, in which “everyone works 

alone, for themselves, pushing from a starting 

point instead of pulling,” Loughridge said. 

 Gallagher said a lesson learned from IPD 

is all of the collaboration better organizes the 

workers, allowing actual tasks in the field to 

go more smoothly.

Beneficial Outcomes 
 The primary benefits to the owner of using 

lean and IPD are a higher-quality project and 

predictability with respect to cost and deliv-

ery date. With Henderson Hospital, UHS/VHS 

received “a building that supports efficient 

and lean hospital operations,” on time and on 

budget, Ott said. The team also attained six 

targets related to patient ratings of their care 

and experience while in a hospital.

 Major advantages to the other parties in-

volved are reduced safety hazards and con-

fidence in when actions and tasks are going 

to happen. Another is cost savings, which 

results from less risk, better productivity, 

greater efficiency and reduced waste. Waste 

in traditional construction is huge, found in 

change orders, excess material production, 

waiting for other subcontractors to complete 

work and for answers to requests for informa-

tion (RFIs), and more, Cavaness said.

 “It stresses the importance of collabora-

tion,” added Brooke. “The [subcontractors] 

really appear to like it because they have a 

voice in the planning of the project. A byprod-

uct of that is we get buy-in, but we also get 

accountability at the subcontractor level be-

cause we’re incorporating their commitments 

into the schedule.”

 Building Nevada COMMERCIAL BUILDERS

Bret

Loughridge
SR Construction

RESOURCES

Lean Construction Institute
 The Lean Construction Institute’s Las Vegas Community 

of Practice holds free Lean Coffees from 6:30 to 7:30 a.m. the 

third Tuesday of every month at the Associated Builders and 

Contractors office.

 Every other month the group offers a two- to four-hour 

class on a lean construction topic.

 The LCI’s national meeting is held annually in early October.

 

Associated General Contractors of America
AGC offers a Certificate of Management-Lean Construction. It 

requires that candidates complete the seven required courses 

successfully, pass the CM-Lean exam and pay the $550 in ap-

plication, technology and exam fees. 

http://www.peptecsupply.com
http://www.peptecsupply.com
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 Also, consistently achieving the Holy Grails 

of construction —a high-quality project, a safe 

project and an on-time delivery — makes the 

provider more competitive and able to charge 

more competitively, Cannito said. 

Challenges with Lean
 Because lean’s IPD is relatively new in 

Nevada, it requires trust among the team 

members, which for some people is too big a 

hurdle. 

 “It really is quite honestly a leap of faith,” 

Cavaness said. “You really need to be with 

people who have the right attitude.” 

 Getting people to consider a different 

approach to construction, let alone try it, is 

difficult, particularly professionals who’ve 

been successful for years working their 

own way. 

 “There’s definitely a learning curve at the 

start of the project,” added Brooke. “If the 

team is resistant, it’s an uphill battle.”

 “Some of them want nothing to do with it,” 

Loughridge said. “We’re not trying to change 

why a person has been successful, but every-

one can improve.”

 All the necessary upfront meetings when 

nothing is getting built can be difficult for a 

business, Gallagher said, but it becomes 

worthwhile in the long run.

 “You have to learn to think a little differently 

and still try to see the positive of that,” he added.

Future of Lean
 Lean construction is catching on slowly 

in Nevada, experts said. More companies 

are practicing lean than simply talking about 

it, and awareness of the local IPD projects is 

increasing. The number of people attending 

the LCI’s Lean Coffees, informal discussions 

about anything related to lean construction, 

has doubled over three years. The Associat-

ed General Contractors of America this year 

began offering a Certificate of Management-

Lean Construction. 

 The trend likely won’t take off until more 

owners and general contractors get on board, 

Gallagher said. For it to explode, it might re-

quire the hospitality/gaming industry getting 

behind it, Loughridge noted. However, the 

existing shortage of a qualified construction 

workforce may cause a shift toward lean. If 

the technology companies relocating in Ne-

vada push for lean, Cannito, said, that, too, 

could help drive the trend. 

 “We truly believe being lean makes us 

more competitive,” Cannito said. “If it does 

and other companies become more competi-

tive, those that don’t are going to fall behind. 

I think that’s true for the industry but very true 

for Nevada as well.”

 Building Nevada

Steve

Brooke
Ledcor

http://www.americafirst.com
http://www.americafirst.com
http://www.nevadabusiness.com/2016/10/lean-construction-slow-growing-nevada-trend/?utm_source=PDF&utm_medium=PDF&utm_content=PDF%20PDF%20October%202016


90 NEVADABUSINESS.COMNEVADA BUSINESS MAGAZINE   OCTOBER 2016

Sale, Industrial
ADDRESS 5 Sunset Wy., 89014
BUYER 5 Sunset Way Holdings, LLC
SELLER YCM, Inc.
DETAILS 13,282 SF; $1,350,000
APN 161-32-810-005
REP (BOTH) Travis Noack and Kimberly 
Summers of Gatski Commercial

Sale, Industrial
ADDRESS 121 Corporate Park, 89074
BUYER CP 121, LLC
SELLER Elevon Corporate Park, LLC
DETAILS 12,320 SF; $1,663,200
APN 178-15-611-046
BUYER’S REP Greg Pancirov, SIOR of 
Colliers International
SELLER’S REP Mike DeLew, SIOR of 
Colliers International

Sale, Land
ADDRESS 931 & 939 Empire Mesa Wy., 89011
BUYER Empire Mesa Development, LLC
SELLER Blue HUD, LLC
DETAILS 33,106 SF; $281,401
APN 178-02-111-045 & 178-02-111-040
BUYER’S REP Chris Zunis of Colliers 
International
SELLER’S REP David Grant of Colliers 
International

N 

Sale, Retail
ADDRESS 3053 W. Craig Rd., 89032
BUYER Building 3053, LLC
SELLER Halferty Development Company
DETAILS 8,000 SF; $2,190,000
APN 139-05-317-004
BUYER’S REP Michael Hawkes of First 
Federal Realty DeSimone, LLC
SELLER’S REP Jeff Berg and Mica Berg of 
The Berg Team | Sperry Van Ness

S 

Lease, Office
ADDRESS 3740 S. Eastern Ave., 89169
TENANT HealthMedica, Inc. and San 
Francisco Medical Institute, Inc.
LANDLORD Somerset at Sahara, LLC
DETAILS 7,100 SF; $1,202,641 for 126 months

E

Sale, Multi-Family
ADDRESS 517 N. 28th St., 89101
BUYER Green Tree Apartment, LLC
SELLER Las Vegas Apartments, LLC
DETAILS 72 units; $54,166 per unit
APN 139-36-110-028
SELLER’S REP Devin Lee, CCIM and Robin 
Willet of NAI Vegas | The Sauter Multifamily 
Group

H 

Project, Other
ADDRESS 655 E. Lake Mead Pkwy., 89015
CONTRACTOR OF RECORD Core 
Construction
DETAILS A 46,000 square-foot campus 
expansion has been completed for Lake 
Mead Christian Academy in Henderson. 
The new campus was designed to serve 
increased demand at the school and includes 
a new football field and track, 17 classrooms 
and a 7,200 square-foot worship and arts 
center. Lake Mead Christian Academy 
received the land as a donation from 
Landwell Company and the new campus is 
now open for the 2016 fall session.

Project, Industrial
ADDRESS 1775 Executive Airport Dr., 89052
CONTRACTOR OF RECORD Panattoni 
Development Company
DETAILS Panattoni and Hillwood Investment 
Properties have broken ground on a 
482,000 square-foot speculative warehouse 
distribution facility as Phase II of the 150-
acre South 15 Airport Park project. The 
Class A distribution building will include high 
image design, cross-dock configuration, 36’ 
clear height, dock and grade level loading 
positions and car and trailer parking. The 
project’s estimated cost is $37 million and is 
slated for completion by the fourth quarter of 
this year.

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

DEAL TRACKER

LANDLORD’S REP Ben Millis, SIOR and 
Chris Beets of Newmark Grub Knight Frank
TENANT’S REP Bob Acuff of Colliers 
International

Sale, Retail
ADDRESS 6087 S. Pecos Rd., 89120
BUYER AJL Properties, LLC
SELLER Fisher Family Trust
DETAILS 7,505 SF; $2 million
APN 162-36-601-053
BUYER’S REP Tina D. Taylor of Marcus & 
Millichap
SELLER’S REP Chris Cunning of Marcus & 
Millichap

Sale, Industrial
ADDRESS 7- Building Portfolio, 89119
BUYER BKM Capital Partners
SELLER Guardian Financial
DETAILS 177,597 SF; $15,650,000
APN 177-02-610-002, 177-02-610-003, 177-
02-612-008, 177-02-612-009
SELLER’S REP CBRE Las Vegas

Sale, Industrial
ADDRESS 3210 E. Tropicana Ave., 89121
BUYER Rakayla Capital, LLC
SELLER Tropicana-Mojave, LLC
DETAILS 13,138 SF; $2.4 million
APN 162-24-802-001
BUYER’S REP Adam Malan of Logic 
Commercial Real Estate
SELLER’S REP Charlie Mack, CCIM of 
Mack Realty

Sale, Multi-Family
ADDRESS 1400 E. Reno Ave., 89119
BUYER Westland Sage Point, LLC
SELLER DT Las Vegas IV LP
DETAILS 128 units; $54,688 per unit
APN 162-26-101-014, 162-26-101-019 - 162-
26-101-021
REP (BOTH) Cameron Glinton of Marcus & 
Millichap

SW 

Sale, Retail
ADDRESS 2407 W. Charleston Blvd., 89102
BUYER Lifefirst Pharmacy, LLC
SELLER Charleston Property, LLC
DETAILS 4,320 SF; $1,175,000
APN 162-05-511-012
SELLER’S REP Dustin Alvino of Marcus & 
Millichap

Sale, Land
ADDRESS 7000 W. Post Rd., 89118
BUYER Hengbang Expo, LLC
SELLER Post Road Land 8, LLC
DETAILS 23,522 SF; $155,000
APN 163-34-713-006
BUYER’S REP Caroline Lee of PMI Realty

121 Corporate Park

http://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_content=PDF%20PDF%20October%202016
http://www.nevadabusiness.com/2016/10/red-report-october-2016/?utm_source=PDF&utm_medium=PDF&utm_content=PDF%20PDF%20October%202016


Sale, Office
ADDRESS 7300 S. Virginia St., 89511
BUYER Greer 7300 S Virginia, LLC
SELLER 7300 S Virginia Street, LLC
DETAILS 11,040 SF; $3,149,929
APN 025-330-39

Sale, Retail
ADDRESS 6365 S. McCarran Blvd., 89509
BUYER Levine Investments LP
SELLER Louis & Audrey Demartini Family 
Trust
DETAILS 5,489 SF; $2 million
APN 024-053-16

Sale, Other
ADDRESS 4871 Summit Ridge Dr., 89523
BUYER Dan Adam Properties, LLC
SELLER Outrider, LLC
DETAILS 5,000 SF; $1.9 million
APN 400-024-05
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 Red Report

855 Maestro Dr.

SELLER’S REP Cathy Jones, CCIM, SIOR and 
Paul Miachika of Sun Commercial Real Estate

Sale, Land
ADDRESS 2333 S. Decatur Blvd., 89102
BUYER 318 Sahara Venture, LLC
SELLER JRJ Properties
DETAILS 4 acres; $6,850,000
APN 163-01-803-013
SELLER’S REP Robert Torres and Scott 
Gragson of Colliers International

WC 

Sale, Office
ADDRESS 333 W. Moana Ln., 89509
BUYER Placer Wolf, LLC
SELLER Fair Co Properties, Ltd.
DETAILS 6,095 SF; $642,500
APN 019-352-06

Sale, Office
ADDRESS 3605 Grant Dr., 89509
BUYER JL & BC Properties, LLC
SELLER Mallard Company
DETAILS 7,194 SF; $1.4 million
APN 024-122-08

Sale, Office
ADDRESS 855 Maestro Dr., 89511
BUYER Rand Capital Investments, LLC
SELLER Dennis Banks and Art Hinckley
DETAILS 6,151 SF; $800,000
APN 164-430-07

89169
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SOUTHERN NEVADA NORTHERN NEVADA

	 Since	 January	 of	 2016,	 Northern	 Ne-

vada	has	provided	homes	to	many	new	and	

emerging	 businesses,	 placing	Reno/Sparks	

on	 the	map	 as	 a	 prominent	 retail	 hub.	 The	

second	 quarter	 of	 2016	 saw	 modest	 mar-

ket	activity	with	net	absorption	at	a	positive	

66,629	and	overall	drop	 in	vacancy	rates	to	

10.0	percent.	

	 The	retail	market	has	seen	an	increase	of	

rental	rates	averaging	around	$1.34	per	square	

foot	in	Reno/Sparks.	There	is	a	high	demand	

and	little	inventory	for	restaurant	spaces	in	the	

area,	therefore	landlords	are	able	to	charge	a	

higher	price	for	spaces	with	a	grease	intercep-

tor	and/or	a	hood	already	in	place.	Regardless	

of	the	retailer,	we	are	going	to	see	lease	rates	

continue	to	rise	throughout	the	year.

	 While	 there	 were	 no	 finished	 products	

delivered	 this	quarter,	 the	 last	 four	quarters	

have	seen	a	 total	of	104,566	square	 feet	of	

newly	 completed	 retail	 projects	 and	 7,000	

square	 feet	 under	 construction	 in	 Spanish	

Springs.	

	 	With	Nevada’s	business	 friendly	environ-

ment	and	the	area’s	growing	economy,	North-

ern	Nevada	is	seeing	a	lot	of	new,	out-of-state	

retailers	 and	 plenty	 of	 local	 boutique	 shops	

opening	their	doors.	Meadowood	Mall	will	add	

two	tenants	to	their	directory	this	year.	Dicks	

Sporting	Goods	 is	currently	under	construc-

tion	with	over	50,000	square	feet	and	a	Cin-

emark	Movie	Theater	of	over	53,000	square	

feet		will	follow.	Small	and	local	boutiques	will	

be	 opening	 their	 doors	 closer	 to	 the	 urban	

core	in	downtown	and	midtown	Reno.	

	 The	Las	Vegas	Valley	anchored	retail	va-

cancy	rate	declined	from	11.3	percent	to	11	

percent	in	the	past	12	months.	At	the	end	of	

Q2,	vacancy	rates	were	7	percent	in	power	

centers,	12.5	percent	in	community	centers	

and	11.8	percent	 in	 neighborhood	 centers.	

With	the	retail	market	just	1	point	above	the	

10	percent	stabilized	rate	and	taxable	retail	

sales	at	all-time	highs,	the	Valley’s	anchored	

market	is	still	relatively	healthy.	However,	its	

recovery	 has	 been	 uneven.	 Some	 submar-

kets	 continue	 to	 perform	 drastically	 better	

than	 others,	 with	 Downtown	 vacancy	 (21.6	

percent)	at	the	high	end	and	vacancy	in	the	

Northeast	(4.9	percent)	at	the	low.	

	 Though	 the	 retail	 market	 saw	 modest	

improvement	in	the	second	quarter	of	2016,	

developers	still	seem	a	bit	reluctant	to	build	

anchored	 retail	 space	 as	 demand	 in	 the	

market	 has	 been	 lukewarm.	 This	 accounts	

for	 the	paltry	301,000	square	 feet	of	space	

currently	under	construction.	When	planned	

space	is	taken	into	account,	the	picture	gets	

a	 bit	 rosier.	 There	 are	 671,000	 square	 feet	

planned	 in	 a	 market	 that	 has	 44.3	 million	

square	feet	of	anchored	inventory.	

	 Space	under	construction	in	Q2	encom-

passed	three	projects:	Silverado	Promenade	

in	University	East	and	 the	Caroline’s	Court	

and	 Decatur	 215	 expansions	 in	 the	 north-

west.	 The	 671,000	 square	 feet	 of	 planned	

anchored	centers	covered	four	projects:	St.	

Rose	 Square	 and	 Smith’s	 Marketplace	 in	

Henderson,	DC’s	Plaza	in	the	Northwest	and	

the	Edge	in	the	Southwest.

 Commercial RE Report

RETAIL
SUMMARY
SECOND	QUARTER	2016

Southern Nevada analysis and statistics compiled by

RCG Economics, Northern Nevada analysis and

statistics compiled by Dickson Commercial Group.

TOTAL MARKET

Total Square feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease sf/mo (nnn)

Under Construction

Planned

POWER CENTERS

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

COMMUNITY CENTERS

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

NEIGHBORHOOD CENTERS

Total Square Feet

Vacant Square Feet

Percent Vacant

New Construction

Net Absorption

Average Lease SF/MO (NNN)

Under Construction

Planned

Southern northern*

* All numbers exclude regional malls

NEXT MONTH: INDUSTRIAL
ABREVIATION KEY

MGFS:

SF/MO:

NNN:

Modified Gross Full-Service

Square Foot Per Month

Net Net Net

RETAIL
SECOND QUARTER

32,793,913

3,295,385

10.00%

0

 69,456 

$1.18

0

0

3,066,591

520,421

16.97%

0

 10,527 

$0.90

7,000

0

12,913,715

 968,210 

7.50%

0

 8,826 

$1.11 

0

0

14,176,749

1,693,566

11.95%

0

 95,477 

$1.20 

0

0

44,262,684

4,870,148

11.0%

0

125,049

$0.96

301,000

671,000

10,083,608

705,372

7.0%

0

214,808

$1.48

0

0

18,655,704

2,331,403

12.5%

0

-67,189

$0.83

171,000

0

15,523,372

1,833,373

11.8%

0

-22,570

$1.04

130,000

671,000

http://www.nevadabusiness.com/?utm_source=PDF&utm_medium=PDF&utm_content=PDF%20PDF%20October%202016
http://www.nevadabusiness.com/2016/10/retail-summary-second-quarter-2016/?utm_source=PDF&utm_medium=PDF&utm_content=PDF%20PDF%20October%202016
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he U.S. real gross domestic product 
(GDP) grew at a 1.1 annual rate in 
the second quarter of 2016, The in-
crease in real GDP was mainly due to 
surprisingly large gains in consumer 

spending, while cutbacks in private business in-
vestment contributed to U.S. economic growth 
remaining stuck in the slow lane.  In spite of lack-
luster business investment, U.S. nonfarm em-
ployment added 151,000 jobs in August. Retail 
sales and auto and truck sales in July remained 
above their respective levels from last year, and 
housing starts and housing prices experienced 
both month-over-month and year-over-year 
gains with the most recent data. The Federal Re-
serve continues to hint at their intention to hike 
the interest-rate soon. But, many economists 
argue that the next increase will not likely oc-
cur until the end of this year because of recent 
economic performance and political and global 
economic uncertainty.
 The Nevada economy continues to post 
strong, positive signals on its economic recov-
ery. The adjusted statewide employment gained 
4,700 jobs from June to July. Gaming revenue 
posted a strong 10 percent year-over-year 
growth, which mostly reflected a 28.5 percent 
increase in table games revenue in July. Taxable 
sales for June increased strongly by 9.6 percent 
from a year ago, while gasoline sales in gallons 
continued its robust 3.7 percent year-over-year 
growth over the same period. Total air passen-
gers also rose by 2.9 percent compared to a 
year earlier. 
 Most recent data indicate continuing im-
provement in Clark County’s economic activity. 
Seasonally adjusted employment added 3,400 
jobs from June to July. Taxable sales jumped by 
10.1 percent from a year ago after weak growth 
from last month. Total McCarran passengers and 
visitor volume in July also climbed by 2.6 and 2.8 
percent, respectively, from last year. Gaming rev-
enue experienced a strong yearly 10.2 percent 
rise. Residential housing permits declined signifi-
cantly by 25.9 compared to last year. Commer-
cial permits continued to decrease by 16.7 per-
cent from a year ago, remaining low and volatile.
 Washoe County also saw more favorable 
signals in its on-going recovery compared to 
last month with a significant rebound in housing 
permits. The Reno-Sparks seasonally adjusted 
employment added 1,400 jobs for the month and 
rose by 4.3 percent for the year. Taxable sales 
rose by 12.3 percent year-over-year and gam-
ing revenue grew strongly at 9.3 percent year-
over-year. Residential housing permits finally in-
creased both month-over-month and year-over-
year by 204.3 and 236.7 percent, respectively, 
thanks to a significant pick-up in Reno. 

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

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

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

Stephen M. Miller, Director

Jinju Lee, Economic Analyst

UNLV Center for Business
and Economic Research

GROWTH

DATE LATESTUNITS PREVIOUS YEAR AGO RECENT YEAR AGO COMMENTS

1290.1

6.5

4.873

1015.01

4.560

102.30

942.6

6.5

3.601

867.20

763

20

4.168

69.67

4.136

218.5

5.5

0.713

76.13

569

46

0.357

14.81

0.476

144,598

4.9

239.8

247.7

126.0

105.8

457.7

17.77

1.211

16570.2

120.693

-39.474

2170.95

-2.40

1.26

1285.4

6.4

4.413

887.41

4.507

100.56

939.2

6.8

3.283

761.62

1260

25

4.134

69.38

3.962

217.1

5.8

0.631

65.95

187

30

0.339

14.63

0.470

144,447

4.9

239.9

247.5

125.2

106.0

457.9

16.69

1.186

16525.0

121.933

-44.655

2173.60

-2.33

1.20

1258.2

6.7

4.446

923.04

4.431

98.67

918.2

6.8

3.271

786.79

1029

24

4.064

67.21

4.023

209.5

6.3

0.635

69.66

169

10

0.351

14.45

0.461

142,151

5.1

237.7

242.5

122.8

106.2

447.6

17.44

1.147

16374.2

119.426

-39.900

1972.18

-2.77

2.10

0.4%

0.1%

10.4%

14.4%

1.2%

1.7%

0.4%

-0.3%

9.7%

13.9%

-39.4%

-20.0%

0.8%

0.4%

4.4%

0.6%

-0.3%

13.0%

15.4%

204.3%

53.3%

5.3%

1.3%

1.3%

0.1%

0.0%

-0.04%

0.1%

0.6%

-0.2%

-0.04%

6.5%

2.1%

1.1%

-1.0%

-11.6%

-0.1%

-0.1%

0.06%

2.5%

-0.2%

9.6%

10.0%

2.9%

3.7%

2.7%

-0.3%

10.1%

10.2%

-25.9%

-16.7%

2.6%

3.7%

2.8%

4.3%

-0.8%

12.3%

9.3%

236.7%

360.0%

1.7%

2.5%

3.1%

1.7%

-0.2%

0.9%

2.2%

2.6%

-0.4%

2.3%

1.9%

5.6%

1.2%

1.1%

-1.1%

10.1%

0.4%

-0.8%

Up Over Year Ago

Recent Increase

Up Strongly

Up Strongly

Up Over Year Ago

Up Over Year Ago

Up Over Year Ago

Reduced

Up Strongly

Up Strongly

Significant Decrease

Low and Volatile

Up Over Year Ago

Up Over Year Ago

Up Over Year Ago

Up Over Year Ago

Down From Year Ago

Up Strongly

Up Strongly

Significant Increase

Low and Volatile

Up Over Year Ago

Up Over Year Ago

Up Over Year Ago

Up Over Year Ago

Flat Month-Over-Month

Up Over Year Ago

Up Over Year Ago

Up Over Year Ago

Recent Decrease

Up Over Year Ago

Up Over Year Ago

Up Over Year Ago

Weak Growth

Recent Decrease

Year-Over-Year
Deficit Decrease

Up Strongly From Year Ago

Recent Decrease

Recent Increase

000s, SA

%, SA

$billion

$million

million persons

million gallons

000s, SA

%, Smoothed SA

$billion

$million

units permitted

permits

million persons

million gallons

million persons

000s, SA

%, Smoothed SA

$billion

$million

units permitted

permits

million persons

million gallons

million persons

million, SA

%, SA

82-84=100, SA

82-84=100, SA

05.12=100, SA

2009=100, SA

$billion, SA

million, SA

million, SA

2009$billion, SA

97.01=100

$billion, SA

monthly close

%, NSA

%, NSA

2016M07

2016M07

2016M06

2016M07

2016M07

2016M06

2016M07

2016M07

2016M06

2016M07

2016M07

2016M07

2016M07

2016M06

2016M07

2016M07

2016M07

2016M06

2016M07

2016M07

2016M07

2016M07

2016M06

2016M07

2016M08

2016M08

2016M07

2016M07

2016Q2

2016Q2

2016M07

2016M07

2016M07

2016Q2

2016M08

2016M07

2016M08

2016M07

2016M08

DATA

Employment

Unemployment Rate*

Taxable Sales

Gaming Revenue

Passengers

Gasoline Sales

Employment

Unemployment Rate*

Taxable Sales

Gaming Revenue

Residential Permits

Commercial Permits

Passengers

Gasoline Sales

Visitor Volume

Employment **

Unemployment Rate*

Taxable Sales

Gaming Revenue

Residential Permits

Commercial Permits

Passengers

Gasoline Sales

Visitor Volume

Employment

Unemployment Rate

Consumer Price Index

Core CPI

Employment Cost Index

Productivity Index

Retail Sales Growth

Auto and Truck Sales

Housing Starts

Real GDP Growth***

U.S. Dollar

Trade Balance

S and P 500

Real Short-term Rates*

Treasury Yield Spread

Note: NSA = Not Seasonally Adjusted, SA = Seasonally Adjusted

 Business Indicators
NEVADA

CLARK COUNTY

WASHOE COUNTY

UNITED STATES

T
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How do you measure success?

“In the non-profit world, 
success is measured by 
the number of lives we are 
changing. When we know 
we have helped to improve 
the graduation rates for the 
schools we work with in 
Washoe County, we know 
those percentage numbers 
are attached to real people 
with brighter futures.”

“If I am happy when I 
wake up in the morning, 
I know I had a successful 
day yesterday. If I 
continue ending each day 
happy, I know I chose the 
right career.”

“I believe success to be the 
person that in all situations 
chooses the positive 
approach, the person who 
is not daunted by rolling up 
their sleeves and giving 120 
percent, such that at the end 
of day, they can stand back 
and admire what they’ve 
created and be damn proud 
to put their name on it.”

“To me, success is 
measured best by the 
impact our actions have on 
the people we’re assisting 
– the tangible outcomes 
that positively affect lives, 
improve public safety, and 
expedite resolution for the 
parties involved.”

“Success is best measured 
by the degree of positive 
influence you are able to 
have in the lives of others.  
I find this to be true with 
my spouse, my children, 
friends and professional 
relationships.”

Scott Donaghe | Senior Associate 
Avison Young

Greg Martin | President-Elect
Nevada Association of Realtors

Auburn Harrison | Executive Director 
Communities in Schools of Western Nevada

Margi A. Grein | Executive Officer 
Nevada State Contractors Board

René Cantú Jr., Ph.D.
Executive Director, JAG Nevada
(Jobs for Nevada’s Graduates, Inc.)

Mike Dickinson | Tax Director
Johnson Advisors

“Success is measured 
one student at a time. 
Success has a quantitative 
and qualitative element. 
Quantitative as in higher 
graduation rates, and 
qualitative in that students 
report powerful stories of 
change and transformation 
through JAG.”

 Last Word
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Southwest Medical Associates is part of OptumCare, a leading health care delivery organization that is reinventing health care to help keep people healthier 
and feeling their best. Southwest Medical is a trademark of Southwest Medical Associates, Inc. Optum® and OptumCare™ are trademarks of Optum, Inc. All 
other trademarks are the property of their respective owners. ©2016 Southwest Medical Associates, Inc. All rights reserved.

SMALV.COM

THE CAREER YOU’VE ALWAYS IMAGINED. 
BENEFITS YOU’D NEVER EXPECT. 

Southwest Medical Associates, part of Fortune 500 
company OptumCare, is hiring Physicians, Physician 
Assistants and Nurse Practitioners. 

We are one of southern Nevada’s oldest and largest 
provider teams, serving our region since 1972. We o� er 
choice benefi ts and a coordinated care model that enables 
you to spend more time collaborating with your colleagues 
and serving your patients.

We’ve created a professional environment where you can 
truly thrive because that’s how we make care better. 
For everyone.

To start a rewarding career with Southwest Medical, 
go to smalv.com/careers.

• Generous compensation and 
benefi ts packages 

• 30 health care clinic locations 
around the valley, so you are 
never far from the o�  ce and your 
patients are never far from you

• Opportunities in 9 specialties, 
Pediatrics, Adult Care, Home 
Health, Palliative Care, 
and Hospice

• EMRs and a practice model that 
reduces administrative burdens 
and nurtures provider-patient time

• The opportunity to grow within an 
always-growing team

http://www.SMALV.com


Your success is our success. That’s why 

we provide Nevada small businesses with 

the financial tools they need to help them 

start, grow and thrive. Convenient locations. 

Unsurpassed client service. Knowledgeable 

relationship managers you can trust and 

depend on. We’re all in this together, so  

let’s work together.

 

BRING YOUR BANKING HOME.

BANKING MEANS BUSINESS 

Product terms and conditions apply.    

A division of ZB, N.A. Member FDIC     
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nsbank.com  |  866.728.0461
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