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ADVANCING SMALL BUSINESS
laza Bank was established in Southern Nevada in 2010 with the 
goal of being a true community bank for the area. Originally 

founded in Orange County in 2005, the bank has put together a 
team of executives who understand the market and business-own-
er’s needs. Erich Bollinger, Executive Vice President and Chief Bank-
ing Officer for Plaza Bank best illustrates what the bank is able to 
offer the community. “We’re a bank that has the full-compliment of 
products and services for a small business, while providing excep-
tional customer service,” he said. “As a business owner, you don’t 
lose out on anything while going with a community bank but you 
do get a very flat organization and really good customer service.”

The bank has two locations, one in Irvine, CA and the other in Las 
Vegas, NV. The Irvine location serves as the headquarters while cen-
tral operations for the bank are managed in the Las Vegas branch. 
“This isn’t a secondary location,” said Bollinger. “This full-service lo-
cation is where we handle the operations for the bank.”

A bank executive can be found at the Las Vegas branch on any 
given day and Bollinger himself has a long history with Nevada, 
having been a banker here for several years. Additionally, the Las 
Vegas branch has three Relationship Managers and two Financial 
Services Officers, all of whom make it their mission to provide each 
customer with the solutions they need to succeed.

Knowing the market and caring for customers are only two compo-
nents of Plaza Bank’s success. The other is in finding real business 
solutions that fit their client’s needs. Bollinger and his colleagues 
took a look at what businesses today really need from their bank 
and have subsequently created several product offerings to fit 
those needs. They then went a step further. Each and every profes-
sional at the bank is well-versed in business’ needs and Bollinger is 
empowered to make decisions for customers rather than having to 
put those decisions through a series of hurdles. This allows for quick 
turn-around times and personal service from bank executives.

“When we’re talking with a business owner and there’s a credit re-
quest, we collect the information and can often approve it here lo-
cally,” said Bollinger. “It feels good on both sides of the table; you 
deliver and the customer can go on to running their business.”

The bank offers three main types of loans to companies looking 
to borrow. The first is a small business commercial and industrial 

loan. This is ideal for a business that has anywhere from $1 million 
to $50 million in annual revenue and is looking for a line of credit, 
equipment financing or leasing, letters of credit or owner occupied 
real estate. “This captures approximately 95 percent of what a small 
business requires for financing,” Bollinger said.

Plaza Bank also specializes in Small Business Administration (SBA) 
lending, particularly in 504 and 7(a) SBA real estate loans. More 
and more common in today’s market, SBA loans are a great way to 
help businesses. “We do a lot of SBA lending,” Bollinger said. “We 
are exceptionally good at them, and we do a lot of volume. We have 
almost 20 people in that department alone.”

Finally, the bank offers asset-based lending. The professionals at 
the bank review a company’s accounts receivables and inventory 
for businesses that are growing and need to leverage their assets. 
Asset-based lending is an ideal solution for many companies in to-
day’s market.

Plaza Bank is particularly good at working with professionals, such 
as doctors and medical groups. An off-shoot of the loan products 
the bank already provides is one specifically catered to those pro-
fessionals. It’s a streamlined approval process for a line of credit up 
to $100,000; the application is typically two pages or less and the 
bank has the capacity to approve it quickly.

“The bank that’s going to deliver the deal is the one that under-
stands the story,” said Bollinger. “I’m not going to turn someone 
down because they lost money during a terrible recession. Here we 
have the ability to incorporate some of the less tangible items and 
not just the credit score.”

At Plaza Bank, each and every client is treated as more than a num-
ber; a business’ unique needs are reviewed and the bank’s team of 
specialists work diligently to meet those needs. “If you’re a bank 
committed to the market, it means you listen to the stories and you 
go beyond the numbers,” Bollinger added. 
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 We have already seen the Obama administration attempt to take over the healthcare industry 
with its Obamacare program, and we watched it meddle in the alternative energy market by 
propping up Solyndra and other companies that should have been allowed to fail.  Recently, 
Obama appears to have sold out America again.  This time it was jobs-for-politics by denying a 
permit for the Keystone XL pipeline, which would have transported oil from Canada to the U.S.  
It has been said this decision alone would kill 20,000 jobs. And it threatens our neighbor to the 
north, Canada.  Due to this ill-fated political move, and the volatile indecisiveness on the part of 
our President, Canadians have said they feel they are being held hostage, and they will take their 
energy elsewhere, specifically to China and other countries in Asia.
 Now the government is trying to grab control of yet another vital industry by tying up the 
Internet with new rules and regulations.  It’s all part of a consistent pattern of interference in 
private enterprise.  Obama and his supporters seem to think the government can run businesses 
better than the people who currently have control – their owners.
 At press time, Congress was debating the so-called Stop Online Piracy Act (SOPA) in the 
House and the Protect IP Act (PIPA) in the Senate.  These bills were supposedly intended to pro-
tect intellectual property from copyright infringement.   For many years, websites based in other 
countries have been selling unlicensed movies, music, and other artistic property without paying 
royalties.  The problem is that we’re not able to prosecute the real online “pirates” because many 
of them are based in countries that don’t respect our rule of law.  So someone decided to choke 
off the system that allowed people to access these websites– namely, the Internet.
 Proposed regulations would allow the feds to take down an entire website if it contained any 
connection to a site the government decided was in violation of anti-piracy rules.  Tech experts 
have predicted that these regulations would even apply to search engines like Google, which 
could be punished if a search result led to an offending website.  The information technology 
magazine eWeek stated, “The language of SOPA is so broad…that this bill could effectively kill 
e-commerce or even normal Internet use.” 
 And how would the government enforce these new rules?  They’d need armies of bureaucrats 
snooping through the Web, scanning websites, analyzing content – in short, they’d need a special 
Internet police force paid for by taxpayers.  Foreign websites that sell pirated movies or prescrip-
tion drugs would be relatively untouched by these measures.  If regulators blocked access to one 
website, they could set up another one in a few hours. 
 It’s the honest Internet companies that would suffer.   Investors would be reluctant to fund 
Internet-based enterprises, and even thriving companies would be hesitant to expand in the un-
certain regulatory climate.  The ironic thing about this whole situation is that the Internet is 
one of the few flourishing market sectors in the U.S. economy.   While many brick-and-mortar 
industries are struggling to survive, the tech sector has been providing desperately needed jobs.  
The end result of federal interference would be more jobs for bureaucrats and fewer jobs in the 
private sector.   
 Regardless of the outcome in Congress of this Internet attack, this out of control President and 
Congress need to back off of growing our government and our deficits… they need to represent 
the people, make government simpler, and affect stimulus to assist small businesses to grow 
and succeed.  These small businesses are the ones who can make the difference in growing this 
nation to prosperity again. I say QUIT THE “BS” POLITICS AS USUAL!  Mr. President and 
Congress.  Be somebody and leave a legacy of greatness, not disappointment.
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or the past several years, Nevadans 
have seen a multitude of changes in 
the state’s economic landscape.  Un-
fortunately, many of those changes 
have been negative.  Despite that, 

in this year’s tenth annual Power Poll, many 
executives maintain an optimism that was il-
lustrated in last year’s poll and show hopes 
for the future of the Silver State.
 The Power Poll survey was sent out to 
business owners and executives at the end of 
last year.  This is not a scientific poll, rather 
a sampling of opinions gathered throughout 
the state.  Respondents were located through-
out Nevada with the majority of them (62 
percent) being business-owners.  This is an 
uptick from previous years where respon-

dents were more closely split between busi-
ness-owners and executives and may indicate 
a trend towards self-started enterprises due 
to recent cut-backs and layoffs across nearly 
every industry in the state.  Despite tough 
economic times, most of the respondents are 
sticking with the Silver State; the majority 
(48 percent) has been doing business here for 
20 years or more.
 A sampling of the participants in this 
year’s poll were interviewed to learn more 
about their views on each segment of the 
Power Poll and what we can look for in the 
coming years.  The numerical results of this 
survey are included in the following pages.  
Additionally, previous year’s results are in-
cluded to give readers a historical reference.

F

Cover Story

Power
Poll 2012
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The Theoretical Bottom

 No one could have predicted the length 
of this recession, however, for the past few 
years, the Power Poll has asked executives to 
ball-park when Nevada might recover.  This 
year, executives showed slightly more caution 
with their predictions than last year, with 53 
percent indicating the state has hit bottom, 
compared to 55 percent the previous year.  As 
with 2011’s poll results, the majority indicated 
the economy has reached its low point.

Dan Adamson
R.O.I Commercial

Real Estate

 Of those that felt the state hadn’t quite 
reached the bottom of the recession, just over 
half felt it would be around a year before it 
does.  Of those that think the bottom has al-

ready come, almost 70 percent think it will be 
a year or less before things begin to pick-up.
 “I am optimistic that, unless we have 
a double dip, we’re on our way up,” said 
Dan Adamson, owner of ROI Commer-
cial Real Estate. “You can see it in taxable 
sales and jobs.  There are a lot of positive 
signs out there.”

Dealing With the “Man”

 One issue that has been a growing con-
cern revealed in the annual Power Poll is 
the role of government in private busi-
ness.  Executives had shown an increas-
ing concern since 2009 about this issue. 
In both 2011 and 2012, the poll reveals 
that 78 percent of respondents are either 
“very” or “somewhat” concerned about 
governement intervention.

Company Location

Northern Nevada

Rural Nevada

Southern Nevada

2012

24%

1%

75%

2011

22%

2%

76%

Respondent Profile

Business Owner

Executive

2012

62%

38%

2011

55%

45%

 The poll further reveals a shift of nine 
percent being “somewhat” as opposed to 
“very” concerned, indicating that govern-
ment intervention is not as large of a con-
cern as the previous years.  
 “I think government regulation is very 
important,” said Don Beebe, owner of 
Able Appraisal, Inc. “It keeps things in 
check.  It has a lot of safety nets for peo-
ple that need government assistance and 
regulation to keep them at an even plane.”
 “If they’re protecting the public good, 
then I don’t have a problem with that,” 
said James Allen, president of TechWar-
ror.Net, Inc. “I don’t see this year a lot of 
government intervention that impacts my 
business directly.”
 While the number of “very concerned” 
readers may have gone down, the issue re-
mains a concern for many executives with 
78 percent, the same percentage as last 
year, indicating concern.
 “I am fairly concerned,” said Greg 
Korte, Las Vegas division president of 
the Korte Company. “Right now they’re 
dampening the free market by trying 
to control it through legislation, which 
I think is dangerous.  The result is non-
intended consequences.”

 Rich Abajian, general manager and 
owner of Findlay Toyota agreed, saying, 
“We do have some fear that they will 
over-regulate everything where the con-
trols are so tight you have no freedom to 
make money.”

Do you feel we have hit the
bottom of this recession?

Yes

No

2011

55%

45%

2012

53%

47%

If yes, how long before things pick up?

Already seeing rebound

6 months

12 months

18 months

24 months

More than 24 months

2012

36%

6%

26%

10%

15%

7%

2011

25%

17%

31%

15%

9%

3%

If no, how long before we
do hit the bottom?

Already seeing rebound

6 months

12 months

18 months

24 months

More than 24 months

2012

0.0%

11%

51%

15%

12%

11%

2011

1%

22%

31%

28%

9%

9%

Rich Abajian
Findlay Toyota

Don Beebe
Able Appraisal, Inc.

Length of time company has been
doing business in Nevada:

Less than five years

5-9 years

10-19 years

20+ years

2012

4%

15%

33%

48%

2011

11%

15%

34%

40%
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 “Some of the regulations seem to be far 
and above what legislators intended them to 
be,” added Susan Fisher, president and own-
er of Fisher Consulting, LLC. “We need to 
make it easier to get businesses up and going 
rather than making it harder.”

Back in the Game

In last year’s poll, the majority of executives 
predicted their business would pick-up in 
2011 and, according to this year’s poll, they 
were right.  In 2011, nearly 67 percent of 
executives said their business’ bottom line 
was the same or better as compared to the 
previous year. The 2012 poll reveals even 
more optimism with almost 90 percent in-
dicating their businesses would be about the 
same or better a year from now.
 “In the last two months I have had 
more calls from potential clients than any 
two month period ever,” said Fisher. 
 Another positive trend for businesses,  
is that lay-offs have decreased with nearly 
56 percent of executives polled having no 
staff reductions in 2011.  This compares 
to 69 percent of companies reporting staff 
reductions in the previous year.
 “We’re definitely optimistic as far as 
the future,” said Gerd Poppinga, owner of 
Offsite Data Depot.  “We like seeing local 
Nevadans put back to work.”

 “We’ve actually increased our staff 
since August, by about 50 people,” 
added Abajian.  “We had to reduce 
about three years ago and it was aw-
ful, but we increased to back to where 
we were and it’s because business has 
been better.”
 Unfortunately, this isn’t true for all in-
dustries, particularly real estate and con-
struction, that were hit harder in Nevada 
during the recession.
 “We lost a lot of business in 2011, com-
pared to 2010,” said Keller Hackbusch, 
CEO of Dinter Engineering. “The archi-
tecture and construction industry is one 
of the worst industries in the country and 
in Nevada.”
 Allen added that, “The housing and 
construction industry is in for more of 
a challenge.  Probably another 12 to 24 
months before it starts to turn around.”

En Guarde

 Executives are guardedly hopeful 
in regards to Nevada’s economy with 
nearly 46 percent expecting Nevada’s 
economy to be better and about 44 per-
cent expecting it to be about the same.  
The general consensus (72 percent) is 
that Nevada’s economy is the same or 
better than last year.  Only 28 percent 
think the economy is worse than in 
2011.  Another positive indicator is that 
only 10 percent of executives believe 
the economy will be worse in 2012. 

 “Our economy is what I like to con-
sider a healthy economy,” said Jack 
Novak, owner and broker at Las Vegas 
Commercial and Business Sales. “We 
probably will see a very gradual in-
crease in consumer confidence and con-
sumer spending over the course of the 
next two years.”
 “There’s pessimism in the respect 
that we’re not going to get the big mon-
ey coming in like we’ve seen in the past, 
before the recession,” said Allen.  “But, 
there’s optimism going forward that 
things are not as bad as they were.”

How concerned are you about the trend
of government intervention?

Very Concerned

Somewhat Concerned

Not Very Concerned

Not Concerned At All

Declined to Answer

2010

58%

26%

12%

4%

0%

2011

62%

16%

8%

1%

13%

2012

53%

25%

8%

2%

12%

Has your company had
to reduce its staff?

Yes, significantly

Yes, but only marginally

No

2012

15%

30%

55%

2011

36%

33%

31%

2010

34%

34%

32%

A year from now my business’
bottom line will be:

Much Better

Somewhat Better

About the Same

Somewhat Worse

Much Worse

2012

13%

43%

33%

11%

0.0%

2009

15%

36%

22%

25%

2%

2010

12%

40%

29%

14%

5%

2011

11%

50%

27%

10%

2%

Compared to one year ago,
my businesses bottom line is:

Much Better

Somewhat Better

About the Same

Somewhat Worse

Much Worse

2012

11%

33%

29%

22%

5%

2011

11%

31%

25%

22%

11%

Continues on page 30

Keller Hackbusch
Dinter Engineering

Jack Novak
Las Vegas Commercial &

Business Sales

Susan L. Fisher
Fisher Consulting, LLC
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Feature Story

ight out of 10 U.S. companies use social media, ac-
cording to data from eMarketer, a digital marketing 
researcher. Is yours one of them?
    “It’s necessary to have some type of social media 
presence. If you can dedicate some time to it, there’s 

going to be a return,” said Adam Carter, Web and social media 
manager at Bauserman Group, a Reno-based communications 
agency specializing in advertising, marketing and public relations.
 Nevada companies can use social media in many aspects of 
their operations, including marketing, customer service, human 

resources and internal communications. They can establish their 
brand, give it a voice, build and monitor it. They can engage more 
personally with people and other companies and organizations, 
and thereby generate leads and build relationships. They can re-
ceive valuable feedback about their products and services. Social 
media also is useful in finding, recruiting and screening potential 
employees. The Glenn Group, in addition to involvement in exter-
nal social networks, has a private internal one via Yammer (www.
yammer.com), which allows its 40-member staff to interact with 
each other, even between its two offices.

E

Get in the Game
Social   media

By Doresa Banning
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 “The sky is the limit really in terms of how 
you decide to use social media,” said Mike 
McDowell, director of digital media, KPS|3 
Marketing, a Northern Nevada based agency.

A Closer Look

 Social media, McDowell said, is a set 
of Web-based tools that allow businesses to 
have one-on-one personal or multi-direction-
al conservations and network with others. 
 For Station Casinos, a Summerlin-based 
gaming company, it’s part of its overall 
messaging. 
 “We see it similar to a website, to e-mail, 
to online advertising. They all are codepen-
dent of what we do digitally,” said Thomas 
Patchin, the company’s vice-president of in-
teractive marketing.
 Those social media tools include busi-
ness networking sites (LinkedIn), social 
networking sites (Facebook), microblogging 
sites (Twitter), company blogs (WordPress), 
video compilation sites (YouTube) and more. 
 “Use of a tool is dependent on what the 
job is and what you need it to do,” said Flip 
Wright, vice-president of strategy and inno-
vation at The Glenn Group. “It all boils down 
to what your objective is, what you want 
people to do and what you want the ultimate 
benefit or outcome to be. Then you can start 
to look at who you’re going to talk to and 
where the place to talk to them is.” 
 LinkedIn (www.linkedin.com) is an ex-
cellent way to connect with colleagues and 
potential clients, employees and work. It’s 
easy to search for specific parameters, such 
as titles, regions, companies, etc. LinkedIn 
is easy to get involved in and isn’t time con-
suming. Companies and employees can have 
a presence there without having to expose 
much about their personal lives.
 “It tends to be a network of people want-
ing to do business with one another rather 
than getting to know one another on a per-
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sonal level,” McDowell said. “The dialogue 
tends to be more about projects that you’re 
working on and less about barbecues and 
photos of your dogs.”
 The downside is that people aren’t as en-
gaged with it as they are with Facebook. Per-
haps it’s because it lacks the “idiosyncrasies 
and personal tidbits that make people inter-
esting,” McDowell added.
 Facebook (www.facebook.com), with 
more than 800 million users (and nearly 1 
million in Nevada), is massive, giving you 
the opportunity to reach and connect with 
lots of people. 
 “It’s really difficult for a business to ig-
nore that many eyeballs, to ignore a space 
where that many people exist and have made 
going there a habit,” McDowell said.
 But you also open yourself up to negative 
feedback and criticism, which you need to be 
prepared to handle. Because Facebook is so 
large, you could damage your brand if you’re 
not ready to manage and engage with a large 
network of people.

 “[On Facebook] you are standing on 
stage and have to take the applause and the 
rotten tomatoes,” McDowell said. 
 Twitter (www.twitter.com) allows you 
to direct your conversations better than on 
Facebook, as it’s easier to find people who 
are interested in one topic. Businesses can 
better monitor and join conversations there in 
real time, as tweets are indexed and search-
able. For example, you could follow the word 
“Nevada,” see what people are talking about 
and participate in the dialog. The downside 
to Twitter is that it moves at a much faster 
pace than other social networks, requiring 
you to stay on top of it and tweet often. Only 

one or two tweets a day can easily get lost in 
the constant stream.
 A blog, created through WordPress 
(www.wordpress.com) or other blogging 
software, proves your knowledge on a partic-
ular subject, establishes you as an authority 
on it and shows your willingness to share it 
with others. Through it, readers can interact 
with you, share ideas, provide feedback and 
support your brand. Because search engines 
tend to index blogs, in part because of their 
fresh content, a blog can afford you search 
engine optimization advantages.
 For some businesses, generating new 
blog content and writing posts are difficult to 
continue regularly. If you don’t however, you 
can lose readership and credibility. 
 “If you’re going to start, you have to con-
tinue,” McDowell said.
 If your company can represent its 
brand in a visually appealing way, You-
Tube (www.youtube.com) is an ideal social 
media option. It gets a lot of visitors and it 
contains an abundance of content. Next to 
Google, YouTube has become the second 
most popular search engine, according to 
comScore, an Internet marketing research 
company.
 Like a blog, this video-sharing site re-
quires you to develop and capture new con-
tent and then compete for attention, with all 
the other material already on the site. This 
can be too much for a business to manage. 
 “Sharing on videos, if done right, can be 
really successful,” Carter said.
 The Glenn Group, for example, routinely 
uses an array of social media tools. Along 
with Yammer, it employs LinkedIn to share 
its expertise; Facebook to share who the 
group’s people are and what their personali-
ties are; Twitter to share with others what the 
company is about and thinking about; Form-
spring (www.formspring.me) to respond to 
people’s questions; and Vimeo (www.vimeo.
com) to showcase some of its completed 
projects.
 The primary downside to executing a so-
cial media plan, in general, is the necessary 
resources—manpower and time.
 “It’s really like anything else. If you don’t 
put adequate effort into something, it poten-
tially will fail,” Wright said.

Mike McDowell
KPS|3 Marketing

http://www.maximomedia.com
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 In a large company, social media success 
requires ample communication and partner-
ing. Station Casinos, which has 13,000 em-
ployees and several properties, has been using 
social media for three and a half years. It be-
gan with Facebook, and now also uses Twit-
ter; Yelp (www.yelp.com), an online urban city 
guide; Foursquare (www.foursquare.com), a 
location-based social networking website for 
mobile devices; Google+ (www.plus.google.
com), a social networking platform); and Ins-
tagram (www.instagr.am), a photo-sharing in-
terface. It also has a blog. Employees on all the 
properties generate content and content ideas, 
which they then submit to the interactive mar-
keting team. The team checks all content for 
brand alignment and accuracy, then posts it. 
The team also monitors and tracks ways so-
cial media is driving visitation and frequency 
to Station Casinos’ locations.
 “It’s definitely worth the time and the 
effort,” Patchin said. “In places where we 
weren’t representing ourselves, guests were 
actually creating and managing Facebook 
pages or Twitter accounts or Yelp descrip-
tions or FourSquare check-ins for us.”
 David Leibner said use of social media 
doesn’t have any drawbacks. He is CEO of 
FBG Social Media Solutions, a software de-
velopment group and digital agency based 
out of Las Vegas.  The company is focused 
on delivering consulting, education, and out-
sourced services in the social media space.
 “The conversations are happening 
whether you like it or not,” he added. “It’s just 
a matter of whether you want to be a part of 
the conversation. You used to be able to pur-
chase your identity through billboards and 
magazine flyers, but now you are the sum of 
what people say about you.” 

Best Practices

 All companies should have a social me-
dia presence, experts said. Whether it’s one 
person spending five minutes a day or a 
whole team dedicated to it, “there is a level 
that’s right for your business,” Leibner said. 
 Before jumping onto one or another 
platform, determine what you want to ac-
complish from a business standpoint. Maybe 
you want to generate more traffic into your 

business. Maybe you want your company to 
have a positive online presence. Maybe you 
want to shift providing customer service via 
telephone to the Internet. 
 Determine who you want to engage and 
what social platform(s) you’ll find them on.
 “Understanding who is relevant to your 
business and what is relevant to them allows 
you to create an online community around 
your brand,” Leibner said. “The tipping point 
for any brand is when you get more people 
taking about you rather than you talking 
about you.”
 Then, determine for each objective 
whether social media can support it. Review 

your prior advertising or public relations 
campaigns, as you want the old and new to 
be cohesive. Use this information to formu-
late a strategic plan. Part of it should be social 
media goals and ways you’re going to mea-
sure the success of your social media efforts. 
 One way to accomplish all of the above 
is through Social Office Suite (SOS) (www.
socialofficesuite.com), social media manage-
ment software. With it, you can post from 
one dashboard, maintain a posting calendar, 
categorize posts and search for conversations 
about your company and competitors. Other 
capabilities include measuring your efforts 
and generating actionable reports. It’s de-
signed for companies of all sizes and costs 
$1 a day per user per location per account. 
 “With SOS, businesses will grow their 
presence online, share their value propo-
sition with the people relevant to them 
and make their competition less relevant,” 
said Leibner, who founded and co-devel-
oped SOS.

Flip Wright
The Glenn Group

http://excellacom.com
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congress does, there’s not that strong animos-
ity. Also, I think it depends on the commit-
tee. The chairman of the committee sets the 
tone, if it’s going to be partisan or more coop-
erative. I was on four committees and in two 
of the committees there was a great deal of 
cooperation, on the other two, not as much. It 
depends a good deal on the chairman and his 
or her attitude and philosophy. 
Jason Friedman: We’re certainly not the 
same as our colleagues in D.C., but there 
were some instances where we weren’t able 
to make the kind of progress that we needed 
to make because of that tone. If we had all 
the answers and if our perspective was the 
only good perspective, then we wouldn’t 
need a legislative process. Nevada can not af-
ford to have it be about just one issue. It can’t 
just be education, labor or business. We don’t 
have that luxury. We have to come together 
with the thought in mind that all of this is re-
lated and that we have consequences when 
we don’t think about that. 

What is the public’s 
perception of elected 
officials?
Hardy:  They think exactly the same thing I 
thought when I was running for assembly. 
We’ve got a bunch of hypocritical, self-serving 
individuals [who are elected]. I was grateful 
for the opportunity to get to go there. I found 
out different. People are genuinely concerned.  
However, because of a lack of cooperation 
with one another there is no other alternative, 
but for the general public to look it that way. 
Redistricting for one, the state is disappointed 
that we couldn’t dissolve that in legislation. 
That it was so hard-core politics. 
Stewart: I think the general public has a mis-
conception of the legislature. They confuse 
us with congress all the time. They think we 
are making big bucks. They think we have a 
staff. It’s a terrible misunderstanding of how 
little we get, how much we have to do and 
the fact that we’re a true citizen legislature. I 
wish we could get a better understanding of 
who we are and what we do. 
Friedman: I think they’re cynical for some 
good reasons. I don’t know that we as legis-

ecently, elected officials met at Hol-
land & Hart’s Las Vegas office to 
discuss the changing world of poli-
tics and the types of policies they 
expect to see in the coming years.

  Connie Brennan, publisher of Nevada Busi-
ness Magazine, served as moderator for the 
event. These monthly meetings are designed 
to bring leaders together to discuss issues per-
tinent to their industries. Following is a con-
densed version of the roundtable discussion.

How do party 
politics impact the 
effectiveness of 
elected officials?
Michael Schneider: It used to be that after 
the elections you check your party at the 
door and you went in and worked for the 
betterment of Nevada. That doesn’t happen 
enough. There’s blatant partisan politics 
from the opening bell to the end. It height-
ened this past session. I don’t see how that 
does any good for the state when you can’t 
negotiate anything.
Dina Neal: I’m hoping its going to get better, 
so I’ll be the optimist on this, but there were 
some issues in terms of dialogue. We were 
prevented from having good dialogue which 
I felt could have improved the outcome on 

certain bills. As freshman, who hope to come 
back, we plan to change that outcome because 
we do believe in issues and we do believe in 
setting a policy agenda and at least working 
on the things that we have in common.
Irene Bustamante Adams: I agree that I did 
see some of the things that Mike [Schneider] 
mentioned and that was eye opening for me 
as a freshman legislator, but I also am hope-
ful and optimistic because of the large group 
of freshman that came in this session. We 
were all learning at the same time the same 
things, and just the collaboration with the 
other side, I see it and I feel very positive for 
what the next couple of years will bring.  
John Hambrick: I love the freshman class, 
but it troubles me to hear you were restricted. 
I received sage advice and I try to pass it on. 
If you believe in a bill vote for it, regardless, 
vote for it.  If you dislike it, vote against it, 
regardless, but if you don’t have a dog in that 
fight, vote for the caucus. At some point you 
have to have some loyalty, but your first loy-
alty is for the people we work for.
Cresent Hardy: I think we had a good leader 
in our republican caucus that always said that 
if you like the bill vote for it, if it’s a bad bill 
don’t vote for it. Some people I had to deal 
with, it had nothing to do with whether it was 
a good idea or bad idea, it was politics and I 
was disappointed to see that happen. 
Lynn Stewart: We get along a lot better than 

R
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lators have stayed in contact with our com-
munity as frequently as we could. That si-
lence lends itself to creating that perception. 
Regardless of politics or perspectives, this 
service is a tremendous sacrifice. I think the 
perception that it’s just going out to dinner 
to fancy places and stuffing money in your 
pockets is frustrating. We can disagree ev-
eryday, but we can’t deny the sacrifice all of 
us make.  I hope that we can better commu-
nicate to our constituents that our hearts are 
in the right place and for our state.  We just 
disagree on how to get there. 
Neal: Some of the public perception that I’ve 
encountered is that there isn’t a holistic view 
as to how we develop solutions. People are 
still questioning whether or not we really 
want a solution for the problem. Issues that 
have been systemic and we’ve seen them 
replay over several sessions are examples. 
They’re always some of the core and hard 
hitting issues of sustainability and diversi-
fication that have been consistent issues re-
played every session. 
Joe Hogan: We need to think highly enough 
of ourselves and of the job that we’re trying to 
do that we’re willing to accept and go against 
what’s expected with good reasons; not with 
apologies but with explanations to those who 
might have expected us to do otherwise.

What is your take on 
term limits?
Hambrick: I like term limits because I think 
at some point, people don’t feel it’s some-
thing that they have to earn. We have to re-
member that we owe it to our constituents. 
I think some special interests have gotten 
hold in this state. Occasionally there may be 
a lot of special interest that convince some 
legislators to the detriment of their constitu-
ents back home. We must not lose that per-
spective. We represent those in need. I don’t 
know how we could make that happen, but 
we must work on it.
Hardy: I think that when people have too 
much time in one spot they start thinking 
they are somebody they are not. I like the 
direction it’s headed that someone can’t hold 
a seat so long that they dominate their view. 
We are obligated to try to cooperate. 

Stewart: I’ve seen some great legislators 
that have been term limited and we are hurt-
ing because they are not there. On the other 
hand, I’ve seen some that you have to be glad 
they are term limited. There are good and 
bad points, but I tip slightly in favor of terms. 
Hogan: I would rather take a chance on 
keeping somebody who is very contributory 
to the state of the body and risk the turkey 
staying a little longer than he or she ought to. 
Schneider:  I think term limits are for lazy 
people that don’t get involved and don’t do 
their homework. That’s what’s happened 
with our democracy right now. We have term 
limits called an election, every two years. If 
you don’t like them, throw them out. 

What is the cost
of running for office?
Neal: It’s an extreme sacrifice. You have to 
find an employer who likes you a lot and 
who’s willing to give you time to go to these 
meetings and be gone for four months and 
that’s very hard to come by. 
Hambrick: All our costs are doubling. Every 
assembly district has almost doubled in size. 
To run, the cost last year was about $140-150 
thousand. I anticipate that’s going to go up to 
$200,000 plus. In just mailing, I went from 
roughly $32 thousand to $64 thousand plus.
Schneider: Independent expenditures are 
also driving the cost. You have these differ-
ent groups, some from Washington D.C., that 

come in and spend money and it’s throwing 
cost way out of line. We saw it the last go 
round big time where that last month there 
was a couple million spent in two senate rac-
es in this town and it was all outside money. 
The Supreme Court’s decision just took the 
lid off and allowed everything to get out of 
control. 
Friedman: We compare ourselves to the 
Washington D.C. culture, but congress is a 
full time job. Nevada’s constitution created 
a citizens legislature so that we would have 
63 folks from all facets of our community 
that reflect our voice as a state. We go to our 
voters and we raise money to get our mes-
sage out and introduce voters to who we are. 
We have to travel back and forth and we have 
to pay for housing there and housing here, 
while not getting a check from our regular 
jobs. So we raise money so that people un-
derstand who we are and get to know us and 
can evaluate us. Also, to be able to make up 
for the fact we make some $8,000 dollars 
once every other year for four months. 
Adams: The system could lend itself to hav-
ing people that are only retired or extremely 
wealthy to serve, but that’s not what our con-
stitution asks us to have. Within the freshman 
class in the democratic caucus we were all in 
our late 20’s to 40’s; that’s our prime income 
potential. We should be making a significant 
amount, but a lot of us chose to serve our 
state in this position. It’s a tremendous finan-
cial sacrifice. We share personal stories of 
looking at foreclosures in our homes or be-
ing the breadwinner of your family and your 
spouse wasn’t working and how you balance 
groceries. I have a deeper appreciation now 
knowing what it takes to serve. I’m in awe. 
Neal: Now, there’s this move that if you work 
for any state agency you’re getting looked at 
like a villain. 
Hambrick: There’s a pending lawsuit that 
Nevada Policy Research Institute has put for-
ward about not allowing public employees 
[to serve] that I’m in favor for. I don’t think 
they should be in there. For thirty years as 
a federal employee I could not be involved 
in partisan politics because of the Hatch Act.
Friedman: For public employees or employ-
ees in the private sector it’s a sacrifice. We 
take at least four months away from our jobs 
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without pay. It’s not easy whether it’s public 
or private to find an employer that will allow 
that. To deem somebody ineligible because 
they found an employer who will allow [the 
time off], I find disturbing.

What are the top
challenges in our 
state?
Friedman: First is our tax structure; mak-
ing sure we have a structure that provides a 
consistent supply for whatever we decide as 
a legislature our basic needs are. The other 
is the state’s public education. Education is 
at the core of a lot of what we do. How do 
we get businesses to come here or families to 
stay here? We must provide a stable, quality 
system of public education. 
Stewart: The main problem is the economy. 
You can divide that into economic diversity: 
we need to create more industries that are 
not gaming, tourism or mining. Regarding 
the tax structure, we need to find a better 
way to pay taxes without raising them and 
have a broader base; education is also tied 
into that. 
Hardy: Getting a fair tax structure that works 
for Nevada so we know where we’re going, how 
to get there and how we live within our means. 
We need to learn to live within our budget. We 
are behind because we relied on one industry. It 
took us a long time to get to this challenge we’re 
in and it’s going to take us a long time to pull 

out, but education and a fair tax structure that 
we can rely on are top challenges. 
Adams: It’s about reinventing ourselves 
which lends to the economy, education and 
tax structure. We’re moving in the right di-
rection with the legislation we passed AB449 
and SB75 which is investment in capital eq-
uity. It’s slower than I would like it to be, but 
reinventing ourselves would have to be the 
number one for me. The second would be 
Nevada’s position on the federal level, be-
cause of how much land the federal govern-
ment owns in our state. 
Schneider: We’ve been cheap in Nevada 
since 1864. We support everything as long as 
we don’t have to pay for it. We want someone 
else to pay for it and that’s the problem in our 
state. We have fewer government employees 
than any other state per capita. We need to 
step up and pay for ourselves for a change. 
Neal: The two issues are business develop-
ment and growth in education. Although 
we’ve always been financially deficient, we 
haven’t focused as much as we need to on 
the human capital part. Sandoval just started 
talking about having businesses doing part-
nerships within the schools and committing 
three or four hours to offset some of these 
staffing issues. 
Hambrick: I believe AB449 must succeed 
and education is built into that because Ne-
vada System of Higher Education is part of 
economic development. We’re seeing some 
good come out of it already according to the 
Governor’s comments. 
Hogan: I certainly agree there are problems 
with our whole tax scheme and public educa-
tion. The business community and the gener-
al population have become accepting of be-
ing 49th in just about everything and a lot of 
people say, “lets not talk about taxes”. I think 
we need to be a little better at self examina-
tion. We need to raise more revenue for those 
things that are priorities for our future. 
Schneider: The number one reason that 
businesses don’t move here is because of our 
funding level of education. They say, “How 
can I get more employees if you’re not fund-
ing your university system properly?” That’s 
our problem and if we don’t address it with 
revenue we’re going to be here loping along 
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Michael Hemphill
President / CEO
CSG Direct, Inc.

Las Vegas & Reno

Number of Employees: 28
Years in Nevada: 18
Years with Company: 18

What do you like most and least
about your industry?
Most: The industry moves much slower than 
technology so we are always able to create 
new systems and technologies to help our 
clients gain advantage. Least: The industry 
moves much slower than technology so the 
adoption rate of new ideas can be slow too.

What would you want your legacy to future 
generations to be?
I hope my legacy is an example of the 
American struggle and pursuit of the 
American dream to inspire people to reach 
for their own inner greatness.  Too many 
people settle for average existence because 
their parents and friends did too. Someone 
has to be a guiding light in every family and 
every neighborhood.  I hope to inspire people 
to be the light in the room no matter how 
difficult the dream is.

What is the bet perk of your career?
I get to make a difference for some fabulous 
community businesses.

What business advice would you give 
someone just starting in your industry?
A business plan doesn’t matter if you don’t 
have customers.  Get your first customer first!  
Follow your dream but keep your feet on the 
ground.  Remain humble and care about 
every client like the blessings they are.

What do you wish you would have learned 
at the beginning of your career?
Employee personality types. How to place the 
right employee type in the best job for them, 
where they would flourish the most.

What was the toughest lesson you’ve 
learned in your career?
Perfection is a journey to an impossible 
place that is still worth the journey.

What is the worst criticism
you have overcome? 
Wow, good question! Overcome? Still 
battling? I know my weakness is my drive to 
invent that comes before all else. I appear 
aloof in social gatherings and have no 
patience for small talk or television. I struggle 
to take time out to enjoy social gatherings 
like I should.

Face To Face | Statewide
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Margin tax is more destructive 
than alternatives

Free Market Watch | Commentary

eaders in the Democratic majority during the 2011 state 
legislative session proposed a dramatic change to Ne-
vada’s tax system: Phase out the Modified Business Tax 
— a tax on private-sector payroll — and replace it with a 
new, larger levy modeled after Texas’ business margin tax. 

 The effort gained so little traction in Carson City that the Demo-
cratic leadership, embarrassed, never even brought its proposal up 
for a committee vote.
 Now, almost a year since the 2011 legislative session began, the 
margin-tax scheme has found its way back into public discourse via 
state AFL-CIO bosses. They say they’ll run a petition campaign to 
put a margin tax on the ballot. What they propose, however, is to 
install the margin tax in addition to the Modified Business Tax, not 
in place of it, and as reported in the Las Vegas Sun, they’re seeking 
a tax rate of 2 percent, not 0.8 percent, as Democrats previously 
proposed. 
 Just what would that mean?
 The proposed margin tax, as in Texas, would be assessed against 
firms with total taxable annual revenue over $1,000,000. The firms 
would have to pay a tax rate of 2 percent against either: 

1) 70 percent of total revenue, 
2) total revenue minus wages, or 
3) total revenue minus the cost of goods sold. 

 Advocates of this tax argue that allowing firms to choose between 
these alternative tax bases would prevent heavily labor-intensive or 
capital-intensive industries from suffering unique penalties from the 
tax, since they could deduct for labor or capital costs, respectively. 
 Analyses performed by Texas legislative staff, however, warn that 
industries that employ roughly proportional amounts of labor and 
capital are more heavily penalized by the tax. That’s because fewer 
revenues can be exempted from their tax base. The result is that 
these industries face a margin-tax liability that is disproportionate to 
their share of the Texas economy. The share of margin-tax revenues 
paid by Texas’ agriculture industry, for instance, is 2.6 times greater 
than its share of economic output.
 The choice between alternative tax bases has made the tax-filing 
process more complicated in Texas, and this, in itself, has become 
an issue. Small businesses have complained that they do not have 
the accounting expertise to navigate the tax in the way that large 
businesses can. The high compliance costs associated with the mar-

gin tax are compounded by vague legal definitions of terms such 
as “cost of goods sold.” It is not clear within Texas law what can be 
included in this category.
 The margin tax doesn’t just penalize small businesses, however. 
It also penalizes start-up businesses and others that find themselves 
operating at a financial loss. That’s because the tax liability is cal-
culated as a proportion of revenues and not profits — meaning that 
businesses operating in the red still face a margin-tax liability. 
 In this sense, the margin tax can be thought of as a modified 
gross-receipts tax: The tax is based on gross receipts, but offers an 
array of possible deductions. Indeed, Indiana University tax scholar 
John L. Mikesell has appropriately referred to the margin tax as a 
“badly designed business profits tax . . . combin[ing] all the prob-
lems of minimum-income taxation in general — excess compliance 
and administrative cost, penalization of the unsuccessful business, 
undesirable incentive impacts, doubtful equity basis — with those 
of taxation according to gross receipts.”
 The Tax Foundation calls gross-receipts taxation “distortive and 
destructive,” because such taxes “pyramid,” as they are assessed at 
every level of production. Thus, highly complex goods that require 
multiple stages of production are repeatedly subjected to the tax. 
This results in a higher effective tax rate on more complex goods, 
which distorts consumer behavior and leads to a loss of wealth. 
  Moreover, says the Tax Foundation, a margin tax is more destruc-
tive than alternative tax instruments yielding the same amount of 
revenue. It concludes: “There is no sensible case for gross receipts 
taxation, or modified gross receipts taxes such as a Texas-style mar-
gin tax.”
 All of these problems have become apparent in Texas. Not only is 
the margin tax perceived as unfair to small or struggling businesses, 
it also has consistently underperformed revenue projections. These 
problems have resulted in widespread calls for repeal or reform. In 
2009 alone Texas lawmakers heard over 100 bills to modify or re-
peal the state’s margin tax— only three years after the tax was put 
in place.
 Given that the margin tax has been such an abject failure since 
its inception in Texas, it’s astounding that anyone anywhere would 
consider replicating it, even for a moment. 
 It is time to throw the margin tax onto the trash heap.

L

Geoffrey Lawrence is deputy policy director at the Nevada 
Policy Research Institute.

Texas Margin Tax: 
Always A Bad Idea



20                                        February 2012 February 2012                                       21

Around the State

UNR and DRI Reach 
Out to Business 
Community
The Technology Transfer Office (TTO) 
for the University of Nevada, Reno and 
Desert Research Institute has created an 
Industry/Faculty Partnering Clinic.  The 
program is one of three from the TTO 
designed to engage the community and 
enhance technology transfer, economic 
development and the relationship between 
the institutions and the local business 
community.

GLVAR Reports 
Record Home Sales in 
Las Vegas
According to a report from the Greater Las 
Vegas Association of Realtors (GLVAR), 
more existing local homes were sold in 
2011 than in any other year on record.  
The report breaks the GLVAR’s all-time 
sales record with 48,186 local properties 
sold last year.  This compares to the 2009 
record of 46,879 total sales.
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PECCOLE PROFESSIONAL PARK
10080 WEST ALTA DRIVE, SUITE 200 • LAS VEGAS, NEVADA 89145

702-385-2500 • HUTCHLEGAL.COM

READY, SET, WIN.

las vegas          reno          salt lake city          phoenix

Mt. Hope Molybdenum Mine:
Nevada’s Eureka Moment!

 
e-mail:

careers@GeneralMoly.com

775.237.1951

Learn more about Molybdenum at:  www.GeneralMoly.com

high quality
mining jobs
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Kinross’ strategic focus is to maximize net asset value 

and cash flow per share through a four-point plan 

built on: delivering mine and financial performance; 

attracting and retaining the best people in the 

industry; achieving operating excellence through the 

“Kinross Way”; and delivering future value through 

profitable growth opportunities.

Putting people first

Outstanding corporate citizenship 

High performance culture

Rigorous financial discipline 

www.kinross.com

Kinross is a Canadian-based gold mining company with mines and projects in Brazil, Canada, Chile, Ecuador,  

Ghana, Mauritania, Russia and the United States, employing approximately 7,000 people worldwide.

At Kinross Gold,  
generating value  
for our shareholders, 
our people, and our 
communities is at the 
core of our business.
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lannel shirt, pickax, maybe a battered 
tin for separating out the gold ore. 
That’s one historical and most likely 
imaginary picture of mining in Nevada. 

Nope, not accurate.
 Mining in the 21st century is a highly technical 
field that utilizes computer modeling, satellites 
and GPS locations. “A lot of mining operations 
have very large remote control of operations, so 
everything from the precise location of a blast 
hole to keeping up with exactly how long one of 
the large trucks has been sitting idling or how 
long it’s been moving, everything is monitored,” 
said Jeff Thompson, dean, University of Nevada, 
Reno, School of Sciences. 

F

Special Report

Mining
in 21st century 
nevada

by Jennifer Rachel Baumer
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 Welcome to 21st century mining. One 
of the core industries in our state, it’s also 
one of the industries in Nevada that’s in a 
growth phase. Mines are expanding, new 
mining companies are starting operations 
here, construction work is slated for min-
ing operations and enrollment and gradu-
ation rates for those seeking mining ca-
reers at UNR are up.
 The mining industry weathered the re-
cession well, with rural Nevada mining 
counties remaining stronger and healthier 
than would have been the case without 
mining.
 “It’s been absolutely critical, one of 
our primary industries, obviously a major 
contributor to our economy,” said Pam 
Borda, executive director, Elko County 
Economic Diversification Authority. 
“When everyone else in the nation was 
suffering pretty substantially, we were 
affected by the recession in terms of im-
pacts from things that happened nation-

ally, but essentially our county stayed 
healthy during that time, very much due 
to the mines.”
 Despite the importance of mining to 
the state’s economy and the economy in 
rural counties, mining is not the second 
largest industry in Nevada, according to 
Tim Crowley, president, Nevada Mining 
Association.
 “Culturally we’ve been known as the sec-
ond industry in the state,” said Crowley. “If 
you go back far enough, we were the largest 
economic driver in the state in the 1860s, 
and into the 1900s, and culturally we’ve 
maintained being the second largest indus-
try in the state when gaming surpassed us. 
But in reality, in terms of GDP, we’re about 
the ninth largest economic factor.”
 Which isn’t to downplay mining’s impor-
tance to Nevada’s economy, but since the in-
dustry represents approximately 5 percent 
of the GDP, it’s unlikely mining alone will 
bring Nevada fully out of the recession. 

 Still, the growth is encouraging. There 
are projects in development in Lander, 
Eureka, Nye, Humboldt and Elko coun-
ties. There are plans to redevelop the An-
aconda Mine, and Nevada Copper Corp. 
is developing around Yerington in Lyon 
County, the leading most depressed coun-
ty in the state. 

What Lies 
Beneath 
 Mining may not be the one-stop-shop 
for bringing Nevada’s economy back 
online, but it’s a significant player. De-
mand for many of the materials mined 
in Nevada is up, there are new mines 
opening and new mining companies 
moving in.
 Just some of the minerals that lie under 
the Nevada sagebrush and rock are gold, 
silver, copper, lithium and vanadium. 
 “Diatomaceous earth is something I 
think Nevada should pay attention to,” 
said Crowley. “It’s a product used in a 
lot of household applications, everything 
from food filtration and my favorite, all 
domestic beer is filtered through diato-
mite filters.” It’s also used for pool fil-
ters, and kitty litter. The main company 
mining it is EP Minerals in Reno, which 
mines between Reno and Lovelock. 
 There are even some newcomers 
Nevada can take to market in the field 
of minerals. American Vanadium 
Corporation will be putting a new proj-
ect into production in the next few years. 
Vanadium is similar to lithium and used 
in battery technology, green battery pro-
duction and hybrid car batteries.
 Nevada is the sixth largest gold pro-
ducer in the world, behind five other 
countries.
 Another mineral mined in Nevada 
is molybdenum, used in structural and 
stainless steels, in chemical applications 
during the crude oil refining process, in 

Special Report | Mining

Barrick Gold of North America is committed to taking the right 
steps for success, and our operating priorities—personal, 

environmental and property protection—reflect that.  Barrick has 
been mining Nevada’s gold for over 20 years.  Keeping these top 

priorities, we plan to be here for many more.                        
www.barrick.com PO Box 29, Elko, NV 89803 (775) 748-1001 
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solar panels and tower steel for windmills 
– and in the multivitamin many of us take 
with breakfast.
 General Moly is a Nevada mining 
company going through the permitting 
process to open their Mt. Hope project 
23 miles northwest of Eureka. Once the 
permitting process is completed, and fol-
lowing about 20 months of construction 
on the mine project, the company projects 
it will be processing for the next 44 years.
 “It’s a remarkable timeline and we will 
employ an average of 600 construction 
workers during the 20 month construc-
tion phase, and employ approximately 
400 workers for the operations of the Mt. 
Hope mine,” said Zach Spencer, external 
communications manager, General Moly. 
With molybdenum selling for about $15 
a pound, General Moly is expected to pay 
about $709 million in state and local taxes, 
and around $959 million in federal taxes 
for the course of the project. Following 
up on the heels of the Mt. Hope project is 
the Liberty project some 23 miles north of 
Tonopah, where General Moly intends to 
mine both moly and copper. 
 Newmont Mining isn’t new to the state 
– the company’s been here since 1965 – 

but now it’s expanding. Mining primarily 
gold, silver and copper, the company has 
been producing about 1.8 million ounces 
of gold a year and is looking to grow that 
over the next five years to 2.2 million 
ounces a year with the addition of one 
new project and the expansion of other 
existing projects.
 Newmont is in Elko, Winnemucca, 
Battle Mountain, Carlin and the new 
project, Long Canyon, is between Wells 
and Wendover. Newmont will be submit-
ting documents for permitting in March 
or April, then budgeting for the three-year 
permitting process.
 “Permitting is one of our biggest chal-
lenges,” said John Mudge, vice president, 
environmental and social responsibility. 
“Especially with bigger projects that re-
quire a full EIS (environmental impact 
statement), it can take five or six years 
to permit. Permitting involves numer-
ous studies and is quite a process to go 
through. The EPA gets involved and they 
have all their input and over the years 
there have been lawsuits from environ-
mental groups and as a result of those, 
agencies try to make documents more and 
more thorough which makes them bigger 
and bigger and the studies get bigger and 
bigger and it takes more and more time.”
 “In terms of BLM, they’re certainly 
very busy, there are a lot of projects 
going on and other mines opening and 
expanding,” said Duane Peck, mine gen-
eral manager, Marigold Mining Com-

pany, a joint venture between 
Goldcorp and Barrick 
Gold. “But the agencies 
[for permitting] are good 
to work with and there’s 
been a renewed focus on 
improving the permit-
ting process in terms 
of speed. We’re getting 
a lot of support from 
the Governor’s Office, 
they’ve opened up a 

dialog with BLM that’s 
been very helpful. This governor 

wants to create jobs and by getting 

the permit process moving timely, we’re 
able to do just that: create jobs.”
 In addition to Barrick’s joint venture 
with Goldcorp, the company has teamed 
up with Kinross. The result is Round 
Mountain Gold, a large open pit gold 
mine in Central Nevada which has been 
in production since 1976.

By the 
Numbers
 Nevada’s mining may happen in rural 
counties, but the effects of mining on the 
economy are felt statewide. In a state that 
ranked number one in unemployment in 
November 2011, coming in at 13 percent, 
mining’s employment numbers are im-
pressive. In 2011, Allied Gold created 
300 new jobs. Barrick Gold will put over 
300 new jobs in place in 2012, General 
Moly will add another 300, Newmont 
will bring on 200 additional employees 
to add to the 3,800 in place and the 600 
hired in 2011. Barrick Gold Corpora-
tion’s Bald Mountain mine in the Ruby 
Mountains just completed a major ex-
pansion – 400 people are there now, and 
following a $500 million expansion at 
Barrick’s Cortez, there are 1,200 work-
ers there, and the list goes on.
 “They’re putting more people to 
work at a time when unemployment is 
at its worst and not only putting them to 
work, but in jobs with family-sustain-
ing wages,” said Crowley. “The average 
wage right now is over $80,000 with 
benefits.”
 Those numbers don’t include the 
contractors brought onboard by mining 
companies. In addition to miners and 
mining engineers, there’s a demand for 
accountants, business and human re-
sources people, experts to do remedia-
tion and watch environmental controls. 
In addition to Barrick’s 4,000 employees 
the company brings on thousands of sup-

Special Report | Mining
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 Round Mountain Gold employs 800 
employees and 200 plus contractors.  The 
project’s employees have a Wellness Pro-
gram as well as a nutritionest/personal 
trainer and pre-paid gym fees.  Addition-
ally, the company supports several local 
community organizations including the 
Tonopah Historical Mining Park.
 In addition to mining’s impact on em-
ployment, there’s also its purchasing pow-
er. “We’re buying more equipment for the 
expansions we’re experiencing, but also 
taking the opportunity to replace older 
equipment and put in better efficiency 
measures and prepare for the future,” said 
Crowley. “There’s no saying this prosper-
ity in the precious metals industry is go-
ing to last forever, so if you can invest in 
those things that can make you survive 
through the leaner times, you’ve got to do 
it now.”
 Purchasing puts dollars in vendor’s 
pockets for everything from heavy equip-
ment to the tires for that equipment, all 

pliers and vendors. Barrick’s payroll is 
over $300 million annually, and since 
2006 it has invested more than $2 billion 
in Nevada, according to Lou Schack, 
director of communications and com-
munity affairs. Marigold estimates that 
for the 12,000 people employed by that 
mine, there are another four to five peo-
ple for each employed in support posi-
tions, meaning the mine has an overall 
impact on 60,000 people.
 Kinross’ priority is its people, a point 
Lauren Roberts, regional vice president 
of the firm’s North America division re-
cently reiterated. Speaking to the manag-
ers and front line supervisors at a daily 
planning meeting, he said, “North Amer-
ica delivered outstanding performance 
in 2011. Safety remains our primary fo-
cus and we need to continue to improve 
in this area. Everyone here and the folks 
that work for you are to be thanked for the 
success of this mine and Kinross, North 
America.”

of which piles up those sales and use tax 
dollars. 
 In 2010 the price of gold soared, increas-
ing in value by 20 percent and mining’s tax 
contributions rose by 54 percent.  The tax, 
called net proceeds minerals tax, is pegged 
at the value of gold. In 2011 Newmont paid 
$57 million in the mining-specific net pro-
ceeds tax, approximately $31 million in 
sales and use taxes to Nevada and another 
$3.5 million under the modified business 
tax (Nevada’s payroll tax).
 It’s not just tax contributions, either; 
Newmont budgeted $90 million for ex-
ploration in 2011, which is increasing to 
$120 million in 2012.
 But of course everyone knows mining 
is a boom or bust operation, so what hap-
pens to Nevada when the bust hits? May-
be nothing. Just like the image of mining 
has changed from the solitary individual 
with the shovel to a high tech company 
using satellites, today’s mining plays by 
new rules.

Special Report | Mining
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 “Anymore mines have gotten very good 
about planning and constant exploration,” 
said Borda. A Newmont project has a 40 
year projected life cycle and the mining 
companies are constantly adding to that. 
“They don’t really do boom and bust any-
more, but people think they still do.”

Mining
& Nevada 
Communities 
 Mining’s contributions to the com-
munities where the industry is located 
is more than simply financial. In Elko, 
where Barrick Gold and Newmont have 
mines, Borda said the employees are 
great corporate citizens, involved in 
community service, active members of 

the Chamber of Commerce, and playing 
an active supporting role in the school 
district and college.
 “We have programs in the commu-
nities we’re in where we entertain re-
quests and give contributions to vari-
ous nonprofit groups,” said Mudge. 
“In 2011 we gave about $1.2 million in 
contributions and through our giving 
program our employees gave $600,000 
of their own money to charities in our 
communities.” That program is ramp-
ing up to $900,000 in 2012, with New-
mont matching dollar for dollar the 
employee contributions.
 Barrick Gold entered into a collab-
orative agreement with four Western 
Shoshone Tribes in 2008 to work on 
employment, economic development, 
and wellness and educational pro-
grams, and created the Western Sho-
shone Educational Legacy Fund, now 
close to $2 million, to pay college tu-
ition for Shoshone students in the U.S.

 The mining industry remains involved 
in education. “For us, one of the chal-
lenges is to make sure we stay current so 
our students have the proper background 
and education to go into this high tech 
industry,” said Thompson. 
 Those challenges are met with help 
from the industry itself. The Univer-
sity and the industry stay closely con-
nected, with faculty and administra-
tion working with the mining industry 
where they’re welcomed into mines 
to understand the issues and technol-
ogy students will be facing and using. 
“Sometimes we need them for support 
and they’re very generous in giving us 
help in the computer lab or a new piece 
of demonstration equipment so stu-
dents are trained in areas of equipment 
and techniques they’ll be using when 
they graduate,” said Thompson. “It’s 
hard, and it’s an expensive education.”
 The industry tries to help out with 
that expense, too. The mining compa-
nies fund initiatives and scholarships 
with Mackay School of Earth Sciences 
and Engineering (formerly Mackay 
School of Mines), with approximate-
ly $300,000 in scholarships given in 
2011, most of it from individuals and 
companies directly related to mining. 
That’s important to Nevada’s future 
miners, because the school is one of 
only 13 remaining in the country.
 We’ll continue to need trained min-
ing engineers, because we’ll continue 
to expand mining.
 “The future looks really good,” said 
Mudge. “The price of gold is good 
and driving growth in exploration for 
gold mines. General Moly has the mo-
lybdenum project going and there are 
lithium projects and the copper proj-
ect in Yerington on the books. The 
price of metals generally are all up 
and it seems like demand globally is 
up probably because of the developing 
world, like China, continues to demand 
products as well as domestic use. Ev-
erything looks good for the future of 
mining here.”

Special Report | Mining
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 Before quickly answering no, consider the following require-
ments and penalties.  The dollar penalties for not reporting are very 
significant and can go as far as being criminal.  The following items 
are not meant to be all inclusive.
 The first item is the Form TD F 90-22.1 “Report of Foreign Bank 
and Financial Accounts”.  This form is used to report a financial 
interest in or signature authority over a foreign financial account.  
A financial account not only encompasses checking and savings 
accounts at banks and certificates of deposit but also includes an 
insurance policy with cash value, an annuity with cash value, shares 
in a mutual fund or similar pooled fund.  Foreign means the account 
is located outside the US and financial interest includes owning the 
account outright or having signature authority over the account.  
The US person responsible for filing 
this report is the actual individual, 
his agent, or  trustee, a corporation 
in which the US person owns more 
than 50%, a partnership owned 
more than 50%, a trust in which 
the US person has more than 50% 
beneficial interest, and any other en-
tity in which 50% or more interest is 
owned.  The US person can be an individual, a corporation, an LLC, 
a partnership, or any entity.  So, the shareholder of a US corporation 
which has a controlling interest in a foreign corporation could have 
a reporting requirement.  The US Corporation would definitely have 
a reporting requirement.  It can get very convoluted.  The report is 
due on June 30 of the year following and the reporting threshold 
is if a business’ financial interest in foreign bank accounts exceed 
$10,000 in the aggregate at any time in the reporting year.  The pen-
alties for not filing this report are $10,000 per year for a non-willful 
act, $100,000 a year or half of the account for a willful act and will-
ful violations may also be subject to criminal penalties.  This report 
is required by the Department of the Treasury.
 Since the TD report was required by the Department of the Trea-
sury, the Internal Revenue Service really didn’t have jurisdiction 
over these forms and reporting requirements.  So starting this year, 
2011, the Internal Revenue Code now requires an additional form 
to be filed with the annual return to report ownership of foreign fi-
nancial assets.  This new form is form 8938 “Statement of Specified 
Foreign Financial Assets”.  Individuals and entities must file this 
report with the filing of their annual tax return.  This form would be 

filed by a US citizen, a resident alien, or a nonresident alien electing 
to be treated as a resident alien.  Basically the reporting threshold is 
$50,000 for a single person and $100,000 for married filing jointly.  
Guidelines have not yet been promulgated for entities.  Foreign fi-
nancial assets for this purpose are assets held outside the country 
which are financial accounts maintained by a foreign financial in-
stitution, stock or securities issued by someone that is not a US per-
son, any interest in a foreign entity, and any financial instrument or 
contract that has an issuer someone who is not a US person.  Also, 
included in this list of foreign financial assets is an interest in a for-
eign estate, foreign pension plan, and foreign deferred compensation 
plan.  The penalty for not filing this form is $10,000 per month until 
it is filed with a maximum of $50,000.

 The IRS states that individuals are not required to do duplicative 
reporting so if an individual reports any foreign financial assets on 
other forms such as Form 3520, Annual Return To Report Trans-
actions With Foreign Trusts and Receipt of Certain Foreign Gifts, 
or Form 5471 Information Return of US Persons With Respect to 
Certain Foreign Corporations, or Form 8865 Return of US Persons 
With Respect to Certain Foreign Partnerships, and others, they can 
simply state that on the 8938 and not duplicate the reporting infor-
mation.
 Other forms of interest are Form 926 Return by a US Transferor 
of Property to a Foreign Corporation and Form 5472 Information 
Return of a 25% Foreign-Owned US Corporation or a Foreign Cor-
poration Engaged in a US Trade or Business. 
 If an individual has any dealings directly or indirectly with for-
eign assets or entities, it is imperative to work with a CPA and deter-
mine what forms need to be prepared.  The penalties for non-filing 
are significant and should not be ignored.

“The Internal Revenue Code now requires
an additional form to be filed with your 
annual return to report ownership of
foreign financial assets.”

Nina Gallagher CPA MST, President, Nevada Society of CPA’s
Senior Tax Manager, Tompkins & Peters CPAs

Expert Advice | Nina Gallagher

Do you have foreign asset
disclosure requirements?
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Cover Story | Power Poll 2011

Who Should Pay?

 Throughout the recession, tax issues 
have been bandied back and forth, espe-
cially considering the increased financial 
burden several industries have had to 
face.  The debate as to which industries 
do pay the most taxes and which indus-
tries should pay the most taxes can, at 
times, get heated.  Most executives (70 
percent) agree that, especially in light of 
their recent hardships, the gaming indus-
try pays its share of taxes.
 “For the longest time, during the good 
times, the tax rates were just fine and 
everybody was happy,” said Korte about 
Nevada’s gaming industry. “However, if 
we want to maintain and remain the home 

to all the large gaming corporations, there 
has to be give and take. We need to pro-
vide a more favorable tax rate than the 
rest of the country.”

Nevada’s gaming industry is
paying its fair share of taxes.

Strongly Agree

Agree Somewhat

Disagree Somewhat

Strongly Disagree

2012

12%

58%

22%

8%

2009

18%

53%

25%

4%

2010

22%

49%

20%

9%

2011

21%

49%

23%

7%

 For the first time in Power Poll’s his-
tory, we also asked respondents what 
they thought of the mining industry and 
whether they were paying a fair share of 
taxes.  Throughout the recession, the min-
ing industry is one of the few sectors of 
Nevada’s economy that has been doing 
well.  Surprisingly, 58 percent of respon-
dents felt that the mining industry should 
be paying more taxes with only 42 per-
cent agreeing that they were paying their 
fair share.

Nevada’s mining industry is paying
its fair share of taxes.

Stongly Agree

Agree Somewhat

Disagree Somewhat

Strongly Disagree

7%

35%

32%

26%

 As far as general business is con-
cerned, the consensus is that businesses 
in Nevada have too much of a tax burden.  
Sixty-six percent of executives polled felt 
that Nevada business’ tax burden was 
more than it should be.  Many felt that 
increased taxes, as opposed to controlled 
spending, wasn’t the answer for Nevada’s 
economic woes.
 “I would be in the camp of Nevada 
[that says we] need to spend less instead 
of tax more,” said Steve Oshins, manag-
ing partner for the law office Oshins & 

Associates. “Similar to the business enti-
ties, if you tax them more you hurt them, 
especially in a bad time in the economy.”
 Poppinga added that, “Taxes are obvi-
ously necessary, but it needs to be spread 
out evenly across the industries.  Whether 
it’s a small business or large, as long as it’s 
proportionate to your yearly income or rev-
enue, it’s not necessarily a large burden.”

Do Nevada’s businesses have
too much of a tax burden?

Strongly Agree

Agree Somewhat

Disagree Somewhat

Strongly Disagree

2012

18%

48%

28%

6%

2011

28%

43%

25%

4%

2010

18%

45%

31%

6%

 As with previous years, this poll also 
asked respondents whether or not they 
would support a state tax.  The overwhelm-
ing majority, 88 percent, said no.

 “Not at all because I wouldn’t want to 
pay it,” said Novak. “I don’t think it’s nec-
essary.  There are other ways of running 
the state more efficiently than to add more 
taxes to businesses or individuals.”
 Korte agreed saying, “That’s one thing 
that, for the future economic growth, it’s 
important we stay income tax free.  It’s 
one thing that’s going to help bring us out 
to of the recession we’re in.”

Do you support a state income tax?

Yes

No

2012

12%

88%

2011

19%

81%

2010

11%

89%

Continued from page 9

Compared to today, a year from now 
Nevada’s economy will be:

Much Better

Somewhat Better

About the Same

Somewhat Worse

Much Worse

2012

6%

40%

44%

9%

1%

2009

4%

40%

27%

25%

4%

2010

4%

36%

38%

19%

3%

2011

2%

47%

39%

11%

1%

Compared to one year ago,
Nevada’s economy is:

Much Better

Somewhat Better

About the Same

Somewhat Worse

Much Worse

2012

2%

25%

45%

21%

7%

2011

0%

21%

33%

31%

15%

Greg Korte
The Korte Company

James Allen
TechWarrior.net Inc.
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ATTORNEYS AT LAW
WATSONROUNDS.COM

usthem

All business when  
it comes to law.

In litigation, victory is earned through discipline  
and tenacity. Our combination of focus, experience and  
effort consistently yields success in intellectual property,  
tort and business litigation. When you need lawyers 
for your business, hire the attorneys who cover all the 
ground -- Watson Rounds.

A T T O R N E Y S  A T  L A W  •  R E N O  •  L A S  V E G A S  •  S A N  F R A N C I S C O

Cover Story | Power Poll 2011

 Another aspect most executives agree on 
is that Nevada is still a business-friendly state.  
A majority 83 percent of respondents said that 
Nevada is business-friendly, down over six 
percent from last year’s 89 percent.
 “A lot of industries are looking to Nevada 
for the tax breaks, the cost of living and the en-
vironment as far as leisure is concerned,” said 
Poppinga.  “I also believe it’s positioned well.”

Nevada is a business-friendly state.

Strongly Agree

Agree Somewhat

Disagree Somewhat

Strongly Disagree

2012

25%

57%

15%

3%

2009

63%

33%

2%

2%

2010

45%

49%

5%

1%

2011

40%

49%

9%

2%

Edukasion (sp)

 Unfortunately, one of the statistics Ne-
vada is known for is poor education rank-

ings.  It’s increasingly becoming a deter-
rent to bringing new business to the Silver 
State and executives agree that it needs 
to be improved, fast.  A mojority of 58 
percent gave Nevada’s education a grade 
of D or lower and not a single respondent 
gave the system an A.
 “[The] graduation rate is pathetic,” said 
Korte.  “I’m optimistic, I think [Superin-
tendent] Dwight Jones is making some 
headway, but it takes a long time to steer 
a ship (so to speak) and this one has been 
of course for quite some time.  [Jones] has 
been a great addition to the education sys-
tem.  Finally somebody from the outside 
as opposed to the good ol’ boy network 
that existed for too long.”
 “It just seems like we’re getting so 
many kids in the classroom, that there is 
not an ample amount of teachers per stu-
dent and it lessens the education,” said 
Abajian. “The focus has been so much on 
building new schools that we haven’t been 
fundamentally sound in running the busi-

ness of the schools.  Our school system 
should be able to give everybody an op-
portunity for a great education, no matter 
if it’s a public or private school.”
 “I think we’re making some good 
changes though,” added Fisher. “We’ve 
got some great innovators.  Speaking lo-
cally of Washoe County, we’ve got one of 
the best superintendents of schools in the 
nation.  We’re very fortunate to have him 
and I think his influence is going to be 
very positive for the entire state.”

What overall grade would you give
Nevada’s educational system?

A - Excellent

B - Above Average

C- Average

D - Below Average

F - Poor

2012

0.0%

8%

34%

43%

15%

2009

0%

11%

47%

22%

20%

2010

0%

11%

34%

36%

19%

2011

0.0%

6%

28%

43%

23%

http://WATSONROUNDS.COM
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Matters of State

 More and more in recent years, confi-
dence in elected officials has been eroding.  
Between public perception and attempting 
to bridge an economic gap that, geographi-
cally, could be compared to the Grand 
Canyon, many politicians are perceived as 
being less and less effective.  According to 
this year’s poll, the majority of Nevada’s 
elected officials did an average job, neither 
excelling at their roles but not flunking ei-
ther.  Statewide, that eroding confidence is 
evidenced by the fact that many of Nevada’s 
politicians received a lower grade than in 
last year’s poll.
 Sandoval has remained consistent with 
a solid “B” in the rankings, however the 
Lieutenant Governor, Secretary of State and 
both Senator Heller and Reid received lower 

marks this year.  Additionally, both Repre-
sentatives Berkley and Heck went down a 
letter grade in the poll this year.  With sev-
eral of those positions up for grabs in No-
vember, executives are taking a closer look 
at whoever is in the seat and whether or not 
they deserve to remain there.
 As far as Governor Sandoval’s “B” is 
concerned, many executives still feel that 
he’s doing a good job in a tough economy. 
“He’s got a good grasp of what’s wrong, 

but he has a huge undertaking,” said Korte.  
“Results are not going to be to quick to 
come, I fear.”
 In the past year, Sandoval made several 
changes to the Lieutenant Governor posi-
tion, which in Nevada is part-time.  These 
changes could have affected Krolicki’s 
“C+” ranking in this year poll, which is 
down from the “B” he received last year.
 “For what our Lieutenant Governor 
does, he’s a great representative for the 
state,” said Fisher.  “He’s probably the best 
President of the Senate we’ve ever had, the 
way he handles the senate floor sessions.”
 Secretary of State Miller, who also re-
ceived a “C +” (down from a “B –“ in 2011) 
was mostly praised for helping to bring Ne-
vada into the 21st century. Poppinga said, 
“He’s worked diligently on getting the [Sec-
retary of State] website up to par, he’s given 
a better form of access to the government.”
 Senator Dean Heller who, in last year’s 
poll, was a Representative for the state, 
came down from a “B” to a “C +”.  Despite 
the lower score, Novak said, “He’s done a 
very good job as a public servant for the 
state of Nevada.  He’s open to new ideas and 
listens to people.”
 Senator Harry Reid also came down a 
grade going from a “C –“ in 2011 to a “D” 
in this year’s poll and receiving the lowest 
grade of any of the elected officials.  Korte 
felt that he may have forgotten his roots say-
ing, “He has been so engrained in Wash-
ington politics that he’s lost sight of what is 
needed and what’s best for Nevada.”
 This year’s poll also asked executives 
who they would vote for President and US 
Senator if the election were held tomorrow. 
As the poll was open only to Nevada Busi-
ness Magazine readers, most of whom are 
conservative republicans, the results tend to 

Grade our elected officials based on how well they address Nevadan’s interests.

Average
Statewide

Gov. Brian Sandoval

Lt. Gov. Brian Krolicki

Sec. Ross Miller

Atty. Gen. Catherine  Cortez Masto

Sen. Dean Heller

Sen. Harry Reid

Rep. Shelley Berkley

Rep. Dr. Joe Heck

B

B

B -

C

B

C -

C

B -

B

C +

C +

C

C +

D

C -

C +

20122011

Southern
Nevada

B

C +

C +

C

C +

D

C -

C +

20122012

B

B -

C +

D +

B -

D

D +

C +

Northern
Nevada

Steve Oshins
Oshins & Associates

Gerd Poppinga
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lean to the right. A majority would vote for 
Newt Gingrich in the Presidential poll and 
Senator Heller won out in the poll for the 
Senate seat with an overwhelming majority 
of 69 percent.

If the Elections were held tomorrow,
who would you vote for?

Michele Bachmann

Newt Gingrich

Barack Obama

Ron Paul

Rick Perry

Mitt Romney

Other

Senate

Dean Heller

Shelley Berkley

1%

31%

24%

6%

9%

1%

28%

69%

31%

President

Ongoing Concerns

 No matter the economic climate in Ne-
vada, there are a few areas of concern that 
have always, and most likely, will always 
remain on the horizon for business leaders.  
The level of concern may change from year to 
year but, typically, Nevada’s business leaders 
worry over five issues: quality of education, 
state budget, availability of water, healthcare 
costs and transportation issues.  Over 90 per-
cent of those polled expressed some concern 
in regards to the quality of education in this 
state.  This is a change from previous years 
in which the state budget shortfalls have been 
the most concerning issue with education 
and healthcare issues coming in second and 
third, respectively.
 In regards to the education shortfalls, 
Korte said that, “It’s huge.  For all the ef-
forts we make to try to make Nevada more 
attractive, it’s going to be dampened by the 
fact that our education system is so poor.  

We need to continue to be vigilant on that 
and improve to really take advantage of the 
other things we’re doing to make the state 
so attractive.”
 “Why would you form a business in a 
spot where there’s nobody to hire because 
they’re uneducated,” questions Oshins.  “It 
has an ultimate effect on how a business can 
operate in Nevada if we don’t have educated 
employees.”
 The state budget still remains a large 
concern for business owners and executives 
with just over 81 percent of those polled ex-
pressing some level of concern for the issue.
 “I just think the state should have to ad-
just like businesses do,” said Adamson about 
the budget shortfalls.  “When revenues are 
down, they need to make adjustments.”
 Healthcare in recent years has been a 
near constant concern for business execu-
tives, especially in light of the uncertainty 
of the ramifications from the Patient Protec-
tion and Affordable Care Act.  “I don’t want 
to see us go to where the level of service 
goes down and the health of the individual 
suffers,” said Adamson. “We should attack 
that now before it becomes problematic.”
 “It’s a national issue that needs to be 
tackled,” Korte added. “Our healthcare 
[costs] company-wide has gone up exponen-
tially this year.”
 Less of a concern than in previous years 
is the water issue Nevada has historically 
dealt with.  Abijian credits the lack of con-
cern to the trickling number of new resi-
dents in Nevada saying, “It was more trou-
bling when people were all moving here in-
stead of moving out.  I do think in the very 
near future it could be a problem.”
 Oshins attributes it to the other concerns 
that have taken precedence in recent years.  
“I think if we were on our last gallon of 
water, I would be saying that’s a big con-
cern.  But, I feel we are on our last ‘gallon’ 
of money to pay for everything they want to 
pay for, such as education,” he said.
 Transportation issues definitely seem to 
be under control with less than 22 percent of 
respondents expressing any concern about 
the issue. 

Transportation Issues

The following issues are ranked
according to the level of

concern/worry about them.  

1 - Very Concerned

2 - Somewhat Concerned

3 - Concerned

4 - Not Very Concerned

5 - Not Concerned at All

2012

32%

20%

30%

11%

7%

2010

39%

21%

20%

16%

4%

2011

50%

21%

23%

4%

2%

State Budget Shortfalls

Quality of Education

1 - Very Concerned

2 - Somewhat Concerned

3 - Concerned

4 - Not Very Concerned

5 - Not Concerned at All

2012

33%

36%

22%

7%

2%

2010

28%

36%

19%

8%

9%

2011

30%

31%

24%

10%

5%

Availability of Water

1 - Very Concerned

2 - Somewhat Concerned

3 - Concerned

4 - Not Very Concerned

5 - Not Concerned at All

2012

7%

12%

21%

31%

29%

2010

15%

19%

26%

24%

16%

2011

9%

21%

21%

28%

21%

Availability and Cost of Healthcare

1 - Very Concerned

2 - Somewhat Concerned

3 - Concerned

4 - Not Very Concerned

5 - Not Concerned at All

2012

24%

30%

19%

18%

9%

2010

17%

16%

24%

23%

20%

2011

11%

25%

25%

26%

13%

1 - Very Concerned

2 - Somewhat Concerned

3 - Concerned

4 - Not Very Concerned

5 - Not Concerned at All

2012

5%

5%

12%

30%

48%

2010

1%

10%

13%

29%

47%

2011

1%

4%

11%

31%

53%
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Now Calling the Future ...

TELECOM

U.S. are expected to “slow their frenetic 
pace of mobile investments.” As Cedric 
Pointier, a portfolio manager at Natixis 
Asset Management, told the news agen-
cy, “We expect only very weak growth 
this year and continued pressure on 
prices. In tough economic times, tele-
com operators choose between seeking 
growth and protecting cash flows, and 
they usually just adjust their capital ex-
penditures to maintain cash flow.”
 Things have gotten more difficult, 
through no fault of the industry itself.

hat’s ahead for Tele-
com in 2012?
 Lots of exciting new 
technologies and ser-
vices, for one thing. And 

continued diversification, for another.
 And a still-crummy economy that 
will hamper a good amount of the 
growth that should be taking place.
 Reuters reported in early January that 
telecom firms around the world are ex-
pected to slash spending on networks 
over the next 11 months. Carriers in the 

 “It used to be that you could pro-
vide a product or a service,” says Jeff 
Oberschelp, Vice President and General 
Manager of CenturyLink Inc., a pro-
vider of broadband, entertainment and 
voice services, in Nevada. “Now you 
can’t do that; you’ve got to diversify 
your portfolio.”
 Due to factors both within and without 
the industry, the telecom business over-
all “is changing,” confirms Mike Bal-
lard, CEO of OneVelocity Inc. “It actual-
ly is getting better here in Nevada.” The 

W

By Howard Riell
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enterprise configurations,” said Missy 
Young, Executive Vice President of 
Colocation for Switch. The addition of 
Switch Las Vegas - North will provide 
customers with three separate data cen-
ter ecosystems that satisfy the latency 
ranges for Active-Active solutions.

Fanning Out

 Here’s how diversification has been 
accomplished at CenturyLink, the third-
largest telecommunications company in 
the United States, behind AT&T and 
Verizon. It began with the  spreading 
out of its customer set to include con-
sumer business, commercial, govern-
ment and wholesale. Notes Oberschelp, 
“You’ve got to look at a diverse revenue 
stream.”
 Next on the list is developing a prod-
uct set that meets the market demands 
“and the customer demands,” he says. 
“We’ve recognized that the evolution 
of the wireless phone and tablets have 
changed the way that people consume – 
and their expectations for – information 
and entertainment. Basically, customers 
want their stuff in their device wherever 
they are.”
 To that end, CenturyLink has built a 
product set that allows for consumers to 
get their entertainment, which is televi-
sion, over the internet on multiple de-
vices.” Americans, Oberschelp points 
out, “are pretty sophisticated today. 
They are pretty good at rooting through 
all the options and selecting the ones 
that work best for them. So our job is to 
make sure that we’ve got those options 
available.”
 The addition of a television product 
this year, he explains, was a major step. 
“You asked how the industry is chang-
ing. Television used to be a stagnant 
medium; it got pushed out to you and 
you watched it whenever it came to 
you. Today, people are watching it in a 
way they call time shifted; they do that 
through DVRs and/or watching on the 
internet.”

reason, he explains, has to do with both 
the industry and the economy. “Num-
ber one, the economy  is getting better. 
Number two, I think customers, local 
businesses, have more choices. There are 
more ways to customize your telecom-
munications solutions than ever before. 
There are ways to be more effective and 
be able to build in more reliability than 
ever before.”
 1Velocity provides ethernet private 
lines and Internet access to businesses 
and governments in Las Vegas and Reno. 
 Cox Communications announced 
in mid-December that it had entered 
into an agreement to sell to Verizon 
Wireless its 20 MHz Advanced Wire-
less Services (AWS) spectrum licenses 
covering 28 million post office proto-
cols (POPs - a protocol used to retrieve 
email from a web server) for $315 mil-
lion. The sale, according to the com-
pany, is “an important step to ensure 
that consumers’ growing demands for 

mobility will be met.” Cox and Veri-
zon Wireless will also become agents 
to sell each other’s residential and com-
mercial products and services through 
their respective sales channels. Cox ex-
ecutives said they also expect to enter 
into arrangements with the innovation 
technology joint venture formed by Ve-
rizon Wireless, Comcast, Time Warner 
Cable and Bright House Networks to 
better integrate wireline and wireless 
products and services. 
 “These agreements provide Cox cus-
tomers with key enablers to mobility, 
such as access to Verizon Wireless’ 
4G LTE network and iconic wireless 
devices,” said Pat Esser, president of 
Cox Communications, in a release. “We 
look forward to the many benefits this 
will bring to customers.”
 Still more signs of growth: in early 
December Switch, which builds and 
operates data center and technology 
ecosystems, announced it would begin 
construction of the Switch Las Vegas-
North Campus. The new location will 
have over 300,000 sq. ft. of data cen-

ter space to be located roughly 15 
miles north of the Las Vegas 

Digital Exchange Campus 
(LVDEC) near the inter-

section of Cheyenne and 
Buffalo. SwitchMOD, 

a modular, compo-
nent-oriented, rapid-
deployment data 
center model devel-
oped exclusively by 
Switch, will com-
prise the build-out. 
The expansion, ac-
cording to company 

officials, is being 
driven by the demand 

for Active-Active en-
vironments that require 

redundant data centers to 
be roughly 15 miles apart to 

satisfy latency requirements. 
 “Our customers are continu-

ing to evolve and adopt the latest 

Building Nevada | Telecom
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Looking at 2012

 The months ahead will see a telecom 
industry that continues to grow in-
creasingly competitive, in Oberschelp’s 
view. “That means the consumers and 
businesses win because there are more 
products available out there. We are 
seeing an uptrend in high-speed inter-
net and data sales. We finished strong 
in 2011. We continue to see a demand 
for broadband and high-speed and data 
applications.”
 Another interesting change, he fore-
sees, is that “more and more is going to 
the cloud.” (So-called cloud computing 
is basically the delivery of computing as 
a service rather than a product. Shared 
resources, software, and information are 
provided to computers and other devices 
as a metered service over a network, typ-
ically the Internet.)
 In July, CenturyLink and Savvis, Inc. 
completed their merger, creating a man-
aged hosting and co-location provider 
with global scale to meet customer de-
mand for outsourced IT and cloud ser-
vices. The deal, according to Glen F. 
Post, III, chief executive officer and pres-
ident of CenturyLink, “helps us meet the 
accelerating demand for cloud-based 
services through a robust hosting pres-
ence, including 48 data centers in North 
America, Europe and Asia.”
 CenturyLink has worked to integrate 
its hosting business with Savvis’ man-
aged hosting and cloud services to fo-
cus on increasing CenturyLink’s market 
share in these services. The integrated 
hosting business, which executives said 
will operate under the Savvis brand for 
the foreseeable future, is based in St. 
Louis.
 “We think that’s a shift,” says Ober-
schelp. “More and more businesses are 
going away from housing everything at 
their facilities and pushing it off to a 
cloud facility so they don’t have to make 
the big investments in equipment.”
 Evolution will take telecom “more 
into the cloud,” Ballard predicts, “put-

ting more of your applications out into 
the internet, which allows for greater re-
dundancy resiliency.” Also in the offing 
will be more California companies turn-
ing to Nevada for services – data-center 
and telecommunications services, spe-
cifically. Companies will also continue 
to relocate here, he adds, “just because 
they’re raising taxes at such a great rate 
in California.”

Building Nevada | Telecom

 Also looming on the horizon is what 
Ballard terms a “national battle over 
some of our internet freedoms. There are 
people who want to regulate it, and there 
are pros and cons to that regulation.” He 
is referring specifically to the Stop Online 
Piracy Act (SOPA) and the PROTECT IP 
Act (PIPA), anti-online piracy legislation 
currently moving through Congress. (see 
this month’s commentary, page 4)

Armstrong Teasdale has been called a “Go-To Law Firm” by Fortune 

Magazine, and one of the Best Law Firms by U.S. News & World Report. 

Multicultural Law Magazine said we’re a Top Law Firm for Diversity and 

Women. Our attorneys have been called “Lawyer of the Year,” and 

recognized as the Legal Elite. The question is...what will you call us?

We’ve Been Called Many Things...

Jann Chubb, MoUNtaiN StateS SUpeR LaWyeR And lisTed in the BeSt LaWyeRS iN aMeRica®

RiCk Campbell, One Of nOrThern nevAdA’s TOp ATTOrneys And lisTed in the BeSt LaWyeRS iN aMeRica®

Reno 775.322.7400
Las Vegas 702.678.5070
armstrongteasdale.com

http://armstrongteasdale.com
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 Businesses, says Ballard, will continue 
to expand their bandwidth usage. “Na-
tionally it is expected to grow by 2,500 
percent in five years. Mobile phone car-
riers will struggle to keep up as cell sites 
don’t have capacity.” Businesses, he adds, 
will also expand storage by 800 percent 
over five years. “It’s easier to buy more 
hard drive space than it is to get every-
body in our company to delete emails.”

 Many will move their telecom servic-
es to the cloud, Ballard predicts. “Many 
businesses have gone from hosting their 
email on their local networks to outsourc-
ing it to Google – gmail.” Others have 
gone from having Quickbooks account-
ing software on their in-house PC to do-
ing it online. 
 “Going to the cloud makes it less com-
plex,” Ballard emphasizes. “My sense 

is 20 percent of companies that will go 
to the cloud have put about 20 percent 
of what they can put in the cloud to the 
cloud. This means that (only) four percent 
of what will move to the cloud has moved 
to the cloud.”
 Industry watchers will also see more 
companies going to data centers rather 
than trying to keep their servers in-house. 
This year, says Ballard, will see several 
new data center companies entering the 
market “to give Switch Communications 
some needed competition.”
 Profitability should be somewhat easi-
er to achieve this year than last, accord-
ing to Ballard. “Today’s reality is the 
new reality. We’re starting from where 
we’re at, and we have what I think is a 
more stable statewide economy to build 
our businesses on.”
 There was concern about stability, Bal-
lard notes. “Most of the companies have 
shaken out; if they’re going to die, they’ve 
died, and the ones that are going to grow 
are going to grow.”
 There are also better tools available, 
Ballard adds. The cloud computing “ac-
tually provides a more stable option if 
you design it right. With cloud computing 
we’re just starting up the bell curve.”
 Better tools have all but become a 
given. A better economy in which to 
market those tools would be nice.

According to a recent Rasmussen 
Report, 71 percent of likely voters 
see government censorship of the 
Internet as a bigger threat than illegal 
downloading.  Of those surveyed, 
67 percent agree that someone who 
downloads a movie online without 
paying for it is stealing from the 
company that made the film.

Building Nevada | Telecom
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www.ManagedPAY.com

Payroll
702.735.4819

Human Resources
Outsourcing
702.215.5880

Insurance
702.215.5880

“As a Community Bank, we look for 
partners who share our philosophy 
of service, integrity and commitment 
to success.  ManagedPAY has been 
our trusted partner for payroll since 
day one.  Banking, like business, is 
about relationships.  We’re grateful 
that ManagedPAY continues to grow 
with us as we branch out to serve the 
Southern Nevada community.”

James York
President, Valley Bank of Nevada
6385 Simmons Street
North Las Vegas, NV 89031
702.259.2658

Feature Story | Social Media

 Once you’re participating in which-
ever social media interfaces you choose, 
remember to avoid boasting about or 
trying to sell your products or services. 
Rather, provide information, engage in 
conversations and listen. 
 “While content is king and publish-
ing a good message is important, listen-
ing yields the greatest results,” Leibner 
added.
 When possible, companies should 
generate their social media content inter-
nally rather than outsource it. 
 “We encourage companies to speak 
with their own voice,” McDowell said. 
“We think it comes through in a more 
genuine way if it’s somebody who lives 
the brand every day who’s writing the 
content and managing the network.”
 However, it can make sense to engage 
an outside firm to partner with. They can 
help you develop a social media strategy, 
monitor and maximize your efforts, gen-
erate ideas and create content. This must 
be done transparently, however.
 “Don’t ever pretend that you’re doing 
it yourself when somebody else is doing 
it because it’s going to come back to bite 
you,” McDowell said. “I always caution 
businesses against getting wrapped up in 
not being transparent.”
 It’s advisable to have one or more in-
dividuals in your company—brand gate-
keepers—oversee or review what your 
people are putting in the social media 
space on behalf of your firm, to ensure 
all of it is consistent with your brand. The 
degree to which the outgoing content is 
controlled is up to you.
 Another recommendation is to have 
a written social media policy in place at 
the outset. Online you can find the poli-
cies of large corporations like Google 
and IBM, which you can use as a guide. 
The simplest policies tend to be the most 
successful, Leibner said, and it’s best to 
extend the policies you have on-site to 
the social media space. At the very least, 
employees need to understand they reflect 
their employer’s brand both positively and 

tinue and likely increase. Video content 
perhaps will continue to grow, and we 
may see a greater focus on mobile devic-
es. Also, the ability to segment audiences 
from within a larger audience is a feature 
we’re seeing more often.
 “Social media is a growing industry,” 
Carter said. “I think it’s going to be very 
interesting to see where it goes over the 
next few years.”

Continued from page 13 negatively on and off the clock and can 
be held personally accountable for post-
ing inappropriate material. “No policy is 
just a liability waiting to happen,” Leib-
ner added.
 Although advances in social media 
are near impossible to predict (remember 
when MySpace was hot?), people’s desire 
to connect in real time with other indi-
vidual’s, companies and brands will con-
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Las Vegas, 89147
Other
Construction is complete on the Menden-
hall Center at UNLV.  The 38,000 SF facility 
consists is the new home to UNLV’s Runnin’ 
Rebels.  The project was privately funded 
by various companies in Southern Nevada 
and donated to the school upon comple-
tion.  Las Vegas Paving Corp., one of the 
project’s main contributors, also did con-
struction work for the facility.  The project is 
located in front of the Cox Pavilion at 4505 
S. Maryland Pkwy.

Reno, 89557
Other
The Nevada Living Learning Community 
project on campus at UNR is under con-
struction and expected to be completed 
in May of this year.  West Coast Contrac-
tors is the general contrator for the $35 mil-
lion project which will combine 320 dorm 
rooms with four classrooms and 12 faculty 
offices.  The 124,000 SF project is located 
on campus at the corner of N. Virginia and 
College Dr.

Henderson, 89012
Office
Hopkins House, LLC purchased a 2,660 
SF medical condo in Highland Plaza from 
1661 H Plaza Associates LLC for $319,920 
or $120 PSF.  The buyer was represented 
by Jarrad Katz of NAI Las Vegas and the 
seller was represented by Mike Young of 
Healthcare Real Estate Partners.  The 

property is located at 1661 W. Horizon 
Ridge Pkwy. 
APN # 178-21-421-000

Las Vegas, 89103
Office
Islamic Association of Las Vegas pur-
chased 8,966 SF from McFadden Chari-
table Foundation for $730,000 or $81 PSF.  
The buyer was represented by Svita Feda 
of Specialist Real Estate and the seller was 
represented by Keith Bassett and Dana 
Berggren, CCIM of Commerce CRG.  The 
property is located at 6180 W. Viking Rd. 
APN # 163-14-701-013

Las Vegas, 89109
Office
Pacific Ocean Management purchased 
306,369 SF, comprised of two office build-
ings, a two-story plaza and a twelve story 
office tower from Tomorrow 33 Conven-
tion LP for $13.3 million or $43 PSF.  The 
seller was represented by Charles Moore 
and Michael Newman of CB Richard El-
lis.  The property is located t 101 Conven-
tion Center Dr.
APN # 162-09-805-017

Las Vegas, 89148
Office
Dr. Edward Chen and Dr. Steve Han pur-
chased a 5,516 SF medical office building 
from Wilshire State Bank for $490,000 
or $89 PSF.  The seller was represented by 
Charles Moore and Michael Newman of 
CB Richard Ellis.  The property is located 
at 9073 W. Post Rd.
APN # 163-32-410-021

Las Vegas, 89148
Office
Racoon Enterprises LLC purchased 
50,303 SF from CML-NV Cauldron LLC 

for $3 million or $60 PSF.  The buyer was 
represented by Grant Traub of Col-
liers International and the seller was 
represented by Ryan Martin, CCIM 
and Tom Stilley of Colliers Internation-
al.  The property is located at 9130 W. 
Russell Rd.
APN # 163-29-401-025

Las Vegas, 89117
Retail
Espana Indo Holding LLC purchased the 
238,225 SF Village Square at Peccole Ranch 
from Bank of America for $17.5 million or 
$73 PSF.  The seller was represented by Liz 
Clare, CCIM and Jacqueline Young of 
Commerce CRG.  The property is located 
at 9326 – 9400 W. Sahara Ave. 
APN # 163-06-816-031 et al

Las Vegas, 89119
Retail
CW Capital purchased the 54,247 SF 
Sundance Plaza from 1621-1661 East 
Sunset Road Holdings LLC for $3.15 
million or $58 PSF.  The buyer was repre-
sented by Cathy Jones of Sun Commer-
cial Real Estate and the landlord was 
represented by Nicholas Barber and Ja-
son Brooks of Gatski Commercial Real 
Estate.  The property is approximately 55 
percent leased and is located at 1631 E. 
Sunset Rd.
APN # 177-02-102-001

Las Vegas, 89119
Retail
FM Associates LLC purchased 19,719 SF 
from NCB Development X, an Illinois LLC 
for $1.2 million or $61 PSF.  The buyer and 
seller were both represented by Rob Lu-
jan and Jason Simon of Gatski Commer-
cial Real Estate.  The property is located 
at 1040 E. Flamingo Rd.
APN # 162-15-805-008

PROJECTS

SALES
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Las Vegas, 89120
Retail
Armen Nazarian purchased the 
25,600 SF Sunset Place from 3720 E 
Sunset Rd Holdings for $1.85 million 
or $72 PSF.  The seller was represented 
by Dan Hubbard and Todd Manning 
of Commerce CRG.  The property is lo-
cated at 3720 – 3740 E. Sunset Rd.
APN # 161-31-402-002

Henderson, 89011
Industrial
Kanani Koa Holding LLC purchased 
7,200 SF from City National Bank for 
$420,000 or $58 PSF.  The seller was 
represented by Dan Doherty, SIOR 
and Chris Lane of Colliers Interna-
tional.  The property is located at 120 
E. Merlayne Dr.
APN # 178-01-301-019

Henderson, 89014
Industrial
TRG Properties LLC purchased 2,400 
SF from BRE-1, Inc. for $180,000 or 
$75 PSF.  The buyer was represented 
by Jack Holler of Jack Holler Com-
mercial Real Estate and the seller was 
represented by Joe Leavitt and Chris 
Lexis of Lee & Associates.  The prop-
erty is located at 1953 Whitney Mesa.
APN # 161-32-712-011

Las Vegas, 89118
Industrial
Music Group Services NV, Inc. pur-
chased 11,550 SF from Kouretas In-
dustrial LLC for $1,150,000 or $100 PSF.  
The buyer was represented by Spencer 
Pinter of Colliers International.  The 
property is located at 5270 Procyon St.
APN # 162-29-204-002

Las Vegas, 89118
Industrial
MBL Reno LLC purchased 12,000 SF from 
City National Bank for $695,000 or $58 
PSF.  The buyer was represented by Brian 
Riffel of Colliers International and the 
seller was represented by Dan Doherty, 
SIOR and Chris Lane of Colliers Interna-
tional.  The property is located at 4815 W. 
Reno Ave.  
APN # 162-30-201-003

Las Vegas, 89120
Industrial
Precision Display Services LLC pur-
chased 14,143 SF from Tahoe 7 Prop-
erties LLC for $806,151 or $57 PSF.  The 
buyer was represented by Tony Hama of 
Landbaron Brokerage LLC and the seller 
was represented by Susan Borst, CCIM of 
Commerce CRG. The property is located 
at 3644 E. Sunset Rd.
APN # 161-31-412-000

LEASES

Las Vegas, 89104
Office
Greater Las Vegas Dialysis LLC leased 
9,900 SF from NLV-ZIM LLC for 3,170,652 
on a 15-year lease.  The tenant was repre-
sented by Bruce Folmer of CB Richard 
Ellis and the landlord was represented by 
Jarrad Katz of NAI Las Vegas.  The prop-
erty is located at 2065 N. Las Vegas Blvd.  
Reported monthly rent is $1.78 PSF.

Las Vegas, 89113
Office
Global Experience Specialists, Inc. leased 
32,929 SF from EJM Arroyo South II Prop-

erty LLC for $4,004,722 on an 88-month 
lease.  The tenant was represented by Mike 
Dunn of Commerce CRG and the landlord 
was represented by Tom Stilley and Ryan 
Martin, CCIM of Colliers International.  
The property is located at 7150 S. Tenaya 
Way, Suite 100.  Reported monthly rent is 
$1.38 PSF.

Henderson, 89012
Retail
King Putt Family Fun LLC leased 14,859 SF 
from Vegas Stephanie LLC for $854,256 
on a five-year lease.  The tenant was repre-
sented by Christina Strickland of CB Rich-
ard Ellis and the landlord was represented 
by Dan Hubbard and Todd Manning of 
Commerce CRG.  The property is located 
at 19-27 S. Stephanie St.  Reported monthly 
rent is $0.85 PSF.

Henderson, 89052
Retail
Fabulous Floors leased 6,050 SF in the 
Silverado Ranch Plaza from Silverado 
Ranch Plaza LLC – The Seligman Group 
for $533,610 on a five-year lease.  The land-
lord was represented by Scot Marker of 
Colliers International.  The property is 
located at 9893 S Eastern Ave.  Reported 
monthly rent is $1.47 PSF.

Las Vegas, 89107
Retail
Opportunity Village ARC leased 
36,800 SF from Kimco Realty Group for 
$1,556,250 on a 10-year lease.  The ten-
ant was represented by Bill Tomiyasu of 
Prudential Americana Group Realtors 
and the landlord was represented by Scot 
Marker of Colliers International.  The 
property is located at 390 S. Decatur Blvd.  
Reported monthly rent is $0.35 PSF.

Las Vegas, 89146
Retail
Hookah Master!, LLC leased 5,775 SF for 
retail space from Charleston Market-
place Malcai, LLC for $200,964 on a five-
year lease.  The landlord was represented 
by Soozi Jones Walker, CCIM, SIOR and 
Bobbi Miracle, CCIM of Commercial Ex-
ecutives.  The property is located at 5900 
W. Charleston, Suites 5-9.  Reported month-
ly rent is $0.58 PSF.

Las Vegas, 89148
Retail
Tykes and Tots LLC leased 3,803 SF from 
2010-1CRE-NV LLC Commerce TNP 
for $244,343 on a 65-month lease.  The 
landlord was represented by Jacqueline 
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Young and Liz Clare, CCIM of Commerce 
CRG.  The property is located at 6415 S. Fort 
Apache Rd.  Reported monthly rent is $0.95 
PSF.

Boulder City, 89005
Industrial
Geneva Pipe of NV LLC leased 26,400 
SF from Eldorado Land Corporation for 
$150,000 on a three-year lease.  The land-
lord was represented by Patti Dillon and 
Dan Doherty, SIOR of Colliers Interna-
tional.  The property is located at 14555 S. 
US Hwy 95.  Reported monthly is $0.16 PSF.

Las Vegas, 89115
Industrial
P & A Plastics, Inc. leased 19,125 SF from 
NLV Sagebrush LLC for $191,532 on a 
39-month lease.  The tenant was repre-
sented by Spencer Pinter of Colliers In-
ternational and the landlord was repre-
sented by Dan Doherty, SIOR of Colliers 
International.  The property is located at 
4480 Calimesa. Reported monthly rent is 
$0.26 PSF.

Las Vegas, 89115
Industrial
H2O Environmental, Inc. leased 12,392 
SF from Global Commercial Holdings 
LLC for $140,877 on a three-year lease.  The 
landlord was represented by Linda Gon-
zales and Tom Elkington of Commerce 
CRG.  The property is located at 4435 E. 
Colton Ave.  Reported monthly rent is $0.36 
PSF.

Las Vegas, 89118
Industrial
Western Tile & Marble Contractors, Inc. 
leased 5,965 SF in the Koll Business Center 
from Valley View I, II & III, LLC for $102,672 
on a three-year lease.  The tenant was rep-
resented by Susan Borst of Commerce 
CRG and the landlord was represented by 
Spencer Pinter of Colliers International.  
The property is located at 6285 S. Valley 
View Blvd.  Reported monthly rent is $0.48 
PSF.

Las Vegas, 89119
Industrial
Dyanmex Operations leased 14,000 SF in 
the Majestic Runway Center from Majestic 
Runway Partners for $267,120 on a three-
year lease.  The tenant was represented by 
Dan Doherty, SIOR of Colliers Interna-
tional and the landlord was represented 
by Rod Martin of Majestic Realty Co.  The 
property is located at 6585 Escondido.  Re-
ported monthly rent is $0.53 PSF.

Las Vegas, 89120
Industrial
Pro Stage, Inc. leased 5,116 SF in the Ar-
rowhead Commerce Center from KTR LV I, 
LLC for $155,688 on a 52-month lease.  Ad-
ditionally, Negri Electronics, Inc. leased 
5,391 SF in the center for $196,266 on a five-
year lease.  Negri Electronics was repre-
sented by David Evenhouse of Lee & As-
sociates.  The landlord was represented by 
Spencer Pinter and Dan Doherty, SIOR 
of Colliers International in both transac-
tions.  The properties are located at 3655 E 
Patrick Lane, Suite 1000 and 6255 S. Sand-
hill Rd., Suite 600.  Reported monthly rents 
are $0.59 PSF and $0.61 PSF, respectively.

Las Vegas, 89130
Industrial
Oscar Marin leased 5,065 SF in the Red 
Feather Plaza from Red Feather Property 
LLC for $51,117 on a 39-month lease.  The 
tenant was represented by Jerry Hagfeldt 
of MDL Group and the landlord was rep-
resented by Pete Janemark of Commerce 
CRG.  The property is located at 3231-3281 
N. Decatur Blvd.  Reported monthly rent is 
$0.25 PSF.

Las Vegas, 89119
Vacant Land
Farmer Boys Food, Inc. leased 50,077 
SF of retail land in the McCarran Mar-
ketplace from MCP Airport Center LLC 
for $1,005,937 on a 20-year lease.  The 
tenant was represented by Terry Ham-
ilton and Melissa Policastro of New 
Market Advisors and the landlord 
was represented by Scot Marker of 
Colliers International.  The property 
is located on the southeast corner of 
Eastern and Russell.  Reported monthly 
rent is $0.08 PSF.
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Reno-Sparks 
 Brokers and developers needed a boost 
and got one this year.  With increased activity, 
fewer closures and nothing new being built, the 
market began to heal this year with gradually 
dropping vacancy.  Starting the year at 15.1 
percent, positive net absorption helped to drop 
vacancy throughout the year to end at 14.6 per-
cent (including sublease space).  In short, the 
market seems to be improving slowly.
 There were 32 deals completed in the 
fourth quarter totaling 1,404,217 square feet 
of gross absorption, increasing gross absorp-
tion to 5,071,078 square feet for the year.  Av-
erage annual gross absorption during the good 
years of 2004-2008 was 5,312,194 square feet 
and average gross absorption for 2009-2010 
was 3,449,281 square feet, so one can see how 
2011 is viewed as a rebound.  Net absorp-
tion for the quarter was a welcome 524,328 
square feet, which was a large contributor to 
net absorption for the year of 941,133 square 
feet.  Notable transactions for the quarter 
are Urban Outfitters build-to-suit (472,720 
square feet), Zulily (expansion of 157,215 
square feet), Replico (150,000 square feet), 
NOW Foods build-to-suit (130,000 square 
feet), Kassbohrer (115,140 square feet), Dash 
Top (41,033 square feet), Center for Spiritual 
Living (34,000 square feet) and Silver Eagle 
Relocation (29,750 square feet).
 Although vacancy is decreasing, it is still 
a high 14.6 percent causing some owners 
to lure tenants with cheap rent to fill space.  
Sales were plentiful this year with buyers tak-
ing advantage of very low interest rates and 
inexpensive buildings.  The goal of most sell-
ers was not profit, but instead, how to get out 
and minimize the damage.  
 New Construction for the quarter was 
strong at 624,595 square feet due to the three 
build-to-suits.  Though construction compa-
nies remain concerned about the lack of activ-
ity on the horizon for 2012.

Las Vegas 
 The Las Vegas Valley industrial market 
continued to demonstrate signs of weakness in 
both net absorption and pricing.  The vacancy 
rate pushed upward to a new all-time high of 
18.5 percent as 476,900 square feet of negative 
net absorption was reported during the fourth 
quarter.  The vacancy rate is up 0.6 percentage 
points from the previous quarter, and a larger 
1.8 percentage points from the same period a 
year ago.  For the year, the market witnessed 
nearly 1.8 million square feet of negative net 
absorption, a considerable slowdown from the 
2.2 million and 4.5 million square feet of net 
move-outs reported in 2010 and 2009, respec-
tively.  During the past three years combined, 
the industrial sector posted 8.5 million square 
feet of net move-outs.
 As industrial vacancies linger at nearly dou-
ble the 10-year historical average, the negative 
effect on pricing continues to ripple throughout 
the market.  Pricing within the sector continued 
to deteriorate, falling 1.9 percent on a quarter-
over-quarter basis to an average asking rent 
of $0.52 per square foot per month during the 
fourth quarter of 2011.  Increased availabil-
ity over the last 12 months has caused average 
asking rents to fall 7.2 percent from $0.56 per 
square foot per month reported at the close of 
2010.
 Given current availability levels, more than 
12.5 million square feet of positive absorption 
would be required to bring the vacancy rate to 
a pre-recession level of 6.5 percent; a scenario 
unlikely to prevail anytime soon.  Stated oth-
erwise, for every one percentage point decline 
in vacancy, approximately one million square 
feet of positive net absorption is required; the 
market has not experienced positive absorption 
since the fourth quarter of 2008.
 Locally, demand for industrial product is 
expected to be impacted by a relatively weak 
demand profile partially sourced to the strug-
gling construction sector.

Commercial RE Report | Industrial

Industrial Summary
Fourth Quarter 2011

Southern Nevada analysis and statistics compiled by

Applied Analysis, Northern Nevada analysis and

statistics compiled by NAI Alliance Reno
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ccording to revised data, U.S. real GDP 
grew at an annualized rate of 1.8 per-
cent during third quarter 2011, which 
represents a gain over the second-
quarter figure of 1.3 percent.  Con-
sumption spending and business fixed 

investment were particularly strong.  U.S. nonfarm 
employment rose by 200,000 jobs in December, 
and the unemployment rate fell to 8.5 percent.  Both 
consumer confidence and sentiment rose sharply in 
November and December.  Sales of existing homes 
rose by 4.0 percent in November, and are well above 
a year earlier.  Sales of new homes slipped in No-
vember after holding steady for two straight months.  
 The Nevada economy continues to show signs 
of growth.  Taking a seasonal decline in November, 
visitor volume was 2.5 percent higher than a year 
earlier.  Gaming revenue was 7.1 percent higher in 
November than a year earlier.  Taxable sales were 
up by 12.1 percent in October above a year earlier.  
From November 2010 to November 2011, Nevada 
saw a gain of 12,600 jobs (1.1 percent), mostly the 
result of gains in leisure and hospitality, business 
services, and health and education services.  The 
Nevada unemployment rate fell from 12.7 percent in 
October to 12.2 percent in November.
 Clark County’s economic activity continues to 
expand at a slow pace.  Compared to a year earlier, 
visitor volume was up by 2.3 percent in November.  
Gaming revenues were up by 7.8 percent over the 
same period.   Residential construction permits rose 
from November to December, and commercial con-
struction permits held steady at a low level.  Employ-
ment in the Las Vegas metropolitan area increased 
by 11,400 jobs (1.4 percent) from November 2010 
to November 2011.  The Las Vegas unemployment 
rate fell from 13.1 percent in October to 12.5 per-
cent in November.
 Washoe County’s overall economic conditions 
appear mixed.  Compared to a year earlier, No-
vember visitor volume was up by 4.2 percent, and 
gaming was up by 2.0 percent.  Both residential 
and commercial construction permits slipped from 
November to December, and both remain near his-
torically low levels.  Reno-Sparks employment fell 
by 1,500 jobs from November 2010 to November 
2011.  The Reno-Sparks unemployment rate fell 
from 12.1 percent in October to 11.6 percent in No-
vember, as job-seeking declined.
 Driven by strong gains in spending, national 
economic conditions improved in third quarter.  The 
Southern Nevada tourism, hospitality, and gaming 
industries continued to show gains—as did other 
parts of the region’s economy.  The Southern Ne-
vada economy is likely to show further gains as the 
U.S. economy strengthens.  The economy remains 
weak in Washoe County, but some favorable signs 
are seen in visitor volume and gaming.

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 Bank.

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

Professor Stephen P. A. Brown, PhD
UNLV Center for Business and Economic Research
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Business Indicators | Trends

Nevada
Employment

Unemployment Rate*

Taxable Sales

Gaming Revenue

Passengers

Gasoline Sales

Visitor Volume

Clark County
Employment

Unemployment Rate*

Taxable Sales

Gaming Revenue

Residential Permits

Commercial Permits

Passengers

Gasoline Sales

Visitor Volume

Washoe County
Employment **

Unemployment Rate*

Taxable Sales

Gaming Revenue

Residential Permits

Commercial Permits

Passengers

Gasoline Sales

Visitor Volume

United States
Employment

Unemployment Rate

Consumer Price Index

Core CPI

Employment Cost Index

Productivity Index

Retail Sales Growth

Auto and Truck Sales

Housing Starts

Real GDP Growth***

U.S. Dollar

Trade Balance

S and P 500

Real Short-term Rates*

Treasury Yield Spread

Note: NSA = Not Seasonally Adjusted, SA = Seasonally Adjusted
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What life lesson did you
learn the hard way?

“Lessons from my grandfather: He asked 
me to fly fish with him and wanted me to 
learn to play golf, but I never made time.  
He understood that fly fishing is the Zen 
of outdoor sports.  He knew that golf 
built friendships, fostered business and 
is a sport you can play for life.  He was 
wise beyond my years.  I did not take 
time to learn from him.”

Bruce Rowe • Senior Vice President of Strategy & Customer Consulting, Bally Technologies, Inc.

“Learning from others’ mistakes. And 
similarly, there’s no reason to reinvent 
the wheel if the wheel is working just 
fine.”

Lucy Flores • Attorney, Maddox, Isaacson & Cisneros LLP

“Life changes fast.  If not managed 
all the time, everything can be 
lost. Nothing and no one should be 
depended on. No trust fund or family 
member should be used as a retirement 
plan.  Depend on yourself, save and 
work hard toward your goals”

Jonathan Fine • CEO, Sting Alarm/Sting Surveillance

“I learned that the lack of loyalty I 
experienced with previous business 
dealings with other companies has 

made me take aggressive steps to make 
loyalty a core value in my company. 

This has been extremely rewarding and 
the main reason why we have been in 

business for over 50 years.”

Jewell Creigh • President / CEO, Ute Construction Inc.

“While things may appear one way on the 
outside, they can turn out to be entirely different 

on the inside. I had a very busy restaurant, and 
was so focused on the exciting aspects of it, that 
I lost sight of how important the basic systems, 

bottom line and inner-workings of running a 
business are. If I had paid more attention to the 

whole picture in the beginning I would have set 
myself up for success later on.”

Mark Estee • Owner and Chef, CAMPO Restaurant

“Surround yourself with good people and 
empower them to do their job!  My first 
promotion changed my responsibilities 
dramatically. I focused on what I knew 

best, operations, and almost failed at what 
was expected of me in my new position. 
It was hard to give up what I knew best 
but my success depended on having the 

confidence to do just that.”

Dennis McGovern • General Manager, The Legends at Sparks Marina

The Last Word People

englishgardenflorist.com

http://englishgardenflorist.com
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For a customized Voice and Data solution  
call us at 702.244.7771

For more info visit: centurylink.com/stronger

Follow us on Twitter: @CenturyLinkLV

That’s why we offer solutions tailored to the unique  
needs of your business. 

Unlike other providers, CenturyLink goes beyond the basic  

one-size-fits-all bundle to make sure your business gets the voice 

and data solution just right for you. And our local experts right here 

in town will provide end-to-end support, from system design to 

installation and maintenance. Maybe that’s what comes from having 

successfully served businesses like yours for over 75 years. So the 

next time a provider tries to sell you a generic bundle of services,  

tell them that won’t cut it in Vegas. And call us.

30-DAY 
SATISFACTION  
GUARANTEE  
for Business Class  
High-Speed internet

Align with the lower right-hand
corner of the page.

Services and offers not available everywhere. Business customers only. CenturyLink may change, cancel, or substitute offers and services, or vary them by service area at its sole discretion without 
notice. Requires credit approval and deposit may be required. Additional restrictions apply. Services governed by tariffs, terms of service, or terms and conditions at www.centurylink.com/Pages/
AboutUs/Legal. Performance will vary due to conditions outside of network control and no speed is guaranteed. ©2012 CenturyLink, Inc. All Rights Reserved. The name CenturyLink and the pathways 
logo are trademarks of CenturyLink, Inc. All other marks are the property of their respective owners.

Align with the lower right-hand
corner of the page.

Your business is as  
unique as this town.
And you need a Voice and Data  
solution to match.

CTL12007_007LVad8.375x10.875R1.indd   1 1/20/12   4:39 PM

http://centurylink.com/stronger
http://twitter.com/CenturyLinkLV
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we provide a faculty of  
industry leaders who work 
in the fields they teach. 
for over 30 years, we’ve been dedicated to helping our students succeed in America’s most in-demand 
careers. for example, we provide students with instructors who are professionals working in the fields 
in which they teach. It’s an education designed for today from a university that holds the same level of 
institutional accreditation as America’s top schools.

4 Las Vegas area locations: Central Las Vegas, Northwest Las Vegas,  
Southwest Las Vegas and Henderson. phoenix.edu/lasvegas
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